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PART 1

Your Successful Selling Masterclass


Introduction

The idea of selling as an occupation leaves many people terror-stricken, and yet selling is an integral part of running any business. Good salespeople are in great demand. Sales skills are essential in starting any business, and successful selling brings with it career progression, satisfaction and personal growth that are second to none.

In this Part, you’ll learn ways to increase the effectiveness of your efforts, save time and energy and get the best results possible, regardless of your field of sales. You’ll be able to put together your own system of success, just like the people before you from whom these principles are drawn. Successful selling means using a structured set of systems that all professional high achievers can learn.


Chapter 1

Jump-start your success formula



I have often travelled to Hong Kong and Singapore, where business competition is fierce. A journalist there asked me about the principles of my books and courses. ‘Mrs Harvey, why are you so adamant about targets for salespeople? Isn’t it enough just to do your best?’

‘Well, look at it like this,’ I replied. ‘If you were training to be an Olympic champion runner, would you go out every day and practise running any distance at any speed, just doing your best? Or would you know exactly how far you had to run, and at what speed, in order to meet your defined goal?’

‘Oh, yes, I see,’ she responded. That made sense to her. It’s painful for people to work hard and do their best, to have high expectations and then be let down.

In this chapter you will learn how to set and achieve goals that are right for you. You won’t fail by thinking sales will come to you magically, or later if you wait. Instead, you’ll be planning your best formula for success. You will learn how to:

•  adopt new methods of operation

•  set your overall goal

•  create daily targets

•  measure your results

•  carry out the actions needed for success.



Adopt new methods of operation

Do you remember the last time you changed jobs? Did it require a mental adjustment of your self-image? The chances are that you needed time to grow into the new shoes.

I remember sitting on a plane from London, bound for Chicago, to meet my first prospective client after I started my company. I still felt allegiance to my old company, my old job and my old colleagues because I had no experiences to draw upon for my new role. If you are just starting out in sales, or changing companies, you may experience this too.

However, psychologists say that we can do a lot for ourselves to speed up the acclimatization process. If we visualize ourselves working in the new role, feeling comfortable in the new role and succeeding in the new role, we will acclimatize faster.

Whether we are new to sales or want to improve our returns, we’ll be adopting new methods of operation. We’ll be forcing ourselves in new directions, putting ourselves under new pressures, disciplining ourselves and setting new goals. All of these will require that we see ourselves differently. The sooner we do this, the sooner we’ll succeed.

Let’s look at the specific areas in which you’ll want to see yourself operating successfully as preparation for selling.


Preparing for success

1  Set your overall goal.

2  Break the goal into daily work segments.

3  Carry out these daily segments.

4  Gain prospective customers.

5  Spend time on critical activities.

6  Create self-management system charts.

7  Organize work systems.



Set your overall goal

Start at the top of the list and set your goals. What do you want to achieve? Calculate it in some specific terms. Will it be a monetary figure, a percentage or multiple of a target set by your company, a possession to be acquired, or even a promotion?

Now think about how to convert that goal to the actual number of sales you need in order to achieve your target. Good. Now the next step is critical and this is the step most unsuccessful salespeople avoid. Divide your total sales into weekly and daily sales and then calculate the work necessary to achieve that.

Calculate workload

Ask yourself the following questions about workload:

•  How many sales do I want?

•  How many prospects will I need to see in order to make one sale?

•  How many prospects do I need in order to reach my total sales target?

•  How many activities do I need to do to generate one prospect?

– Telephone calls

– Direct mail or emailed letters

– Exhibitions or seminars

– Advertisements

– Cold calling

– Other

•  What daily activity schedule and results do I have to maintain in order to achieve my goal? (Include visits, telephone calls and all of the above.)

Self-deception

Bob Adams, one of the world’s top insurance salesmen, puts it in strong terms. He says that the single biggest failure salespeople make is self-deception. He said he wasn’t ‘born with success’. He had to study the most successful sales people he could find.

His advice? ‘Don’t fool yourself into thinking you’re selling when you’re sitting at your desk. If you’re not in front of the right number of people every day, working eight hours per day is not the point. It’s what you do in those eight hours that counts.’

If you’re not in front of enough prospects, you won’t sell enough to make your target. And how do you get in front of enough prospects? By making enough appointments. It’s that straightforward. ‘Yet many people fool themselves thinking they are selling when in fact they are doing busy work,’ says Bob.
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Often, the difference between success and failure is neglecting to break down your overall goal into daily targets and tasks.
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Let’s look at advice from people who succeed year after year. How do they put this principle into practice?

One salesman with a worldwide reputation for success is Ove from Sweden. He has calculated his yearly target and broken it down into a daily figure. He knows exactly how many sales he must make per day. He knows how many prospects he must see each day.

He stresses that staying at the top is easy if you know how much you must do every day and you do it.

Not me!

‘Oh, daily targets don’t relate to me,’ many people argue. That’s the biggest misconception I hear from our seminar delegates. They really believe they can’t break their activity into daily targets. This is the first mental change we must all make if we are to succeed in selling.
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Sales come about from methodically carrying out the right practices, day in and day out.
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Whether we sell large systems to governments that require three years to close, consulting projects that take a year to close or retail products to customers that take three minutes to close, we still have to calculate which daily component parts will lead us to success. Even if we only want three customers per year, we’ll have to be negotiating with six, nine or twelve prospects constantly. We need to know how many and keep this running constantly.

In the interviews I undertook for my book Secrets of the World’s Top Sales Performers, I found that every single top sales performer in every industry knows their daily sales target and daily activity schedule. Did their companies tell them? No. They’ve calculated it themselves. It’s exactly what we all must do if we want true and lasting success.
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You must know your daily targets for finding prospects and do that first. That means making appointments and seeing prospects. Everything else is secondary.
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Create daily targets

Why do we put so much emphasis on daily sales targets and daily activity targets? It’s because we’ve seen so many failures by talented, hard-working, well-meaning people who deserved to succeed. No one ever sat them down and said, ‘Look, success comes by doing the right number of activities day in and day out.’

Make reminders

We know that you are reading this book in order to succeed. You want to use a strategic approach. You want to avoid the pitfalls of others. Therefore, take today to plan your targets. Plan the systems you will use for reaching your targets.

Create prompts on wall charts, screen savers and pocket memos – anything and everything you need to remind yourself that hard work alone will not bring you success. It’s a matter of scheduling and seeing the right number of people today as well as carrying out specific activities that will allow you to see the right number of people tomorrow.

Calculate the numbers

What is the right number? If we need one sale per day and we have to see three prospects in order to convert one to a sale, then we need three sales visits per day. That’s if we can do one-call closings; in other words, if we need to see each prospect only once. But what if we need to see each prospect twice on average and we need to make one sale per day? How many sales visits will we need to do every day? Six.

We’ll need time for making appointments and time for following up on promises we make during the appointments. It’s therefore essential to plan our targets and break them into daily workloads.
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To meet your sales targets, it’s essential to know exactly what they are – for every week and every day.
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Pitfalls for business owners too

New business owners have exactly the same problem, and we can learn from them. Here’s an example. Two talented young dress designers with their own shop asked me for advice on succeeding in their business. They had many loyal customers but they were afraid they wouldn’t make enough money to stay in business.

Here are the questions that they needed to ask themselves:

•  How much money do we need to make?

•  What are our expenses?

•  How many do we need to sell per year to cover all our expenses and leave us with a profit?

•  How many is that per week?

•  What do we need to do in order to sell that many each week?

They hadn’t thought about it that way. They were just going to do the best they could. Were they unusual? No. That’s the naïve approach you want to avoid, regardless of your industry.

Are ‘good products’ enough?

I was fortunate to work with a British enterprise agency launched by Prince Charles that helps people start new businesses. Through that experience of working on the Board, I saw hundreds of people who thought it was enough to have a ‘good product’ and ‘do their best’. Yet, as time went on, those who succeeded learned that they had to know exactly what their sales targets were every week and every day. Then they had to focus all their energy on making sure those targets were met, to ensure that they didn’t go out of business.

Selling helps you succeed

You don’t want to be out of business or out of the sales business. There are tremendous opportunities in sales, including:

•  opportunities for self-development

•  opportunities for promotion

•  opportunities for helping people

•  job satisfaction

•  financial wealth

•  progression towards running your own business if that’s what you want.

However, few business owners today succeed without strong emphasis and skills on the sales side. Likewise, few people today in the corporate world progress without being able to sell their ideas.

Millions of people are involved in the production of products or services. All their jobs rely on people being able to sell those products or services. Corporations need you.
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The economies of the world rely on continued sales. Your skills and your success are more important than you realize.
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Measure your results

Whatever your goal, start by measuring your targets and breaking them into daily segments and tasks. Remember that today is your day of preparation and your success later will depend mainly on your plan and your dedication to your plan.

The following chart shows the most critical factors to measure, i.e. the number of sales visits (target and actual) and the number of sales (target and actual).

Self-management wall chart and computer graph

[image: image]


Self-management systems

In order to succeed, you’ll also need to chart the following:

• the number of telephone calls you make for appointments (target and actual)

• the number of direct mail or email letters you send (target and actual)

• the number of referral leads you get from customers before and after the sale (target and actual)

• the number of website hits or other methods you use for finding prospective customers.

These will become your self-management systems.



Predicting shortfalls

If your wall chart and computer graph show you that your actual sales visits are 25 per cent below your target for one week, you can expect to be 25 per cent down on sales unless you make up that number of visits the following week.

Sales do not come about magically, and that’s what your management control wall charts and computer graphs remind you of instantly.

Actions for success

Will you reach the success level you hope for? Selling is not a mystical process. It’s a predictable, logical, step-by-step process like a production line. When we put in the right component parts, we get the correct end product. When we put in fewer component parts than necessary, we get an inferior end product. There is no mystery about salesmanship.
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Much of your success will depend on coming to terms with the actual component parts of salesmanship.
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Planning our success by setting our daily workload is the first component part. Over the next six chapters you will learn about the other component parts. When we carry out each component part in the right quantity, with the right quality and frequency, we have success.

Our results come from our actions, not from our understanding. It’s said that ‘Knowledge without action serves no one.’ This is never truer than in sales. Pick up your pen and start now to create your targets and your self-management system charts. Success is in your hands.


Summary

In this chapter we talked about the importance of targets. We started with the overall goal – for example, an annual income goal. We tied that to the number of products or services we need to sell, then broke that down further into weekly and daily sales targets.

We then looked at the activity needed to accomplish those goals. This means the number of prospects needed to gain one sale, and the number of phone calls or marketing campaigns needed to gain one prospect.

Just as 2 + 2 = 4, we saw that, without the right number of actions each day, be it phone calls, visits or marketing pieces – and probably all of these – we can’t possibly reach our goal. How much better it is to know this in advance, because then we can change our strategy and systems, or even our targets.

As one of the world’s top salespeople says, ‘Don’t let self-deception be your enemy!’ We have to know how to break down targets and set our daily activity level in advance in order to become the top achiever we wish to be. Start now. Go for it, and enjoy!


Remember

Knowledge without action serves no one.




Fact-check (answers at the back)

  1.   What does changing careers or improving results in your current sales position require?



	a)   Mental adjustment of your self-image
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	b)   Visualizing yourself working in a new role
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	c)   Visualizing feeling comfortable in the new role and succeeding in the new role
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	d)   All of the above


	[image: image]







  2.   What can setting goals successfully mean?



	a)   Calculating a monetary figure
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	b)   Targeting a possession to be acquired
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	c)   Aiming for a promotion
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	d)   All of the above
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  3.   After deciding on your goal, what should your first step be?



	a)   To tell your best friend and ask for support
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	b)   To convert your goal to the actual number of sales you need in order to achieve your target
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	c)   To discuss the practicality of your goal with your boss
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	d)   To celebrate
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  4.   After dividing their annual sales goal into weekly and daily sales targets, what do most unsuccessful salespeople avoid doing?



	a)   Writing it down
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	b)   Entering the data into their computer
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	c)   Calculating the work necessary to achieve that goal
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	d)   Telling anyone
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  5.   What is the single biggest failure of most salespeople?



	a)   Talking too much at the first meeting
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	b)   Self-deception
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	c)   Being rude to the customer
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	d)   Giving their boss false hope
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  6.   In order to know how many prospects to see each day, what must you know?



	a)   How many sales you want
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	b)   How many prospects you need to make one sale
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	c)   How many activities you need to do to generate one prospect
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	d)   All of the above
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  7.   Why do most unsuccessful salespeople and business owners avoid using goals and targets?



	a)   They firmly believe that doing their best is enough to make them succeed
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	b)   They have never used them before


	[image: image]





	c)   They are afraid to fail
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	d)   They think it is a waste of time
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  8.   A salesman named Sam calculates that he needs one sale per day. On average, one prospect out of three will buy his products, and he normally has to visit each prospect twice before he gets a ‘yes’ or a ‘no’. How many total visits does Sam need to make each day to reach his goal of one sale per day?



	a)   Two
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	b)   Four
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	c)   Six
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	d)   Eight
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  9.   Why are your skills and success in selling so important?



	a)   Your livelihood depends on it
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	b)   The economies of the world rely on continued sales
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	c)   The livelihood of your company relies on it
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	d)   All of the above
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10.   What is the most important thing about comparing your actual sales to your targets on a wall chart?



	a)   You will see at a glance where you stand
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	b)   You can catch up tomorrow if you fall behind today
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	c)   You will gain recognition from your manager and your peers


	[image: image]





	d)   You will keep your morale up
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Chapter 2

Develop product and service expertise



On one exciting day in my early sales career, I took the company’s technical expert out on a sales call with me. She and I were a knockout team. I was expert at asking questions about needs, and she had answers to every conceivable question the customer had about our products and services. Later, when I had my own company, I enjoyed taking my own sales employees out on calls with me and supplying that same knowledge.

The importance of learning from technical people is obvious. They have years of ‘behind-the-scenes’ experiences from which to draw. And when you become an expert yourself and model the sale process for a newer member of staff, you also gain. You're on your toes. You do things right, knowing that they are watching and learning from you.

There are dozens of ways to gain the product and service knowledge you need to sell well, and one of them is bound to suit your style and interests.

Next you will create your own plan for developing your expertise. You will:

•  understand the 'rule of 40'

•  find sources of knowledge

•  plan your personal strategy.



Understand the ‘rule of 40’

Let’s start at the beginning. How much knowledge do you need? Perhaps this idea will help you. Dale Carnegie advised his students of public speaking, ‘Learn 40 times as much as you will use.'

Why 40 times? It’s because our store of information is like a fully charged battery. It shows in our enthusiasm, our self-confidence and most of all in our competence. Certainly that’s true of selling too.

Let’s stop for a moment and think of our customers. How do they view us? Aren’t we the only link between the manufactured product or service and themselves? They have to rely on us to tell them each and every thing that they might need to know.

It makes sense, then, to have a 40-fold store of knowledge in reserve for every eventuality, over and above what we might use in a single sales discussion with a single customer. Therefore, we need to focus on getting as much knowledge as we can, as quickly as possible.

Invest in yourself

First, let’s set the ground rules and clear any misconceptions. In order to reach the top with the desired level of expertise, we should consider the following two principles.

1  Expect to invest in ourselves.

2  Don’t expect the company to provide all our training.

How many years do doctors, lawyers or accountants spend in preparing themselves for their profession? If we want to become experts, we first have to realize that we must invest in ourselves. We have to develop our own plan. If our company trains us, fine. But we cannot use the lack of training as an excuse to hold us back. Success is in our own hands.

'An investment in knowledge pays the best interest.'

Benjamin Franklin

Find sources of knowledge

Where do we start? We want to set a schedule for absorbing our 40-fold expertise in the shortest possible time. There are many effective options, as shown in the box below.


Dynamic sources of product expertise

• Interview current customers.

• Study product literature.

• Study service literature.

• Study operations manuals.

• Take technicians on sales visits.

• Accompany other sales professionals on sales visits.

• Have discussions with operations people, managers, product developers and distributors.

• Observe the production line.

• Utilize web-based training.

• Take training courses of all kinds.



Interview current customers

Interviewing current customers is one of the most valuable yet least exploited options for salespeople. Customers give us the information from the user’s point of view, which is invaluable.

The customer doesn’t want to know, for example, that a fax machine has ‘group 3, high-speed, digital transmission technology’. They only want to know that their document can reach their colleague in Australia in six seconds because of this group 3, high-speed technology.

We must always stress the benefit, using the technology as proof that the benefit exists.

Why else are we so bullish when we visit or talk to current customers? Because they are a bottomless pit of testimonials, references, new business, add-on business, referrals, inspiration, enthusiasm, and information about competitors. Moreover, they can supply quotable stories, even material for press releases and feature stories. But the most important part is your instant education.

Here is an example. Some years ago I was involved in selling a computer service. Because everyone on the sales team was hired from other industries, we each needed to get computer training as quickly as possible. I therefore arranged to accompany a technician on a troubleshooting call. After she had sorted out the problem, I asked the client a question: ‘What made you choose our system over the competitor’s?’

‘lt’s so fast to use and error free,’ he said. ‘We previously agonized over errors in our systems. Now we complete input forms every morning. It takes half an hour, maximum. Then the results come back – perfect, no aggravation.’

That was a testimonial I could use to emphasize speed and accuracy. It gave our sales team a valuable reference letter and later we turned it into a press release, which gave it added value.


The benefits of interviewing customers

The benefits of interviewing our current customers are many and include the following:

• Through interviews we gain confidence in our product and company.

• We learn the benefits to the user.

• We build a rapport, which can later lead to further business.

• We acquire testimonial stories about how the service is used.

• We gain confidence and inspiration.



We can then repeat the interviewing process with different industry group users until we have the knowledge we need. The time it takes will be well worth while.

Plan your personal strategy

Use today to plan your personal strategy for building your product/service expertise. The following checklist will help you decide which methods to apply. Who will you go to in order to get the information? How much time will you allocate to each method? When will you do it? Make a copy of the list and fill it in to create your personal action strategy.

Set up your system today. You may want to call one or two current customers to set up appointments for interviews. You may even want to have the discussion by telephone today, if appropriate. Naturally, it’s always better to do it in person if possible. Distances, time and products will dictate the best approach.
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Be sure to allocate enough time every day to update your knowledge.
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Creative options for developing product/service expertise
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Look again at your strategy. You may want to invite a technical person to accompany you on your next sales visit, or arrange to accompany them on a technical visit. Decide now, and allocate time in your diary.

Commit to training courses

You may want to persuade your manager that he or she should fund a training course for you from their budget. If you do, be prepared to ‘sell’ your idea, explaining the benefits the company will get from your enhanced skills. Remember, your boss may have to sell the idea up the line.

But remember the bottom line – your commitment to your own training. If the manager’s answer is no, you may have to invest in yourself. Be prepared to take responsibility for your own success.

Professionals spend time and money preparing for success in their career, and selling is as demanding and challenging as any career.

What steps can you take to find training courses that will be valuable to you?

Learn at every appointment

One top sales manager I knew summed it up well when he advised, ‘The day you stop learning in sales is the day your professionalism dies.'

After every sales call with any of his sales staff, whether they were new to sales or experienced, he always said, ‘Tell me two new things you learned from that visit.' That’s good advice for all of us.


Implement your strategy

Take time now to look back over the options for developing product and service expertise. Decide which options are right for you. Then draw up a segmented strategy of how much time to devote to each option.
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