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The world has changed.

The economic climate has changed.

The ways in which people conduct business has changed.

For the people, who do not recognize and embrace this fact, it will be the worst of times.

In the future you will be paid for your performance and not for your time anymore and it will happen in every single profession around the world.

“Go Pro” by Eric Worre

How marketing used to work:

“Half the money I spend on advertising is wasted; the trouble is I don’t know which half.”

John Wanamaker

INTRODUCTION:

Let’s face it – the world turns around money.  Every day we are bombarded by ways to make new money, introduced to more needs and wants that we ever could imagine and an urge to have more of it working for us.

The age of digital platforms opened more streams of income, and with time to come, who knows, what the future of the financial sector will truly look like?

The days of working for one single firm, from after leaving school, college or university is over.  Where our parents and grandparents were looking for a solid place of employment, with great benefits and a prosperous retirement life, modern man looks at what he is worth.  That “worth” means that he / she is willing to keep moving in order to get the best possible value for what they can contribute to a workplace.

Can we still only have one stream of income today?  Likely not!  The internet and digital platforms now make it possible for one to generate an income 24 hours a day, with the added advantage of generating foreign currency, deposited directly into your bank account.

This book will take you on an expedition.

You will learn how to effectively gather leads, make contact, do sales and more importantly – make money!

The Basics:

It is of NO use trying to sell anything if YOU do not KNOW the product!

A few years ago, my wife and I went to a well-known franchise steakhouse.  The waiter brought a platter of various condiments for our use.  One of the small bowls intrigued me:  It was filled with finely chopped chillies, in a base of olive oil.

I really wanted to know what type of chillies were served as I was not intending to eat anything that would BURN my mouth.

When the waiter returned a while later, I enquired about the chillies – wanting to know whether they were jalapenos, habaneros or something similar.

The waiter looked at me in disbelieve and quickly answered: “They are green ones......!!!!”

Unfortunately the rest of her service was inundated with various NO-NO’s, but, one could probably forgive her, at least she tried.....

Product Knowledge

To know your product is to be able to communicate with your customer.  It affords you the opportunity to describe your product or service and what it can do for them. 

Without good product knowledge it is very difficult to overcome objections.  It is also NOT leaving a good image when your customer knows MORE than you!

Put yourself in the shoes of your customer:  Will you trust someone and do business with someone who does not know his product?

Features, Advantages and Benefits

You may want to ask yourself the following questions when you are describing or introducing your product or service:

Features – What makes this product unique?  Why should my customer buy this SPECIFIC item?  What gives my product the edge when it is compared to my opposition?  Do the EXTRA features come at a cost?

Advantage – Why should the customer buy this product?  What advantage does it give him when he buys this product?  Would using this service save him money?  Would this product make his business more profitable?

Benefit – What will this product do for the customer?  Remember you are not only trying to SELL a product ONCE OFF!  You need to get to the point where you look at your relationship with your customer as a long-term investment.

Customer Retention:

Reasons for Customer Attrition

The customer may have a one-time need.  It may also be that there is an extended period between purchases, maybe the customer will soon only purchase consumables.  Keep being the go-to person in your company when servicing customers, especially returning ones – they are the ones that will bring the big sales when the current product needs to be replaced or upgraded! 

The customer may move to a new location outside the salesperson’s territory.  This used to be something that you could not do anything about.  In the modern times we live in e-Purchases can still take place and orders can be shipped internationally as well as nationally.  You will have to “hand over” your customer when your company does have a branch in the customer’s new location.

A firm may go out of business or merge with another company.  This is something that you cannot really do something about!  Keep following your clients through social media and reconnect once they have entered the market again, or when they possibly join another company.  The relationship that you have built with the customer can open doors at the new company that would save you possibly months or meetings and / or proposals!

A loyal buyer or purchasing agent may leave the position because of promotion, retirement, resignation or serious illness.  It could be that your customer leaves his place of employment and has no intention to re-enter the workforce or to start a new venture.  It is therefore important to build relationships with the person taking over the position, preferably through INTRODUCTION by the current incumbent.

Sales are lost to the competition.  Without running down the opposition – find out why your customer decided to move to another supplier.  Was it service related?  Price related?  Features related?
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PROSPECTING

Some say that PROSPECTING is like mining, you continue to dig, expecting that elusive BIG diamond or gold nugget that will MAKE you!

Where and how do you find quality leads?

“Ferris Wheel” Concept

This process of continually having a list of potential customers was developed by Joe Girard—once recognized by the Guinness Book of Records as the world’s greatest salesperson.

We, as a family, recently visited a theme park where I saw the concept in action.  When you arrive early, the line to some of the rides are short, in some cases we could just walk up, and into the ride.  

As the day wore on those lines became longer.  They only shortened when the ride returned to its station, the riders disembarked, and a new set of riders would embark.

[image: image]This same concept applies to those in the sales business.  You may have your regular customers, but slowly, and dare I say steadily, your customer base dwindles.  You must get a line up, get people to add to your database and to keep on with this ever-increasing quest for more leads. 

Personal achievements

Joe was not your AVERAGE salesman.  He sold more "big ticket" items "one-at-a-time" than any other salesperson in any retail industry including houses, boats motor homes, insurance, cars, etc.

The Statistics do not lie!!

	He sold on average six new retail cars per day.  These were only NEW cars and did not include any USED cars.

	He has a record for new retail sales in one day (18 cars)

	He sold the most NEW retail sales in one month.  (174 cars)

	His record for the most new retail sales in one year.  (1425 cars)

	His record for the Most new retail sales in a 15 year career stands at 13,001 cars


All his sales were only retail and did not feature any fleet or wholesale sales.

It is said that he:

	Had sold to three generations of ONE family

	Personally, called ALL the customers on his portfolio on their birthdays, anniversaries, even when they were in hospital!

	He sent cards and notes to his customers, congratulating them on achievements – this he did by following his customers’ achievements in the press

	Thrown his business cards in the air after a home run or touchdown, while strategically seated, at major sporting events.  Fellow spectators grabbed the opportunity to collect his sought after business cards, pursuing him to sell them a vehicle!

	That he ALWAYS carried a supply of business cards, saturating areas wherever he went.
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I guess you can figure out what Girard’s Law of 250 is, but I’ll tell you anyway: Everyone knows 250 people in his or her life that they can influence with their opinions and experiences – 250! This means that if I see 50 people in a week, and only two of them are unhappy with the way I treated them, at the end of the year there will be about 26,000 people influenced by just those two a week.​[1]

How to Improve the Quality of Prospecting

Increase the number of people who board the Ferris wheel.  This means that you should continuously have people in line waiting for those who are exiting your database.

Improve the quality of the prospects who board the Ferris wheel.  This is done through INTRODUCTIONS, where possible.  The big POSITIVE about an INTRODUCTION is that, unlike a REFERREL (which only gives you a name and contact details), an INTRODUCTION is a personal declaration of CREDIBILITY in you! 

Shorten the sales cycle by quickly determining which of the new prospects are qualified prospects (need, ability and authority).

Collecting & Organizing Prospect Info

How many prospects do you want?  The obvious answer is a MANY as you can!  But, keep those prospects close to your heart – AND most importantly, move those prospects to your CUSTOMER base as soon as possible!

CRM

What is CRM?

“The approach of identifying, establishing, maintaining, and enhancing lasting relationships with customers.”

“The formation of bonds between a company and its customers.”

Customer Relationship Management (CRM)

There are various CRM systems available, yet, you may also decide initially to start with a good old spreadsheet!

Popular CRM systems:

Salesforce.com

Oracle

NetSuite

Microsoft




































	Cold Call 1000 people

	100 listens

	25 of those like what you say

	10 of those become customers









	Meet as many people as you can when ever you are attending a networking event.  Let’s face it; these events can become costly, therefore pursue a great return on investment!!  Yet, it is more affordable than other methods.

	Become known as a powerful resource for others. When you are known as a strong resource, people remember to turn to you for suggestions, ideas, names of other people, etc. This keeps you visible to them.

	Tell those you speak to what it is that you do

	Do not fall into the trap of trying to do business while you are networking

	Offer business cards to all those you speak to, BUT also take business cards when offered to you.  Quickly pen down the date and the event that you met on the card.  When you follow them up you can safely refer to “when we met on 11 January at the ABC Networking......”

	Get DIRECT phone numbers so that you do not have through a switchboard and the dreaded GATEKEEPER!

	Always edit and update your contacts.  There is nothing as frustrating as you trying to communicate with someone who resigned, or worse who have died!!!

	Remember to learn from others:  Exchange ideas and get those referrals.

	According to recent statistics, your chances of sealing a deal are 79% higher when business networking is involved. 

	No one can deny the power of networking. 

	Your network is you NETWORTH.  The more names you have from Networking events the better your chances of making it in Sales and Marketing.

	Social Networks are gaining importance.  One reason for this being that, in the post-modern society we live in, people want to connect through relationship.  When you stand in front of someone during a networking event, face and name gets together.

	Businesses are done using social networks.  If you are honest with yourself:  Do you have the time to attend social networking where there is no drive and where clicks are already formed?  Do you have the time, and do you want to make the effort to break into those groups with an extremely low rate of success?

	Cultivate powerful networks and prosper!

	Choose the right network for your business.   Do not join a networking group for medical practitioners, who specifically network within their field of expertise, if you are a rep for jet engines!













	Does the prospect have a need for my product?  It is no use barking up the wrong tree.  Not only will you not make a sale, but you could even turn others away from you.

	Before you, in your mind, celebrate all the great sales and contracts that the person standing in front of you will bring in, ask yourself the question:  Does this person have the authority to buy my product?  If not, who does?

	Be very careful about this one:  Does the prospect have the financial resources to buy my product?  Do not be deceived by appearance as many a sale has gone sour because a prospect was shot down on his outward appearance.  

	Many successful and very rich entrepreneurs are dressing down and may even appear to be outside of the scope of your sales.  On the other hand, it would be fruitless spending hours trying to pursue someone to buy a Rolls Royce from you if they are in Junior Management.

	Do you have to push on this sales call or proposal, or does the prospect have the willingness to buy my product?

	Also take note of this:  Does the potential prospect appear to have a need for your product or service?  In pushing someone to buy something they do not need you still make a sale.  Maybe it will help you to achieve your target for the month.  However, in retrospect, you are shooting yourself in the foot.  Remember that it is much cheaper KEEPING a customer than to hunt for new ones!
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	From the customer's standpoint, completing a satisfactory purchase as it saves an additional trip to buy the tie





	Other music CDs featuring your customers' favourite artists

	Sell complementary products and services - Products that can be sold in conjunction with other products 

	Fries/Potato Wedges with Burger 

	Introduce non-complementary products and services

	Current customers possess a degree of trust in your business and this can be converted into sales of products not directly related to the customers' existing purchases customer who typically buys music CDs can be introduced to videotapes and DVDs










	Ensure that the customer is satisfied with first sale.  Do not, through doing the wrong things, lose your initial sale!



	Is the customer satisfied with the current purchase?

	How will additional products or services fit the customer’s needs

	How does Pricing influence the potential up/cross sale?

	Focus on customer needs-not yours. Sell with integrity.  Remember you want to build a relationship for the long run.  Customers will always return to someone they can trust.

	Don't try to sell the customer something you wouldn't buy if you were ‘them’.  If you know something, which the customer wants to buy is of inferior quality, subtly make him aware of its limitations by showing him something that you will buy.

	Crosse selling is not difficult.  It’s easy and something that is a ‘by the way’ presentation.  The customer has the right to say no, do not decide that on his behalf!

	Since it's done after the customer has decided to go ahead with a purchase, the hard part of the sales conversation has already been done.  

	You've got to assume that the customer will naturally want this.  Begin the up sell with a brief benefit, then if possible, add something unique about what you're selling.  

	Up-selling is just presenting the information in a "by-the-way" assumptive manner

	Be prepared with positive aspects when selling expensive alternatives. Customers will ask why they should choose these 
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	Do they offer what we are offering?  This allows the customer to compare your product with that of the competition.




















	Is the product too expensive?

	Do they have budgetary restrictions?

	Do they compare your products with inferior ones?




	We all know that maintenance is of the utmost importance.  Downtime means a drop in income.  A great question to ask regarding not DOING something NOW is:  What will happen if you do nothing?

	It is always helpful to determine whether you are getting a foot in the door, or whether you continue pursuing something that will never materialize.  I have seen and heard of so many salespeople who continue with the one follow-up after the other, of wasting needless time and energy on a dead end.  Ask a question like:  On a scale of 1 – 10 (10 the highest) where are we with my offer?







	People will sometimes use delaying tactics to get out of a decision-making situation.  They tell you one thing but use their EXCUSE so that they would not have to decide.  When someone says: “Call me again next week / month.”  	You tell them - I will call you Monday at 14:00, or

	OK, so you say we will be doing business together

	I will be happy to.  Call you in a week?





	Another get-away tactic used by non-decisionmaker could be: “I have not read the literature yet.”  

	You could counter this statement by saying: “Great, let’s recap what it says.”




	“I want to still shop around.”  Your immediate counter to this could be: “What would you be looking for?”





	You may choose to ask this question: “Under what circumstances would you see yourself using our services”





	Some objections are rather vague; therefore you need to be sure exactly what the problem is. Turn objections around by the following statements:

	I hear what you are saying, but I think that what you really want to know is ...

	What I hear you saying is, you would buy if









	Do you want it?

	How many would you like?

	Would you like 3?

	Will you sign here?

	Can I have your approval on this?

	X, (the name of the customer) we seem to agree that....

	We can deliver your order today




	Do you want it in metallic or black?

	Will you use our credit facilities?

	Shall we start tomorrow?

	It sounds to me that you have already decided that this is what you want.

	Any questions, or shall we proceed to get your order?

	Anything else before we carry on with this order?



	I wish you would....

	I promise you....








	We can give you a 2.5% discount today

	We can arrange for a 30-day payment option

	We offer a money back guarantee





	They may start asking questions

	They may say good things about the item

	They may start asking questions about the product, its benefits, etc.

	When could I have it?  When this is said you need to quickly close the deal.

	How does one pay? – The customer has made us his mind; he wants the product – You now need to DELIVER!

	What do we do next?  This is normally asked when his mind is made up.  The next step he is enquiring about is when and where shall I pay, when will I have it, when will it be installed, etc.

	Third Party Opinion – He may ask someone with him what they think of the product.

	He may start to demonstrate ownership of the product.  He may tell someone with him how, where and when he is going to use the product.  He may even try to explain all of the benefits of the product to someone accompanying him.



	Head & face – They may tilt their heads toward you

	Hands & arms – They may extrude a relaxed position.  Their arms are along their bodies and not crossed

	Body & legs – They may lean towards you

	Positive Body Language – You will just know that the person is open to the proposal




	He may shake his head from side to side, also looking disinterested and turning away

	In addition to silent signals guests often simply say “no!”.  
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	Tapping or clicking our pens

	Tapping on the counter, table, arm rest

	Looking around the room

	Checking out his watch

	Tapping a foot

	Fidgeting

	Closing his eyes for an extended time

	Loud breathing



	Thanking your customer for the order

	Explaining what will happen next: 	A delivery

	A survey




	A call from accounts

	How long it will take

	When you will follow-up

	The warrantee / guarantee



	Did the call go well? 	If yes, why?

	If no, why not?  What could you have done differently?  Do you think there is a chance to revisit the client?





	Have a buddy/shadow policy wherein successful salespeople get followed by new appointees to get on-the-job-training.  This is a GREAT MOTIVATION process! 	This could be expanded to struggling salespeople as well.



	Do not spend more than 75 minutes calling, it WILL reflect in your voice and enthusiasm.  There is nothing more irritating than a depressed salesperson!!

	Have short briefings with sales personnel: 	What sells?  And – why?




	Set objectives: 	Evaluate your calls, your success rate

	Define what you want to achieve.  Set daily, weekly and monthly targets, even if your company does too.  Set yourself the goal to supersede your official targets.

	Decide upon a solution when not successful.  Implement new decisions, evaluate after a period, if necessary, redefine, reimplement, re-evaluate

	Do not waste good leads.  Remember wasted leads are not limited to a once-off sale.  Wasted leads could influence recurring sales and you meeting your targets.

	Give feedback and praise.  This is especially applicable to new salespeople.  Motivation and positive feedback will do wonders for a person’s self-esteem and confidence.

	Introduce competitions to stimulate competitiveness.  Do not ONLY give to the top salespeople.  What about the one who made the biggest POSITIVE change?  

	Move around while calling (if possible) – it reflects in your voice that you are energetic.  Again, nobody will buy from a depressed salesperson, whatever the quality of the product!

	Do not overburden your staff with unnecessary paperwork!

	Think of ringing a bell whenever a new contract is signed (where possible) Update targets in “real” time

	You may want to implement a script – BUT do NOT just READ the script.  People want to HEAR your passion for your product!!
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