




“Sue Hershkowitz-Coore is the master teacher of high-impact communication techniques. But don’t be misled. This isn’t a book just for sales professionals and those that aspire to be. This is a success guide for everyone who realizes that building rapport and persuasive communication are the keys to satisfying careers no matter what the field of specialization. As a strategist, my best advice is to buy it, learn it, implement it…before your competition does, and you’re left with no advantages other than your looks and dumb luck!”
—David Rich, Senior Vice President, Strategic Marketing/Worldwide, George P. Johnson Experience Marketing
“Sue’s uplifting positive energy and easy, practical advice shine through on every page. She marries sound selling strategy with foolproof tactics, so you really can’t go wrong. It’s like having your own sales coach. Put Sue’s principles into practice and you’ll feel better about yourself—and you’ll do better, too.”
—Raymond Stevens, Director, Staples University, Staples, Inc.
“This practical little book covers it all: important communication and telephone, writing, and presentation skills for sales success! You’ll build stronger relationships when you apply the key words and strategies Sue provides.”
—Scott Russell, Vice President, International Sales Office, The Ritz-Carlton Hotel Company
“A wonderful and practical reference tool to keep in your back pocket. Sue Hershkowitz-Coore has filled every page with nuts and bolts advice. You need this book!”
—Louis Beck, Chairman of the Board of U.S. Bancorp of Ohio/CEO and Chairman/CEO of Janus Hotels and Resorts
“Sue Hershkowitz-Coore is the ‘Queen of Communication,’ but now she has outdone herself. As a salesperson you will no longer have to worry about what to say or write. Sue supplies you with the perfect words or phrases for every situation: even the ones you’d rather avoid. I’ve been in sales for thirty-five years and I have profited from this book. You will, too.”
—Warren Greshes, author of The Best Damn Sales Book Ever
“A great read for anyone who wants to improve their sales. This insightful book gives sales managers practical information that they can use immediately. These commonsense ideas are easy to understand and will make you a better salesperson.”
—Fred Shea, Vice President Sales, Hyatt Hotels Corporation
“How to Say It to Sell It is filled with hundreds of specific, real-world selling tips to help you talk, write, and present a sales message that wins the business. Turn to any page and learn something valuable.”
—Howard Putnam, former CEO of Southwest Airlines, author of The Winds of Turbulence
“Words truly matter…How to Say It to Sell It clearly shows you how to boost sales, close deals, increase revenue, and guarantee success by choosing the right words and delivering them in a way that makes the difference. It’s brilliantly simple, extremely practical, and delightfully written…essential reading for sales winners!”
—Roger Dow, President/CEO, Travel Industry Association, former Marriott SVP of Global Sales
“Words and how you use them are powerful tools for the successful salesperson. How to Say It to Sell It is packed with nuggets that will help you communicate better to make more sales. Your competitors might use the right words but this book will show you how to use the best words.”
—Mark Sanborn, author of The Fred Factor and You Don’t Need a Title to Be a Leader
“The critical guide to improving your persuasive selling language that needs to be in every sales professional’s back pocket. Applying these ideas will increase your selling success!”
—Jim Pancero, author of You Can Always Sell More
“Sue Hershkowitz-Coore’s new book is packed with pragmatic ways to sell your ideas, products, and anything else that matters. Instead of wasting your valuable time on platitudes or abstract theories, she provides real-life suggestions you’ll be able to use immediately. Read it and reap.”
—Sam Horn, fifteen-time emcee of the Maui Writers Conference, author of POP!
“In today’s fast-paced business environment you don’t have the luxury of time to remake a first impression. How to Say It to Sell It offers countless practical and helpful hints…written in a fun, entertaining style…a must-read for anyone looking to win business and enhance relationships.”
—Richard B. Green, Vice President, Association Business Development and Strategic Partnerships, Marriott International
“Sales process tells salespeople what to do and Sue’s book tells how to do it!”
—Brian J. Dietmeyer, President/CEO, Think! Inc.
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Introduction

This book is about standing apart from the crowd. Each page is filled with specific, easy-to-apply, practical nuggets of information to help you create the relationships and sales success that can often seem so unattainable.
Hard work, desire, and persistence alone don’t make sales dreams come true. Knowing what to say and how to say it persuasively, professionally, and powerfully are key. Salespeople who sell the most communicate their message in a way that separates them from their competitive set. They build long-term profitable relationships because their communications are credible and customer-centric.
You may have heard that some people are “born” salespeople. No such thing exists. Great salespeople communicate so comfortably and competently that they appear to have a special gift. It’s not a gift. It’s a communication process they’ve perfected, most likely, over years and by trial and error. You don’t have to take years to learn that communication process. This book will give you the tools you need to communicate with your clients and customers with ease and success.
Most salespeople want answers. Yet look through a dozen books on selling and what do you find? If you’re lucky, you read about how someone (the writer) became successful. The challenge is that the recommended techniques are often based on that individual’s style, type of prospects and customers, products, personal philosophy, faith, or closing cycles. This book isn’t like that. This book answers the question: How do I say that to make the sale? It alleviates the pain of not knowing exactly what to say to invite the prospect to buy.
Books on selling strategies often focus on attitude, goal setting, and motivation. No other book focuses specifically on the critical communication aspect of selling. In this book, you’ll find sample words, key phrases, and practical, real-world scripts you can tailor to communicate your particular sales message to your clients, prospects, and customers. This book isn’t about motivation; it’s about communicating so they remember you, like you, and want to buy from you.
You went into sales to be in control of your earning potential, to influence others, and to create success for yourself and others. The specific, easy-to-apply concepts in this book will teach you how to do that. You’ll learn the communication secrets that drive revenue and build loyal relationships to propel your sales career.
This book is divided into four parts, each emphasizing a different and crucial aspect of the sales process. In these parts, you’ll find two overarching points that are relevant to every sales situation:
	Communicate in a customer-centric manner. When you focus on what matters to your customers rather than on what is important to you, you separate yourself from your competition, boost sales success, and build meaningful and profitable relationships. Show people you care about their well-being, and they’ll be more likely to care about what you have to say. Being customer-centric may be the most self-serving sales strategy of all. When customers and prospects know that your goal is to help them create greater success, the more successful you become.
	Be more persuasive and less informational. Your website and other collateral communicate data; your job is to persuade your prospect to say “yes.” The more persuasive you are, the more likely you are to capture and keep his attention. Information alone can be boring and statistics are useless facts unless your buyer understands what they mean to her. As you learn to communicate more persuasively, selling your product, service, or idea becomes easier, more profitable, and more fun.

PART I. KEYS TO SUCCESSFUL SALES CONVERSATIONS
Excellent conversational skills and strong interpersonal relationships are the primary contributors to sales success. Yet if you’re like most salespeople, you’ve been given extensive product training and little or no communication skills training. You’re expected to depend on your charm, charisma, and “natural ability” to keep the sales conversation flowing. But all the product information in the world won’t help when the prospect says, “You sound just like everyone else,” or “Thanks, but we’re happy with our current vendor.”
Acquiring the skills to handle any sales conversation professionally and persuasively is what we’ll focus on throughout this book, and especially in Part I. I’ll begin by revealing a little-known listening technique that will significantly boost your ability to influence the sale. You’ll also learn to keep the sales conversation flowing, handle objections, and maintain control of the sale. Through scripts, specific steps, and key words, you’ll learn the most productive ways to build relationships and enhance credibility in an open dialogue.
Each part and chapter of this book provides tips and ideas you can apply immediately to create meaningful sales conversations. Part I gives you the foundation you need to sell in today’s marketplace. The entire book, however, helps you create and maintain persuasive and profitable sales conversations. To me, a successful sales conversation, whether you’re talking face to face, presenting to 15 or 1,500 prospects, or sending a follow-up email, results in forward movement toward your desired result. Every communication is a conversation.
PART II. SELLING IT ON THE PHONE
Creating new opportunities and growing business are critical to sales success. But how do you engage someone over the phone when he doesn’t know you? How do you spark his interest? In just a few seconds, how do you build rapport and credibility? How do you get your message across to your prospects when they won’t even take your call? Most fundamental of all, how do you psych yourself up to actually make the calls? Your cold-calling approach—whether you speak to prospects directly or leave voice messages—determines whether you get the appointment and make the sale, or not.
Part II talks about the critical communication skills involved in selling to REAL prospects over the phone. You’ll learn how to eliminate rejection and boost revenue by changing your cold-calling objectives. I’ll show you why you need to challenge common practices and replace them with new ways to persuade prospects to take your call, respond to you, and phone you back. Step-by-step rules and scripts that you can customize for specific sales situations will help you open your call persuasively and communicate your message to get the sale in motion.
PART III. HIGH-IMPACT PRESENTATIONS THAT SELL
Have you ever thought, “I wish I had more time to prepare for this presentation”? Have you ever settled for a “good” presentation instead of one that was memorable? If so, you’re like most sales professionals; you’re too busy selling to take the time to create the most persuasive and compelling sales argument.
A well-prepared sales presentation serves to set you and your products apart from the competition. By structuring presentations to capture your prospects’ attention from your very first words, and engaging them throughout the two-step conclusion and close, your pitches will book more business.
Part III helps you master your pitch. Whether you have five minutes or five hours, are talking to one or one hundred decision makers, you’ll learn to present your message with greater confidence. You’ll learn how to build rapport, establish credibility, and create memorability. You will sound better than your competition!
PART IV. SELLING IT IN WRITING
The best way to grow your business is to stay connected to your customers. But breaking through competitive clutter, particularly when it comes to email, takes more than offering a great product and great service. Even if your customers are just across town, the people competing for their attention are likely across the country or the globe. Your worldwide competition can email them exactly as you can. How do you separate yourself from the competition and persuade your prospect to open, read, and respond to your message? How do you let your customer know what’s new and what’s important? How do you break through the clutter to maintain relationships, build new ones, and create lasting ones?
In Part IV, we’ll look at the most common email mistakes and how to avoid them when creating sales proposals and other email messages. By applying a three-step process to your writing, you’ll save up to 80 percent of the time you currently spend writing, and you’ll communicate your content more powerfully.
With lists of power words to use—and those to avoid that turn buyers away—you’ll stand out from the crowd and enjoy new success every time you write. From showing your customers how you attend to detail to adhering to the best practices in email etiquette, you’ll learn how to create sales messages that sizzle and sell. You’ll never hide behind email again; instead, you’ll be prepared to use your written business communication as a critical money-making sales tool.
Beating the competition today takes more than knowing the right words to use; it’s about using the best words to build trusting relationships. It’s not just about providing information or even creating value for your customer; it’s about communicating that information and value in a customer-centric and persuasive manner so they get it. This book teaches you how to do that.


PART I
Keys to Successful Sales Conversations

 
Great sales conversations rely on a confident salesperson. Anyone can talk and many people can exude charm, but profitable sales professionals communicate at a different level. They purposefully and persuasively communicate trust and value. More than anything, they help their buyers feel safe enough to continue the sales conversation. Once a buyer feels uncomfortable in any way, he or she shuts down, shuts up, and shuts the seller out. Persuading the buyer to do anything at that point becomes almost impossible regardless of how compelling the product and sales pitch are. Both the sale and the relationship are doomed.
To make buyers feel safe and comfortable enough to talk about their needs and wants, constantly listen for points of agreement. Once you find a common ground, highlight this commonality and use words to support and affirm your client’s mind-set. This is especially important in times of disagreement during a conversation. You must create an environment where the customer is comfortable explaining her buying motivations and willing to explore alternative ways to reach her goals. Part I shows you how to build rapport during a sales conversation and navigate the dialogue even when your buyer may be rude, uninterested, or complacent with her existing processes.


1
Listening to Overcome Objections
Most of the successful people I’ve known are the ones who do more listening than talking.
—Bernard M. Baruch


While earning my masters in counseling, I came across a listening skill that changed my life. Prior to learning it, if someone I was trying to persuade said to me, “I can’t see how your idea will work,” instead of listening to him, I’d do my best to show him how it would work. What was I doing? I was telling him he was wrong! I wasn’t listening. I was being disrespectful to my customer.
Listening to your customer may be the hardest skill to master because salespeople like to talk. We like to talk about ourselves, our product, and our ideas. But one of the first keys to winning business is to talk less and listen more. By listening to your customers’ objections and responding respectfully and earnestly to what you hear, you’ll immediately create a trusting atmosphere. When you have the ability to help people—customers, clients, and prospects—feel comfortable and safe around you, you have the ability to increase your influence and win more sales.
Listening and responding to objections in a customer-centric manner is not a manipulative tool, though seeing example after example in this chapter may smack of “fake.” These examples show you how this skill works in various sales settings, but try using it without authenticity, without caring about the best interests of your customer, or without believing your





	What has this person said that I can ethically agree with?
	How can I help him “be right”?









	Once he states what he thinks, he’ll do everything possible to stay consistent with that opinion.
	Given a choice, he will buy from people he likes—people who, in his opinion, are agreeable and open-minded.
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