
[image: cover]




PRAISE FOR ACE IT!

“Over the past ten years, Bernie and his team have connected countless sponsors with our show, many of which have become long-term partners. His magic is truly understanding what our partners need while believing in our unique way of delivering. If you want to understand exactly what it takes to become the next sales superstar, this book is for you.”

—Elvis Duran, host of “Elvis Duran and the Morning Show”

“The strategies and tactics Bernie Weiss teaches in Ace It! work. If you want your sales team to improve its new business results quickly, buy this book for every salesperson in your organization.”

—Jennifer Mormile, chief business officer, Condé Nast

“In 25 years of managing sales teams, Bernie is the greatest developer of new business I have seen. His systematic, organized and pragmatic approach can work for anyone willing to put in the time and learn it.”

—Stephen Kritzman, senior vice president of sales, Pandora Media

“This really is the only new business sales guide you’ll ever need—not only easy to understand, but even easier to implement. Any salesperson who wants to develop new business must read this book.”

—Daniel Gallivan, executive director of partnership sales, New York Yankees

“If you want to take control of your sales career, don’t just read this book. Study it, and use it. No one can coach you on new business development better than Bernie Weiss.”

—Shetellia Riley Irving, vice president of ad sales, Black Entertainment Television (BET)

“Whether you are new to sales or a sales veteran who needs a shot in the arm, follow the sales strategies and tactics presented in this book. Bernie shows a clear path and process to new business success.”

—Bob McCuin, EVP/chief revenue officer, Clear Channel Outdoor




ACE IT!




ACE IT!

How Sales Champions Win New Business

BERNIE WEISS

[image: ]

Matt Holt Books

An Imprint of BenBella Books, Inc.

Dallas, TX




This book is designed to provide accurate and authoritative information about sales. Neither the author nor the publisher is engaged in rendering legal, accounting, or other professional services by publishing this book. If any such assistance is required, the services of a qualified financial professional should be sought. The author and publisher will not be responsible for any liability, loss, or risk incurred as a result of the use and application of any information contained in this book.

Ace It! copyright © 2021 by Bernie Weiss

All rights reserved. No part of this book may be used or reproduced in any manner whatsoever without written permission of the publisher, except in the case of brief quotations embodied in critical articles or reviews.

[image: ]

BenBella Books, Inc.

10440 N. Central Expressway

Suite 800

Dallas, TX 75231

benbellabooks.com

Send feedback to feedback@benbellabooks.com

BenBella is a federally registered trademark.

Matt Holt and logo are trademarks of BenBella Books.

First E-Book Edition: September 2021

Library of Congress Location Number: 2021005932

ISBN 9781953295538 (print)

ISBN 9781953295873 (ebook)



	Copyediting by James Fraleigh

	Text design and composition by Katie Hollister




	Proofreading by Jenny Bridges and Sarah Vostok

	Cover design by Ty Nowicki




	Indexing by Amy Murphy






Special discounts for bulk sales are available. Please contact bulkorders@benbellabooks.com.






To my mother, who wrote her book. My father, who never got to write his. And my wife, who will write hers one day.




CONTENTS

Foreword

Prologue

Game, Set, and Match

COMMIT

1.Are You All In?

FIND

2.The Right Prospecting Philosophy

3.All Glory Comes from Daring to Begin

4.Creating Qualified Lead Lists

5.Developing Your Prospecting System

CONNECT

6.Setting Up Face-to-Face Meetings

7.The Three Cold-Calling Success Factors

8.The Moment of Truth

9.Maximizing Email Conversion Rates

10.Perfecting LinkedIn Messages

11.Other Ways to Get in the Door

12.Navigating Four Possible Call Outcomes

ENGAGE

13.Meeting the Buyer for the First Time

14.First-Meeting Framework

DISCOVER

15.Nobody Has Ever Listened Themselves Out of a Sale

16.Judge a Person by Their Questions Rather than Their Answers

TEACH

17.Teach and Personalize to Connect with Buyers

18.Overview of First-Meeting Deck

CLARIFY

19.Walking Away With a Clearly Defined Assignment

20.Confirming the Assignment

PRESENT

21.Creating Proposals That Convince

22.Proposal Meetings as Sales Dialogues

ASK

23.Welcome to the Kingdom of Ask

24.Winning in Sales Negotiations

LAUNCH

25.This is Just the Start

Acknowledgments

Index

About the Author




FOREWORD

The best companies, the best sales teams, and the best salespeople don’t just have one good new business month; they are able to sustain new business growth quarter after quarter and year after year. And even though technology has changed many aspects of how we sell, with more technological disruption always on the way, there will continue to be many lucrative career opportunities for salespeople willing to take responsibility for identifying and creating their own sales opportunities—to connect the dots to develop new business. To do that, you need a systematic sales approach that is both effective and efficient. You need to stand out from the competition by positioning yourself as a true business partner who consistently creates value for your clients.

If you have been wondering how top performers produce greater new business results than their peers, this book provides the answers. Over the last ten years at iHeartMedia, I have seen firsthand that the new business sales approach Bernie Weiss is teaching works. In Ace It!, Bernie doesn’t just cover sales theory; he provides a strategic roadmap for new business success, including detailed frameworks, scripts, and real-world tips that you can immediately apply in your day-to-day sales efforts.

If you are seeking a competitive advantage that will set you apart from your colleagues and competition, in Ace It! Bernie gives you the master plan.

—Bob Pittman

Chairman and CEO

iHeartMedia, Inc.




PROLOGUE

It is a cold late afternoon in March and I am walking down Manhattan’s “Piano Row” near Carnegie Hall. Piano Row was once famous for being the home to close to a dozen piano stores. Unfortunately, many have since closed.

A couple of months before, I’d bought a house, and I am struggling with what to do with an empty room adjacent to the living room. Someone suggested a piano would look good there, and although I haven’t played since I was twelve, the idea of having a grand piano in my house that I can start playing again is appealing. So, for the first time in my life, I am in the market for a piano.

This afternoon, my plan is to stop in at two piano showrooms on Piano Row. The first one is called Faust Harrison Pianos.

The moment I enter, a well-dressed salesperson in his early thirties named Tom approaches me. Friendly, firm handshake, good eye contact, eager to help and get started, he says, “Let me show you around. We have many great pianos in our showroom right now. I am sure you’ll find one you like.”

He walks me to the first piano, a beautiful Yamaha, and I immediately realize that Tom really knows what he is talking about. He explains the name of the model, exact measurements, year it was built, where it was built, its price point, financing options, and its availability in black, brown, and even white. I am impressed. He even hands me a beautifully produced glossy Yamaha brochure before we continue to the next grand piano, a Steinway. Based on all the facts Tom is rattling off, it seems to be the better piano, and of course it is also an American heritage brand. I am intrigued, but the price is higher than what I am planning to spend.

“Don’t worry. We are just getting started. You don’t have to be anywhere, do you?” Tom asks, as he shows me a new Bösendorfer piano, famous for its intricate Austrian handcraftsmanship. As Tom is running through the specs, I am flipping through another glossy brochure, trying to figure out what’s different compared to the pianos I already saw.

On we go: a Bechstein, another Yamaha—this time a used one—a Hoffmann, and several more.

“Oh wow, it’s already after six. I really need to run,” I say eventually. “Thanks so much for all the information and for being so helpful.”

“No problem at all. That’s what I am here for. Here is one more brochure about our store and here is my business card. Of course, you can always call me if you have a specific question on any of the pianos—24–7!”

I put the brochures into my briefcase and walk a couple of buildings east to take a quick look at what the second store I had heard about, Allegro Pianos, has to offer. Since this store is closing at 6:30 PM and I don’t see any customers inside, I almost feel like an intruder. They are probably trying to close up shop for today.

“Anything I can help with?” someone yells from across the room. Since some of the lights in the store are already turned off, I have a hard time seeing him.

“Yes, I wanted to take a quick look at the pianos you have in store. I am sorry I got here so late.”

“Well, why don’t you come in,” he says after a short pause, not making me feel particularly welcome. As he is walking across the showroom to greet me, I have enough time to size him up. With a rumpled suit, unkempt hair, and a bit overweight, he reminds me of an old college professor of mine.

“I am Ori Bukai, the store owner. Nice to meet you. Why don’t we go to my office and have a little chat.”

We sit down on two very comfortable sofas in his spacious office in the back of his store and Ori pours me a drink.

“When I opened this store fifteen years ago, I wanted to be known for two things: a great liquor cabinet, with a ton of choices, and a selection of pianos that is a little bit off the mainstream. Smaller brands, many crafted by hand, which have a distinct sound and are also beautiful to look at. The type of piano you will get compliments on when you have guests over at your house. I guess if we would be in the car industry, we would be Alfa Romeo. But now tell me, why are you looking for a piano?”

I tell him about the new house and my idea of picking up playing again.

“Buying a piano is a big decision. Just think about what else you can buy for the money. A car, a nice painting, or a country club membership, for example. Owning a piano, though, is life changing. It is something you will have forever, for the rest of your life, and then pass on to the next generation. My grandmother’s piano is one of my most prized possessions. You’ll also find learning and playing really rewarding and will impress everyone from your mother-in-law to your dinner party guests. Tell me, when was the last time you played?”

“About thirty years ago. I took classes for about six years as a kid, but stopped when I was thirteen. I mostly played classical music back then. Beethoven, Chopin, Mozart. I could never figure out how to play contemporary music. Billy Joel, Elton John, Queen.”

“It’s much easier to learn these things now. You just need to go to YouTube and follow along. So your goal is to play more modern music? Pop music?”

“I think so, yes. That’s really the type of music I usually listen to.”

“Great! Tell me more about the room the piano will be in. How big is it? Does it have a window? What else is in it?”

“About three hundred square feet I guess, with one window. There is really not much else in it, other than a bookshelf that fully covers one wall.”

I am starting to wonder why this is important, but Ori explains.

“It’s important for me to visualize the room. Plays a big role when it comes to sound.”

I describe it in more detail and even end up drawing a floor plan of the room, indicating where I think the piano should stand.

“Ah, you would be able to look out into your garden if you position it like that. Excellent.”

Ori’s questions continue for about twenty minutes.

“Where is the house located?” “Who will you be playing for?

Who will be listening when you practice?”

“How much do you want to invest?”

“Which piano brands do you know? Any particular ones you are more interested in than others?”

“Are you planning to play for guests as well? Entertain them with your music?”

“When will you be playing the most? In the morning? On the weekend?”

Suddenly, Ori jumps up and excitedly asks me to follow him into the showroom.

“I think I have the right grand piano for you.”

He walks me back into the showroom, to a beautiful black Estonia piano. He sits down and starts to play. First, Elton John’s “Mona Lisas and Mad Hatters,” followed by Queen’s “Bohemian Rhapsody.” The music sounds wonderful.

“Estonia only produces one hundred pianos a year. It’s a very exclusive brand,” Ori says, then goes on to explain the characteristics of this particular model and why he thinks it is perfect for someone like me.

“Why don’t you sit down and try it?”

You don’t have to guess at which store I end up purchasing my piano. While I didn’t fully commit during my first visit, I never went to another store and never looked at another piano than the one Ori chose for me. The piano costs about 30 percent more than what I had originally budgeted, but I am justifying it by telling myself that it’s a good investment—and that I will sound so much better on this Estonia.

Four weeks later, the piano is delivered, and I put it exactly where Ori and I had planned it in his office.




GAME, SET, AND MATCH

If you followed men’s tennis in the 1980s, you know that the most dominant players at the time were American John McEnroe and Czechoslovakian Ivan Lendl. In the history of tennis, there has probably never been a more natural tennis talent than John McEnroe. He had a unique style that couldn’t be taught or copied, and he possessed a special talent: a distinct feel for the ball on the racket, especially at the net. With his aggressive serve-volley approach, he was able to impose his type of play on his opponents. He “read” his opponents’ shots accurately before they even hit the ball and instinctively moved to the right positions on the court. A lot of McEnroe’s game had to do with instinct, and he constantly invented new shots and new angles. He was a talent that comes around only once in a generation. You can think of John McEnroe as a Natural-Born Tennis Player.

But would it have been a good idea for junior players (like me) to model their games after McEnroe? No, because it would have been almost impossible. That’s why most players back then tried to follow closer in the footsteps of Ivan Lendl, one of the first offensive baseline players in men’s tennis, and someone who had a much bigger impact on the next generation of tennis players than McEnroe. Just think of Jim Courier, Andre Agassi, and Thomas Muster. They all had a strong forehand, excellent footwork, good mental game, and the ability to play for five hours without letting up, after putting themselves through grueling conditioning workouts to prepare for a tournament.

But most importantly, Lendl approached his game very systematically. Many of his points were constructed the same way. He returned the ball to the center of the court, very deep to the baseline. He moved toward the backhand side of the baseline to open up the court with an inside-out forehand. He stepped up to start dominating the rally with his forehand, first to the left corner, then to the right. Once he had his opponent on the run, he had his choice of shots to finish the point, usually a crushing topspin forehand.

Thousands of hours of training went into being able to pull off points like this. And Lendl needed them, because he created and followed a system. He broke down a point into several mini-steps, all of which had to be completed for Lendl to maximize his chance of winning it. You can think of Ivan Lendl as a Systematic Tennis Player, the exact opposite of a Natural-Born Tennis Player like John McEnroe. Because of their totally different approaches to the sport, their duels were entertaining to watch.

Who was more successful? Ivan Lendl won eight Grand Slam trophies, John McEnroe seven. But that’s not the point. The point is that 99 percent of salespeople will be more successful by following Lendl’s process-driven approach than McEnroe’s improvisational style.

DIFFERENT, BUT THE SAME

While every sale is different, every sale is really the same. Each sale is unique because sales champions not only find a way for each of their customers to feel special but also to tailor their products and services closely to the clients’ needs. They make adjustments based on the type of business, the personality of the person to whom they are selling, and even the physical setting of the sales pitch. But almost all sales also follow the same pattern. That’s why every sale is also identical. The salespeople who are effective during every step of the sales process, from prospecting to asking for the order and implementing the solution they sold, are the ones who are consistently beating their new business budgets.

Having a framework that you follow every single time you attempt a sale can turn you into a sales superstar. Sales champions excel when they figure out how to win new business and then replicate their approach over and over. And if you follow the process and concentrate on each individual step of it, deals will happen automatically, without using any fancy closing techniques. The more you can break down the sales process into individual steps, the quicker you can become a true expert in each of them. No wonder Ivan Lendl became a much more successful tennis coach than John McEnroe in their second careers. Lendl had a systematic process, broken down to the last detail, that he could pass on, while McEnroe did not.

SALES CAN BE TAUGHT

Sales is a science that can be taught. I’m the best example of this fact. Not once until my twenty-seventh birthday had I ever considered sales as a career. In college, I majored in marketing and finance. My internships were in the banking industry, and certainly not sales related. My first job was as a management consultant, almost as far from sales as possible. But in the 1990s, when—partly by coincidence—I landed a job in the media industry, it became clear to me that to have a successful career there, I would quickly have to learn how to sell advertising.

To maximize my sales success, I wanted to develop a sales system that I could follow every day. I started by reading as much literature on sales as I could find, attending sales trainings and conferences, listening to sales tapes (yes, cassettes back then), and also meeting with some of the best account managers and sales managers across different industries, trying to pick their brains. Most importantly, though, I was able to put what I learned into practice day after day: trying out new things, doing more of the tactics that worked and fewer of the ones that didn’t. For several years I studied the sales game, until I was confident that my system could be applied successfully in one of the toughest sales markets and industries on the planet: New York’s media industry, where thousands of salespeople on hundreds of different sales teams compete for billions of advertising dollars.

As I followed my sales system, my results came quicker than I expected. Eight months after joining iHeartMedia (back then still called Clear Channel Radio), America’s number-one audio company operating 850 radio stations in more than 150 markets across America, I was ranked first in annual new business sales among all one hundred account executives of its New York sales team. In my last year as an account executive, I was ranked in the top new business tier of all 1,700 iHeartMedia salespeople countrywide, which ultimately led to my promotion to sales management and, many years later, to president of iHeartMedia’s New York City broadcast operation, where I oversee some of the most prestigious radio brands in the world.

It never would have happened if I hadn’t followed my systematic sales approach, which over the past fifteen years I have taught to hundreds of iHeartMedia employees. Many of these account executives went on to become sales superstars and rose to leadership positions themselves. Our group became New York’s top-ranked radio enterprise by revenue. This book outlines the successful sales system that I battle-tested and many other sales professionals have proven.

OVERVIEW

There are many, many sales books available. I know because over my twenty-year sales career, working around the world, I’ve read a ton of them. But the books rarely offer advice that works in the real world. To succeed as a salesperson, you need answers to questions like:


•“I was so close to making the sale, but now my prospect is ‘ghosting’ me. How do I get them to engage with me again?”

•“How do I identify myself on a cold call?”

•“What do I say to a prospect at the start of our first meeting?”

•“Should I leave voicemails or not?”

•“How do I respond to objections on a cold call or during a proposal presentation?”

•“At what point in a meeting do I talk about my company and our capabilities?”

•“How do I grab the attention of someone when I reach out by email or on LinkedIn for the first time?”

•“How do I get my prospect to agree to do business with me?”

•“What’s the best technique for arriving at a clear assignment and budget?”

•“I found a great lead, but the person doesn’t pick up the phone and doesn’t respond to emails. Anything else I can do to get in the door?”

•“How do I negotiate the best sales outcome for the company I represent?”



It’s the basics that trip people up. That’s why following a systematic sales process in a disciplined way is the best way to sustained sales success.

The book is divided into ten sections, each representing one step of the sales process as shown in the “Ten-Step Sales Framework” figure. Two of these—“Commit” and “Ask”—are so important in sales that they apply and extend across all phases of the process.

The first section, “Commit,” explores the importance of having the right attitude and level of preparedness throughout the sales process. Being strong in this area has a massive influence on sales success—potentially even the greatest. Salespeople who might not be as technically savvy as others can still outperform by being mentally tough as well as disciplined.

[image: ]

Figure: Ten-Step Sales Framework

The second section, “Find,” focuses on creating lead profiles you will use to identify and evaluate new business prospects. We will explore the best ways to look for leads and how an efficient prospecting system can help you be more productive.

The third section, “Connect,” covers all strategies and tactics you will use to set up face-to-face meetings with prospects. We will introduce scripts and templates for cold calls, seed emails, and LinkedIn messages, then address how successful salespeople deal with objections.

The fourth section, “Engage,” explores the first face-to-face meeting with the prospect, in person or on video. It describes how to stay in control of the meeting and introduces an easy-to-follow meeting framework that helps keep your meetings on track.

The fifth section, “Discover,” gives examples for effective listening techniques and insightful questions that help you uncover challenges a prospect might have.

The sixth section, “Teach,” covers how sales champions impress prospects with insights and new perspectives, and reviews what type of information they bring to the first meeting.

The seventh section, “Clarify,” gives tips on how to arrive at a mutually agreed-upon budget and how to leave your first prospect meeting with a clearly defined assignment.

The eighth section, “Present,” focuses on the importance of creating customer-centric proposals. It provides a checklist of tactics that will make your sales presentations more effective.

The ninth section, “Ask,” shows how asking for mini-commitments throughout the sales process is more successful than any artificial closing technique. It also discusses the negotiation tactics sales aces use to maximize their order sizes.

The tenth and last section, “Launch,” describes how exemplary implementation and execution work ensures renewals and long-term client relationships.

To show how these sales strategies work, you will meet a fictional prospect called “Rebecca Gyms.” This will make the scripts, responses, sales material, negotiation techniques, and other tactics more realistic, and will allow you to immediately apply the content to your day-to-day sales work.

THIS BOOK IS FOR YOU

This book was written with a few different audiences in mind:


•People who have recently switched careers

•Recent college graduates who want to pursue a sales job

•Sales veterans who have plateaued and need a boost to jump-start their careers

•Sales managers who are looking for a sales process that will help train their new hires to produce significant revenue quickly



If your day-to-day responsibilities include finding new leads and turning them into revenue generators, this is the book for you! While many of the examples and scripts are taken from the media industry, where an advertising sales executive typically sells to a business owner, marketing manager, or the C-suite, these concepts are also applicable to retail industries selling products and services that have higher price points, like cars—or pianos.




COMMIT




1

ARE YOU ALL IN?

Sales is a science that can be taught to almost everyone. However, that doesn’t mean everyone will be equally successful at it. While the fundamentals can be taught, a winning attitude, a positive mindset, and 100 percent commitment cannot. To be great in sales, you need to be fully committed to your sales career. Several studies have shown that when salespeople fail, more than half of the time the reasons are related to attitude, not technical skills.

I often meet with college graduates who tell me that they want to “try sales as a career.” And every single time I tell them to not even bother. Once you have made the choice to pursue a sales career, you have to be all in. Just “trying it” or being 99 percent sure you want to be a salesperson are recipes for disaster.

Successful salespeople are proud to be in sales. When they are asked at a dinner party about their profession, they will not hesitate to proudly and loudly proclaim, “I am in sales.” They believe in what they are doing, which is helping others be more successful, and they believe in the company they work for. They are certainly not “embarrassed” to be in sales (yes, I have met and worked with too many talented people who were, and it never ended well). Why wouldn’t you be proud of working in sales? Sales is one of the few careers that allows you to be the master of your own destiny. The more hours you work, the more calls you make, the more qualified prospects you meet, the more proposals you write and present, the more deals you will strike and the more money you will make (assuming you are compensated on some kind of commission or bonus plan). It’s as simple as that.

FOCUS ON THE WINS

There are not many jobs that reward productivity as much as a sales job. What’s not to like?

Most people will answer that question with one word: REJECTION. And not just any rejection. Constant, daily, maybe unfair and sometimes cruel rejection. Rejection can—and will—happen during every single step in the sales process. The hang-up on the first phone call, being turned down for a follow-up meeting, the dismissal of your concept or idea, the refusal to entertain more detailed price negotiations. Rejection happens all the time in sales. The question is how you deal with it.

What sales champions understand is that what’s being rejected is not themselves. They don’t take it personally, understanding that rejection is part of the job. Sales is a series of defeats interrupted by revenue-generating wins. Salespeople who get too hung up on the defeats instead of remaining focused on the wins are the ones who get easily frustrated and potentially even burn out. Salespeople who stay positive throughout are the ones who eventually enjoy more, and better, client relationships. Once the enthusiasm about a closed deal sets in, all the rejection leading up to it is quickly forgotten.

But I certainly don’t want to sugarcoat it. Sales is hard. Many people can’t deal with the uncertainty of wondering if a deal is closing or not, the fluctuating paychecks, the unexpected cancellations, and other obstacles that appear out of nowhere. However, rejection and uncertainty, taken together, are the main reason why salespeople make more money than most people who have to rely on a modest 2 to 3 percent annual cost of living raise.

KNOW YOUR LIMITS

Not everyone is built to succeed in a sales-hunter role, though. I have worked with many account managers who were excellent negotiators, provided incredible customer service, and were extremely well-liked by their existing clients. In fact, if I as a manager ever attempted to make a change in their clients’ coverage, all hell would break loose, with the clients literally fighting for “their” account manager. But, partly because these salespeople were so focused on their existing client relationships, many of them struggled mightily when it came to developing new business, overcoming objections, convincing prospects to change direction, or even setting up meetings with potential new clients in the first place. These valued colleagues ultimately succeeded in a service role, which was more tailored to their strengths. New business developers need to be comfortable with the tension and the pressure that can arise during every single step of the sales process.

DON’T OVERTHINK IT

Have you ever worked with someone who was so analytical and so focused on having 100 percent of the answers that he or she rarely ever took any action? That’s another type of personality that has a hard time in new business sales. I am certainly not advocating that you don’t go fully prepared into a sales call and not do research leading up to it—far from it. But if analysis turns into paralysis, when the search for data and facts becomes so dominating that it interferes with the day-to-day selling, you will not be able to maximize your sales success.

It’s good to think through potential objections before a meeting; sales champions do that. But once you start to mentally agree with these objections, you begin to unconsciously torpedo your best efforts. Despite the best and most proven sales systems, despite all the information readily available on the internet, new business sales can be messy. You will never have all of the information, and you will never be able to fully anticipate what will happen on a sales call. We all have had embarrassing moments while selling. Get used to them, because you certainly can’t fully avoid them. In fact, if you do, you are probably not taking enough risks. New business sales is for action-oriented people, and analysis paralysis is not a quality that will lead you to sales success.

ACT LIKE A BUSINESSPERSON, NOT A SALESPERSON

I am actually pretty uncomfortable with the term “sales hunter.” I only used it to try to make the point that new business sales requires a very proactive mindset and approach. But would I ever want to position myself to a prospect or client as a sales hunter? Absolutely not. People love to buy, but they hate to be sold. Unfortunately, amateurish sales techniques that have existed over many decades have given the sales profession a bad reputation. Clients want to be educated with insights and new information. They want engaging meetings with someone who understands their challenges and their business. In short, they want to deal with businesspeople rather than salespeople.

In an ideal scenario, your prospects will perceive you to be on the same level as they are. That’s not an easy thing to accomplish, especially when you deal with the C-suite or business owners. To make this a reality, you have to establish yourself quickly as an expert in your area.

“But I’m not CEO or general manager of the company I represent. How can you expect me to do that?”

First, you don’t have to have a title to earn someone’s respect. Secondly, and more importantly, no one is expecting you to be an expert in all areas of your prospect’s business. That would be impossible. You need to be an expert in the area where your expertise and the prospect’s challenges—and potential solutions—intersect.

Sometimes it’s the combination of several seemingly insignificant actions that brand you as a salesperson and not a businessperson. I worked with several salespeople who would start out every first sales call with a prospect with, “Thank you so much for taking the time; I know how busy you must be”—not an effective way to start a meeting at all. Why? You just artificially, voluntarily, and unnecessarily lowered your level by making prospects feel they are doing you a favor by meeting with you. Trust me, the last people busy executives want to deal with are overanxious salespeople who are literally begging for business.
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Figure 1.1: Salespeople vs. Businesspeople

Positioning yourself on the same level as your counterpart takes discipline and confidence. Remind yourself of all the reasons that you should be taken seriously before every interaction with a prospect. Maybe it’s the company itself. Maybe it’s a success story you are responsible for. Maybe it’s a new and creative idea.

Conventional wisdom has long held that B2B sales is all about building relationships because relationships are the foundation of sales success. The advice “Build relationships first and sales will follow” has existed for decades in the sales world. However, more recent studies have shown that relationship-centric selling may be less effective than it used to be, as clients increasingly care more about value, insights, and return on investment. Relationships are still important, but a great client relationship may be the result—not the cause—of successful selling.

MENTAL TOUGHNESS

Your mindset in approaching the sale will determine the outcome more than any other element of the sales process. If you are sitting down with a potential new client and think about all the reasons this prospect might have to not buy from you, most likely this will harm your sales results. If you wouldn’t buy from yourself, why should anyone else? Instead, if you have a winner’s attitude, and visualize before you even meet with the prospect how you are making the sale—the way athletes visualize a win or a goal—your chances of making the sale will be much higher.

Henry Ford said, “Whether you think you can or you think you can’t, you’re right.”

And if you don’t believe Mr. Ford, heed the words of Michael Jordan, the greatest basketball player of all time: “You have to expect things of yourself before you can do them.”

When coaching the iHeartMedia team in New York, one of my goals is to get the salespeople to actively visualize the call before they pick up the phone to reach out to a new prospect. What I want them to picture are not just the 850 radio stations they are representing, but the 277 million listeners these stations are reaching each month. They are visualizing the 277 million consumer relationships they are representing and that they are willing to rent out to unaffiliated third parties like the prospect they are calling. With 277 million people, how can you not be self-confident? Thinking about your company, product, or service in that way can raise your confidence level.

One of the most successful salespeople I know has the habit of pumping himself up during the elevator ride up to the prospect’s floor. A fist pump combined with a loud “It’s go time!” puts him in the right mental state. Once the elevator door opens, he is in his zone.

Will every deal you are pursuing result in a sale because of all your optimism? Of course not. But that doesn’t mean you should ever walk into a prospect meeting with anything less than the self-confidence of knowing that the prospect needs you, your company, and your product or service. In addition, your confidence level will be higher the more prepared you are, the more research you have done leading up to the call, the more effective the questions you have devised, and the better the customized solution you are about to present is. Preparation provides self-assurance.

CONSTANTLY RAISING THE BAR

Being all in means you are making a conscious commitment to becoming a student of the sales game, a lifelong learner. Sales champions develop an obsession with doing things better. The reality is that if you are not consistently adding to your sales skills, not only are you running the risk of being outsold by your competition; eventually, you will also become obsolete. It is mind-blowing and quite frankly shocking how few hands go up when I ask in sales trainings who is currently reading a book about sales. Thank goodness 
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SALESPEOPLE ...

. . . are doing most of the talking

. . . are mostly talking about their
company, its capabilities, and
themselves

. . . are trashing the competition

. . . are only focused on “the close”

. . . are begging for a “test”

. . . are talking about price,
discounts, and special offers way
too early

... care only about hitting their
monthly quota and not about the
client’s business

. . . overpromise and underdeliver

... use “salesy” language like
“exciting opportunity,” “one-of-a-
kind idea,” “amazing offer,” or “we
are #1, the best, biggest, smartest,
cheapest, quickest”

... think it helps the cause if you
mention the prospect’s first name
as often as possible

BUSINESSPEOPLE ...

. . . ask the right questions

. . . challenge with insights and
new information

. . . offer advice and are considered
a resource

. .. are perceived as strategic
partners, not vendors

. . . know their time is valuable and
will only work on clear, mutually
agreed-upon assignments that
include a budget figure and KPls

. . . come up with innovative
solutions

. . . determine early on how they
can measure the results of their
offerings at the client level

. . . execute and deliver on their
promises

... use terms like “profit margin,”
“return on investment,” and
“competitive advantage”

. . . show confident body language,
including a firm handshake and
good eye contact





