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This book is dedicated to those professionals who bring
pride to their profession through ethical selling. To them,

the sky is not the limit.

Selling is nothing but the transfer of
enthusiasm from the seller to the buyer
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Preface  

AS LONG AS YOU HAVE YOUR EYES ON THE GOAL, YOU
DON’T SEE OBSTACLES

Unless there is a change in behavior, learning has not taken place.
Transformation only takes place when information is internalized.
Most people who fail in life do so not because they lack talent but
because they lack the burning desire.

WHAT KIND OF BOOK IS THIS?

In one sense, it is a cookbook. It lists the ingredients – the principles –
you will need to follow to become successful, and gives you the recipe
for mixing them in the correct proportions. Above all, this is a
guidebook – a step-by-step, ‘How to’ book that can help you turn
dreams into realities.

HOW TO READ THIS BOOK

You Can Sell will help you establish new goals, develop a new sense of
purpose, and generate new ideas about yourself and your future.

The concepts in this book cannot be absorbed by casual browsing
or in one reading. It should be read slowly and carefully, one chapter
at a time. Don’t move on to the next chapter until you are sure you
understand every concept in the chapter you are reading.

Use this as a workbook. Write marginal notes for yourself. Use a
highlighter as you read and mark those words, sentences or
paragraphs that seem vital, or especially applicable to you. As you



read, discuss the concepts in each chapter with your spouse, partner,
or a close friend. A second (and hopefully frank) opinion from
someone who knows your strengths and weaknesses can be especially
helpful. One of the purposes of this book is to help you create an
Action Plan for the rest of your life. If you have never created an
Action Plan, it defines three things:
 

1. What you want to achieve.
2. How you expect to achieve it.
3. Target date to achieve it.

As you read this book, keep a notebook handy. Divide it into three
sections – your goals, the stages in which you plan to reach them, and
your timetable for success.

By the time you finish reading this book, your notebook will be
the foundation on which you can build your new life.

The principles in this book are universal. They are applicable in
any situation, organization, or country. As Plato said, ‘Truths are
eternal.’

Throughout the book I have used the masculine gender, only for
the purpose of ease in writing. The principles apply to both genders.
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1 A Chosen Profession

CARDINAL RULE

ONE OF THE HIGHEST PAID PROFESSIONS IN THE
WORLD IS THE PROFESSION OF A COMMISSION

SALES PERSON.



 
 
Many times, I have been asked what profession I would pick if I had a
rewind button and I could live my life all over again. Would I be a
doctor, an engineer, an attorney or an accountant? My answer is, ‘I
have respect for all these professions, but the only profession that I will pick,
and pick much earlier in my life, would be that of a commission salesman, not
a salaried salesman.’ The reason for this is that a salesman on
commission writes his own pay cheque. He decides his own
compensation. He says, ‘Pay me nothing if I do not produce!’ The best
part of selling is that a good sales professional controls and in fact,
creates his own destiny. Good sales professionals are goal driven.
They realize that in life results are rewarded, not efforts. In cricket, no
matter how many times a batsman scores 99 runs, nobody ever gives a
grace run to call it a century!

THE START OF MY CAREER IN SELLING

It is not unusual to see many people enter the profession of selling
totally by accident. I am such an example.

My career started in North America back in 1975, when I saw an
advertisement in the newspaper saying, ‘If you want to make some extra
money do door-to-door demonstrations of vacuum cleaners.’ I responded to
the advertisement thinking, ‘During the day I will wash cars and in
the evening I would do the demos.’ There were a lot of people there.
We got a pep talk and were told, ‘Go do the demos of the vacuum cleaner.
For every demo you do, you will get paid five dollars.’ I was genuinely
naïve and actually believed that I only had to do the demo and not
sell. I would go to an apartment building, knock on the door and
when the lady or man opened the door, I would say, ‘Madam/Sir, you
don’t have to buy the vacuum cleaner, all that you have to do is take a
demo and I will get five dollars.’ Some people took pity on me and let
me come in, but others slammed the door. That was all right too. One



day I was doing a demo at an Indian family’s home. The husband and
wife were sitting on the sofa and I was on the floor. The entire time,
the man instead of looking at the vacuum cleaner, kept looking at me.
I asked, ‘Sir, did I do something wrong?’

THE WORLD ONLY REWARDS ‘RESULTS, NOT EFFORTS’

He said, ‘No.’
I asked, ‘Why do you look at me this way?’
He asked me, ‘Shiv, have you ever sold life insurance?’

I said, ‘Never, and I never will, because I remember, back home the life
insurance agent was considered the pest who would not leave for three hours
till I signed the application. I will never be that pest in my life’.

He said, ‘No Shiv, it doesn’t work that way here. Look at me, I am a life
insurance agent. Look at my lifestyle, I drive a Lincoln car.’ Later on I came
to know that he was working for MetLife, and the manager there had
a recruitment drive going on. If you recruited a new salesperson, you
would get a Samsonite briefcase. So, to him I was the briefcase!

I said, ‘Thank you, but no thank you.’ I finished the demo and left.

When you cannot go straight, you go the other way around. We were
living in the same building; his wife became friendly with my wife
and somehow she convinced her that selling life insurance was the
right thing to do. My wife also knew that we had to do something
different; we couldn’t go through life washing cars. I had a family to
support. We had a little daughter and my wife knew that it would not
be easy for her to convince me either.

She knew how to handle the situation well. She said, ‘Shiv, to sell
life insurance you have to take an exam. Why don’t you take the exam and if
you pass, you have a choice. Right now, you have no choice.’

I said, ‘OK, I will take the exam, but I won’t sell.’ I took the exam and
passed. This person, who had gotten the whole process started, asked



me to come along to his office and meet the District Manager. The
District Manager was a very sharp, mature person by the name of Joe
Bonny, who congratulated me and said, ‘Shiv, if you decide to sell life
insurance right now, I will make you an offer and I will give you time to
think.’ Then, he pulled out his watch, and said, ‘If you become an agent
right now, I shall give you a draw of $150 a week and you have thirty seconds
to decide before I withdraw the offer.’

I said, ‘Joe, you said you will give me time to think.’
He nodded and said, ‘You have twenty seconds left.’

I said, ‘I will take it.’ Now I was a life insurance agent, something I
never wanted to be! I was given the rate book, some training and told,
‘Boy, go and sell!’

For the next 3 months I went out selling and I thought I was putting in
a 100 per cent effort. We all have our own perceptions of hard work. I
broke the company’s record. Guess, how many sales I made? None!
My manager called me and said, ‘I have been in the life insurance
business for close to thirty-five years and I have seen some slow starts in my
life, but I have never seen one like you. Don’t come back tomorrow, you are
fired.’

I said, ‘Joe, at least hear me out before you fire me. I am not a doctor, an
engineer or an accountant. I am only a Commerce graduate and I failed in my
10th grade. I’m not an educated person. I have a handicap. How do you
expect performance out of me?’ That day, somebody spoke very harshly
to me, and I am glad he did, because that was not anger, it was
concern.

Joe said, ‘You shut up and listen to me today. You don’t have a
handicap, you have a bad attitude. It is people like you who ruin not only
their own but their family’s lives, too. Do you know who has a handicap? It’s
the doctor, engineer, attorney and accountant.’ I had never heard that
before.



I asked, ‘How do they have a handicap?’

He said, ‘Go check out all over the world. It is generally true (exceptions are
different) that they have all picked their fields and they are stuck. You have
not picked your field. Don’t you see the world is open to you? In fact, the
world is waiting for you!’

I said, ‘Joe, I never thought from that point of view.’

He said, ‘Now that you are fired, you have all the time to think. Please leave
my office.’

I left the office very depressed and dejected. That night I had an
appointment about 30 miles away and I wanted to keep it, because all
our appointments were made one week in advance. It was around
6.30 in the evening, and while I was driving I was feeling very low
and depressed. I knew that I had no job the next day. In my bout of
depression, involuntarily, I just started crying. I had a family to
support, and didn’t know how to earn a living. I had a little daughter
and I didn’t know how to put bread on the table for the family. I kept
crying and I kept praying. Finally, half an hour later, around 7 p.m. I
reached my appointment, got myself composed, went up and started
selling. I started my presentation. By the time the man looked at his
watch it was 11.30 at night I had still not made a sale. No wonder life
insurance agents are called pests. The client said to me, ‘Do you realize
what time it is?’ I got the message that this was his polite way of saying
‘get out’. Then he said, ‘Do you realize that I have to go to work tomorrow
morning?’

I said, ‘I am sure you do, Sir’. This was another polite way of saying
get out now. But somehow I was not moving that night. I don’t know
what got into this person’s mind. He said ‘Tell me, what will it cost me to
get rid of you right now.’ I thought he was asking me the rate. I opened
the book, flipped through the pages, calculated to his age, looked at
the factor, multiplied with the amount of insurance and I said, ‘Sir,



that will be $27.58. (to the best of my recollection).
He said, ‘Is that all? Why didn’t you tell me that when you walked in?’

He wrote me a cheque and said, ‘Take this and go.’
That was one of my first sales! I came home at midnight and the

next morning I went to my manager and said, ‘Joe, I have an application
today. It is a small one but it is a bound one (a bound one is one with a
cheque, because an application without a cheque is also without a
commitment!). Joe, will you let me stay? Could you withdraw the papers to
fire me, because if you fire me, I don’t know where to go! The only thing I
know is to go back to washing cars and I don’t want to do it anymore. I make
a commitment to you that I will not let you down. Please withdraw the
papers.’

He looked at me and said, ‘Shiv, this is not your small one. This is
your big one and I will only let you stay here if you make a commitment, not
to me but, to yourself and your family. I will withdraw the papers.’ That
day, I made a commitment to myself and that was a major turning
point in my life. He withdrew the papers and let me stay. That year, I
went ahead and sold close to $1 million worth of life insurance. The
next year, I sold close to $3 million (including term insurance). The
same year, I came to know from my manager that I had missed
achieving the MDRT (qualifying for the select Million Dollar Round
Table) status. The year after, I sold enough to qualify for and achieve
the MDRT status.

After I moved to the US, I got into 3 businesses, and bought out a
pension and contract administration franchise (around early 80s). My
wife and I started an office in New Jersey with no clients and finally
sold our practice in the mid-90s with close to 400 clients.

WHY DO I SHARE MY LIFE STORY WITH YOU?

1. The major reason – when my manager said, ‘You shut up and listen
to me!’, he got my attention. That was the time I learnt a very
important lesson – ‘Sometimes in life you’ve got to be unkind to



be kind’. Leadership is not a popularity contest. He spoke to me
as a parent and as a teacher. What a message!

2. All my life I kept failing and blaming the whole world for my
failure, not realizing that I was my biggest problem. Nothing
changed outside, but something changed inside me and gave me
a new direction in life. Many times in life aren’t we our own
biggest problem? That’s the time I learnt that selling is more a
matter of will than skill and we need both. Between will and
skill, will is more important than skill. Skill can be learnt, but
when you are down and hurt, that’s the time when your sheer
will is going to pull you up one more time, to get up and make
one more call and that is the winning edge. Even though it has
become a cliché, it still makes great sense. The difference between
the ordinary and extraordinary is only the ‘extra’.

3. At my seminars I ask participants, ‘How many have been to the horse
races?’ Invariably hands go up. The winning horse that comes
first, wins 3 to 1, 5 to 1 or 10 to 1, depending on the odds. The
question is whether the horse that wins 10 to 1 is ten times faster
than the one behind him? The answer is no. The winning horse
may only be faster by the nose, but the rewards are ten times
bigger. Is it fair? Who cares? What difference does it make? Those
are the rules of the game. Whatever happens at the horse races is
exactly true in our human life, too. The question is – do we have
to be ten times smarter than our competition? The answer is No!
All we need is the nose and the rewards are ten times bigger in
real life too. The difference between winning and losing, many
times, is very little. At the Olympics, the gold-medal winner beats
those behind him by probably a fraction of a second. Michael
Phelps created a world record by winning eight gold medals at
the 2008 Olympics in Beijing, China. He won the 100-meter
butterfly race by 1/100th of a second.



AN ELITE SALES PROFESSIONAL IS LIKE A RACE HORSE WITH THE
WINNER’S EDGE AND THE ATHLETE WHO WINS BY A FRACTION
OF A SECOND, BUT IS REWARDED TEN TIMES MORE.



2 Who is Not Selling?

CARDINAL RULE

THERE IS NO SUCH THING AS SELLING B2B, B2C.
ALL SALES ARE ALWAYS P2P – PEOPLE TO PEOPLE.



 

AREN’T THEY ALL SELLING?

A candidate at a job interview. The candidate is selling his
candidature and the interviewer is selling his company.
A boy and girl proposing to get married.
A politician making speeches to get votes.
A lawyer arguing his client’s case in court.

AREN’T WE ALL SELLING?

Our selling ability determines the success or failure of any transaction.
At seminars I ask my audience, ‘How many people are in direct selling?’
Very few hands go up. When I ask those who have not raised their
hands what profession they are in, the usual responses are: ‘I am a
doctor/computer engineer/an accountant,’ etc. I then share with them the
definition of a salesperson as given by Robert Stevenson. He said,
‘Anyone who sells a product, service or an idea is a salesperson.’ Based on
this definition, WHO IS NOT SELLING? A mother sells her ideas to a
child, doesn’t she? The basis is emotional not monetary.

We are always selling either for or against ourselves. The way we
talk, walk, dress, and meet and greet others says something about us.
Our overall personality either leaves a favorable or unfavorable
impression on others. Everyone in every company is constantly selling
either for or against the company. For example, the way the telephone
operator answers the phone, her/his tone either says – ‘I am glad you
called’ or ‘you are bothering me.’

SELLING IS A WIN-WIN OR LOSE-LOSE GAME

When a sale is complete and we have sold a solution to someone, it
means we have helped the buyer get rid of some problem. When a
seller sells the solution, it is called win-win, because both parties end



up gaining.
Imagine if your solution could be of benefit to someone and you

don’t provide that benefit for an investment, in that case, both parties
are losing. This is called lose-lose. The seller has lost his time forever
and the potential source of revenue, and the buyer has been deprived
of a solution. By completing the transaction, both parties gain – the
buyer by purchasing the solution and the seller by getting paid for
serving the buyer. This is win-win.

MARKETING STRATEGIZES SOURCES OF REVENUE, BUT
ONLY SALES GET REVENUES

Selling is considered to be a function of marketing. When sales results
are good, Marketing takes credit. When the sales are bad, the sales
department and salespeople are blamed.

WHY HAS SELLING BECOME A BIGGER CHALLENGE TODAY
THAN IT WAS YESTERDAY?

1. Today a buyer has many more options.
2. Competition has also become sophisticated.
3. Media has made people more knowledgeable and aware.
4. There is a term called ‘Caveat Emptor’ which means ‘Buyer

Beware’. That is the old thinking. Today the scenario is ‘Seller
Beware’. Why ‘Seller Beware’? This is because the seller is
perceived as an expert in his field. The buyer is relying on the
seller’s trustworthiness, character and competence to sell him the
right product. This is where the seller’s integrity is put to test.

People often complain of competition but if you have no competition
how could anyone rate or grade you? When you have competition, if
you are good, you look better and if you are bad, you look worse
because people have something or someone to compare you with.

Success in selling really demonstrates the ‘survival of the fittest’.



Fitness is the professionalism in a sales professional, which is a learnt
trait. Isn’t it a small premium to pay for a great life? The profession of
selling really is the domain of the elite. The elite professional is like
the cream that rises to the top, no matter how big or small the
container.

AREN’T YOU SELF-EMPLOYED? IF NOT, WHO ARE YOU
WORKING FOR?

All sales professionals are self-employed entrepreneurs and unless
they consider themselves self-employed they will not succeed. The
real question is – if you are not working for yourself then who are you
working for? In a free economy, nothing happens unless a sale takes
place. A sales professional moves products and services from the
producer to the end user. He keeps the wheels of the economy moving
and helps generate income thus playing a very important role in the
economy. In fact, without the profession of selling one wonders what
would happen to the national or international economy. Hence, a
robust economy strongly depends on good salesmanship. Many
countries have thousands and some millions of salespeople. Just
imagine if every salesperson in each company made one extra sale per
year or even better per month, what would happen to the national
economy. It would shoot up!!

IT IS A LEARNT PROFESSION

Every profession needs specialization. An architect cannot perform
brain surgery. A doctor cannot represent you in a law suit. A lawyer
cannot construct a building. Today, more than ever before, college
graduates are taking up the profession of selling. In fact, I heard a
professor say that over 50 per cent of college graduates (including
Engineering graduates) end up into the profession of selling after
completing their formal education. The demand for good sales
professionals is high but the supply is very low, resulting in a big gap.



Doctors have to go through medical school, engineers have to go to
engineering college but rarely do you find a professional education
program for salespeople. A good fundamental sales curriculum is
missing. Thus good, effective salespeople are hard to find.

Anyone can learn the art of selling and excel in this great
profession. The problem is not that people cannot learn the art of
selling; the reality is that they lack the attitude to learn. Most people
fail in life not because they lack talent, but because they lack a
burning desire to succeed.

Learning to sell is like learning to ride a bicycle. Remember the
first time when we were learning to ride a bicycle. Most probably, we
started with a bicycle that had training wheels attached on both sides.
If you recall the first experience, it was rather scary. We were afraid to
fall and get hurt, and our objective was to learn eventually to ride
without training wheels. As we stumbled when something went
wrong, the training wheels protected us till we became proficient
enough to balance on two wheels and ride effortlessly.

Just analyze the learning process. It is the persistence, and
practice that brings proficiency. The exact same thing is true in
learning to sell. Just like you cannot learn to swim by reading a book,
similarly the profession of selling cannot just be learned or taught
unless it is practiced on the ground.

This book not only shares with you ‘WHAT’ to do but also
‘HOW’ to do it. This book does not contain theoretical knowledge but
contains practical ideas that work and can bring positive results. In
this book, we shall discuss time-tested, proven principles which make
a good professional salesperson. The word I use is ‘principles’ not
‘tactics’. This is because tactics are manipulative, whereas,
principles are based on foundation of integrity.

In order for this book to benefit you and show results, it must be
read carefully, completely, and then internalized. Reading without
internalizing will not help. Just as an athlete builds stamina by
constant practice, similarly a good sales professional builds



proficiency with regular practice. My suggestion to you is don’t just
read this book, but underline practical ideas and personalize them.
They are ready to use and will help lead you towards lasting success.

Whether you are new in the field of selling or a veteran, these
ideas will bring fresh perspective.

The best part of success is it starts with you, it starts now, and it
starts here!!



3
Pride in the Profession of
Selling

CARDINAL RULE

GOOD SALES PROFESSIONALS FIND A PROBLEM
AND SOLVE IT. THEY UNCOVER A NEED AND

FULFILL IT.



 

IMAGE OF AN AVERAGE SALESPERSON

Sometimes, negative perceptions develop towards certain professions
given the behavior of some unscrupulous individuals. Many people
consider a salesperson as a fast-talking conman who will sell his soul
to make a quick buck. He is only interested in commissions at any
cost. He wants to make a sale by hook or by crook. Many times, you
hear people saying that to succeed you need to learn the ‘tricks of the
trade’. I disagree! Good professionals learn the trade, they leave the
tricks to cheats and crooks.

Selling with integrity is a noble profession. To most people selling
is an occupation but to the career-minded, it is a great profession. I
have learnt one thing in my career – a good sales professional will
always have a job and a great sales professional will make an above
average income. I feel very strongly that selling is one of the highest-
paying professions in the world.

When I decided to go into the profession of selling, some of my
friends said, ‘Why don’t you get a proper job?’ That was almost thirty-
five years ago. Today, I am proud of the noble profession of selling
and to be a part of it. I feel great pride in being called a sales
professional first, and thereafter an author.

It is the competence and proficiency of the professional that
determines his potential. It is the character of the practitioner that
brings goodwill or ill-will to both him and the profession.

Why do you go to a doctor ten miles away, bypassing many other
doctors on the way? Is he the most qualified? Probably not. Why do
you go to a mechanic ten miles away to get your car repaired,
bypassing many other mechanics on the way? Is he the most
qualified? Probably not! Something tells you that you are dealing with
the right person. What is that ‘something’?
That ‘something’ is called the ‘X’ factor. What is the ‘X’ factor? It is the



feeling that I am dealing with the right person. That feeling is the trust
factor. It is always the intangible spark, which connects us together.

Supposing you were offered a product, identical in price and
other terms and conditions, by two parties who would you buy from?
The answer is obvious; if all other things are equal, it is the comfort
level with the salesperson which will determine who you buy from.
What is comfort level? It is the unsaid emotional feeling of ease.

People buy more from the heart than the head. A good sales
professional not only makes a presentation but he sells himself, his
product, and his company in that order. Even if there is a good
product from a good company but if the prospect is not comfortable
with the salesperson, he will not buy.

Selling is as much an inner game as an outer game. Our inner
commitment, belief, pride in performance, integrity and persistence,
are all reflected in our performance outside. The selling profession
offers many challenges but also many rewards for those who succeed.
For a good salesperson, it can mean a lifetime of prosperity and
security for himself and his family. The opportunities and rewards for
a professional salesperson are unlimited.

There are two kinds of rewards for every sales professional –
Internal and External.

Internal Rewards are Intrinsic – they are intangible or invisible and
can only be felt. Intrinsic rewards come only when the salesperson’s
actions are driven by positive values and attitude. They include:
 

1. Gratification
2. Satisfaction
3. Fulfillment
4. Meaningfulness
5. Peace of mind
6. Happiness
7. Security



8. Confidence

External Rewards are Extrinsic – they are tangible and visible.
Extrinsic rewards are driven by ambition, goals, and hard work.
Financial rewards are important. However, if they are not value-
driven, then one may make money but have no fulfillment and other
intrinsic rewards. External rewards include:
 

1. Monetary rewards (wealth)
2. Recognition
3. Respect
4. Prestige
5. Good life
6. Comfort

A good sales professional can have a great income and a fulfilling
career, regardless of his products or company.

WHAT IS SELLING?

Selling is nothing but the transfer of enthusiasm from the seller to
the buyer. Supposing you became as enthusiastic about my product
as I am, you would end up buying it, wouldn’t you? If I am not
enthusiastic about my own product, I have no right to sell it. Which
means, if I am not passionate about my own product, why should
anyone else be? How can I sell it? Do I have a right to sell it?

A salesperson while selling grocery was referring to everything
he sold as one, two or three pounds of enthusiasm and so on. The
buyer asked, ‘When I buy two pounds of carrots why do you refer to it as
two pounds of enthusiasm?’ The salesperson replied, ‘Whenever anyone
buys anything from the store I always put 200 per cent of enthusiasm behind
it.’

What this illustrates is that a good salesperson should have a
strong belief in his product. Strong belief means that under the same



set of circumstances, if the salesperson would not buy his own
product, he certainly has no right to sell it to anyone. If under the
same circumstances, a doctor would not prescribe a medicine to his
own children, he has no right to prescribe it to other people. If he
does, he is cheating people. If you sell something that you don’t
believe in:
 

1. you are not a good professional,
2. you are cheating people, and
3. people sense it instinctively and get a feeling of discomfort.

SELLING IS 90 PER CENT CONVICTION AND 10 PER CENT
COMMUNICATION OF THE CONVICTION

I recall that when I joined Metropolitan Life Insurance at the
beginning of my sales career, I used to sell small policies of face values
of $5,000 or $10,000. My average policies were of $10,000. I used to
hear the top producers in the industry talking of making big sales.
Once I was talking to one such professional and he said, ‘You can never
convince a client to buy a million dollar policy unless you own one.
Supposing you died, how much insurance would your family need for food,
clothing, shelter, children’s education, etc. in order to survive?’

I answered, ‘A million dollars.’
He asked me, ‘Then why don’t you own a million dollar policy

yourself? If you don’t own it yourself, you have no right to sell it to anyone,
because you have no conviction.’ It took me several months to convince
myself, but the day I bought my own policy, I started selling policies
of face values of close to $500,000 with as much comfort and ease as I
used to sell $10,000 policies.

Pride in performance and the profession of selling can only come
when we internalize and merge character with competence to create
something called a great sales professional. For that we need to
understand the principles of selling and the process involved. They



are as follows:
 

1. Commitment to be a good sales professional
2. Focus on goals
3. Acquire competencies in selling skills
4. Create and follow a selling system
5. Put in an organized effort
6. Give and get respect
7. Learn to relate to people
8. Lead generation and prospecting
9. Qualifying prospects

10. Understand the decision-making process and identify key
decision-makers

11. Learn to approach to build rapport
12. Build trust
13. Find facts and make presentations
14. Learn to ask questions to direct the sales call
15. Uncover the need of the customer
16. Provide solutions
17. Overcome resistance
18. Close a sale
19. Keep post-sales service and commitments
20. Build post-sale relationship
21. Avoid mistakes and learn from experience (your own and others)
22. Learn how to stay motivated and how to handle rejections

All of the above can be classified into three distinct activities– the
presale, the actual sale, and the post-sale – and all are necessary in
order to be a good sales professional.

ARE SALESPEOPLE BORN OR MADE?

The mistaken belief is that one needs no qualification or talents to



succeed in the profession of selling. The fact is that selling skills are
acquired even by great, effective professionals. None of us are born
with them.

In some countries that I have travelled to, I have picked up the
morning newspaper to find an announcement of the birth of a
baby girl or a baby boy. In the same newspaper, the obituary
column carries announcements of people who have died
mentioning he was an eminent lawyer, doctor, and so on. If you
notice, by birth no one is a salesperson, an accountant, an
attorney, or a doctor. They are only a boy or a girl. But upon
death he/she dies as an eminent professional which means that
somewhere between birth and death by training, education or
practice they became eminent, elite professionals.



4 Attitude Determines Success

CARDINAL RULE

LEARNING TO SELL IS LIKE LEARNING TO SWIM.
THEY ARE BOTH LEARNT BY DOING, NOT BY

READING A BOOK.



 

A POSITIVE ATTITUDE DETERMINES SUCCESS

Sales depend more upon the attitude of the sales professional than
that of the prospect. A good sales professional is never ashamed of his
profession. In fact, he is proud of his profession. The only thing he is
ashamed of is his non-performance.

There is a very commonly used story by many sales managers –
two salesmen went to Africa, both went to sell shoes in different
parts of the same country. They both saw villagers without shoes.
One immediately sent a message back to his manager saying
‘There is no market here. Nobody wears shoes and hence I am coming
back.’

The other sent a message saying, ‘Get ready for big sales – there
is a huge market here. Nobody wears shoes and we can make everyone
wear them. Gear up production.’

The difference is in the Attitude.

VACUUM CLEANER SALESMAN IN A SNOWSTORM

Winners turn a negative into a positive. Winners perform in spite of
problems, not in absence of, and losers permanently rationalize and
make excuses in life.

Most people who call themselves salesmen are really ordertakers
and in fact, are not even good order takers. Some salespeople barely
make a living while there are some in the same profession who make
a killing. How can a sales professional who sells identical products in
the same market, for the same company, make ten, twenty or a
hundred times more money than others?

While I was doing the demos of vacuum cleaners, where most



salespeople quit out of frustration because they couldn’t make a sale,
there was one employee who was one of the top salespersons in the
country. He narrated an incident where on one day alone he made
twenty-four sales, something many salespeople had not done even in
a few months. One day, there was a major snowstorm and there was
close to twelve inches of snow. In Toronto, during the winter season
there are only a few days like this every year. Sometimes schools and
offices get closed because it becomes too risky to go out in such
weather. Most salespeople look at this as a great opportunity to stay at
home and watch TV, but this person saw a great opportunity, for two
reasons:

ABILITY TEACHES US HOW TO DO. MOTIVATION DECIDES WHY
WE DO. ATTITUDE DETERMINES HOW WELL WE DO.

 
1. He realized that everyone would be at home that day. So, his

chances of getting people through cold calls would be close to 100
per cent.

2. Normally, vacuum cleaner demonstrations are done in the
evening or on weekends because if one person sees it they don’t
take a decision till they have consulted their spouse. Many a
times, it may just be an excuse, but the chances of losing the sale
become higher. That day, however, both decision-makers would
be home. If the client was serious then it would save him a second
trip to repeat the demonstration. Hence, he would save time.

He also realized that all his neighbors were prospects. They all had the
same need. They were buying the same thing from somewhere else
and he too was driving ten to thirty miles away on appointments for
demos. Why not sell in his own neighborhood?

He put on his snow shoes, clad himself well to walk in the



snowstorm and carried his vacuum cleaner. He knocked on his
neighbor’s door and said, ‘Hello, I am John your neighbor. It’s a shame
that we haven’t met earlier. We help families like yours live in a healthy
environment. Would you mind if I came in and gave you a short
demonstration?’ Nine out of ten invited him in and since they were not
doing much and were indoors anyway, they said ‘Go ahead’. He then
did his full demo without being rushed and since both partners were
there, decision-making was easy.

Just analyze the above scenario or approach:
 

1. He knocks on the door, he is outside and they are inside. A
natural human tendency is that if there is a person standing
outside your door, in a storm and especially if he is a neighbor,
you ask him to come in. The entry was much easier and on
favorable grounds.

2. His introduction was more of a neighbor than a salesman.
3. He said, ‘We help families like yours stay in a healthy environment’ –

Who is not interested in living in a good healthy environment? If
you analyze the words he said – he didn’t say I am from XYZ
Company selling vacuum cleaners.

4. He takes permission to come in and do the demo.
5. Now, he demonstrates to them, letting them touch and feel the

product. He shows them the advantage of owning a vacuum
cleaner by actually using it to pull out hidden dirt from their
carpets, curtains, mattresses, etc. that could be injurious to the
health of the entire family.

6. He collects all the dirt in a bowl, hands the bowl to them and asks
the question, ‘I am sure you would want your family to live in a
healthy environment, wouldn’t you?’ The most obvious answer was
Yes! In fact when they see the dirt, what is the first thing that
comes to the prospect’s mind? How can we get rid of it and what
does it cost?

7. Then of course, he answers objections in case there are any.



8. He finally ends up closing the sale.

Persistent positive or negative thoughts act as a magnet to the
outcome. Look at the above scenario – What an attitude! What an
approach! What an opportunity!

Was this person focused? Did he have a specific goal? Was he
wandering aimlessly? Something crucial to remember – So long as
you have your eyes on the goal, you don’t see obstacles. The
moment you take your eyes off the goal, you start seeing obstacles.

A good sales professional is like a driver who steers his way to
the destination. Failures, on the other hand, are living through
hell. Their spirits are dead. They stop making an effort and they
wait for things to happen. They feel helpless.

The easiest way to overcome insecurity is to rise above mediocrity.
Mediocrity has no power to move the soul. Mediocrity gives a
mediocre living, a mediocre income and nothing beyond. Millions of
people die in obscurity without any achievement in life. They are the
ones who are halfhearted, who keep thinking, hoping and planning to
do something but they never actually do anything. They are the ones
that watch the world go by. They talk more and do less. They have
only intentions and no action.

To the mediocre, life is about passing time, making it from
birth to death safely. To them life is an existence not living. The
mediocre take every day as one more day. Their biggest challenge is to
find a way to get through the day. They do nothing to make their
today better than yesterday. Self-improvement is not on their agenda.

Don’t settle for mediocrity. If you set high standards, very soon
you will build the reputation of being a good professional with
commitment and credibility.

On closer analysis, one discovers that the top salespeople do not



have any advantages such as higher education or power or a
charming personality. Neither are they aggressive salespeople. What
really separates a successful salesperson from a mediocre one are
three important attributes:

 
Attitude Mental toughness
Ambition Burning desire with clarity of goals
Action Translating dreams into reality or potential into profits.

Each person has a unique way of selling. Uniqueness basically means
lack of duplicity and presence of originality. It is the adaptation and
evolution of an idea that gives originality. A good professional
engraves a lasting impression on others regardless of the product he is
selling. Winners have an unending desire to achieve their goals.
Financial freedom is only one component of success, but a very
important one.

POSITIVE MENTAL ATTITUDE

If you study the lives of successful professionals who have achieved
financial independence ethically, you will find they all have one thing
in common – they are all positive thinkers and positive doers. There is a
tremendous relationship between thinking and success or failure.

Good professionals feed their mind with positive thoughts on a
daily basis to remain positive. When I sold life insurance, my manager
once asked me a question, ‘Do you know the difference between winners
and losers?’ Then he said something very profound, ‘Winners form the
habit of doing things that losers don’t like to do. What are the things
losers don’t like to do? Well, they are the same things winners don’t like to do
either, but they do them anyway.’ Then he gave me an example. He said,
‘Losers don’t like to work hard. Winners don’t like to work hard either, but
they work hard anyway. Losers don’t like to get up in the morning. Winners
don’t like to get up in the morning either, but they get up anyway.’



This is like an athlete who trains and practices every day. Does he
like to practice every day or does he want to practice every day? The
answer is no. But he does it any way. That’s what makes him a
champion.

DISCIPLINE

Discipline is doing what ought to be done, when it ought to be
done, whether we like it or not. Life is like push and pull.
Sometimes, we push ourselves and sometimes we have to pull
ourselves, just like an automobile needs both the accelerator
and the brake, one without the other will cause damage.
Similarly an army without discipline is guaranteed to fail.
Discipline is really the spirit that strengthens an army and gives
courage and strength even to a small group to face big challenges.

The least a good professional can do is to do his best. Doing your best
may not always be good enough. It is important to do what it takes to
succeed in life. That is why a good professional always believes in
continuous improvement.

A common cold can be treated by medication, but a positive
attitude has to be developed over a period of time.



5 Formula for Success

CARDINAL RULE

NO MATTER HOW STRONG THE TEMPTETATION IS,
ALWAYS STAY ON THE PATH OF INTEGRITY.



 
 
The profession of selling can be exciting and rewarding, both
financially and emotionally, or it can be depressing and frustrating. A
lot depends on a person’s attitude and how he handles success and
failure. When we make a sale we are on an emotional high, however,
when we make no sales, we feel rejected and dejected. When a
salesperson realizes that the profession is not only about making sales,
but involves helping others and solving problems, he becomes a
Professional.

To succeed in the profession of selling, one needs to develop
proven and repeatable methods of selling which can give positive
results consistently. One must qualify and lead potential customers
through an effective selling process which results in a positive
outcome.

While salespeople go into the profession looking for
independence and freedom, most good sales professionals realize that
success comes from the commitment and self-discipline needed for
continuous improvement. Those who become top performers realize
that they need intellectual, moral and ethical support, sometimes a pat
on the back and occasionally a kick on the bottom. Just like an athlete
needs a coach, a good sales professional also needs a coach. The role of
a good coach is to turn a group of people into a committed team where each
person is a star performer.

The profession of selling is rooted in understanding a problem
and providing the right solution through the act of empathizing and
honest persuasion to result in a mutually profitable commercial
transaction. The profession of selling is like playing chess. A good
player pre-empts many moves of his opponents and plans his
moves accordingly.

A good sales professional can be compared to an aircraft with an
auto pilot. Let me share my experience to explain what I mean.



Once, in the days when security concerns were low, I was
traveling on an international flight with my then ten-year-old
daughter. I took permission from the captain to show her the
cockpit and how he was flying such a complicated machine. We
went in and found the cockpit was full of little gadgets and
gauges. I asked the captain how the aircraft stayed on track in
spite of so many variables, such as strong winds, bad weather,
etc. The captain explained, pointing out the compass and red
lights, which used to blink on and off, that sometimes the aircraft
goes off-course, but the moment this happens the autopilot brings
it back on track. I thought to myself that the same thing is true in
human life too! Don’t we all go off-track some time in life and
don’t we all need the auto-pilot to bring us back on track? What is
the auto-pilot that brings humans back on track?
 

1. Values
2. Attitude
3. Ambition
4. Clarity of goals and purpose

BURNING DESIRE

Success does not just happen. It is the result of practicing the
principles that lead to success.

Once a young man asked Socrates the secret to success. Socrates
asked the young man to meet him at the riverside the next
morning. They met. Socrates asked the young man to walk with
him into the water and he did. Suddenly Socrates ducked the kid
underwater and held him there till the kid started turning blue.
Then, Socrates pulled him out. The first thing the kid did was to
take a deep breath. Socrates asked him, ‘Son, when you were under



water what did you want the most?’
The young man said, ‘Air.’
Socrates said, ‘Son, there is no secret to success. When you want

success, as badly as you wanted air when you were in the water you will
have it. Nobody will be able to stop you that day.’ This is called a
burning desire. This is the difference between preferences and
convictions in life; preferences are negotiable, convictions are not;
and under pressure, preferences always become weak whereas
convictions become stronger.

Success does not just happen and a reward doesn’t come without
action. Just as you cannot reap without sowing, similarly, dividends
do not come without investing. Sales do not happen by sitting back.
They are the result of tremendous hard work, effort and conscious
action.

MOTIVATION

Motivation is like fire. Unless we keep adding fuel, it dies out, and
fuel to a good professional is feeding the mind with positive thoughts
on a daily basis without which demotivation creeps in. True
professionals are driven because they consider themselves self-
employed.

Some people stop working the moment they meet their quota or
target because they only want to keep their job, they are not internally
motivated. They produce only enough, so that their supervisor has no
reason to fire them. They do only enough to get by with, they are
really not motivated. If they were motivated, they would go beyond
‘the call of duty’. Is there anything known as ‘beyond the call of
duty’ or is it a misnomer? Going beyond the call of duty is actually
the duty! In fact, how can duty stop when more can be done! If you’ve
done your duty, how can there be anything left beyond?

Getting motivated is probably easier than staying motivated,



especially in the face of receiving rejection a lot of the time. Staying
motivated is not easy and is the true test of a professional. Different
people do different things for different reasons. Some people run fast
to win a marathon race or a medal at the Olympics. Others may run
even faster if a dog is chasing them on the street. Some are motivated
by positive rewards; others are motivated to avoid negative
consequences.

As good sales professionals, our objective is to provide positive
motivation to the prospect to purchase. Hence, not only should we
show a benefit but also how we can prevent a loss, i.e. desire to
succeed versus a desire not to fail. Both pain and pleasure can be
strongly motivating. Those who are insecure often buy things that
they cannot even afford, only to avoid the feeling of inferiority. Some
buy expensive cars, jewels and paintings only for prestige reasons,
whether they can afford it or not. They are satisfying a need that arises
from inadequate self-esteem. The needs convert into wants and then
in turn the wants convert into needs. The desire to avoid pain can be a
very strong motivator. Just because an ineffective salesperson is
unable to identify a need or a problem, it does not mean that the
problem does not exist or that the client does not have a need.

BOTH GOALS AND ETHICAL STANDARDS DRIVE BEHAVIOR.

Motivation is really the spirit in the person. It is the fuel in the car
that starts the engine. Most people don’t take the time to find out what
motivates them. They have no goals to strive for, nor any benchmarks
of values and ethics. Both goals and ethical standards drive behavior.
Values such as integrity, respect, responsibility are the foundations of
belief and commitment that drive behavior. You can only give what
you have in life. If you do not practice integrity, respect and
responsibility with yourself, how can you practice it with anyone else?
If I cannot be honest to myself, how can I be honest to anyone else? If I



don’t practice self-respect, how can I respect anyone else? If I am not
responsible for my behavior, who is?

IS FAMILY PRIDE A MOTIVATION?

I have seen athletes do exceptionally well on one particular day and
when asked, ‘How did you perform so well? What was motivating you
today?’ Many times the answer is, ‘My family is watching me today’ or
‘My family is in the audience and they have great expectations of me and I
cannot let them down’ or ‘I must make them proud.’

On the Lighter Side – a business was running into problems because
of very low sales and the deep deficit was marked in red color on the
sales chart. The manager called in a consultant and started showing
the territory, all the red colored demarcations and the pins holding
them up. With great hope, the manager asked the consultant what he
should do. The consultant said, ‘The first thing you do when the
salespeople walk in Monday morning, is take these pins off and stick it in
their behinds. A carrot and a stick always work better than only a
carrot’.

THERE IS NO SUBSTITUTE FOR HARD WORK

Athletes practice for fifteen years for fifteen seconds of performance.
Success has no hard-and-fast rules. It has only ‘hard and hard’ ones.
In fact, some people go into the profession of selling with a casual
approach and treat it as a part-time job.

A candidate went to a sales manager in the company and said, ‘I
am looking for a job where I can work half a day only.’ The sales
manager said, ‘We have the job, you have to decide which half-day you
want to work, the twelve-hour-day or the twelve-hour-night. The full
day is twenty-four hours.’



Competence is the will and the skill to create a positive outcome
leading to a win-win for all parties. The burning desire to succeed is
the will and the ability to persuade with integrity is the skill. There are
many skillful people who are incompetent, because they lack the will.
To a good salesman every sale is exciting; it gives a person an instant
high of gratification.

A career in sales opens an opportunity which is unlimited. It can
mean a frontline sales position or selling a high-ticket item, business
to business, and many other such opportunities.

BUYER MOTIVATION

Many times a prospect is not aware of his needs. Hence, it is the
responsibility of a good professional to bring it out. By bringing out
the need, we can motivate the buyer to take action.

For example, I was once told by a salesperson that I could save a
lot of money by installing roofing insulation in my house to prevent
heat loss. This motivated me to buy the solution offered which was
otherwise invisible to me at that time.

At the same time, just because you have a solution it does not
mean that every potential prospect has a problem. When the need is
identified, it must be recognized with equal intensity by both the
buyer and seller in order to conclude the sale. Some people may not
realize that they are sitting on a potential problem. Just because the
problem does not manifest itself today, they feel sometimes, rather
strongly, that there is nothing to be fixed.

Hence, no matter how good your price is or value for money, it is
perceived to be a waste. Some needs are visible, sitting on the surface,
whereas others are hidden and need to be uncovered. Cars need
regular maintenance to address both what we can see as well as what
we can’t. We seek to avoid future problems. The salesperson can
motivate the buyer to act in his own best interests.



FORMULA FOR SUCCESS

1. Be passionate about the profession of selling.
2. Believe in your product.
3. Believe in your company.
4. Believe in being a good professional by practicing integrity.
5. There is no substitute for hard work.
6. Practice persistence, don’t quit.
7. Be a possibility thinker. Always look at possibilities and potential.

Be optimistic.
8. Be knowledgeable about your product, service and industry.
9. Get on a continuous education program.

10. Evaluate your performance, daily, weekly, monthly and with
each evaluation, note three positive things you are doing and
three things you need to improve until the next evaluation.
Reinforce the positive and replace the negative.

11. Wise people learn from their mistakes but wiser people learn
from others’ mistakes.

12. Be enthusiastic – it shows belief in your product and in your
profession.

13. Empathize with your prospect. Put yourself in the other person’s
shoes.

14. Become a high energy person. It shows you have a clear
destination and the determination to achieve it. Avoid burnout.

15. Build high self-esteem and display self-confidence.
16. Don’t procrastinate. Learn and practice the phrase – ‘Do it now’.

Don’t be an escapist.
17. Develop pride in performance. No matter what you do, do it with

great pride.
18. Don’t do anything half heartedly. Let your work speak for you

and when your work speaks for you, don’t interrupt.
19. Stand by your principles of integrity. Your credibility determines

your profitability in life. Your goodwill is more than your money.



20. Do the right thing, the first time, every time.
21. Autograph you work with excellence.

I would also recommend that you associate with people of high moral
character because positive people reinforce the positive. George
Washington said, ‘Associate yourself with men of good quality, if you
esteem your own reputation, it’s better to be alone than in bad company.’

The following statement has a lot of merit, ‘Where you will be five
years from now will depend upon the kind of books you read and the company
you keep.’ How true! Where we are today also is the result of the books
we have read and the company we have kept in the last five years.
 

‘The quality of a person’s life is in direct proportion to their commitment
to success, regardless of their chosen field of endeavor.’

– VINCE LOMBARDI

PUBLIC RELATIONS (PR)

Your pride in your profession helps you to succeed through public
relations. PR means that, without commercial advertising, you
announce to the world that you exist by providing a useful service to
society and making an honorable living. The difference between PR
and Advertising is that in an advertisement, you promote yourself
to solicit business whereas in PR, a third party recognizes you and
your work and because of that, people want to deal with you. We
need to understand clearly that PR is not self-promotion, it is creating
recognition. PR is a crucial part of gaining credibility, visibility and
good will.

As a good professional, you need to expand your circle of friends.
The easiest and fastest way is to volunteer your time in an
organization that is constructively involved in community
development. You will immediately develop a large circle of
likeminded friends with mutual respect.



It builds goodwill, and shows concern for the community or
society, provided your involvement is for a cause and not just a
strategy for improving sales. Improvement in business happens as a
result of mutual respect because like-minded people want to deal with
each other. Commitment to a cause should be genuine and not have
an ulterior motive. The following are some good organisations to get
involved in:
 

1. Rotary
2. Lions
3. Round Table
4. Junior Chamber
5. Scouts and Guides
6. Red Cross
7. Cancer Society
8. Chamber of Commerce

There are many other similar organizations and self-help groups.
One can get involved by volunteering the time, donating money,

sponsoring an event, addressing meetings (give speeches, run
seminars and workshops) or informing local media (i.e. TV, radio and
newspapers) that you are available for discussion when they call
guests.

BRAGGING IS NOT PR

In order to establish credibility, some people think that blowing their
own horn would help them overcome all the negative perceptions of
the buyer. Many salespeople start bragging about their achievements
as a strategy. Unfortunately, most of the time it backfires. People
prefer a subdued, humble and soft approach rather than an approach
to show how great they are. When a medical doctor approaches a
patient for the first time, the first few seconds or minutes gives the



patient a feeling of comfort or discomfort. At that point the doctor’s
people skills are more crucial than his professional skills. The patient
doesn’t care if the doctor came first in his class at medical school. It is
both the people-skill and professional-skill that start developing
credibility and confidence in the buyer.

Input Determines Output: Your success or failure is determined by
the ratio of risk and trust between the buyer and the seller. The risk
and the trust factor are in inverse proportion.

RECIPE FOR FAILURE

Poor attitude + Poor values + Poor planning + Poor marketing + Poor
selling + Poor service = Quickly out of business

Poor planning + Poor marketing + GREAT SELLING + Poor service =
Frustration + Burn out = Out of business Great planning + Great
marketing + GREAT SELLING + Poor service = Frustration + Burn
out = Out of business

All three scenarios above lead to:

HIGH RISK + NO/LOW TRUST = OUT OF BUSINESS,
FRUSTRATION AND BURNOUT

Suspicion makes both parties remain on the defensive. It’s caused by a
lack of transparency and also results in further loss of transparency. It
becomes a vicious cycle and can eventually lead to a confrontational
relationship. Always ensure you stay away from such situations as
they lead to distrust and suspicion.

RECIPE FOR SUCCESS: WILL AND SKILL

Great attitude + Great values + Great planning + Great marketing
Great selling + Great service lead to High Trust + No/Low Risk



Growth, Prosperity and Success.

To Sum Up: Selling is like cooking a dish. In order to get a delicious
dish, you have to have the right ingredients, right quality and the
right proportions cooked at the right temperature and mixed in the
right order. If any one of these items is poor, it is a recipe for disaster.
It doesn’t matter what the combination is, everything should be
positive.



6
Qualities of a Winning
Professional

CARDINAL RULE

IF YOU WANT TO CLOSE A SALE, SHOW THE
BUYER THE REASON FOR AN URGENCY TO BUY,

AND LOSS BECAUSE OF A DELAY.



 
 
Edison said that ‘Success is 95 per cent perspiration and 5 per cent
inspiration.’ What are the qualities of a winning professional? They
are called the six Cs:
 
Character Makes ethics a way of life.
Courage Is brave enough to continue despite setbacks.
Conviction Has belief in his product, profession and

organization.
Clarity Has clear goals and a purpose in life.
Competence Has the skills and the will to sell.
Communication Has persuasive skills and the ability to convince.

Selling is both an art and a science. Selling is an art because you are
dealing with humans who are unpredictable. They are creatures of
emotions, and emotions invariably override logic. It is also an art
because it takes creativity to be a good sales professional; involving
innovation and uniqueness with each prospect. It is a science because
by following a certain series of steps, in sequence, your closing ratios
and the probability of making the sale become much higher. It is also
a science because it is based on certain principles which if repeated
makes the outcome predictable. To take the mystery out of selling we
need to convert selling from an art to a science. It means we need to
follow certain processes and principles consistently in order to get
consistent results.

A person does not become a professional doctor by just having
the desire to be one. He must gain competence, education and
training at a medical school to become proficient. Similarly, a
good sales professional must learn the art of applying the
principles of selling scientifically and with proficiency.



ESSENTIAL QUALITIES OF A GOOD SALES PROFESSIONAL

1. Healthy Self-Esteem
A good professional lives by the motto, ‘Customer first,
commission second’. They have pride in their performance,
company, product and profession. With this pride, they go out to
customers from a position of strength. Their behavior and actions
are not apologetic.

2. Good Communicator: Listening and Persuasion Skills
They are the ones who ask relevant questions and listen carefully
to identify the needs of the client and provide the right solution.
The unprofessional or the typical salesperson is the one who talks
too much. In fact, he talks to the point of losing the sale. A good
professional explores and uncovers a customer’s need. He is there
to assist and help, not to manipulate.

3. Belief and Conviction
A good sales professional is sincere and excited about his
product. Every morning, he gets up looking forward to providing
solutions to his customers. He feels strongly that those who don’t
own his products or use his services are losing out or being
deprived of something valuable.

4. Know your company or product

The president of a dog food manufacturing company was
very disturbed because the sales had declined significantly.
At the annual national conference, while he was addressing a
few hundred salespeople and becoming very emotional, he
said, ‘I don’t understand why our sales are not picking up, even
though we have some of the best packaging and some of the best
graphic designing. We advertise heavily and have a large sales team
too. I don’t understand why we are not selling more dog food?’
One person got up and said, ‘Sir, did you ever ask the dogs if



they like your food?’

 
1. The more knowledgeable you are about your company and

product, the less chance there is that you would overpromise and
under-deliver.

2. You will be more confident in making and keeping your
commitment for price, delivery, etc.

3. You will be on a firmer ground to handle problems, and
troubleshoot in a precise manner.

4. You will know the values of your company. Hence, your level of
flexibility is clear. It brings clarity as to what you will stand for
and what you will not stand for.

A professional salesperson does the following:
 

1. Gains new customers.
2. Retains existing customers.
3. Generates new business from existing customers.
4. Establishes a relationship of trust with customers.
5. Becomes a permanent resource to his customers.
6. Helps customers become more productive and profitable.
7. Provides competent after-sales service.
8. Builds credibility and goodwill with customers.
9. Acts as a source of feedback and market information for his

company.
 

Unprofessional Salespeople Professional Salespeople

Money driven Goodwill and customer
driven

Selfish Mutual interest

Doesn’t do the right thing or does
the right thing for the wrong reason

Does the right thing for the
right reason



Attributes success to luck Takes credit and gives credit
to those behind the scenes

Does as little as he can get by with Puts in the extra effort and
works ethically

Extremely ego driven Performance driven

Wants to make money Wants to make customers

CONTINUOUS EDUCATION

Career-minded sales professionals go on a continuous improvement
program in order to excel in their field. These are the top performers.

Experts feel that a person who invests just five to seven hours a
week in education can in three to five years become an expert in their
chosen field. Continuous education helps broaden horizons.

It makes a person knowledgeable of their products and helps
understand people’s psychology. In order to master selling one needs
constant training.

Once, a wood cutter worked for a company for five years but
never got a raise. The company hired a new person and within a
year the new person got a raise. This caused resentment. The
person who had been working there longer went to his
supervisor and asked, ‘How come the new person got a raise and I
didn’t, in the last five years?’

The supervisor said, ‘We are a result-oriented company. His
output went up so he got a raise. If your output goes up you will also get
a raise.’ So the man went back and he started hitting harder and
putting in more hours but his output still didn’t go up. He
thought to himself that maybe the new person knows something
more than he does. He went and asked him ‘How come your output
went up?’

The new man said, ‘After cutting every tree I take a break for two
minutes and sharpen my axe. When was the last time you sharpened



your axe?’
The wood cutter said ‘Oh! Oh! five years ago!’
This story explains it all. Continuous education is like

sharpening your axe. Good professionals are always on a
continuous education program in order to sharpen their axes.

A person who can read but does not read is no better than
the person who cannot read anyway.



7 Pleasing Personality

CARDINAL RULE

ALWAYS CLOSE THE TRANSACTION ON A
POSITIVE NOTE.



 
 
To create a positive impact you need to have a pleasing personality. A
pleasing personality is a composite of overall behavior, appearance,
verbal and non-verbal communication, dressing, grooming, etiquette,
manners, etc. The composite personality reflects in our ‘people skills’,
which is the starting point of rapport-building.

YOU ARE AN AMBASSADOR

A salesperson is an ambassador for both his product and the
company. No matter where we go and what we do, we always
represent something or someone; hence, we are always an
ambassador. To the customer, the salesperson is the company. The
customer forms an impression of the company by the behavior of the
salesperson. Our courteousness, politeness and integrity exemplify
anything and/or anybody that we represent.

Everyone is a salesperson for their company or the country. A
case in point – We have an office in Singapore. I gave a taxi driver
a business card to take me to a particular address. When we
arrived, the meter read $11. I pulled out $11 but he took only $10.
I asked, ‘Henry, your meter reads $11. How come you are only taking
$10?’

He replied, ‘Sir, as a taxi driver I am supposed to bring you
straight to your destination. Since I didn’t know the last spot, I had to
circle around the building. Had I brought you straight here, the meter
would have read $10.’

What he said thereafter touched me the most. He said,
‘Legally, I can claim $11, but ethically I am entitled only to $10.’ He
then added, ‘I am not a taxi driver; I am an ambassador of Singapore
without a diplomatic passport.’

When a tourist comes into a country after clearing



immigration and customs, the first person he usually meets is a
taxi driver. If the first experience of the visitor with the taxi driver
is unpleasant, the balance of the stay may not be very pleasant
either. Quite often the tone is set from the outset. What this taxi
driver was saying in unsaid words was very profound. ‘I am a
diplomat of Singapore without a diplomatic passport.’ He
demonstrated, through his actions, pride in himself, his
profession and the nation. As far as I’m concerned, Henry could
qualify to be a visiting faculty to give a lesson on ethics at any
leading university in the world.

FIRST IMPRESSIONS

Whenever I go for an important appointment or meeting, I prefer to
go wearing a suit and tie. When I am flying to my destination, my
luggage may not reach on time and hence, I always carry a suit, tie
and a white shirt in my hand bag. I am really not a suit-and-tie person
but my first meeting generally is in formal clothing. Why? We never
get a second chance to create a first impression.

First impressions are crucial because people start forming
opinions about one another within the first three to five seconds of
meeting, even before a person says anything. We form initial
impressions of one another based on appearance or visuals. If a sales
professional has not gained the attention of the prospect within the
first thirty seconds, it will be difficult for him to gain it later.

The first impression we give to people could either be positive or
negative. The prospect starts making judgments based on those
impressions, and accordingly feels comfortable or uncomfortable.
Therefore, a good professional should reflect:
 

1. Confidence without arrogance.
2. Friendliness without being over-friendly.
3. Expertise without the ‘I know it all’ attitude.



First impressions include body-language, gestures, posture,
handshake, smile, eye contact, attire, manners, etiquette and greetings.
Sometimes, a person is greeted with folded arms, a blank or confused
look, a cold stare or fidgety hands. One must be cognizant of all these
signs. Either they establish trust or they create distrust. Hence, in
order to create winning first impressions, the following are important:
 

Appear well groomed.
Look neat and clean, not uncouth or shabby.
Dress formally for business appointments, especially when you
are going for the first time. Preferably, dress in a way that is one
notch more formal than that of the potential client.
Don’t be over-dressed or too casual.
Greet with a warm smile and a firm handshake. (Firm handshake
does not mean crushing the other person’s bones.) The handshake
should show warmth and not be a test of strength.
Wear pleasant-smelling cologne or perfume and not one that is
overpowering.
Mannerisms should be gentle, not edgy or jerky.
Be observant of the surroundings.

The above points may help establish a rapport, but the opposite
behavior could hurt the same. A negative first impression could lead
to loss of a sale and eventually the business relationship. Many times,
the door closes permanently. It is of utmost importance that our
appearance and mannerisms be pleasant and courteous.

THE WAY WE DRESS

It is not uncommon to see salespeople dressed shabbily. Not brushing
your teeth, having a dirty shirt collar, untidy hair, body odour, bad
breath shows a lack of pride in appearance. A shabby appearance is a
turn off and can be offensive to anyone. Why sabotage your own



success?
There is a flip side to this as well. There are some people who are

permanently over dressed and wear flashy clothes and jewellery. The
glitter can be distractive.

Conservative clothes are always in fashion. Somehow, it gives a
feeling of stability, balance and maturity. A poor appearance will be
responsible for a certain percentage of loss of sales, no matter how
good your presentation may be. A dignified appearance inspires
confidence.

MANNERS AND COURTESY

Positive and polite words always lead to pleasantness. Gentleness
inspires confidence and makes a person attractive. There may be times
when you meet people who are discourteous or rude, but it does not
mean that you change your behavior as well.

Once, a man, out of courtesy, opened the door for a woman as she
walked in. She was rather strange and said, ‘Women are equal to
men; hence you don’t need to hold the door for me just because I am a
woman.’

The man replied, ‘I am not holding the door for you because you
are a woman, I am holding the door because I am a gentleman.’

RAPPORT-BUILDING

For a good impression, one has to build rapport, gain confidence and
build trust with the prospect because the first sale is that of the
salesperson himself. This is where social skills play a very important
role and a pleasing personality becomes very essential. Basic courtesy
and manners are all starting points. The presentation and uncovering
the need comes later, which will only happen if the salesperson has
sold himself first.



Establishing rapport means creating a positive impact or a
favorable impression before you start your presentation. Don’t ever
underestimate the power of courtesy and proper etiquette. Rapport-
building is not the same as socializing or getting into long unrelated
conversations.

Some people think that the best way to establish rapport is to
have a little social interaction and to try and find out some common
areas of interest. I must say that common interests can certainly be
helpful, but many a time, salespeople get carried away and overdo the
socializing bit to the point of inconveniencing or irritating the
prospect. Be careful with your socializing. If your prospect wants to
talk of something other than business, make sure you don’t ignore
him. Be courteous, answer and then ensure that you get back to your
business discussion.

PLEASING PERSONALITY

Rapport-building could mean a sincere compliment or a positive
statement. For example, if you appreciate the decor, a statement of this
nature by the salesperson may be appropriate – ‘I must say this office is
very tastefully done.’ The most important thing here is sincerity. The
key is to appreciate only if you are sincere. Don’t make insincere
statements as people can sense falsehood.

Rapport-building leads to a trusting relationship and a feeling of
comfort, eventually resulting in sales.



8 Selling is a Rejection Business

CARDINAL RULE

THE GREATEST PERSON IN THE WORLD CANNOT
SELL 100 PERCENT. THE WORST ONE MIGHT SELL

1 PER CENT BY DEFAULT.



 

THE LAW OF AVERAGES

Success is not measured by how high we go up in life, but how
many times we bounce back after we fall down.

One should keep in mind that even the best salesperson in the
world cannot sell to 100 per cent of his prospects and the worst
salesperson may sell to one per cent by default. A sale made by
default is not called selling, it is called peddling.

In the selling profession, there are more rejections than
acceptances. To the amateur salesperson, rejection becomes very
stressful and he is unable to handle it. This is because he takes the
rejection personally. It lowers his self-esteem resulting in
demotivation and inaction. He doesn’t realize that possibly his
product or company is being rejected or that the customer may not
want to buy at that particular time. Just because a person has said no
to buying your product today, he is not saying that he will never buy
it in the future. It is nothing personal. An exception could be when a
salesperson’s discourteous behavior to a customer may lead to total
rejection of the product.

When I started in the insurance industry, my manager taught me
‘the law of averages’. During my training he told me that I would have
to make about 150 calls in order to speak to about fifty decision-
makers, with the others being unavailable for some reason or the
other. If I spoke to fifty people, I would end up with twelve
appointments to see prospects face-to-face, to whom I could make
presentations to sell life insurance. These appointments were always
made one week in advance. If I had twelve appointments lined up,
two might get cancelled at the last minute and I would end up making
ten presentations. If I made ten presentations and if I was an
ineffective salesperson, I might sell one. If I was an average, I would
end up selling two, but if I was good I might end up selling three or



four and if I was excellent, I would sell five or six. The objective of the
good salesperson is to raise their average from good to excellent and
that’s what makes Michael Jordan or Sachin Tendulkar the superstars
they are.

‘The law of averages’ can be explained by the risk-and-reward
ratio. If the prospect feels the risk is greater than the reward (trust) in
dealing with you, your chances of closing the sale go down. If the
rewards (trust) are greater than the risk for the prospect, your
probability of closing the sale is higher. Our objective is really to
reduce the risk factor and increase the reward trust factor, which will
raise our closing ratio and improve our average.

Just as a prospect considers the risk-and-reward ratio, a
salesperson also faces the risk of rejection every time he makes a call.
If he focuses on the reward, his chances of remaining motivated are
higher, because let’s face it, every rejection does hurt our self-esteem.
Rejection can be intimidating and shake the confidence of even a
seasoned salesperson.

FEAR OF FAILURE

Negative emotions like fear and anger are internal battles that drain
us of our energy. Fear of failure is worse than failure itself. In fact, it
drags a person to failure. Self-doubt gives one a feeling of depression
and uncertainty. Whether the prospect will buy from me or not is a
question that might be constantly nagging the mind of a salesperson.
Failure leads to more failures because with every failure, a person’s
self-esteem goes down and it becomes easy to fail the next time. Soon,
this salesperson starts blaming the whole world for his failure. He
blames his territory, bad prospects, bad manager, bad product, bad
company, bad luck, etc., everything except himself. Negative people
are driven and controlled by fear. The sad part is that most of the time
the fear may be imaginary. Real fear ought to and can be addressed.

What is required is changing one’s self-image. The moment a



person does that, his life takes a different turn. Now, he starts
understanding that in the same territory, with the same product and
under the same circumstances there are some people who break
records while others break themselves. Fear of failure leads to
expectancy of failure. When people attempt something with a
negative expectation, they start half-heartedly and end up failing.
They then say, ‘Didn’t I tell you, I wouldn’t be able to do it. And see, I
couldn’t do it.’ They prove themselves right. Failure becomes a self-
fulfilling prophecy.

LOW SELF-ESTEEM

The straight and sure-shot path to self-respect and confidence is
having integrity and honesty. Honesty is displayed when a person is
in the habit of telling the truth. Unfair and unjust dealings carry a
price tag that eventually has to be paid by the dishonest person. A
good principle to live by is honesty and fairness to yourself and others
in all dealings. Honesty is a virtue, not a policy. It is a way of life.
Virtues represent purity and integrity of thoughts and actions.
Therefore, a person who lives with honesty and integrity will always
have high self-esteem and can consequently make an excellent career
in sales.

WITH THE SAME PRODUCT AND UNDER THE SAME
CIRCUMSTANCES, THERE ARE SOME PEOPLE WHO BREAK
RECORDS WHILE OTHERS BREAK THEMSELVES.

LOSER’S PROFILE: WHY DO SALESPEOPLE FAIL? IS SUCCESS
REALLY A MATTER OF LUCK?

 
‘Success is merely a matter of luck. Ask any failure.’



– ANONYMOUS

To amateurs, meeting targets and deadlines is stressful and
demotivating instead of motivating. They develop an escapist
behavior and could start negative habits like drinking and smoking in
order to get away from commitment. They could look for artificial
ways of relaxation. They would then try to practice high pressure and
manipulative tactics to make a sale, which could easily backfire.

To some, the profession is like a war to be won; some look at the
prospect as a scapegoat; and for some, getting rejected is very stressful
to handle. Hence, with this attitude, they burn out. Bad salespeople
are always on the verge of quitting the company or waiting to be
asked to leave the company. The average ones maintain their jobs and
the good ones make a living, but the excellent ones make a career and
a killing. The 80:20 principle applies pretty much across the board in
most organizations – eighty per cent of people produce twenty per
cent of the sales. Twenty per cent of people produce eighty per cent
of the sales and their income is approximately sixteen times greater
than the bottom eighty per cent.

Winners do things in spite of problems, and losers permanently
rationalize in life and make excuses. They are the moaners, groaners
and complainers. They always wait for things to happen, they never
make things happen. They are the ones who come in the morning and
say, ‘I just came in, let me get settled.’ After half an hour of settling, they
say, ‘I need a cup of tea to wake up’ and then waste another hour chit-
chatting and socializing, thinking they are building relationships. That
brings them to around 11 a.m. and one-fourth of the day is lost with
zero output. At this point they say, ‘Let me get to work and catch up
now.’ Then they start searching for what to do and who to call. That
takes them to 12.30 p.m. They look at the watch and say, ‘What is the
point of calling at this time? It is lunch time and if I call, nobody will be
there.’ They then go for lunch themselves. They wait till 2 p.m. and
then say to themselves, ‘People must be busy with their work and who is
going to talk to me.’



They shuffle papers and keep disturbing others in the office. They
need tea/coffee immediately after lunch to wake up. Finally, they
make a few phone calls and as expected they get rejections. They
rationalize by saying, ‘Nobody wants to talk to me’ or ‘Everyone is busy’.
At this point, they need another break to re-energize and when they
look at the watch, three-fourths of the day has gone by with no result.
At the end of the day, they think of calling some more people, but
they rationalize thinking, ‘Everybody must be planning to go home and so
who would want to talk to me?’ This way the complete day is lost.
Typically they go home and complain that business was bad that day.

Next day, they go back to office and repeat the same routine,
demoralizing others, telling them that the company’s product is not
good, the company is not good, the boss is not good, the economy is
not good, and so on, and that, ‘they must start looking for another job.’
This is the loser’s profile.

Achievers and non-achievers are given the same time (twenty-
four hours a day), same company, same product, same territory. Is it
not a wonder then that twenty per cent of the people make eighty per
cent of the sales?

Great achievers, whether a scientist or an artist, did not waste
time waiting for an inspiration. They kept working anyway, just like
most good professionals, who routinely continue to do what is
required of them.

MENTAL TOUGHNESS

All of us have good days and bad days. There are days when we get
up in the morning, feeling good, the world looks good, productivity
goes up and relationships are a lot better and no matter what we do,
everything comes easy. And then there are days when we get up in
the morning and don’t feel good. Our energy levels are low and we
feel terrible. What happens on these days? Productivity goes down,
we fight with everybody and no matter what we do, it takes a lot of



effort to get even the simplest of tasks done.
The sign of a good professional is that on a good day or a bad

day, their output is identical. On good days, it comes easy, but on bad
days it takes a lot of effort. They, however, don’t compromise on their
quality and standards. This is called Mental Toughness.

Selling is a rejection business; you get more ‘nos’, than ‘yeses’. To
some, every rejection is dejection, but to a good salesperson it is an
opportunity to bounce back and to turn severe setbacks into
comebacks.

To a good professional, NO means Next Opportunity.

From my insurance selling days, I remember one of the top producers
in the company. When he made calls for prospecting, to him every
‘no’ was a time to celebrate. His attitude was: “I’m getting closer to
my next ‘yes’” and he used to qualify for the million-dollar round
table.

An athlete who trains every day, is learning through a process
that takes self-discipline. Sometimes the training is fun and sometimes
it’s not, but the athlete trains nevertheless.

SELF-IMAGE

Self-image is the way we see ourselves and self-esteem is the way we
feel about ourselves. Our behavior depends on our perception of
ourselves. Our success or failure in the external world will depend
on this view in our internal world. If you believe yourself to be a
person of character, courage and integrity, then all these traits will
reflect in your behavior.

Many successful people have a positive personality which is
reflected in their self-confidence and the aura around them. They have
a sense of self-respect coupled with humility. Our self-perception and
behavior is instrumental in the way others perceive us. In fact,
everybody wants to associate and deal with successful people.



Our positive self-image makes us walk confidently and with
energy, whereas a negative self-image makes us drag ourselves and
our self-doubts are reflected in our behavior. Just as enthusiasm is
contagious, so is lack of it. Your self-confidence gets transferred to the
buyers and generates their confidence in you, your product and
company.

CONFIDENCE

A prospect also treats a sales professional who radiates confidence
quite differently than one who seems unsure and insecure. The
prospect can feel the vibes of self-confidence and this makes him feel
that he must listen to the salesperson as he may have something
important to say. Have you ever wondered why some people pay
more attention to some salespeople and less to others? It is the sales
professional’s overall personality that makes all the difference. What
product you sell or company you represent becomes secondary.

The secretary who receives a business card from a confident sales
professional takes the card to the boss and says, ‘Mr. ABC is here and it
might be worthwhile to spend a few minutes with him.’ If people feel that
you are important, they will automatically show respect for you and
your time.

An unimpressive salesperson might just be kept waiting at the
reception, whereas a confident-looking person might be attended to,
immediately. A sales professional who radiates confidence is more
likely to get uninterrupted and undivided attention whereas an
unimpressive salesperson might be interrupted with many things that
the prospect feels may be more important. The prospect may just be
talking on the phone or reading the papers or clearing mail.

PERSISTENT OR PEST

Distinguish between being persistent and being a pest. Persistence is
the ability to bounce back after every rejection. It is this ability that



prevents a rejection from becoming dejection. However, being a Pest
is when a salesperson becomes too pushy, starts nagging and
irritating the prospect. He does not get the message that the buyer
wants to be left alone. The ‘pest’ starts getting ignored. The prospect’s
patience is exhausted and chances of retaliation become higher. So, be
persistent but not a pest.

Lack of persistence can cause you to lose the sale. You actually
end up selling for your competitors and making them richer.
Experience shows that eighty per cent of the sales are made after the
fifth call and that eighty per cent of the people quit before the fifth
call. This is called ‘selling for your competitors’. The eighty per cent who
quit have now prepared the ground and made the buyers ready to
purchase. They have done the difficult work, but when the time comes
to close the sale, they run out of steam and quit. Now, when the
competitor calls and sees the client ready to purchase, they come and
close the sale. You have actually made the sale for your competitors.

‘You have damaged your own sale, by not being persistent.’
Perseverance does not mean that you bang your head against the

wall. You will only end up with a head injury and the wall will still be
there, as it is. We must understand the difference between will-power
and won’t-power. Will-power is persistence, won’t-power is
obstinacy. Whenever there is a tussle between water and a rock,
eventually water wins. The water wears down the rock.

Everyone wants to win in life but very few people are willing to
pay the price to prepare to win. Only those who care to do little
things carefully and with pride are the ones who perform well. That is
when a salesperson’s career can sky-rocket.
 

‘Winning is not a sometime thing; it’s an all time thing. You don’t win
once in a while, you don’t do things right once in a while, you do them
right all the time. Winning is a habit. Unfortunately, so is losing.’

– VINCE LOMBARDI



OBSTACLES

There is a prayer, ‘God, don’t lighten my burden in life, just give me
stronger shoulders.’ None of us can escape trials. For someone who
wants to accomplish something in life, every day is Judgment Day.
Only the strong-hearted have the courage to face their challenges
head-on.

RECIPE FOR BEHAVIORAL CHANGE – HOW TO GET RID OF
NEGATIVE HABITS AND BUILD POSITIVE ONES

Winners focus their strength on winning. Losers focus their strength
only on what they can get by with. Selling is an inner game. Eighty
per cent of selling is the result of self-esteem, self-image and mental
conditioning, and only twenty per cent is selling skills. The way you
think and feel about yourself gets communicated to others. If you feel
good about yourself, your product and your company, it gets
communicated non-verbally to the other person. If you think and
believe that you are a person of integrity, that too gets communicated
nonverbally. This is the process of mental conditioning.

MENTAL CONDITIONING

Mental conditioning is done through a process of autosuggestion and
visualization. It is a process used by some of the top sportsmen and
athletes in the world. Visualization is a process of forming a mental
picture. Mental pictures trigger emotions and feelings.

It means that good pictures create good feelings, positive pictures
create positive feelings. Pictures of success translate into success in
life.

Replay an incident in your life when you felt good. What was the
experience like? Didn’t it create:
 

1. A positive attitude?



2. A desire to achieve more?
3. Motivation?
4. A renewed effort?

Watch your words – especially self-talk. Negative self-talk pulls one
down and positive self-talk lifts a person’s spirit.

Auto-suggestions are positive statements of the kind of person
you want to be and they are made in the present tense. You can write
these statements and read them daily, preferably twice a day. They
will act as a constant reminder. Supposing I want to get rid of anger,
my auto-suggestions would be:
 

I am relaxed not I don’t get angry
I am cool, calm and collected not I am not stressed or tense

Auto-suggestions must be in the present and not in the future tense:
 

I am relaxed not I will be relaxed
I am cool, calm and
collected

not I will be cool, calm and
collected

Read them twice a day, when you wake up in the morning and at
night before going to bed. These two timings are important, because:
 

1. When you wake up in the morning, the body is rested, the mind
is relaxed and the subconscious is receptive. You feed your mind
with positive information or messages and it sets the tone for the
entire day.

2. When you feed your mind with positive information as the last
thing at night, it works subconsciously throughout the night.

VISUALIZATION



If you want to see results, auto-suggestions must be accompanied
with visualization. If you practice autosuggestions mechanically
without visualizing, you will not see results. Form a crystal clear
mental picture of the kind of a person you want to be.

Practice for a minimum of thirty days. In fact, people who want to
stay positive and motivated practice this throughout their lives.

WHAT MAKES SOME PEOPLE MORE EFFECTIVE THAN
OTHERS?

There is an old saying – ‘If you keep doing what you have always
been doing, you will keep getting what you have always been
getting.’ Expecting different results is defined as insanity. If we expect
different results then it stands to reason that we need to change the
input because input determines output. Positive auto-suggestions and
visualizations are a process of internalizing positive behavior, which
in turn conditions us for success.
 

‘It is a funny thing about life; if you refuse to accept anything but the
best, you very often get it.’

– SOMERSET MAUGHAM



9
Transactional versus
Relationship Selling

CARDINAL RULE

ONE SHOULD AWAYS TAKE A FARSIGHTED VIEW
LIKE THE JAPANESE. TO THEM, LONG-TERM

RELATIONSHIPS ARE MORE IMPORTANT THAN
THE TRANSACTIONS.



 
 
Transactional Selling occurs when the salesperson’s focus is only on
achieving that single sale, without any consideration for the future.

The essence of Relationship Selling is when we convert a
customer into a client and the seller gains the status of a supplier. It
is really a process of forming a business partnership, where each
partner not only transacts business but is interdependent in a
mutually beneficial relationship, with a common growth objective.

Sales can be:
 

B2B (Business to Business)
B2C (Business to Consumer)
Direct or indirect selling

The B2B sales may have a longer sales cycle than B2C sales.
Regardless of who your end customer is, long-term growth in the
profession of selling can only be achieved after laying the foundation
of a strong relationship.

THE DIFFERENCE

If I buy a photocopier from you, I have made a transaction and am
considered a customer. However, if I start buying all my office
equipment from you, I have developed a relationship and have
become a client. I have developed a relationship because of which I
(the client) keep buying more and more. That’s the difference between
transactional and relationship selling. A salesperson’s philosophy is
reflected in his behavior and performance.

Some people make friends by wining and dining people with the
sole objective of doing business with them. Once the usefulness goes,
the friendship also goes. It is unfortunate because it is very
shortsighted and insincere. One should keep in mind that just because



a person is a friend it does not mean they are under an obligation to
buy from you. In my career, I have acquired clients professionally and
built friendships later, versus making friends with the intention of
doing business. Sooner or later, people uncover the ulterior motive.

There is the story of a very successful car salesman, John, who
had an old client come up to him in his showroom. John greeted
him warmly and said, ‘I haven’t seen you in a long time. How have
you been? Where have you been?’

The client said, ‘I have been in town. It’s just that I didn’t need to
buy a new car so I didn’t stop by.’

John said, ‘Well, I thought we were friends and you don’t have to
buy a car every time you come here. It is nice to see you once in a while.’

Is it any coincidence that he was amongst the top salespeople
in his company?

SINCERITY IS THE FOUNDATION OF RELATIONSHIP SELLING

Every sale, if handled properly, creates an opportunity for more and
bigger sales in the future. Repeat orders are bigger because the buyer
has developed a level of comfort and feels secure. This happens only if
you have performed well in the trial or first order. Trial orders are
meant to test people. Relationship Selling implies long-term
commitment, common goals, mutual respect, ongoing trust and
cooperation. Informal relationships, many a time, get converted into
formal alliances also, helping joint-marketing and co-branding.

Establishing a relationship is a series of steps, by and large in
sequence only. Jumping steps or changing the sequence could be
counterproductive.

Relationship selling means the following:
 

people buy people first,



then they buy from the people, and
lastly they buy from the company.

Have you been to a restaurant well-known for its delicious food? You
go in and find the service and the waiter rude and discourteous. No
matter how good the food is, would you like to go back to the
restaurant again? The answer is ‘never’. If relationships are important,
then the question is what builds relationships and what destroys
them? It is a development process. Unfortunately, there are some
people who would like to see things happen instantly. That’s like an
MBA who wants to start as a CEO with all the perks. It’s like the
soldier who wants to start as a general. It is a good fantasy but it
doesn’t happen in real life. An athlete doesn’t win the gold medal
overnight. He goes through a rigorous training process. The same
holds true with the profession of selling and building relationships.
Whenever we want to bypass the process, the results can be
disastrous. Risk of failure becomes high. Building a relationship is a
process, not an event.

People are uncomfortable opening up with someone they don’t
know or trust. When aggressive salespeople use high pressure tactics,
buyers become defensive. When salespeople start asking questions
without creating a rapport or without taking permission, buyers
withdraw themselves. The seller must create an environment of
comfort and trust to invite the buyer to open up or engage in a two-
way transaction. As the comfort level of the prospect increases, the
risk decreases. In other words, the seller cannot close a sale without
going through the series of steps required for selling: establishing
rapport and credibility, uncovering the need or providing solutions
and then closing the sale. Credibility and trust go together to help a
prospect open up. In fact, they are the starting point of any
relationship. The reverse is just as true.

BUILDING A RELATIONSHIP IS A PROCESS, NOT AN EVENT.



Mutual respect is the starting point for all relationships.
 

Transactional Selling Relationship Selling

Commission based
May have ulterior motives
Tactics based
Product based
Price based
Feature based
Short-term
Hard sell
Gain

Integrity based
Sincere
Principle based
People based
Value based
Benefit based
Long-term
Soft sell
Gain + retain

RELATIONSHIP SELLING IS PARTNERING FOR THE LONG-
TERM

Sometimes, salespeople, out of immaturity, may just be shortsighted
and not necessarily manipulative or dishonest. They may end up only
gaining but not retaining customers.

The true objective of a good sales professional is not just to make
a sale but to create clients because it take less effort to retain a
customer than to gain a new one.

HOW TO TURN RELATIONSHIPS INTO STRATEGIC
PARTNERSHIPS

If a customer realizes that your input is critical to their success, your
relationship can turn into a strategic partnership. Further, if the buyer
perceives you as a vendor who is not easily dispensable and who
meets his terms, you are on the way to turning a strategic relationship
into a strategic partnership.

Ask yourself, if you lost the customer, would it mean a big loss to
your company and a big gain to your competitors? If the answer is
‘yes’ then this account is your strategic partner. This does not mean



that others are not. A ‘Strategic Partnership’ is one where both parties
feel that each one is critical to the other one’s long-term success, and
they will work towards helping each other’s growth.

It is not unusual to find that twenty per cent of your customers
represent eighty per cent of your business, which means that the
twenty per cent can be considered as your strategic partners. If any
one of them feels that losing or replacing the other is of no significance
then the strategic partnership does not exist. If there is no impact from
losing the account, a strategic relationship does not exist.

Strategic accounts need specific resource commitment through
the year. They need to be monitored for quality on an ongoing basis.

Initially, when a new client comes on board, generally THEY are
in control. But over a period of time, if you convert them into clients,
YOU start gaining a certain degree of control with your client. For
example, whenever you have a new product, you go into the buyers’
office. You just put your product on the table and many a time it is not
unusual for the client to ask, ‘Is it good? . . . Will it work? . . . Go ahead
and write the order.’ This is because the rapport and trust was already
established.

SELLING AND CUSTOMER SERVICE IS A PHILOSOPHY

The salesperson’s true assets are the Relationships he builds. He must
learn and understand the concepts of:
 

Selling and buying patterns
Sales and purchase processes
Selling and buying decisions

Relationships are built on service, timeliness, courtesy and integrity.
An efficient professional should give such good service that his
customers ought to feel guilty if they ever think of dealing with that
salesperson’s competitors. The quality of service and relationship



should be so strong that they should not even think of entertaining a
competitor. Let’s face it, service is what we are getting paid for, aren’t
we? Quality service is not an obligation but a responsibility. It is
what makes the buyer feel good and it is the experience of feeling
good that keeps bringing him back to us. This is known as the ‘feel-
good factor’.

The feel-good factor, unless backed by performance and
substance, doesn’t last too long. When performance is missing, the
pleasantness is hypocritical and trust transforms into suspicion.

In order to establish reliability and dependability, a good sales
professional must:
 

Show accessibility and availability
Demonstrate care and concern
Become a helpful resource in his area of expertise
Pre-empt and prevent problems

When performance and pleasantness come together, they can achieve
the following:
 

Create stronger bonds and ties for future business assurance
Become aware of new sales opportunities and emerging
customers’ needs
Keep competition from entering the account
Convert a transaction into a Relationship
Establish a source of referrals
Establish emotional connections

Our objective is to gain and retain customers. To retain, we must
convert:
 

transactions into relationships.
customer satisfaction into loyalty.



minimum standards into quality benchmarks
employee mentality into entrepreneur mentality and change the
thinking of working for money into working for self/customer.
The advantages of trust and good customer service can be
translated into profits and affect the bottom line by:

 
1. Higher sales
2. Goodwill
3. Less inventory
4. Reducing the cost of correction by doing the right thing, the

very first time, every time

Relationship selling creates a collaborative and cooperative culture
which is based on common goals, mutual respect, mutual trust,
transparency, joint planning, proactive decision-making, problem
solving, performance measurement and celebrating success jointly.
This is called a ‘stakeholder partnership’.

NEVER FORGET A CUSTOMER AND NEVER LET A CUSTOMER
FORGET YOU

Why is it important to keep our name always in front of the customer?
 

Because our priority and the customer’s priorities are different,
out of sight is out of mind,
our customers, unless reminded periodically, forget us faster than
we think, and
whenever the need arises, since our name is right on top of the
mind of the customer, we are the most likely person to be called.

DON’T TAKE YOUR CUSTOMER FOR GRANTED. ALWAYS
KEEP IN MIND THAT HE IS BEING SOLICITED BY YOUR
COMPETITORS



The time to build a relationship is when you are not looking for an
immediate gain. The contacts should not be a solicitation of business
or asking for referrals. Always be in touch. Find a reason to remain in
touch. A good Sales professional should have six contacts per year
with each client. How do you stay in contact six times in a year? Here
are some suggestions that have worked well for me and may help
differentiate you from others:
 

1. Send a Thank You letter/email immediately after a sale. (A
sample has been given below – it is the letter I used to send.)

2. Birthday and anniversary greetings.
3. Independence Day card or a Thanksgiving card. An

Independence Day card shows your concern, beyond yourself as
a human being. People respect those who take a stand for a larger
cause, selflessly. Thanksgiving is another opportunity for
expressing your gratitude to your customers. Friends or people
close to you feel appreciated, they feel good. It builds their self-
esteem. When they feel good by your actions, they want to be
close to you. It motivates them to come back to you.

4. Similar occasions, relevant to the local culture.
5. Sending season’s greetings or New Year cards are also good

occasions to remain in touch. Greeting cards are nice but it has
become so ritualistic. People get them by the dozens and yours
may be one more card lost in the pile. Hence, many times I prefer
to stay away from it.

6. Newsletters may be sent twice or more a year. These can include
news about your company, new products or next program. These
could be solicitations in a new business or a settled account.
Keeping clients informed and updated about any new
development in the industry.

7. A corporate gift or memento that can be displayed on the table or
the wall, is of daily use and keeps your name in front of the client.
Caution: A corporate gift ought to be only a memento (token) and



not a bribe. A pen worth $10 is a memento whereas a pen worth
$1000 is a bribe.

8. Sending clients articles of interest from newspapers or
magazines.

9. Plus any others that you feel will be appropriate.

BUYER’S REMORSE

Two major obstacles in selling are:
 

1. The Buyer is scared of making a wrong decision.
2. The Seller is afraid of rejection.

Why is the buyer scared of making the wrong decision?
We all have been buyers sometime or the other. After the buyer

has taken a decision to purchase, signed the documents and given the
cheque to the salesperson, he keeps thinking, ‘I hope I’ve made the
right decision.’ This is the time for a good sales professional to
consolidate his sale. Because, if the doubts linger on, the buyer can
still reverse his decision and stop the cheque from clearing. That is
why, every time within 24 hours of making a sale, I used to send the
following letter to reassure the buyer:
 

Dear X,
Thank you for the courtesy extended during my recent visit. I
appreciate the confidence you have placed in me by accepting my
recommendations. I am sure the future will prove the wisdom of
your decision. I look forward to working closely with you.

Regards,
Shiv Khera

That’s it! Short and sweet.
I find that birthday and anniversary cards are very effective in



building relationships. The reason is that it is something personal. You
touch the recipients’ emotions. You connect. The recipient feels good.
It is again the experience of feeling good that connects people
emotionally. The more personalized the interaction, the better the
emotional bond. Look back in your life and see how many people,
other than your immediate family members, wished you on your
birthday or anniversary. Probably very few. You might be able to
count them on your finger tips. But the few who did, you do
remember them, don’t you? By sending a birthday or anniversary
card, message or email, you automatically become part of a close circle
which is like a family. Caution, don’t overdo it and get too personal as
it could backfire. Maintain an appropriate distance and a degree of
formality.

CONSULTATIVE APPROACH

Become a resource to your buyers. Become a troubleshooter.
Whenever a customer thinks of your product, your relationship
should be such that they should immediately pick up the phone and
call you. That’s the level of comfort and confidence they should have
in you. This kind of relationship builds goodwill and is highly
appreciated by customers.

A good salesperson is like a doctor or a lawyer. A doctor
examines, diagnoses and prescribes; likewise, a good professional
becomes a permanent resource in his field. He is perceived as an
expert. Whenever a client has a medical or a legal query, concern or
clarification, he picks up his phone and calls his doctor or lawyer.
Similarly, your clients should call you for any questions in your field.

THE LIFETIME VALUE OF A CUSTOMER

My experience in the life insurance industry is that over a period of
time, a client buys many life insurance policies (ten–fifteen policies
directly or indirectly) for himself and his family as their needs keep



changing. On an average, a person buys six to ten cars during his
lifetime. Repeat business is a windfall and this is your true earnings. A
good stockbroker, insurance agent or a car salesperson will confirm
and ratify, that relationship selling is what makes work easier and
more lucrative as time goes by.

Besides repeat business, a major benefit of relationship-selling is
that it leads to referrals which is the best source of prospecting.
Referrals can be a two-way street – good professionals both get and
give referrals. There is no better advertisement than word of mouth
from existing clients.

I have been dealing with my real estate agent for the last twenty
years. In fact, in most of the transactions I have not even been a part of
the negotiation. This raises two questions – why have I not changed
my broker and have other brokers not approached me? Of course, I
have been approached, but I have chosen to continue doing business
with my present broker. I have maintained my loyalty because of
relationship.

When we start in the profession of selling, we look for
business. But when we establish our credibality, the business starts
looking for us.

ZERO DEFECT

Henry, my taxi driver in our Singapore office has been with me for the
last ten years. The first day when I sat in his taxi, there was a
newspaper lying on the seat. I picked it up and started reading. He
asked me, ‘Sir, do you enjoy reading the newspaper every day?’

I said, ‘Yes.’
Then he asked me, ‘Would you like me to pick the newspaper for you

on a daily basis?’
I said, ‘Yes and I will be happy to pay for it.’ In the last ten years I

cannot remember a single day when I sat in his taxi and he did not
give me the newspaper, without my ever asking or reminding. I’m



sure, in the last ten years there must have been days when he went
through crisis situations, but he delivered. Can you imagine ten years
without exception, giving 100 per cent performance!

What did he demonstrate? A caring attitude, responsibility,
commitment and pride in performance. This is called ‘zero defect’.
Henry converted me from a customer into a lifetime client.



10 Psychology of Selling

CARDINAL RULE

PEOPLE BUY FOR ONLY TWO REASONS: EITHER TO
GAIN A PROFIT OR TO AVOID A LOSS.



 

PERSONALITY CLASSIFICATION

A lot of research has been done on personality types and they have
been classified under various labels by different organizations and
researchers. However, in my thirty-five years of experience in Selling,
I have never made a conscious effort to analyze the buyer’s
personality, and nor have I tried to match my personality style to suit
the other person. In fact, I sometimes wonder how a Salesperson can
change their personality style from buyer to buyer. To me it feels a
little contrived, though I believe in personalizing and being aware of
the surroundings and circumstances in order to establish rapport.

PROSPECTS VARY IN BEHAVIOR

Some are polite and
courteous.

Others are rude and ill-mannered.

Some are very open and
direct.

Others are not so open and beat around
the bush.

Some take time deciding. Others take their decisions quickly.
Some are willing to take
risks.

Others are very conservative.

Some are willing to listen. Others only talk.
Some are calm and
introverts.

Others are aggressive and extroverts.

Some are actively
involved.

Others are laid back and passive.

Most people are a combination of a lot of the above traits. Some
people are visually motivated – they like to see and look. Some are
auditory motivated – they like to hear and listen. Some are physically
or kinesthetically motivated, which means they like to touch and feel.



Good communication includes being sensitive to all of the above
behaviors, besides knowing how to question, listen carefully, give
feedback, observe and identify feelings.

Have I always been able to judge people’s personality and
behavior correctly? The answer is no. Can I change my behavior to
suit every personality? The answer is no. Have I handled every
situation satisfactorily? The answer is no. However, I feel that there
are certain universal principles of appropriate and inappropriate
words, behavior and actions. If applied correctly, they can bring
positive results. In my experience, regardless of the personality styles,
most people fall into two categories – thinkers and feelers. The
Thinker’s decisions are guided by analysis and logic, whereas a
Feeler’s decisions are guided a little more by emotions. Both are
present in each individual and eventually they both must be satisfied.
As the saying goes, ‘Logic opens the mind but emotions open the
cheque book!’

EMOTIONAL APPEAL

A good professional understands the buying motive. Would buying
life insurance appeal to a person’s saving instinct or love for his
family? Is a person buying a car as a status symbol or as a necessity? A
salesperson in a shop selling clothes should be sensitive to a buyer’s
need as to whether the buyer is looking for designer labels or utility
garments.

Good professionals use stories and analogies to reinforce the sale
and make their point. This provides emotional security. For example:
‘Our guarantee is as good as twenty-four carat gold.’ Another
example is: ‘We are the McDonald’s of our industry,’ or ‘We are like
the Rolls Royce of this industry.’ I have also seen salespeople use a
combined analogy: ‘Our product is like the Rolls Royce, yet we are a
household name like McDonald’s.’



In the 1700’s when the hatred between the English and the French
was high, Voltaire visited England in the year 1727. It was unsafe
for French men to be seen on the street. One day as Voltaire was
walking, some angry and violent Englishmen surrounded him
and shouted ‘hang this Frenchman and kill him”. Voltaire knew
that reason would not prevail at this time. He had to appeal to
emotion to save his life. Voltaire stopped them and said, ‘You all
want to kill me because I am a Frenchman! Am I not being punished
enough because I am not an Englishman?’ His answer appealed to
their emotions and they let him go safely. His ability to sell his
idea saved his life.

PSYCHOLOGY OF ASKING QUESTIONS

A good sales professional would like to qualify his prospect by asking
questions. Asking questions and listening carefully helps identify the
psychological needs of the prospect.

Questions put you in the driver’s seat and help you direct the
presentation. By asking questions that give a prospect alternate
choices, you don’t give the buyer a choice between buying and not
buying, but rather a choice between buying this or that. When such a
question is asked, giving choices to buy one or the other, if there is
any inclination to buy, then psychologically, the prospect starts
thinking which one to buy rather than whether to buy or not.

PSYCHOLOGY OF A BUYER

There was a little girl who used to buy a pound of chocolates
every day from one shop. One day, her mother told her to buy
chocolates from another shop. The girl said, ‘No mom, I want to
buy from the same shop, because I get more chocolates from this shop.’

The mother couldn’t understand her daughter’s answer



because to her, a pound meant a pound. So, she asked, ‘How do
you know that this Salesperson gives you more chocolates?’

The little girl explained that every time he put chocolates in
the packet, he would always add more after weighing. She
always thought that the shop owner was giving her extra. The
other salesman always put more chocolates initially and after
weighing a pound took out a few. The little girl got the
impression that the first salesman was giving more and the other
one was taking away.

The little girl was getting the same amount of chocolates
from both sellers, but psychologically and emotionally, she felt
she was getting more from the one who was actually putting in
less first and then adding more to make it a pound.

DIFFERENCE BETWEEN PRICE AND COST (FROM THE BUYER’S
PERSPECTIVE)

There is a big difference between price and cost. Price is a one-time
initial outlay towards acquisition of a product whereas cost is the total
outlay during the lifetime of the product, which includes running,
servicing, break downs, repairs etc.

Something may have a low price but have a high cost whereas
others may have a high price but actually turn out to be low cost.

People buy value for money, not price. Whenever a sale is
made, people buy the package and not the price.

PSYCHOLOGY OF GETTING COMMITMENT AND CLOSING A
SALE

Supposing someone asks a salesperson, ‘Can you have this machine
delivered Friday morning?’

The salesperson replies, ‘Yes, I can get it delivered.’
The customer says, ‘OK, thanks for the information,’ and goes away.



What happened? Just analyze the interaction here. Why did the
customer ask if the machine could be delivered by Friday? Obviously,
he had an interest for having the machine delivered by Friday. Since
the salesperson answered in the affirmative, the customer went away
with only the information. Did the salesman get any commitment? Is
he a sales professional? His company is spending thousands of dollars
in advertising to attract customers and by not having adequate selling
skills, he and his company both lost an opportunity to close a sale.
This is similar to throwing money out of your pocket.

What would a good sales professional have done in the same
situation when asked, ‘Can you have this machine delivered Friday
morning?’

A good professional would have replied asking, ‘Would you like to
have the machine delivered on Friday morning?’ If the prospect says ‘yes’
he has bought the product and is committed.

In anoter scenario if a prospect asks, ‘Can I make a monthly
payment?’

An unskilled salesperson says, ‘Yes, of course.’ The customer goes
away thanking the salesperson for the information.

A good professional would reply, ‘Would you like to take care of
your investment on a monthly basis?’ If the answer is ‘yes’, the
prospect has bought the product and is committed. This is the time to
start writing the order.

PSYCHOLOGY — THE ‘MINOR DECISION’ CLOSE

Always help your prospect to make minor decisions which imply the
purchase because it is then that the major decision comes
automatically.

For example: a car salesman says to the prospect, ‘It is obvious you
love the car. The only decision you have to make is whether you would like to
have manual or automatic transmission?’ By giving the decision
regarding which transmission the prospect is actually taking, his



decision to purchase the car has been made.
A Salesman for a clothing line says, ‘This dress looks beautiful on

you. The only decision you have to make is whether you want it in pink or
blue.’ The moment the prospect gives the decision on color, the
prospect has bought the product.

The greatest presentation is wasted if the Salesperson does not
know when and how to close: Both the timing and the technique of
closing a sale, are very important. A good professional has to know
when the buyer is ready to buy and how to emotionally
(psychologically) engage the buyer in the decision-making process.

At what point, a presentation results into a sale is hard to tell, but
a sales professional with experience develops an instinct that makes
him sensitive to recognizing that moment. Experience enables a good
sales professional to gauge, as to how close he is to closing with the
buyer.

NEVER GIVE THE PRICE WITHOUT ESTABLISHING THE
PERCEIVED VALUE

When should a person give the price? A price should only be given
after the sales professional has created a picture of a solution or
benefit or created a perceived value. Sometimes, the prospect might
interrupt and ask, ‘Just tell me the price, what does it cost?’

A good salesperson would answer, ‘I would be glad to share with
you the investment once I am able to evaluate what solution would be
appropriate in your situation.’

Sometimes, the buyer will abruptly or impatiently ask for the
price, even before you start your presentation. In a situation like this,
what should a Salesperson do? There are many salespeople who start
throwing numbers and pricing of various products or services. To this
the prospect may say, ‘Thank you very much. I’ll get back to you.’

What is the biggest mistake the Salesperson made? He gave away
the price without establishing the perceived value. A good



professional will never give the price till he establishes the need, the
solution and the value of the solution because people buy the package
and not the price.

A good professional would say, ‘I’ll be happy to quote the
investment, provided we both agree that we have the appropriate solution
that meets your needs. What if we are not able to take care of your needs?’

Giving out the price without giving the benefit first will send a
wrong message. It is misleading and meaningless and may hurt the
Salesperson. Inadequate information brings rejections.

A cardinal rule for a good sales professional – never give the
price without establishing the perceived value.



11 What Buyers Need and Want

CARDINAL RULE

PEOPLE DON’T BUY WHAT THEY NEED. THEY
ALWAYS BUY WHAT THEY WANT.



 
 
Buyers keep our business running. They are the reason for our
existence. They pay our expenses and they represent our income flow.
They allow us to be in business. It is crucial that we understand our
buyers’ needs because unless we understand them, we cannot meet
them.

Are buyers not looking for reliable, competent and quality
vendors? Of course they are. Buyers are willing to reward sellers who
meet the following criteria:
 

1. Positive attitude – People with a positive attitude are attractive
like a magnet because they show their willingness and desire to
serve. They radiate positive energy around them. Negative
people repel other people.

2. Empathy – Helps put people at ease; it shows a caring attitude.
Putting yourself in the other person’s shoes ensures that you
would do the right thing and not take advantage of the other
person’s situation. It follows the golden rule: ‘Treat others the
way you want to be treated.’ For people with integrity,
practicing the golden rule is not a strategy but a way of life.

3. Reliability – Shows that you keep your word and meet your
commitments.

4. Dependability – It is the warranty or guarantee that you can be
trusted.

5. Honesty – A person who tells the truth and lives by the principle
of integrity.

6. Enthusiasm – It is infectious. A smiling attitude and willingness
to go that extra mile to complete the task undertaken will result in
customer satisfaction.

7. Knowledgeable – The salesperson can be a counselor and a guide
as the customer relies on the expertise and knowledge of the
salesperson. Educate the buyer. Give enough information to



allow the buyer to make an informed decision. Display your
competence.

8. Timely Delivery/Speed of Delivery – This refers to the speed of
returning phone calls or the speed of responding to enquiries or
breakdowns. Speed can become a major competitive advantage.
What are your benchmarks – two hours, two days, two weeks,
two years or never?

9. Personalized Service – A customer is a human being and not a
number. Customers require individualized service because they
are not just statistics or data at your company. They are people
with feelings and emotions and hence need to be treated with
respect.

10. Practice win-win – Believe in earning money or getting
compensated by providing value to the buyer. In other words,
earning money by solving other people’s problems.

11. Courteous – A courteous person, though not very sharp, will go
much further than the sharpest discourteous person. Courteous
people have a lot of likeable traits. They reflect good etiquette and
manners. Courtesy is warmth that makes the other person feel
welcome. It is respecting other people’s time. It is the polite
behaviour that makes the other person feel important.

12. Sincerity – Sincerity is genuineness or authenticity which makes
it easy for the customer to build his trust in you.

13. Good Communicator/Listener – Be an effective communicator,
especially a good listener. Use language that is easy to
understand. Communicate to express, not to impress.

14. Persistence – Be persistent but don’t become a pest.
15. Respect and Recognition – Treat the customer well. Make him

feel secure, in control and important. By paying attention to a
person’s emotional needs, you will be addressing the basic needs
of a human being and you will draw the customer towards you.

16. Transparency – Be open and honest with your customer. He
should not get the impression/feeling that you are either hiding



important elements in fine print or that you won’t deliver what
you promised.

17. Responsiveness/Response Time – Responsiveness is a positive
attitude, whereas response time is a quality benchmark.

Professionalism is a composite of all of the above. It comprises of
being friendly without being overfriendly, not taking the client for
granted, not ignoring basic etiquette, not taking liberties, always
maintaining decency, using positive words, avoiding sarcasm and
controversial topics such as religion or politics. Always remember that
you are there for business and not to score a point. The moment a
person walks into your showroom/office they have earned the right
to courtesy, whether they buy anything or not.

A Winning Principle is the principle of always underpromising
and over-delivering. Caution: If you always over-deliver, then over
deliverance becomes the bench mark and becomes an expectation of
the buyer. The day you don’t meet their expectation, they feel
disappointed and that you have under delivered. Hence a good
principle to live by is, under promise but don’t over-deliver. Over-
deliverance should be the exception, or a pleasant surprise.
Unexpected pleasant surprises go beyond customer satisfaction. They
lead to customer delight, which in turn creates a ‘wow’, resulting in
customer loyalty. This keeps bringing the customers back to
experience that ‘wow’ feeling again. When they have that feeling, they
become enthusiastic and tell others about their experience. Hence, the
word-of-mouth advertising and referrals lead to more business
through positive publicity.

Credibility is the trustworthiness of the salesperson and the
organization. Build your identity and create your brand equity. Be
labeled as ‘Trustworthy’. Good labels help build brand equity. The
opposite is also true.

Beyond great salesmanship and professionalism, the buyer, of
course, is looking for an excellent product. Back up what you do with



a high quality, dependable product and you have the formula of a
winning combination. In fact, in my experience, you may even be able
to beat the competition that might have a slightly better product if
your service levels are higher. The buyer is often prepared to pay
more for superior service. You support your company’s success by
making service an integral part of the whole customer offering.

WHAT ARE THE THINGS THAT BUYERS DISLIKE?

1. Dishonesty – Dishonesty includes lying, non-disclosure or hiding
of material facts, giving incomplete information or making
exaggerated claims. All of these amount to dishonesty because if
the truth was known to the buyer, his decision may have been
different. In these situations if a sale is made, it is dishonest.
Dishonest and Discourteous Behavior Go Hand in Hand – It is
not uncommon that when a person is running late for an
appointment he doesn’t even have the courtesy to call and say “I
am sorry, I am running late”. And the time to call is when? Before
you got late or after you got late? Sadly, they walk in without
calling and they don’t even have the courtesy to apologize and
say “I’m sorry, I kept you waiting”. If this is the starting point,
you wonder if it is even worth going ahead and if you do, how
long will it last? And more interestingly, even if they do call,
guess 9 out of 10 times what do they say? “I’m stuck in traffic”.
Don’t get me wrong. Traffic today has become a real issue and
challenge in many parts of the world. It is true, but many times,
people start 5-10 minutes before the appointment not giving
enough time for traffic, and not having the courage to say ‘I’m
sorry, I started late. I apologize.’ Only the first lie is difficult. The
second becomes easier, the third much easier and very soon, they
become accomplished liars. How long do you think this
relationship will last? Where is the reliability? Can you build
relationships based on the foundation of lies?



3. Shabby Appearance – Lack of proper grooming, uncouth
behavior, etc.

4. Oversized Egos – Braggers, people with massive egos, arrogant
attitude and show-offs will turn the prospect away.

5. Sweet or smooth talking is used as a strategy to manipulate for
ulterior motives by insincere people. Fast talking or smooth
talking is used as a diversionary tactics as if there is something to
hide. Sweet talking is a very hypocritical behavior. They pretend
to be what they are not. They put on a false mask. They use
courtesy as a strategy.
Courtesy and integrity are a way of life, but when used as a
strategy, amounts to crookedness.

6. Being Pushy – Using high-pressure tactics to sell.
7. Pests – People who nag, become pests and harass the prospects.
8. Lack of Transparency; Unpleasant Surprises – Unpleasant

surprises turn-off the customer. Customers hate unpleasant
surprises because they feel cheated. Why? When they feel
transparency is missing they start questioning the integrity of the
salesperson.

Selling goes beyond salesmanship. Of course, the buyer is looking for
a quality product and dependable service, but what more? Whenever
we think of competition, what is the first thing that comes to mind?
‘Let’s see what the competitors are doing? Let’s check what the prices
are, and then undercut.’ If price was the only factor that drove sales,
we would never need any salesperson.

According to an informal research, people are willing to pay up
to ten to fifteen per cent price differential, without a second thought,
for three words – quality, reliability and dependability. The higher
the price tag, the more willing they are to pay the differential.

For example, if I buy an item for $10, what is ten per cent of $10?
It is $1. If you cheat me for $10, I am not going to go bankrupt as I can
easily sustain the loss. However, if I buy an item for $10 million, I



would rather pay $1 million extra to protect my $10 million than save
a million and risk the entire amount. I have a client who bids tenders
all over the world and their tenders run into several million dollars.
Once the CEO said, ‘Our bid price is invariably approximately twenty per
cent higher than our nearest bidder and we pick up the contract or business.’
Why? It’s because of three words – quality, reliability and
dependability and they offer that. Not only is it true in products and
services but also salaries for employees.

Sometimes, people ask, ‘What is the difference between reliability and
dependability?’ Reliability refers to products and dependability refers
to people, which means products are reliable and people are
dependable.

Whenever a customer goes dissatisfied, ask yourself which need
was left unfulfilled. Evaluate your own performance to learn from the
last transaction. Make your next transaction better than the last one.

A recipe for failure is to start giving solutions without finding out
the problems. Find out the priorities of your customer because each
one is unique. This is what helps you to customize and adapt your
presentation to suit their need. A sales professional who recognizes
the special needs of a customer and appeals to their buying motive,
ends up selling more.

Meet the needs of the customer, in the following manner:
 

1. Realize that each customer is a major stakeholder in your
company and without his support there would be no income. To
make the customer feel more important, each one should be
treated with courtesy and respect.

2. Understand that in serving a buyer we are not doing him any
favor; we are only doing what we are supposed to do.

3. Be aware that our job is to find out the buyers’ needs and wants
and ensure that we fulfill them.

4. Know that each buyer wants to feel important; hence, he expects
and deserves individual attention.



5. Buyers want to be able to trust their suppliers. Be cognizant of the
fact that it’s trust that breeds loyalty.

It costs six to ten times more to gain a new customer than to retain
an existing one. Why? It is because the existing customers have
already purchased from you. They had placed trust in you. They need
to be sustained. The cost of acquiring a new customer is high because
it takes a series of steps costing both time and money in opening up a
new account and establishing credibility. Even after acquisition, the
process of maintaining and sustaining customers continues. One is not
a substitute for the other.
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CARDINAL RULE

MONEY MIGHT ATTRACT GOOD PEOPLE BUT
ONLY PRIDE IN PERFORMANCE MAKES

SALESPEOPLE DELIVER QUALITY.



 
 
Your ability to grow and prosper in a competitive world is going to be
determined by how you get repeat business and how you bring new
business through the door. The Salesperson on the front line, is the
person that interfaces with the customer and as the ambassador of
your company, he is the one who will play the biggest part in how
you are perceived by the outside world. The key aspects of building
credibility are addressed below:

KNOWLEDGE

The Salesperson should have an excellent knowledge of the product,
the company and of how to execute a sale professionally. As you walk
into a prospect’s office, you should know:
 

1. What are the three major strengths of the company and the
product range in absolute terms as well as in comparison to the
competition?

2. How does the product work? What does it do?
3. What is your company’s business history and philosophy?
4. What are your company’s policies regarding:

a) Guarantees and warranties
b) Pricing, including negotiation
c) Minimum quality standards
d) Delivery and turn-around time
e) Reliability and servicing

ATTITUDE TOWARDS COMMITMENT

Before you make a set of commitments to a buyer, evaluate whether
these are realistic and can be met with a high degree of surety. It is
unethical to promise something just to secure a sale without even



knowing if it is possible. Have you added a small safety-margin in
case of possible delay? What would happen to your credibility and to
that of the company’s when your commitments are not kept?

My family recently purchased some lights for our verandah. With
a straight face, the seller promised that the lights would arrive ahead
of the holiday weekend. We were reassured that regardless of the
busy season, the merchandise would be delivered in a timely manner.
Based on that we paid a deposit. The weekend came and went. The
next weekend came and went and so did the one after. The lights were
eventually delivered a month later and in the wrong color! It took
another three weeks to get the right lights delivered. Where is the
credibility of the seller? He not only failed to honor his commitments,
but was also unprofessional in not caring whether he was delivering
the right product or not. I will never buy from this person again and if
asked by others, I will warn them of the potential problems.

I contrast this experience with one where I bought a new shower
stall. The vendor was recommended by a family member. He showed
up, gave me a presentation and a quote which was more expensive
than another offer that I had, but I liked the way he presented to me
the product options and I went ahead. Something gave me a good
feeling. Every single promise he made was kept and the product was
delivered before the due date. I was also very pleased with the stall
when it was fixed. I recommended him to other people within the
following week as it was a pleasure to work with him.

ATTITUDE TOWARDS CUSTOMER SERVICE

In order to create a level of comfort in clients, it is important to focus
on the level of service provided. It is important to evaluate if you have
established your benchmarks and quality standards. Every little thing
matters. If it matters, is it really little? What a philosophy to live by!

Evaluate:



1. How quickly do you answer the phone? Is it a pleasant
experience for the caller, getting through to the right people?

2. How quickly do you return phone calls?
3. What is your response time for service and maintenance?
4. What is your response time in case of a breakdown?
5. How often are you in touch with your customers?
6. How often do you seek customer feedback to assess satisfaction?

Most customers, even if they had a problem with you or your
product/company, would stay with you, provided they feel that you
have a caring attitude and that you made an effort to resolve their
problems. However, good sales professionals are proactive and
prevent problems from arising. They constantly evaluate their
relationship with the customer, checking the following indicators of
dissatisfaction:
 

1. Indifferent attitude – customer is cold.
2. Customer keeps appreciating your competitors.
3. Increased number of complaints.
4. Purchase volumes going down.

A customer wants to feel that he took the right decision by giving you
his business.
 
Who defines quality? Always the buyer.
How do you build credibility? Only commit what you can deliver.

Excellence and quality are the result of continuous training and
testing. It’s an on-going process. Good organizations need to train
their staff on quality standards.

Striving for excellence is a sign of quality. Good professionals set
high standards for themselves. They raise the bar for themselves to
achieve new heights. They break their own records continuously.
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CARDINAL RULE

AFTER YOU HAVE NEGOTIATED A WIN-WIN
TRANSACTION, GIVE THE OTHER PARTY

SOMETHING EXTRA. PEOPLE LOVE PLEASANT
SURPRISES.



 

SELLING HAS CHANGED

PROCESS FROM TO

Rapport 10% 40%

Need 20% 30%

Solution 30% 20%

Close 40% 10%

HOW THE SALES PROCESS HAS REVERSED

There is a commonly used acronym called AIDA.

A.I.D.A. PRINCIPLE



‘A’ stands for getting Attention. Unless we gain attention, it is not
worthwhile to make a presentation. Therefore, the first point is to gain
an attention. ‘I’ stands for creating Interest by uncovering the need.
‘D’ stands for generating the Desire to purchase the solution. Finally,
‘A’ stands for Acceptance by taking Action.

STEPS IN THE SALES PROCESS

 
1. Planning
2. Preparation
3. Prospecting
4. Pre-approach
5. Approach – telephonic or personal
6. Attention
7. Establishing rapport
8. Presentation
9. Fact-finding

10. Uncovering the need – questioning techniques
11. Creating a want
12. Presenting a solution
13. Trial close
14. Handling objections, if any
15. Reconfirming the answering of the objection
16. Trial close
17. Closing the sale by signing the order
18. Reinforcing the sale
19. Getting referrals and new business
20. Keeping all your commitments which made the sale
21. Relationship-building to build loyalty

THERE IS A SAYING — “WHEN OPPORTUNITY MEETS
PREPARATION IT IS CALLED ‘GOOD LUCK’”



Can a good athlete compete without preparation? Can a captain
manage his ship without preparation? Only professionals understand
the value of preparing for a sale, and that’s what drives their ability to
capture the sales that slip away from those who have only prepared
for one eventuality.

Once a salesperson went for a sales presentation. After his
introduction, he said to the prospective client, “Well, I brought the
DVD. I am sure you have a laptop or a computer where I can show the
presentation.” His assumption was that today, everybody is having a
laptop or a computer. So why carry it? Not considering the remote
possibility of what if no computer was available. Unfortunately the
prospect did not have a computer available.

This shows a non-caring attitude and no pride in one’s work. If
this is the kind of attitude before the sale, can you imagine what the
service will be like after the sale? What kind of impression would you
form of this person who walks in totally unprepared? Impression
aside, was he a good professional? Didn’t he end up wasting the
prospect’s time? It is people like him, who not only don’t end up
selling, but also hurt the goodwill of the organization and the
profession. He did not even care to go prepared and lost the
opportunity that he may never get again.

The more prepared the sales professional is, the greater the
chance of making a sale. The more information we have about the
prospect, the more prepared we can be to open and close the sale.
Why? Because you can identify the possible need and suggest a
suitable solution. Let us look at how we can prepare ourselves and
what information could be helpful. This can also be called an
‘informal fact-finding’ exercise:
 

Always check the client’s website.
What are the values, vision and mission of his
company/organization?
What are the potential client’s interests, hobbies, sports, etc?



Is he a member of any clubs or fraternal organizations such as
Rotary, Lions, Jaycees or the Round Table?
What could be the compelling reason for them to start buying
from you?
What is their credit rating and goodwill in the market?
What is the decision-making process?
What is their business philosophy? How do they view their
vendors? Is price the only consideration or do they look at long-
term reliable relationships?
What are their commitments to quality and its benchmarks?

Preparation also involves clarity of thought regarding the purpose of
the meeting, which will determine:
 

1. What questions you need to ask?
2. What is the benefit to the prospect by dealing with you?

Is your true purpose to introduce yourself and open the door? Is it to
get a trial order? Enhance an existing order? The clarity in your mind
will reflect in your presentation. The clearer you are, the more focused
you will be and the greater the chance of closing the sale.

SELLING TOOLS AND SALES AIDS

What is a sales aid or a tool for selling? Anything that assists you in
making your sales presentation effective is a ‘sales tool’. When people
see, touch, feel and hear, they feel comfortable because there is no
better evidence than experience! Their experience becomes your
testimonial. All these are ways to reinforce the sales presentation or
demonstrate the benefit of the product.

Tools and aids should be part of a good professional’s sales kit. A
professional salesperson should have a checklist. A pilot, even though
he has flown thousands of hours, tallies everything, every time with
the check-list before he takes off.



It shows:
 

Care and concern
Quality consciousness
Right performance
Professionalism
Preparation

What do you need in your presentation kit? These are little things
which are not time-consuming but they make a big difference. They
reflect your professionalism and concern for the prospect’s time. A
presentation kit can include:
 

1. Ample business cards.
2. Brochures and flyers, which provide vital details like the

company and product information.
3. Product catalogues.
4. Sample products (if they are easily portable) or other demo

materials.
5. Laptop, if you are going to make an electronic presentation.
6. Presentation DVDs.
7. Copy of the direct mail if one was sent in advance.
8. Fact sheets about your product/company (if different from the

brochure).
9. A fact-finding check-list or questionnaire to establish need.

10. Testimonial letters.

Using sales tools and demonstrations involves other sensory factors,
and allows the prospect to participate in the buying process. Your
product should appeal to as many sensory factors as it can such as
touch, feel, smell etc.

For example, have you ever noticed the aroma of warm bread as
you enter a supermarket, or the visual appeal of certain restaurants as



you look in through the window when you walk past, or how when
you are looking to buy a car, the Salesperson offers to take you for a
test drive? As you become more attuned to the principles of selling,
you’ll notice more and more examples that create good feelings
without your even being aware of them at a conscious level. In some
cases, such as, when you’re given a free sample of perfume or of a
household product in a supermarket, you’ll go back with a feeling of
pleasure and goodwill, not realize the underlying sales process that
was taking place.

For sales tools to be effective, they must be self-explanatory. It
means they should speak for themselves. They should be simple
because otherwise they detract.

IDENTIFY THE PEOPLE THAT COUNT

Always ensure that you optimize your time by making presentations
to the decision-maker. Many Salespeople keep making presentations
without even finding out who the decision-maker is. No wonder their
closing ratios go down.

Since titles and designations vary from company to company,
there may be a total disconnect between the titleholder and the
decision-maker. The titleholder and the authority holder may be two
totally different people and it is critical that you spend the majority of
your time focused on the people that matter.

Professionals establish the rules of the game before they start
playing and they ask questions in order to gain a clear understanding.
A good sales professional needs to know in advance who the key
players in the decision-making process are. Those are the people he
makes efforts to build relationships with. He needs to know:
 

Who is the buyer?
Who is the decision-maker?
Who is the influencer?



Who is the actual user?

One should not ask questions like, ‘Are you the decision-maker?’ or
‘What is your role in this purchase?’ as they could be offensive because:
a) he may feel small if he is not the decision-maker; b) just to feel
important, he may give you wrong information; c) he may have ego
hassles. Instead, seek to identify your decision-maker tactfully by
asking:
 

What is the decision-making process in your organization?
Who else, besides you, would be involved in the decision-making
process?’
What is the buying criterion in your organization?
What do you suggest?
When would be a good time to touch base?
What would you look for, in a good supplier?
How should we proceed from this point onward?
What would you look for in a company that you would like to do
business with?
What would be your criteria for quality?
What would be a good response time in your opinion?

Without knowing the decision-making process and the degrees of
influence of different people in the customer’s organization, your
ability to satisfy the needs of the potential buyer will be hampered.
For instance, sometimes the influencer/buyer may be a person
different from the decision-maker. The decision-maker has the final
say. The influencer generally may not have the authority to say ‘yes’
but he may be able to contribute to a ‘no’ to the purchase decision.

Salespeople want to deal with decision-makers, but
decisionmakers don’t want to deal with salespeople unless they are
also decision-makers. So, carefully consider how you represent
yourself, so that you stay focused on closing the sale and keeping the



buyer motivated to progress the discussions.
If the decision-making is done by a committee, the first option is

to find a way how you can make the presentation to the committee.
Why? Because you are the most qualified person because of your
training and knowledge of the product and the company. You would
be much more efficient in handling objections than anyone else.
Supposing you are not permitted to make the presentation, then you’ll
need to find an ambassador for your product inside the buyer
organization, and you’ll need to coach him such that he can represent
you authentically and with enthusiasm. He’ll need to understand how
to handle objections such as:
 

Are the prices too high?
Why should we do it now?
What’s the rush?
What are the warranties/guarantees?
What’s the turn-around time?
What’s your credibility?

MAKING PRESENTATIONS

Most sales professionals could multiply their sales if only they made
great presentations. A great presentation cannot be fancy packaging
alone, it needs to be substantive. It should be wellplanned, structured,
customer-focused and solution-oriented. It must move from a general
presentation to specific needs because customers don’t buy products/
services, they only buy benefits and solutions.

PRESENTATION APPROACH

A good professional uncovers a need by:
 

1. Getting the prospect involved in a two-way transaction.
2. Showing sincere interest in solving a problem.



3. Earning trust.
4. Asking questions.
5. Listening actively – both verbal and non-verbal.
6. Uncovering likes and dislikes, preferences and opinions.
7. Creating areas of agreement.
8. Rephrasing and giving feedback to confirm understanding.
9. Making some reinforcing remarks or statements.

It is important to get feedback because it helps the Salesperson realize
whether his presentation is on track or not. It also engages and
involves the prospect. Feedback also gives indicators as to what are
the hot buttons of the prospect. It helps him uncover the needs and
wants of the prospect. But most importantly – a Salesperson must
very carefully listen to what is being said and what is left unsaid. He
will only get clues, provided he is an active listener.

PRESENTATION TIPS

Do’s
 

Go with a clear focus and identify your objective.
Take a deep breath, relax and speak clearly.
Be pleasant and behave naturally.
Establish eye contact and smile.
Be confident, sincere, honest and courteous.
Be proud of your profession, product and company.
Be prepared with all your selling tools.
Keep your presentation precise and concise.
Communicate with both emotions and facts.
Take notes carefully.
Be sensitive to your client’s needs and time constraints.
Convert features into benefits.
Analyze questions carefully and respond appropriately.



Be prepared to handle objections.
Make complete disclosures.
Know quality standards and benchmarks.
Keep your commitment.

Don’ts
 

Be casual, careless and callous.
Be arrogant.
Exaggerate and make false claims and promises.
Be pushy and pressurizing.
Talk too much.
Manipulate, lie or conceal information.
Get distracted.
Be offensive or defensive.
Argue.
Sell without conviction.
Sell features.
Compromise on values.
Give unpleasant surprises.
Interrupt and joke unnecessarily.
Smoke or chew gum.
Play politics, bypass people.
Ignore anyone, especially those who have an influence on
decision-making.

Why is it important to make a statement or ask a question where the
obvious answer is yes? ‘Yes’ is a form of agreement. The more ‘yeses’
you get during the presentation, the more agreements you would
have received. When you come to a close and, if the prospect has
agreed with you all along, it will be difficult for him to disagree with
you when you come to close the sale. His buying decision is being
made step-by-step with every yes, mentally or verbally.



The more ‘yeses’ you get, the easier it is for the prospect to make
a positive decision.
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CARDINAL RULE

KEEP THINGS SIMPLE TO UNDERSTAND.
REMEMBER YOUR CUSTOMER IS NEITHER A

GENIUS NOR A SCIENTIST.



 
 
Prospecting is the lifeblood and key to success in sales. Daily
prospecting is like sowing seeds every day. This ensures that you can
harvest continuously. Sales professionals who get involved in too
many activities, including sales presentations, either forget or don’t
have enough time to continuously prospect. That’s when problems
arise. They go into feast or famine mode. Even though it is very hard
to tell when today’s prospecting will show results, the process must
continue. Regardless of how busy a person is today or how well they
are doing, if they are looking to achieve good results in selling they
must engage in prospecting every day.

This is because no matter what happens, there will always be a
small percentage of your existing client base that will leave you;
eventually, the business will dry up and at some point become non-
existent. Your inflow and retention of prospects must be greater
than the outflow. Only then can you grow.

WHAT IS THE DIFFERENCE BETWEEN A PROSPECT AND A
SUSPECT?

A suspect could be anyone, whereas, a prospect is one who meets the
following three criteria. He has:
 

A need for your product
Ability to take a decision
Money to buy your product

If any one of the above is missing, he is not a prospect.
Keep your focus on your target market: Be aware of your target

group. Be aware that you cannot sell winter clothes in a warm climate.
In selling, a Salesperson must identify his prospect based on industry,
age, occupation, income, etc.



To maintain a constant flow of new prospects, one needs to have
multiple approaches, as one method cannot be relied upon
exclusively. The Salesperson, over a period of time, will develop his
own level of comfort in the prospecting method.

SOURCES OF NEW CUSTOMERS

1. News media
2. Competitors
3. Industry association memberships
4. Referrals from friends and clients
5. Networking through fraternal organizations
6. Telemarketing
7. Direct mailing
8. Advertisements
9. Cold calling

10. Websites and blogs
11. Trade shows
12. E-marketing/social media

Newspapers, magazines, companies or industrial groups announce
promotions of new executives or new CEOs. I remember from my life
insurance selling days that some people, very successfully, used to call
the ones who were recently promoted. Regardless of the source of
prospects, the methods of prospecting remain identical, by and large. I
shall elaborate just a few as follows:

METHODS OF PROSPECTING
Direct Mail Marketing

I recall when I was selling life insurance, we had one Salesperson who
was amongst the top producers in our office. His marketing plan was
very simple. He consistently sent ten mailers a day because he knew
that five days later he would have to make phone calls to follow-up.



Ten mailers per day cumulatively became fifty mailers a week. That
means he made fifty phone calls a week. However, this was only for
the first week. The cumulative impact will increase in the next week
and even more in the following weeks. Gradually, over a period of
time, with proficiency and good telephone handling skills, his ratio
from mailers to appointment increased. Eventually, it resulted in
making him one of the top Salespersons in the company. The above
example is a good one for marketing, consistency of follow-up and
closing a sale. However, in the above example, if you notice there was
no fancy strategy requiring special skills. The reason for success was
commitment, self-discipline and consistency above all.

I also saw a behavior opposite to this. There was another
salesperson who tried to replicate the top producers. He also started
sending ten mailers a day. He made a very catchy introductory letter.
In fact, after a few days he thought why do ten mailers a day, why not
1,000? He thought his business would multiply significantly, but the
reverse actually happened. There were two major reasons:
 

1. It was feast or famine, either he sent too many, too few or none.
2. There was no follow-up or no consistency in the follow-up.

Let’s look at the difference in the marketing strategies of both. The
second Salesperson strategized with best intentions but faulty and
inconsistent action. 1,000 letters a week without consistent follow-up
died a natural death resulting in a loss. This clarifies that simply
having good intentions doesn’t get business. Good and consistent
action brings business.

Being organized is important, but it is more important to be
persistent and committed. There are people who are not the most
organized but are committed and persistent, which makes them
successful. Consistent action in the right direction produces results.
The key is consistency. Erratic marketing efforts without consistent
follow up will not get the desired results.



TRADE SHOWS

Trade shows can be a tremendous source of business. Professionals,
who effectively work trade shows, keep the following in mind – they
define very clear goals, as to what they want to accomplish through
the show. Is it:
 

Exposure from show presence
Getting leads to follow-up later
Close deals on the spot
Distribute samples
Organize a show, especially to generate interest or urgency to buy
your product
Just collect business cards to get possible qualified data, or
Re-establish contact with your existing customers.

No matter what your objective is, the ultimate aim remains to
translate presentations into sales; hence, the approach should be to
generate interest and close the sale in as few meetings as possible.
 

1. At the trade show, be proactive to generate traffic rather than
wait for people to come by default. Keep in mind that proactive
people do not sell products or services, they sell the benefits. They
sell the sizzle not the steak. Trade shows are not meant to be
places to socialize or chit-chat with people, but to establish new
contacts with as many people as possible, in the shortest possible
time, to optimize your investment of time and money.

2. Evaluate all the leads generated during the day. Classify them
into hot, warm and cold leads on the same day, because by the
next day you will not remember what is what. This will establish
your priority of contacts.

3. Trade shows will be fruitful only if the leads are followed-up
immediately and professionally. Unfortunately, very few people



and organizations do that. The follow-up of leads is crucial.

EXISTING CUSTOMERS — THE BEST SOURCE OF NEW
PROSPECTS IS THROUGH REFERRALS FROM EXISTING
CUSTOMERS

Ask your customers, why they bought your product, how satisfied are
they, what were their needs, what benefit did they receive from
buying your product? Then, ask yourself the same question.

If you have answers to these questions, then you have actually
identified your prospects. All people who fall into this category are
your prospects.

Also, if for any reason, the business stops or slows, one can
always make an effort to go back to existing customers for additional
business, provided you have built a relationship.

COLD CALLING

While I was selling life insurance, I noticed that cold calling was not a
very common way of prospecting, and I must say it was not one I
enjoyed, yet there were some people who were top producers and
used cold calling very effectively as a prospecting tool.

I recall one gentleman, who would invariably make it a practice
to make four cold calls for every confirmed appointment. The reason
was that he used to call the two adjoining places on each side, whether
homes or offices. So, with one confirmed appointment he used to
make two cold calls on either side of the confirmed appointment, fully
prepared with a cold call script and benefit statement. Thus, he made
the extra calls at no additional expense, little effort and better time
management. Everybody would not be available or interested, but
even if he got one new lead without much extra effort that contributed
to making him one of the top salespersons in his office.



SIGNATURE PRESENTATION

A good sales professional creates a sixty-second grabber, or something
called a ‘trademark’ or ‘signature presentation’. This means that if you
meet somebody at a get-together and they ask what you do, if you are
going to give a long speech, you are going to lose out.

If you have time for only one sentence, that sentence must be
such that generates inquisitiveness and has the other party saying
“Tell me more about it.” Now, their desire to get information is
greater than your desire to tell.

WHAT IS YOUR MARKET?

Develop your target market. Identify your prospect’s profile. There is
something called an in-built or natural market, and another called a
niche market. Niche market is our selected or chosen market.

THE NATURAL MARKET

Project 100 – I learnt about the natural market when I was selling life
insurance at MetLife. The day I joined, I was asked by the manager to
make a list of 100 people I knew, whom I could call, friends/relatives
or acquaintances, and who were listed in my personal diary (not the
telephone directory). What was the logic behind contacting friends
and relatives? Friends and relatives also have the need to protect their
families by buying life insurance, and since we know them personally
we don’t have to establish our credibility from scratch. We have all the
data, telephone numbers, addresses, etc., and most likely information
on where they work, what they do for a living and so on. Since getting
appointments is not difficult, our friends and relatives become our
natural market.

I learnt that the following are the benefits of calling them:
 

1. Getting an appointment with them may be relatively easier than



getting an appointment with outsiders or unknown people.
2. They are also buying these products from someone, so why not

from you?
3. If they don’t need your product today, at the very least they

should know whom to contact when a need arises.
4. Hopefully the relationship will mean providing a better service.
5. Knowing your credibility, hopefully, they will give referrals more

easily even if they don’t buy your product now. Good
professionals build into their presentation a habit of acquiring
enough referrals so that they don’t run out of prospects.

NATURAL MARKET PROSPECTING FORM –
FRIENDS/RELATIVES/NEIGHBORHOOD

THE NICHE MARKET – THIS IS THE MARKET WE CHOOSE TO
SELL TO

Gradually, over a period of time, after experimenting with different
professionals, age groups and markets, I noticed that my closing ratio
was higher in dealing with new home buyers for mortgage insurance.
Very soon it became evident that if I concentrated more on mortgage
insurance, my return on investment of time was much higher. My



proficiency became higher and it became much easier for me to sell
mortgage insurance because I had developed a unique presentation,
which resulted in a higher closing ratio.

APPROACH

No matter what your prospecting method is, the basic principles do
not change, whether it is through telephone, cold calls or through
direct mail. The basic approach remains identical. The guidelines as
are follows:
 

1. Your opening statement must grab the prospect’s attention.
2. Your opening statement must be a benefit statement.
3. Get to the point.
4. Always put yourself in the receiver’s position as you develop

your script.
5. Anticipate the response from the receiver’s perspective.

None of the methods of prospecting should be relied upon alone; a
good Salesperson opens many doors. A good sales professional
always prioritizes their prospects into:
 

Hot Warm Cold

These are the ones
who are excited

about your product
and are likely to do
business in the near

future.

These are the ones who are the fence
sitters. They want the product but

are non-committal; they don’t want
to say no because they don’t want to

lose out on something good.

These are the people
who are not excited
about your product.

They are indifferent and
require a lot of effort to

be sold.

Since there is only so much time, an effective professional who is
result-oriented, prioritizes and spends eighty per cent of time on the
hot leads, fifteen per cent on warm leads and five per cent on cold
leads. This is because eighty per cent of the revenue comes from the



hot leads.

REFERRALS AND TESTIMONIALS

Referrals are a great and effective method of prospecting which allows
the sales professional to open new doors on favorable grounds. The
existing client gives referrals because he has enough confidence in the
salesperson’s integrity or competence that he is willing to put his own
credibility on the line. By borrowing this credibility, the sales
professional turns a cold call into a meaningful chance to make a sale.
 

Do you get referrals?
How often do you get referrals (is it one out of ten or one out of
twenty)?
What do you say to get referrals?

ASKING FOR REFERRALS

Make asking for referrals a part of your presentation. In order to get
referrals, we must do the following:
 

Establish good rapport with the client.
Earn the right by satisfying your client.
Know how to ask for referrals.
Be proactive and ask, most salespeople don’t ask or don’t know
how to ask for referrals. Not getting referrals amounts to
walking away from potential business.

In case a person is hesitant to give referrals, the salesperson must find
out the reason for the hesitation. Getting referrals is a matter of
earning them, because referrals put the referring party at risk. Hence,
the only way to get referrals is to have established trust. Referrals
don’t happen automatically. They have to be actively solicited. They
are like your grade in a test. They tell you how well you have
performed.



A sales professional had a great way for asking for referrals.
He used to say, ‘Mr. Prospect, I find that caring people, whenever they

themselves have benefited from something good, want their close friends to
benefit from it as well.’

Other approaches are:
 

1. ‘If your friend found something of phenomenal value or a great
doctor, would you not want him to tell you about it?’

2. ‘If your close friend or relative walked in right now, would you
be embarrassed to introduce me to them?’

3. ‘Which three people come to your mind who are in a position
similar to yours, who could benefit from our services?’

Good professionals not only get referrals they also give referrals.
Referrals are one of the smartest ways of prospecting. The reasons are:
 

1. It is the fastest way to leverage and borrow credibility from your
satisfied customers without having to establish any of your own,
because:
a. By opening the door for you, the referred party extends a

courtesy to his friend.
b. People feel if something is good enough for their friend it

must be good for them too. Why miss out?
c. It establishes instant confidence and trust and reduces

suspicions.
d. It reduces the risk for the prospect and brings predictability.
e. It also brings curiosity, ‘Why is everybody buying it?’

2. By using a referral’s name a possible cold prospect might turn
into a receptive listener. It does not guarantee a sale but it opens
the door and allows you to get a foothold.

3. If the referral likes the solution offered by you and decides to
accept your recommendation, he would thank the friend who
referred you. The reverse is also true.



Never ask for a referral by saying, ‘Do you know of anyone who would be
interested in buying this product/service.’ Ninety-nine per cent of the time
the likely answer would be ‘no’.

A professional way of asking would be, ‘Mr Prospect, just the way
your business grows by word of mouth from satisfied clients, so does mine. I
would assume you are totally satisfied, aren’t you?’

Chances are the answer would be ‘yes’, since he has just bought
your product.

‘Who are your three closest friends that I could talk to regarding this?
Or who are the three friends you play golf with or socialize with at the club’?

This is when the sales professional should be ready expectantly
with a pen and paper, to write down the names and telephone
numbers. If he is not ready, chances are he will not receive them.

Another good way of getting referrals, upon completion of a sale,
is to ask permission to take a very short survey by saying something
like this: ‘Mr Customer, would you mind if I shared your opinion of our
services with our management?’ If the customer is satisfied, chances are
that he will not mind it at all.

Here are the questions:
 

1. What three things did we do right that helped you decide on our
product?
a.
b.
c.

2. What three things could we do to improve our services?
a.
b.
c.

3. What could we do to earn the right to get referrals from you?
(Either he would say that you have earned the right or he would
say do this and earn the right.)
a.



b.
c.

4. Which three people do you have in mind to refer us to?
a.
b.
c.

Always seek permission to use the person’s name by saying, ‘Is it okay
if I mention your name as a reference?’ Try to get as much information
(name, address, telephone numbers and type of business) of the party
referred; it will only help you prepare better for the next appointment.
Keep the person who provided the referral informed of the status of
the contact made by you. Regardless of the outcome, always send a
‘thank you’ note appreciating the reference. If you do end up
finalizing a business, there is more reason that a courteous thank you
be sent.

Some people establish contact with the party to whom they are
referred to either in writing or by phone or both. A strong referral is
considered a hot lead, and if not acted upon immediately it turns cold;
hence, the probability of doing business goes down.

Referrals are the lifeblood of any business.

FREQUENTLY ASKED QUESTIONS(FAQs)

What if I have not been able to establish a rapport with the customer?
Or somehow we are not able to get our personalities in sync, or if my
company is not providing good service or products. Would I still be
able to get referrals and should I ask? The answer is: No.

You won’t get referrals and you should not even ask, for three
very clear reasons:
 

1. The client is not sold on you.
2. You haven’t earned the right to ask.
3. You don’t believe in your product or company yourself.



Your remedy is to either upgrade your company’s product or service
and make your organization a quality organization, or work with a
quality organization.

Your current satisfied customers can become a tremendous
source of referrals and testimonials. Each sale made is your success
story for a future sale.

Testimonials give credibility to a sales professional when the
prospect needs a proof of the claim made by the salesperson.
Testimonials of satisfied clients are the biggest service of PR and
advertising that you could receive without any out of pocket payment
for it.

TESTIMONIALS

A testimonial really gives confidence to the prospect who mentally
tells himself:
 

If they could trust the seller, so can I.
They must have done their due diligence.
If they bought the product, it must be good.
They must have been satisfied that’s why they gave a testimonial
letter.

These testimonials are genuine with names, addresses and telephone
numbers; they are not anonymous. If anyone wants to check your
credibility they are free to do so. It is crucial that from every satisfied
client one should endeavor to take written testimonials to make future
prospecting easier.

HOW DO YOU OBTAIN A TESTIMONIAL LETTER?

The incorrect way is to just ask for one. To this the client replies, ‘I’ll
send it to you.’ Do you think you will ever get a letter? – Never! Why?
This is because your client’s and your priorities are very different. He



may just forget.
The following approach worked well for me. I would do the

following:
 

1. Confirm that the client is totally satisfied.
‘Mr . . . , do I take it that you are totally satisfied with the solution that
we have provided you? It takes care of your need, doesn’t it?’
Generally, the answer was ‘yes’.

2. ‘Could I use your name in case somebody would want to talk to a
satisfied client?’ Client: ‘Yes’.

3.  ‘I can draft a letter subject to your approval, and if you are comfortable,
you could have it reproduced on your letterhead, would that be OK?’

Now, who drafts the letter? You do! Caution: Do not exaggerate or be
flowery. Be conservative, factual and honest. The purpose of the letter
is to convey the reliability and trustworthiness of the sales
professional.

A testimonial letter should state/validate the benefit received by
the purchaser and marginally speak of the goodness of the
salesperson or the company, as people are looking only for a benefit.

Earlier in my career while selling life insurance, I had a client who
passed away, within a few days of signing the application. As part of
our training we were taught that whenever a death claim is processed
and a cheque issued, it should never be sent in the mail to the client,
but always be delivered personally.

This is because the death of a loved one is a traumatic time and all
the friends and relatives come to sympathize, some genuine, some out
of formality. The life insurance person is the only one who goes to the
bereaved family with a cheque. This cheque represents food on the
table, education for the kids, medicine in case of sickness and a roof
over their heads. Sympathies or sympathy-givers do not provide any
of these things.

The following is the testimonial letter of a case that happened,



which I used for almost a decade. The letter was addressed to my
manager:
 

Dear _________ ,

Mr. Shiv Khera, visited our home on . . . (Date) and recommended
a mortgage insurance policy on the home that we purchased
recently. We thought that this was a waste of money. Reluctantly,
we signed the application and gave him a cheque of $27.

Unfortunately, my husband passed away within a few days of
signing the application.

Today, Mr. Khera has brought a cheque of $63,000 which will
pay off my mortgage.

Friends and relatives came with sympathies. Mr. Khera was
the only one who came with a cheque. Nothing can replace the loss
of my husband but atleast our family would continue to have a
shelter. I cannot thank him enough.

Regards,
J.S.

A testimonial letter represents authenticity because it is given by
people who have a face, an address and a phone number. It represents
a statement of proof and gives tremendous credibility. It substantiates
your work. Words are cheap and many times prospects doubt words,
but written and signed documents are trusted and seldom doubted.
Hence, testimonial letters are powerful tools to get rid of objections in
advance.

Caution: Make sure that you do not get involved in
namedropping or bragging about yourself. That sounds like self-
praise, it is a turn off and creates doubt. Most people respect and
respond very warmly to humility.
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Call Reluctance and
Telephone Calling

CARDINAL RULE

WHEN YOU ALWAYS TELL THE TRUTH, YOU DON’T
NEED TO MEMORIZE WHAT YOU SAID, WHERE

YOU SAID IT AND TO WHOM YOU SAID IT.



 

CALL RELUCTANCE LEADS TO INACTION

Call reluctance comes from a fear of being rejected; whenever a person
is rejected, a person’s self-esteem goes down and he feels
demotivated. Winners recognize that success is achieved not in the
absence of problems, but by overcoming them.

Intention without action = zero result
Action without direction = zero result

Nobody wants to know what you will do. They want to know what
you did do.

Just like iron gets rusted with disuse, stagnant water decays and
loses its purity and a lack of physical exercise weakens the body;
likewise, inaction weakens people mentally. Call reluctance and the
lack of desire to pursue sales opportunities leads to inaction. When
calling a prospect, approximately:
 

fifty per cent of salespeople quit after the first rejection
sixty per cent quit after the second rejection
seventy per cent quit after the third rejection
eighty per cent quit after the fourth rejection

Only twenty per cent of people go beyond the fourth call and eighty
per cent of sales are made around the fifth closing attempt. No
wonder twenty per cent of people make eighty per cent of the sales.

To face rejection without getting disheartened takes a lot of
courage. Many people have a wishbone, what they lack is a backbone!

If a farmer does not sow in the right season, he will not have any
harvest at reaping time. Similarly, if a salesperson doesn’t meet/call
prospects, he will have no sale. This is commonsense. No calls = No
sales.



People who wait for things to happen never get anywhere.
Abraham Lincoln once said, ‘Things may come to those who wait, but
only the things left by those who hustle.’

USING THE TELEPHONE TO MAKE APPOINTMENTS

Getting appointments through the effective use of telephones can save
a lot of time and also be cost effective. Imagine if you are trying to
meet someone without an appointment, and you find out after you
have traveled many miles that the person is unavailable for whatever
reasons, you have wasted time and efforts.

To overcome telephone call reluctance, have a question and
answer session in your mind:
 

What is the worst that can happen?
If the worst happens, so what?
If I didn’t call, I would have been rejected without any effort,
anyway.
If I get rejected, so what? At least I had the courage to make an
effort.

Sometimes, Salespeople are not able to talk to the prospect as the
phone is answered by the secretary.

HOW TO BYPASS THE SECRETARY OR GATEKEEPER

Keep in mind that the secretary’s job is to screen important calls and
relieve the pressure off the boss. It is his job to help increase
productivity and to ensure that the boss only talks to/meets those he
wants to or needs to see. His job is to comply with those requirements.
Here are some effective ways that will increase your chances of
reaching the boss.

Once you’ve made the call saying ‘Could I speak to Mr XYZ please?’
If the secretary asks, ‘What is it about?’



The answer is, This is about increasing productivity.’
Now analyze this statement. If there is something that could

genuinely increase productivity, it is certainly worthwhile for the
boss. Also, if the boss comes to know later on that he wasn’t put
through, guess what would happen!

WHEN SPEAKING TO THE SECRETARY

1. Introduce yourself clearly, by name and company.
2. Don’t avoid his questions or mumble and fumble. You have to

impress him as well.
3. Be pleasant and courteous, but don’t try to be pompous.
4. It is preferable not to ask, ‘How are you today?’ because it sounds

phoney. It’s a turn off. Don’t make it a social call. Be precise and
to the point.

5. Don’t say it is a personal call, because that would be a lie; you
lose your credibility and it irritates the prospect.

6. Don’t ask for the person by his first name.
7. Don’t read your telephone sales script, because people can tell it

is canned.
8. Make your point and then remain silent for a few seconds. Silence

puts the pressure on the secretary to put you through.

Upon fixing the appointment, immediately reconfirm it in writing.
Don’t call and reconfirm with the client especially if it is the first
appointment. You may call the secretary and leave a word that he can
make a note of the appointment in his appointment book to remind
his boss and also request him that if there is a change, to kindly let
you know.

Whenever a prospect receives a cold call, whether in person or
through the phone, immediately some questions come to their mind –
who is calling, why is he calling, why is he calling me specifically,
why should I talk, and what’s in it for me?



This is where a strong opener is very crucial. You need to make a
benefit statement which is authentic or a claim that you can
substantiate. For example – ‘Mr Prospect, I am calling from XYZ
Company. We have recently come up with a unique machine that can
save you twenty per cent of your running costs. I am sure you would
be interested in the savings, wouldn’t you?’ (Caution: You must be
able to substantiate the claim.)

Asking a question which benefits the prospect immediately gets
his attention.

Be sensitive and cognizant of the fact that when you call a
prospect your call could be interrupting something important,
encroaching on a person’s time and possibly his priority. Your
presentation at this time may be discourteous and ill mannered too.
Such an intrusion may become an irritation.

The question is how do you bring softness and politeness in such
situations? You will notice that the approach given below shows
humility. This is easily done by always seeking permission in the
following manner:
 

Do you have a minute to talk?, or
Is it a good time to talk?
If this is not a good time, what would be a good time for me to
call? (Be careful that you ask this only if the tone of voice is
receptive, and not brisk.)

After you have gotten permission to proceed, if it is a call to someone
given as a referral, you can say, ‘Mr. Prospect, Mr. ____________
benefited from our services and suggested I call you and share what we could
do for you. Could I possibly see you sometime next Monday or would
Tuesday be better?’ The alternate choice method or formula is
considered old and obsolete, but in my experience it is one of the best
ways to approach a person. It is psychologically very effective.

If you are making a phone call to a prospect for the first time, you



need to ask yourself: what is the purpose of the phone call – is it an
introduction, a presentation or to make an appointment?

Your approach and rapport-building would vary based on your
primary objective. A cardinal rule for a phone or face-to-face
presentation is that you should not speak more than thirty-five to
forty seconds without getting a response. The response may be a ‘Yes’
or ‘No’, or an acknowledgement, it doesn’t matter. However, it is
important to get the prospect involved through a proper questioning
technique, every fifteen seconds.

In preparing a telephone prospecting script, keep the following
points or steps in mind in this specific order:
 

1. Short introduction – your name and company
2. Permission to talk
3. Benefit statement opener
4. Frame your questions where the prospect’s response can only be

a ‘yes’
5. Be prepared to handle the three most common objections

IDEAS IMPORTANT FOR EFFECTIVE TELEPHONE SKILLS

1. Prepare your data one day in advance for your phone calls.
2. Fix a specific time every day to make your phone calls.
3. Fix the number of calls per hour.
4. Ensure you achieve your hourly target (don’t play games with

yourself).
5. Prepare your script in advance.
6. Practice your telephone script till it is internalized.
7. Your voice should be pleasant without being over-friendly.
8. Your positive attitude is reflected in your tone.
9. Your conviction and belief in your products is reflected in your

voice.
10. Be confident but polite.



11. Speak at a pace which is neither too fast nor too slow. Too fast
shows nervousness, too slow is irritating.

12. Make sure you only make a presentation to the decision-maker.
13. Practice courtesy and politeness with whoever answers the phone

regardless of whether they are decision-makers or not.
14. Calling at the right time increases your chances of getting to talk

to decision-makers.
15. Always make note of your conversation. This helps you follow

up and convert a cold call into a hot call. Otherwise, every call
will remain a cold call.

16. Don’t let gossip-mongers and other interruptions distract you
and waste time.

17. Don’t let negative people pull you down by telling you how
many rejections they got.

18. Have faith in the Law of Averages.
19. Keep yourself motivated by thinking Positive thoughts and

reading your goals every day.
20. Keep targeting for small successes every day.
21. Show enthusiasm and be energetic – it reflects in your voice.
22. Make sure you pronounce people’s names correctly. If you are

not sure, ask, ‘Am I pronouncing your name correctly?’ People
appreciate your asking them rather than hearing their name
pronounced wrongly.

23. Always address people by their title – Mr. or Ms. Doctor,
Professor, etc. Don’t call people by their first name without their
permission unless they are known to you, junior to you in age or
otherwise. Calling people by their first name is a privilege given
to you by them.

24. Practice courtesy by seeking permission and checking if it is a
convenient time for them to listen.

25. Keep your telephone call brief and to the point.
26. Preferably, try to talk to the telephone operator or receptionist

and see if the prospect is in the office, and check what would be a



good time to call.
27. You should follow up your telephone message with an e-mail.

APPROACH

Prepare yourself with some strong and powerful openers. Try them
out. Rehearse and practice them keeping in mind that gimmicks and
tricks are short-lived and make you lose credibility. In our training
process we use the following principles:

For example: ‘Mr. X, do you have a minute to talk?’
If the prospect says ‘yes’ then the caller goes ahead and makes the

presentation. If not, they ask, ‘What is a good time to reach you?’, or
‘When can I call you later?’ You ask this question because:
 

It is only courteous to get permission before making a
presentation.
Is it fair to impose on a person’s time without seeking permission?
How many times have you had telecallers call and start making a
presentation not bothering about whether you have a headache or
heart attack or somebody is sick in your family? Is that a good
time to talk? Obviously not!

If the prospect says OK, then you make your presentation keeping in
mind that you have to get his attention within the first ten seconds. It
is all about the impact of your opening sentence. Keep in mind that
you have only one chance. Here is what to say:

‘Mr. Prospect, I am John calling from XYZ Company. We have
recently come up with a unique machine that can save you 20 per cent
of your running costs. I am sure you would be interested in the
savings, wouldn’t you?’ (The same question has been repeated for the
purpose of giving you an illustration or an example. Please create
your own questions based on your product and benefits.)

If you analyze, the only answer to this question, could be a ‘yes’.



The way it is phrased, it has to be a ‘yes’. Who or how could anyone
say ‘no’ as an answer to this question. It would be a rarity if somebody
does. Are we catering to this person? No, we are not catering to the
0.01 per cent who say ‘no’. However, just to give him the benefit of
doubt we ask, ‘Mr. X, why do you feel that way?’ This question in a
way encourages him to revaluate his own answer, and if he realizes
his mistake, he may correct his answer. It could be that he has had a
bad day or fought with somebody and he is not interested.

If you are in the real estate business you might have some
property tax records from the municipal corporation, which is public
information. You might say something to the effect:

‘Mr. ABC, I have your tax records in front of me, of X property. I
might have a potential buyer for such a property in your area. I just
thought I will check with you in case you want to encash and make
some profit on your investment.’

FIXING APPOINTMENTS ON THE TELEPHONE
First Approach

‘Mr. ABC asked me to give you a call and share some ideas that have
been profitable to people such as yourself. Could we possibly meet
next week Monday or Tuesday?’

Second Approach

‘I read your name in the newspaper regarding your accepting a new
role. I have some ideas that could be profitable to your organization.
Could we meet next Monday or would Tuesday be better?

Third Approach

For an existing client: ‘Mr ABC, I see you have a photocopier which is
six years old. We have an exchange program to provide you a new
machine which will save you twenty per cent, based on your current



usage. What would be a better day for you to meet – next Monday or
Tuesday?’

Fourth Approach

‘Mr ABC, this is Mr DEF calling from XYZ Company, I sent a letter to
you along with a CD, sharing some cost saving ideas that have been
useful for many organizations like yours. Could we possibly meet up
next week, either Monday or Tuesday?’

HANDLING SPECIFIC OBJECTIONS

‘I am not interested.’
‘Mr ABC, I can understand you’re not interested in something
that you haven’t had a look at so far. Without any obligation, may
I share with you next week, how companies like yours have
benefited. What would be more convenient, Monday or
Tuesday?’
‘I don’t have the time – Send me some information.’
Mr ABC, I would be happy to send you the brochure and
information which would probably take you an hour or two to
read. However, if I stop by for fifteen minutes next week, that will
save you a lot of time and I could share with you the benefits.
What would be more convenient, next Monday or Tuesday?’
‘My purchase manager takes the decision.’
‘Mr. ABC, Thanks for your help. Could I kindly have his/her
number so I can speak to him/her?’

TELEPHONE MESSAGES

Leaving a message on the voice mail could be a double-edged sword.
But under no circumstances leave a message more than twice. If the
phone is not answered the second time when you call, hang up.
Calling time and again and leaving a message comes across as



nagging.
 

1. The following is a poor example: ‘Mr Prospect, my name is XYZ
with ABC Company. We are the number one providers of high
quality product/services in this sector. I am calling to get together
with you to discuss how we can meet your requirements. When
you get a chance please call me on ABC number.’
A polite person may return the call, but otherwise, the
salesperson has not really given the prospect any reason to call
back.

2. Another example: ‘Mr Prospect, this is XYZ calling to share some
ideas that could be mutually profitable. When you get a chance,
please call me on this number.’ This approach gets the prospect’s
attention because it gives him a good reason to call back as the
salesperson used the term ‘mutually profitable’.
Analyzing the second example, it does not guarantee that the
phone call will be returned, but of the two, it has a greater chance
of receiving a return call because it makes the prospect curious.
He could possibly want to know what would be mutually
profitable. Even though the Salesperson says ‘mutually
profitable’, the prospect is thinking about what is profitable to
him? The next question that comes is, did the salesperson lie
anywhere? The answer is no. He was totally ethical and
professional and the idea could be mutually profitable. Curiosity
makes the prospect want to pick up the phone and talk to the
salesperson. As a sales professional, you want to open the door in
order to establish credibility.
There is an old saying: ‘You can take the horse to the water but
you can’t make him drink.’ Nowadays, there is a new twist to the
old saying – while taking the horse to the water, make sure you
make him thirsty. How do you make a horse thirsty? Put a little
salt in his food and he will become thirsty. That way when he
gets to the water he is thirsty enough to drink and he drinks. Just



as drinking is the natural outcome of being thirsty, in the selling
profession closing is the natural outcome of a good presentation.
The more curious the buyer is, the more he wants to know. The
more he wants to know, the greater the opportunity for the
salesperson to bring value addition.

3. A big success is the result of or an accumulation of many little
successes. I have seen some sales professionals very successfully,
use the following approach ‘Mr Prospect, I am X calling from
ABC Company. I had a question which, probably, you are the
most qualified to answer. I would appreciate a call back from
you. My number is _______’.

Analyze the above approach. If I was selling life insurance and I left
such a message for the prospective decision-maker by saying I had a
question that probably he is the most qualified person to answer, what
would happen?
 

It raises his curiosity.
The question that comes to the prospect’s mind is, ‘What is it that
I am the most qualified person for?’ The prospect would want to
know!

When the prospect returns the call, the salesperson’s approach would
be ‘since you are heading XYZ department, I felt you are the most
qualified person to ask this. We have recently come up with a unique
group insurance program that can increase your benefit by 20%
without increasing your present costs. I am sure you would be
interested in the savings, wouldn’t you? (or may be enhance benefit).

The most obvious answer to this question is ‘yes’. It still gives you
an opportunity to open the door.

The same principles apply to e-mails as apply to voice mail.
People are bombarded with e-mails. On the subject line you need to
write, ‘I have a question’ rather than writing the actual subject.



‘Since you are heading XYZ department, I felt you are the most
qualified person to ask. We have recently come up with a unique
machine that can save you twenty per cent of your running costs (or
give additional benefits). I am sure you would be interested in the
savings, wouldn’t you?

Factors that raise a prospect’s curiosity are:
The unknown
Thought provoking information
Something newsworthy
Value propositions
Incomplete information
Gain of unknown benefit
Prevention of unknown loss

Another approach – ‘Mr. Prospect, our office did a study in the last
three weeks and came up with a report that highlights some serious
problems that could affect productivity in your organization.’

If the above is the opening sentence received by the decision-
maker, what’s the first thing that comes into his mind? ‘What problem
could affect our productivity?’ Wouldn’t he want to know
immediately? The curiosity must be strong enough to prompt the
prospect to invite you and then of course as a good professional, you
must talk sense. Otherwise, it would be irritating and you and your
organization would lose credibility. Keep in mind: our objective is to
open the door and build credibility, thereby turning it into a mutually
profitable relationship.

ONE CAN RAISE CURIOSITY AND YET MAINTAIN INTEGRITY

Credibility is the level of trustworthiness and helps open the door.
Sometimes, people question how you can build credibility unless you
open the door. My answer is that they are mutually inclusive. The
moment you open the door and the way you open the door, starts



building or depleting credibility. Whether we like it or not, we have to
accept that all past negative experiences from previous vendors will
make the buyers’ skeptical till you prove otherwise. The basic
perception of a Salesperson is that they are not trustworthy and they
will do anything to make a sale, till it is proven otherwise. A good
sales professional should not be deterred because of this perception.

WHY IS ACCURATE RECORD-KEEPING IMPORTANT?

Your phone-contact ratio shows if you are calling at the right time
of the day or week. For example, accountants should not be called
during tax season. Attorneys are generally called after 4.30 p.m.
Similarly, with experience you can develop your own schedule to
call.
Your contact-appointments ratio shows your telephone skills. It
also shows, how well you bypass the secretary.
The call-presentation ratio shows your ability to speak to the
decision-maker. (You only make a presentation to the decision-
maker and nobody else.)
Your presentation-sales ratio shows your closing ratio or your
selling skills.

Unless we are aware of our selling skills as discussed above, we will
never be able to reach our goals in life.



16 Rules for Letter Writing

CARDINAL RULE

ALWAYS CLOSE YOUR AGREEMENTS WITH
WRITTEN CONFIRMATION.



 
 
Start with a very strong opening headline, because if the headline is
not attractive, people will not read further. This means, a headline is
an advertisement to an advertisement, or an announcement.
 

1. Address from the prospective buyer’s point of view.
2. Focus on one major idea at a time. Be specific. (Don’t beat around

the bush.)
3. Go with a logical sequence.
4. Use bullet points to emphasize benefits. Use testimonials for

credibility and give proof of your claims.
5. Keep your letters short and brief, preferably half-page. It is better

not to exceed one page unless totally necessary (keep in mind:
your prospect will read so much only if you have grabbed his
attention with the opening statement). Write short paragraphs
both for openers and closers.

6. Always proofread and spell-check your letter very carefully.
7. Personalize your letter by checking out the name of the prospect

and spelling it correctly.
8. Give them a strong reason to talk to you or see you. Make it

compelling.
9. Include a brochure if it helps your chances of making the sale. (A

brochure is a selling tool. But keep in mind that the brochure does
not replace you.)

10. Don’t promise something that you cannot do.
11. Close your letter with a call to action, either from your prospect’s

side or your side. Adhere to any commitments that you may
make, but give some breathing time before the follow-up.

12. You can ask him to take an action. (Example: please acknowledge
this letter. They may or may not acknowledge, but that is
immaterial.)

13. Informing them that you will be taking an action. (Example: I



shall call you within three to five days from now. Always specify
a specific time period during which you will follow-up. Don’t
leave it open such as – ‘I shall call you later.’ These are vague and
loose statements. (This does not show seriousness.)

SAMPLE LETTERS
Letter 1 – A Sample Pre-Approach

A real estate Salesperson could use the following letter:

Date:_______

Name
Title
Address

Dear Mr/Mrs/Ms ____________,

Are you tired of looking for office space?

Now you can get an office space that you can be proud of and
which doesn’t cost you an arm and a leg. We have recently built a
new office space at ____________ I shall call you next week or
____________ and share with you a business opportunity that
could be mutually profitable, similar to what we have done for
XYZ Company.

Regards,
ABC

Letter 2 – A Sample Pre-Approach

Date: ______
Name



Title
Address

Dear Mr/Mrs/Ms ____________,

Your name was mentioned by ______ saying that your company
has reached a new benchmark (or your name was mentioned in
the newspaper for achieving new benchmarks). May I congratulate
you on your achievement? Mr ______, I am from XYZ Company.
______ We have recently come up with a unique machine that can
increase output by thirty per cent. I am sure you would be
interested, wouldn’t you?

I shall call you next Monday to schedule an appointment and
share ideas that have been helpful to people like yourself.

I look forward to speaking with you next week.

Regards,
ABC

Letter 3 – A Sample Pre-Approach

Date: ______
Name
Title
Address

Dear Mr/Mrs/Ms ____________,

Most decision-makers feel that if their people have a better
attitude, their productivity would go up. I am sure you feel the
same way.

I shall call you next Monday morning to schedule an
appointment and share ideas that have been helpful to people like
youself. Looking forward to speaking with you next week.



Regards,
ABC

Letter 4 – A Sample Follow-Up

Date: ______
Name
Title
Address

Dear Mr/Mrs/Ms ____________,

Thank you for the courtesy extended during our recent meeting.
As discussed, enclosed is additional information that could help
you enhance productivity through our product/service.

I will call you next Monday to schedule a meeting or answer
any questions you may have.

Regards,
ABC

Letter 5 – A Sample Follow-Up

Date: ______
Name
Title
Address

Dear Mr/Mrs/Ms ____________,

Thank you for the courtesy extended during our recent meeting.
As promised, listed below are the following points of information:
1.
2.



3.
I will call you next Monday to schedule a meeting to take it
further.

Regards,
ABC

Letter 6 – A Sample Thank You for a Referral

Date: ______
Name
Title
Address

Dear Mr/Mrs/Ms ____________,

This is just a note to thank you for referring XYZ. I shall keep you
posted of the outcome.

Thank you again for your help and consideration. If I can
assist you in any manner, please call.

Regards,
ABC

Letter 7 – A Sample for a Reconfirmation in Writing

Date: ______
Name
Title
Address

Dear Mr/Mrs/Ms ____________,

Thank you for the courtesy extended. I am looking forward to



seeing you on ______ (Date), at ______ (Time). If there is any
change, I will appreciate receiving a call from you. If I don’t hear
from you; I will take this appointment as confirmed.

Regards,
ABC

Letter 8 – A Sample Testimonial Letter

Date: ______

Name
Title
Address

Dear Mr/Mrs/Ms ____________,

To whom it may concern
or
Addressed to the salesperson

Dear _______,
This is just a note to thank you for your professional service. Your
solutions have enhanced my business significantly/saved me a
significant amount of money.

I feel confident in recommending your service to anyone.

Regards,
ABC



17 Questions are the Answers

CARDINAL RULE

IF YOUR ANSWER IS YES TO THE FOLLOWING
THREE QUESTIONS, THE WORLD IS YOUR MARKET.

1. DOES IT SOLVE A PROBLEM?
2. WILL IT SUSTAIN?
3. DO PEOPLE WANT IT?



 

SELLING IS NOT TELLING, IT IS ASKING QUESTIONS

This is because questions engage the other person, give the sales
professional clues to steer his presentation and generally put him in
the driver’s seat.

A good sales presentation should not be a monologue, but an
opportunity to ask the prospect a number of valuable questions. After
you make your brief introduction, you want to find out whether the
prospect has a need for your product. Before asking questions the
Salesperson must earn the right to ask questions by taking permission.
E.g.: ‘In order to provide you the right solution, do you mind if I ask
you a few questions?’ If you analyze this question, it gives a reason to
ask a question and seeks permission. The reason is given before
seeking permission because it shows courtesy and humility. It lowers
the guard of the potential buyer. Why? It is because, if a question is
asked without giving a reason first, it might sound offensive and
interrogative and the other person might become defensive. If I just
said, ‘Do you mind if I ask a few questions?’, the question asks
permission but gives no reason. It is better than asking questions
without permission. However, the prospect may sometime still be
uncomfortable because he has not been given a reason.

There are two kinds of questions – open-ended and close-ended.
Open-ended questions are those that cannot be answered with a
simple ‘Yes’ or ‘No’. These are questions beginning with – Why,
When, Where, Who, How and What. They have to be answered by
giving information. Examples of open-ended questions are:
 

How do you plan to use this in your day-to-day operations?
Which three elements are most critical to you from the utility
perspective?
What are your major requirements in the office?



Where do you plan to use this?
Please help me understand how...?
Where are you going?
What time is it?

A close-ended question can be answered with a ‘Yes’ or ‘No’. Such
questions only give you confirmation/denial but no information.

For example:
 

1. Can I help you? No
2. Can I have an ice-cream? Yes
3. Are you looking to buy something today? Yes/No

The old saying, ‘Selling is not telling’, remains true and timeless.
Just because questions are important and need to be asked, it

does not mean that Salespeople know how to ask or what to ask. If
the how and what to ask are missing, one can be sure that they are not
going to get the right answer, and for that matter the prospect may
even be antagonized. Hence, one needs to know not only ‘what to do’,
but also what ‘not to do’. A doctor has a dual approach – preventive
and curative. He gives a medicine or multi-vitamins to build
immunity and another medicine to get rid of the infection. Similarly, a
Salesperson needs to not only increase his chances of closing the
sale, but also reduce the risk of failure. Effective and skillful
questioning helps in making the prospect respond favorably. No
matter what you sell, selling principles are fundamental and applied
universally.

Questions are important because, they:
 

1. Put you in charge or in control of the presentation
2. Uncover the need
3. Identify the decision-maker
4. Bring out objections



5. Find out the buying motive
6. Can bring more agreements
7. Can convert a monologue into a dialogue
8. Can engage and involve the prospect in the conversation
9. Help bring a disagreement into the open rather than have the

prospect disagree in silence, which could be detrimental to the
sale

Good sales professionals keep their questions simple and to the point.
They have a logical sequence of questions ranging from general to
specific. Keep the tone of your voice humble and polite.

KEEP THE CONVERSATION POSITIVE AS YOU BUILD THE
RELATIONSHIP

It goes without saying that the questioning process should be
designed to build the relationship and to elicit information. Don’t ask
questions which might sound like you are questioning the buyer’s
intelligence.
 

Is increasing productivity important to you? or,
Is cost saving important to you?

Now, such questions sound like no-brainers, somebody has to be
stupid to say ‘No’ to them.

We should ask questions that get a person thinking, for example:
 

Have you ever calculated the cost of a machine running forty per
cent slower than what is available today?
Have you ever wondered what thirty per cent savings in
turnaround time would mean to your customer service?
Can you imagine the exposure that you have if your data remains
unprotected?
Can you imagine the risk to your credibility if your client’s



confidential information remains unprotected?

All the above questions are disturbing and can get the buyer thinking
about what can be improved in his operation today. Asking questions
to clarify a need requires a lot of tact and skill; the words we use are
very important. We don’t ask questions like:
 

What’s your problem?
What do you mean?
Can you explain yourself?
Can I have your business?
Can I sell you?

The above questions risk being offensive even in a polite tone. Instead,
we could use the following:
 

Would you mind elaborating a little?
Could you clarify with an example?
Could I request you to think aloud?
In your opinion, what would be an ideal solution?
I am a little embarrassed to ask but in order to provide the right
solution, may I just ask...
Just to clarify my thinking, is... what you meant?
Do you think it might be fair to ask if...?
Do you mind if I ask what seems to be holding you back?
What seems to be your concern?
On a scale of one to ten where do you think you stand in your
decision-making? Suppose he says, ‘I am at three,’ your follow-up
question right away could be, ‘What can I do to help you come to
eight or nine?’
Mr Prospect, is there something that I have done that is bothering
you? Or, if there is something I have done inadvertently that
might have offended you, I would be happy to apologize.



If you notice, all the above questions have something in common.
They reflect humility; they show concern; they show sensitivity
towards the other person’s feelings by seeking forgiveness in asking a
sensitive question. By apologizing in advance, in case you have
inadvertently hurt someone’s feeling, it shows a caring attitude.

Caution: If you apologize out of humility as a concerned human
being then you are doing the right thing for the right reason. You
don’t need to apologize to be a good sales professional. Humility does
not mean being over apologetic either.

Keep your tone courteous and not commanding or demanding.
Some people start telling a full history about the product even without
asking any questions. The most important questions that a
Salesperson needs to think about are:
 

How can you qualify a prospect without asking a question?
How do you identify their need?
How do you identify their hot buttons or buying motives?
Would you like to go to a doctor, who, the moment you walked
in, prescribed your medicine? Would you consider him a good
professional? He prescribes without asking about your problem.
What do you call this practice? It is called malpractice. Similarly,
what is the salesperson doing if he starts selling without finding
out the need or the problem of the potential customer?

THE IMPORTANT THING IS TO USE QUESTIONS TO DO SOME
FACT-FINDING, FOR EXAMPLE

How many employees do you have?
What would be the color of the uniforms?
How many would you need in each size – small, medium, large?

QUESTIONS TO UNDERSTAND MORE ABOUT THE
PROSPECT’S NEEDS AND WANTS



What would you prefer? (Gets information or preference)
What are your thoughts about the new car? (Identifies opinion)
What do you think about it? (Gives opinion)
How comfortable are you with/do you feel about this? (Gives
feeling)
Is this what you mean...? (Gives clarification or confirmation)
Is it important? (Gets Confirmation)
How crucial is this? (Gets information)

Questions pertaining to thinking and feeling are equally important, as
answers to them reveal to you the prospect’s level of interest.

While fact-finding, a good professional looks to identify the
benefit that would help the prospect. A good professional must
understand clearly what drives a prospect’s decision and action.
Typically, when a customer walks into a showroom, what do most
Salespeople say?

‘Can I help you?’ and the customer says, ‘No, I am just looking
around.’ The conversation comes to an end. The Salesperson just
destroyed the sale. A company spends thousands of dollars,
advertising, to get traffic coming into their store, but by having
unprofessional or untrained salespeople, potential clients are being
chased out.

HOW WOULD A GOOD, PROFESSIONALLY TRAINED
PERSON APPROACH A WALK-IN CUSTOMER?

Imagine a scenario – A Salesperson is at a furniture shop and a
customer walks in. This is the way to approach him. After giving him
fifteen to thirty seconds, which is a reasonable amount of time to settle
down and look around, the salesperson approaches him – (Caution: If
the waiting period is too long a person may feel neglected. ‘What is
reasonable?’ comes with experience. You don’t want somebody
jumping at your throat the moment you walk in.)



 
Salesperson: ‘Good Morning’ or ‘Welcome, how may I help you today?’
 

1. Analyze the above approach – is the tone warm, or cold? Is it fast
or dragging too slow? Is the body language confident, upright or
limp? If the salesman is sitting and he gets up in a reluctant
manner, the customer feels guilty about disturbing the
salesperson. All of these will determine the attitude of the
salesperson and eventually, the final outcome.

2. The actual words ‘Good Morning’ or ‘Welcome’ make a person
feel wanted. People want to do business where they are wanted
and welcomed. A potential customer gets a feeling that the
salesperson also wants to do business with him or he needs and
wants his business.

3. ‘How may I help you?’ – This cannot be answered in a ‘yes’ or
‘no’. The prospect must give an answer.

4. It’s good to include the word ‘today’ because we would like to do
some business today.

 
Prospect: ‘No thanks, I am just looking around.’
Salesperson: ‘I’m glad that you are, we have a large variety of furniture.

What kind of furniture are you looking for?’

Analysis:
 

1. ‘I am glad that you are’ – is a reinforcing statement.
2. ‘We have a large variety of furniture’ – is a positive statement

that we are well prepared and equipped to serve you.
3. ‘What kind of furniture are you looking for?’ – That’s a probing

question, which he cannot answer in a ‘yes’ or ‘no’ way.
 
Prospect: ‘I am not sure, probably contemporary furniture?’



Salesperson: ‘Oh, that’s great! Contemporary furniture looks wonderful in
many homes. Which room were you looking for?’

Analysis of the salesperson’s approach:
 

1. ‘Oh, that’s great!’ – is also a reinforcing/validation statement.
2. ‘Contemporary furniture looks wonderful in many homes’ – is a

compliment (ought to be sincere).
3. ‘Which room are you looking for?’ – is a probing question that

cannot be answered as either ‘yes’ or ‘no’.
 
Prospect: ‘The living room.’
Salesperson: ‘The living room happens to be the showcase of every home

and we take pride in it, don’t we?’

Analysis:

‘The living room happens to be the showcase of every home.’ – Can he
deny this statement? The most obvious answer is ‘yes’. The
salesperson has got an agreement, an acceptance and maybe a buy in.

The more ‘yeses’ the salesperson gets from the prospect, at
every step of the presentation, the more difficult it will be for the
prospect to say ‘no’ when the salesperson asks him for the order or
the close.
 
Salesperson: ‘In order to show you the right kind of furniture could I have

the size of your living room?’

Analysis:

‘In order to show you the right kind of furniture’ – the salesperson has
given the prospect a reason to ask a question. Asking a question
without giving a reason or making a positive statement might become



interrogative and possibly offensive.
If you analyze the conversation so far, what is the salesperson

doing? He is qualifying the prospect. Till the prospect gets qualified,
he is a suspect not a prospect. Qualifying a prospect is the
responsibility of the sales professional. When a salesperson finds out
that the customer is not a genuine buyer, the unprofessional
salesperson would ignore the person and/or make them feel
unwelcome, thus losing goodwill for themselves and their
organization.

A good professional also values his time and doesn’t want to
waste the prospect’s time either, but he does not ignore or leave the
person or make him feel small, because to him, his and his
organization’s credibility is more important than the time invested. A
good professional understands that the cardinal rule of service is that,
when a customer walks into your store, they have earned the right to
courtesy, whether they purchase or not.

Analyze the entire conversation between the salesperson and the
prospect. Before asking every question the salesperson made a
positive statement in order to ensure that the questioning does not
become interrogative or offensive.

Suppose he had not made a positive statement before asking a
question, the conversation would have gone in the following manner.
Imagine a scenario – a customer walks into a furniture store:
 
Salesperson: ‘How may I help you today?’
Prospect: ‘I’m just looking around.’
Salesperson: ‘What kind of furniture are you looking for?’
Prospect: ‘I am not sure, probably contemporary furniture?’
Salesperson: ‘Which room are you looking for?’
Prospect: ‘The living room.’
Salesperson: ‘What is the size of your living room?’



If you notice in the above scenario the salesperson has just been
asking questions one after the other, without making any positive
statement, hence it becomes interrogative. Of course, the tone is
important.

Many times you may have noticed that, at a social get together,
you meet someone for the first time in your life and they start asking
questions in a manner which becomes offensive. For example:
 

What’s your name?
Where do you live?
What kind of work do you do?
What’s your turnover?
What’s your income?

As a listener, what’s the first thing that comes to mind? ‘Who are you
and why don’t you mind your own business?’ What makes this
offensive is that you feel as if you are being interrogated.

Supposing the conversation went in the following manner, it
would be far more polite, courteous and open without being
offensive. For example:
 

1. My name is Shiv Khera, what’s yours? He says: I am so and so.
2. I live in New Jersey. Where do you live? I live in New York.
3. I am a consultant. What business are you in? I am an engineer.

If you notice, in all these three questions, before asking, I made a
disclosure statement. Did I give any confidential information? Was
there anything secret? No. My disclosure before the question showed
openness and transparency. The other person does not feel threatened
as to why he is being asked questions and willingly offers
information.

In conclusion, questioning is a tool and if properly used can be a
great asset. If not, it can give a lot of heartache. Hence, some



important rules for questioning are:
 

1. Tone – keep it pleasant, polite, and courteous. Too soft might
show timidity. Too loud might show aggressiveness or rudeness.
A positive thing said in a negative manner has a negative
meaning. A positive thing should be said in a positive manner.

2. Body language should be positive.
3. Make it a two-way conversation rather than a Q&A session.
4. As a matter of policy, the salesperson should take permission

before asking questions by using these words, ‘In order to suggest
to you the right solutions, do you mind if I ask you a few questions?’

The person who knows how to question tactfully, always leads and
directs the conversation and is in control, besides gathering
information and establishing credibility. When a prospect asks, ‘What
is the comparative advantage of buying your product over others?’ A good
professional would say something to the effect (in order to bring up
the advantage), ‘May I ask how familiar you are with our product?’ In
most cases, chances are that the prospect may not be familiar with the
product. In a situation like this, how can you even start answering the
question unless you ask a question? Every question should lead us to
the next base or step in the process of selling. If it does not, re-evaluate
your question, you may need to change it. In case the sales
professional is not clear about something, rather than saying, ‘I am
unclear or confused’, one can say – ‘Just to clarify my thinking, could you
please elaborate’ ______.

THE POWER OF SILENCE

Whenever you ask a question, wait for an answer. Some people
become nervous when there is a silence. Their lack of confidence
makes the silence uncomfortable. That nervousness makes them break
the silence and they jump in and break the pressure on the prospect.



Silence can be a very effective way of communication; especially after
asking a good question – it puts tremendous pressure on the prospect
to reply.

POWER OF LISTENING

After you ask a question, it is crucial to listen actively and very
carefully, both to what is being said and what is not being said. We
need to observe both verbal and non-verbal communication.

We need to listen and observe both words and feelings. Listening
gives clues to the salesperson to steer his presentation in the right
direction. Listening identifies needs and wants and also identifies hot
buttons. It also gives clues to objections and to the skillful professional
this is a tremendous advantage in helping him close the sale.

DON’T SELL, BUT HELP THE CUSTOMER TO BUY

I once heard a sales trainer narrate the following story, which was
possibly a scene on a television talk show.

The talk show host asked the sales trainer, ‘If you are so good at
selling and have trained so many people, then why don’t you sell
something to me right now?’

The sales trainer asked, ‘What would you really like to buy?’ There
was a pen lying on the table, so the man said, ‘Sell me this pen.’

The trainer asked, ‘Why would you want to have that pen?’ The man
said, ‘How can I function without a pen and besides, this one writes
nicely too.’

The trainer then asked, ‘Why else would you like to have this pen?’

The man replied, ‘It is branded, it will give me prestige, aesthetically it
looks nice and these are good enough reasons.’



The trainer asked, ‘What do you think this pen is worth?’

The man said, ‘I would say somewhere about $35. It’s worth about $35.’

The sales trainer said, ‘Well, in that case I will let you own it for $35!’

Just analyze the above transaction. Who sold what to whom? In fact,
the buyer really bought the product, but the sales professional was in
control because he directed the entire conversation by asking the right
questions. This is a great example of good professional selling. In
other words, the buyer sold himself.



18 Listening is Caring

CARDINAL RULE

A GOOD COMMUNICATOR IS A GREAT LISTENER.



 
 
In communication, there are two elements involved: giving and
receiving information. Both are important, but listening is a little more
important because it shows a caring attitude and it makes the other
person feel significant, which in turn makes them more receptive to
your ideas. Does it motivate them? The answer is YES.

Selling is asking pertinent questions, fact-finding, getting
information, LISTENING VERY CAREFULLY and then offering
solutions. Ninety per cent of the solution lies in properly identifying
the problem. Selling is about problem-solving. Problems can only be
uncovered and accurately identified if one listens carefully.

LISTENING VERSUS HEARING

There is a difference between listening and hearing. Listening is
active, hearing is passive. Listening is emotional, hearing is physical.
Active listening takes this a step further and goes beyond just the
spoken words to looking for hidden messages and recognizing
feelings.

A man comes home from work and switches on the T.V. The
children want to talk to their father. He says, ‘Go ahead, I am listening’
and he keeps switching channels. After the kids said what they had to,
there was no response except a blank and then he asks, ‘What did you
say?’ He has heard their voices but not really listened to what they
said.

CREATING A POSITIVE ENVIRONMENT

1. While listening, avoid creating distractions such as playing with a
pen or the paper weight or tapping your fingers. It creates
competition for your mind.

2. Most people do not communicate they simply take turns talking.
While one is speaking, what is the listener doing in reality? He is



thinking of what he has to say next. When the speaker becomes
the listener, he does the same thing. Both are speaking, nobody is
listening. So, slow down, listen to the prospect, and collect your
thoughts before responding. The more prepared you are, the
better you will be at responding. Remember, two monologues do
not make a dialogue.

3. Don’t interrupt. It is bad manners and even if you think you
know what the other person is about to say, you might be making
a wrong assumption.

4. Acknowledge and encourage the other person by nodding your
head, smiling and occasionally saying ‘yes’ or something to that
effect. Recognize and acknowledge others’ feelings.

5. Maintain eye contact, without staring at the other person. Don’t
keep looking around the room or outside as that makes the other
person wary.

6. Give a warm smile, that shows interest.
7. Ask questions to clarify and make notes.
8. Rephrase and paraphrase to show that you understand.
9. Don’t finish the other person’s sentence. Show respect.

10. Keep the conversation focussed and to the point.
11. Don’t behave as if you know it all.
12. Don’t act as if by listening you are doing them a favor.

EVALUATE THE COMMUNICATION

Take a short time-out in the middle of a discussion to reflect on how
things are progressing. Sometimes, the subconscious mind needs a
little time to process information to think of new ideas. You can
excuse yourself politely and speak to a colleague. This needs to be
done very carefully to ensure that it doesn’t offend the prospect. One
can say something like, ‘With your permission can I just take a break
for two minutes to get fresh air?’ Analyze the above scenario. Do you
have to give reasons for wanting to get some fresh air? The answer is



no. The tone and the words used, put together with the non-verbal
body language would determine your politeness. By the way, this is
not uncommon, especially at the time of major negotiations. This little
break would give you time to ask yourself the following questions:
Are you doing most of the talking? Have you understood what the
customer wants? Are you being cool, calm and collected? What can
you tell from the buyer’s non-verbal language?

Active listening will give you clues and help you identify buying
motives. For example, an unsure body language generally brings out a
verbal objection. Generally, sitting or standing crossarmed represents
that the person is either holding back or resisting in some manner. A
positive body language is a signal of encouragement.

How do you encourage a prospect to speak and to share more
information? A good salesperson should speak less and listen more.
He should listen very attentively and actively to what is said and what
is unsaid by analyzing both the verbal and nonverbal. A prospect will
only speak if he feels comfortable and is encouraged by the
salesperson through his questioning technique and his positive
intervention, with remarks such as:
 

1. ‘That sounds very interesting.’
2. ‘Can you elaborate a little more?’
3. ‘Great timing!’

The salesperson should be smiling and nodding as this shows
acknowledgement and encourages the other person to speak. Another
way to get the prospect to talk is to rephrase or paraphrase the
feedback. While doing this, the salesperson should use some key
words mentioned by the prospect, as it shows connection. It also
reconfirms that your interpretation is in line with his thinking. This is
how the salesperson should bring it up:
 

1. ‘Mr Prospect, just to clarify my thinking, does this reflect what



you meant...?’
2. ‘Mr Prospect, just to reconfirm...’

BARRIERS TO EFFECTIVE COMMUNICATION

There are three broad categories of barriers – physical, emotional and
intellectual.

Physical – Barriers such as noise distraction, doodling, drumming
with fingers or playing with a pen/paperweight, a non-conducive
environment, constant disturbance or not maintaining eye-contact. Do
you maintain appropriate distance between you and the prospect to
create warmth and avoid discomfort? Physical barriers could also
include ill health, tiredness, etc.

Emotional – Emotions reflect connection or disconnection without
saying anything. Have you been to a social event where you noticed
several people enjoying, laughing and having fun till one person
walks in and there is a pin-drop silence. The reverse is also true.
Everybody in the room is lukewarm and one person walks in and
brightens the place. Seek to build empathy and trust by observing
your verbal and non-verbal communications and show the prospect
that you are connected and that you believe he is important and
respected.

Intellectual – “What you say, I will evaluate, and what I say, you will
evaluate”. Based on this interpretation, we accept or reject. A bad
presentation would lead to intellectual rejection. Use everyday spoken
language that buyers understand. Seek to build rapport and influence
through layering of positive actions and agreements. As you achieve
this, the prospect will increasingly feel that you are a credible
professional.

Ego Barrier – Have you ever been in a conversation where no matter



what you say, the other person either contradicts you or betters on
what you said? No matter what you say, they are permanently on the
other side, or they have something better to add. The spirit of
communication seems argumentative. It seems they have an
instinctive compulsion to be on the opposite side.

For example: If you say, ‘I think it is too hot today.’
The other person will say, ‘I don’t think so. I think it is pleasant

today.’
And if you said the reverse, ‘I think it is pleasant today,’ you can

predict the response of the other person.
He would say, ‘I think it is hot/cold today.’ Are these

contradictions just coincidental? I don’t think so. I think it is habitual
and part of a person’s personality.

The process of selling needs openness and coming together on
sharing needs, thoughts and feelings. Disagreements increase the risk
of losing the sale. This means that agreements increase the probability
of sales. In fact, every agreement results in both sides feeling good.
Disagreements put people on a defensive or confrontational position
and many times the transparency disappears. Disagreements or
argumentative behavior also reflect that you have a need to show that
you are in control. Perhaps, it is a need to satisfy a deprived ego.

One-upmanship comes out of insecurity or low self-esteem. The
need to show yourself as superior also comes for the same reason. It is
something you see not only in schools or colleges but in offices too –
the attitude that ‘mine is better than yours’ or that ‘I am better than
you’. This is a common phenomenon in social life too. This behavior,
instead of bringing people closer, pushes them apart. A person who is
insecure feels superior when he makes the other person feel inferior.
They belittle or reduce the importance of another person’s
contribution to one of insignificance. People who are secure,
appreciate and build other people’s self-esteem. These are the people
who listen well and then respond appropriately.



Discourteous and ill-mannered behavior can also manifest as a
big barrier to effective communication. Example, 1) Constant
interruptions. 2) Not letting the other person complete a sentence. 3)
Finishing the sentence of the other person.

BAD TIMING

Before making a presentation, always check the receptivity of the
other person. Do not start your presentation when the prospect is pre-
occupied. There are times when a prospect is pre-occupied with many
other things and is unable to concentrate while listening to a
presentation. It is much better not to make a presentation at that time.
The better thing is to reschedule the appointment or break the
preoccupation without offending the other person. Preoccupation
could also be because of impatience. Your client is running late for an
appointment or has to catch a flight. Would it be advisable to make a
presentation at that time? Do you think he would be listening to you?
The answer, obviously, is no.

Unfortunately, many salespeople do not recognize or realize that
they are imposing themselves on the other person.

The cardinal rule is never to make a presentation till you have the
prospect’s undivided attention. Why? If he is not listening then why
should you make the presentation, he may keep nodding and you
think he is agreeing with you but he is not even interested. If you do
this, do you think you would end up closing the sale? The answer is
no.

DON’T LET YOUR TONGUE CUT YOUR THROAT BY
SPEAKING TOO MUCH

Some people are good talkers – their talking ability helps them make a
sale. But they don’t know when to stop. They talk too much. Then,
they talk themselves out of the sale. Their (talking ability) strength got
them in. When over-extended, it became a weakness. Giving too much



information right at the beginning of the presentation can confuse the
prospect and lead to a lost opportunity. Communication should be
clear, concise and done with confidence. A casual sentence to start a
conversation or the process of building rapport should not end up in a
socializing session:
 

Remember the actual purpose of the visit
You are wasting your time and that of the prospect
Your prospect could get irritated or he may find you entertaining
and pleasant but unprofessional

The ability to think and make good judgments is crucial. It means we
need to know and trust ourselves to be able to say the right thing at
the right time and in the right manner. Developing an instinct and
good judgment comes from experience. Your strengths can get you
into a sales discussion, but over-extended they can become a liability.

HOW MUCH INFORMATION SHOULD YOU GIVE TO YOUR
PROSPECT?

Do you want to make your prospect an expert in your product? The
answer is: no, of course not. You have put a lot of time and effort in
learning your trade. You are not looking to transfer all your
knowledge to your client. Why should you?

A sales professional’s job is to educate the prospect only enough
to help him make an intelligent or an informed decision. Giving too
much information is another barrier in sales. Keep in mind that
making a presentation is like performing on the stage. You are looking
for a standing ovation, which is the measure of the quality of your
performance. In a sales scenario, the measure of your performance is
the prospect’s decision to purchase.

It is the obligation of a salesperson to make sure that the
prospect’s time is well utilized. The prospect has done you a favor by



granting you his valuable time. It is, therefore, your obligation to
make sense.

TAKING NOTES

I would like to elaborate on why taking written notes is important. It
shows seriousness and that you are not relying just on memory alone.
The non-caring person hears eight or ten points and thinks he will be
able to recall and address all of the issues. It is only human that we
may remember most and forget a few. Hence, what have we done? An
incomplete job. Just analyze the above. Does this happen? Do people
behave like this? The answer is yes. What kind of attitude does it
show? In my opinion, an unprofessional and non-caring attitude. A
caring person would ensure that he takes written notes very carefully
and in great detail. Before leaving, he would summarise and
reconfirm that he has not missed out anything. That shows
professionalism. To me, dealing with people who do not take detailed
and careful notes always causes discomfort and raises doubts on their
intent and willingness to deliver.

Staying in control the entire time during your sales presentation
is crucial. Effective communication will keep you in the driver’s seat.



19
Positive Communication for
Selling

CARDINAL RULE

ALWAYS START A RELATIONSHIP ON A POSITIVE
NOTE. FIND AS MANY AREAS OF AGREEMENT AS

EARLY AS POSSIBLE.



 

COMMUNICATION

The big barrier in selling is the communication barrier. The biggest
communication barrier is the difference in the perceptions of the
buyer and the salesperson. If the salesperson has good persuasion
skills then he can make the buyer perceive things his way. Persuasion
is defined as the ability to influence or change a person’s belief
system.

In order to do his job with integrity and authenticity, a good
salesperson needs to be very clear about:
 

1. His values – what he would or would not do
2. Commitment to the customers
3. Product knowledge
4. Policies and procedures

A lack of knowledge and commitment can result in
miscommunication. We communicate all the time either through
words, silence or through actions.

NON-VERBAL COMMUNICATION

A professional must become aware of both verbal and non-verbal
communication. Dr. Albert Mehrabian did a study and came to the
conclusion that fifty-five per cent of our communication is non-verbal,
thirty-eight per cent is the tone of voice and only seven per cent is
verbal. Guess which one we give the most importance to – verbal.

The salesperson should listen to words and feelings and observe
if there is a congruence or mismatch in the verbal and non-verbal
communication. Whenever there is a contradiction between verbal
and non-verbal, which one should we believe? The answer is ‘non-
verbal’, because the non-verbal is a reflex action arising from the



subconscious. The communicator is not aware that it is happening. For
instance, the communicator may be saying, ‘I’m very interested in what
you are saying,’ but at the same time is looking at his watch, the ceiling
fan or doing something else. Is he really interested? Does the non-
verbal show interest and attentiveness in this case? Certainly not.

Openness and acceptance can be communicated through positive
body language. Resistance and rejection can also be communicated
with disagreeable body language. Non-verbal communication
comprises of posture, gestures, hand movements, eye contact and
facial expressions.

Some common examples of body language to look out for:
 

1. A prospect sitting with crossed arms or crossed legs shows lack
of openness.

2. Leaning forward shows interest.
3. Facial expressions can also reveal buying or rejection signals.

Our non-verbal behavior or body language is driven by our
subconscious which reveals our thought process. For example:
 

1. Eye contact –
a. Staring directly at your prospect could be taken as a sign of

arrogance, aggression or rudeness. Having shifty eyes can
communicate uneasiness or cunningness. Gazing at the ceiling
or the fan shows a lack of interest or a noncaring attitude.

b. Comfortable eye contact establishes trust, builds confidence
and reflects sincerity.

2. Posture – Don’t slouch or lean back. This can be interpreted as a
lack of attentiveness or disinterest.

3. Body movements – Jerky movements show edginess and
nervousness or even a lack of confidence.

4. Gestures – Yawning, playing with a pen or doodling, all indicate
indifference.



5. Facial expressions – Stiff or uptight expressions or smiling
sarcastically gives a negative impression.

6. Overall grooming – Professional appearance. You find
professionals wear clothes that are not too trendy. They dress
conservatively. A financial planner or banker would generally
come in a formal suit or if it is too hot for the jacket, he would
come in formal trousers, shirt and tie. He would not be dressed in
jeans and sports shoes.

Be observant about body language. It will save you time and increase
your chances of closing a sale.

VERBAL

When dealing with another person, one’s tone should be pleasant and
the pace of speech should be moderate – not too fast and not too slow.

Good sales professionals use words that are specific in order to
ensure that they are transferring the same picture into the prospect’s
mind, resulting in clarity of communication. Hence abstain from using
vague words that have multiple meanings such as:
 

Almost always
Occasionally
Regularly
Frequently
Sometimes, and
Seldom

All these words are non-committal, unspecific and raise doubt. They
create suspicion and hesitation in the mind of the buyer. Be careful of
how you phrase your sentences, for example:
 

1. ‘My investment is lower,’ or ‘You could probably save more.’
Both these statements are non-specific. We need to clarify how



much lower and how much saving exists.
2. ‘This polish can help you clean your home faster,’ or ‘This polish

could save you time and allow you to use your time more
productively.’
How much faster?

All these words are confusing and end up creating doubt in the
buyer’s mind because the same words mean different things to
different people, which becomes an obstacle in closing a sale. Clarify
vague statements that could have multiple meanings. For example: It
costs too much. This could mean many things, such as:
 

1. I don’t have that much money.
2. This is not worth the price.
3. It is more expensive as compared to your competitors.

This one statement could mean anything. In order to be able to answer
effectively, the salesperson needs to clarify by asking questions
tactfully or through carefully worded sentences. For example:
 

1. ‘Is this your major concern?’
2. ‘What are your other concerns?’
3. ‘You just mentioned... but somehow I get a feeling you seem to be

a little uncomfortable with... could I request you to share your
thoughts/feelings with me...?’

WHAT ARE BUYING SIGNALS?

Buying signals can be both verbal and/or non-verbal. Recognizing
buying signals is crucial to closing a sale. At times, there are
opportunities to get a commitment for a sale. Be sensitive to the clues.
When you recognize the buying signals, that’s the time you may want
to cut down your presentation and go for the close. Make the
transition carefully and don’t be abrupt. A good way of transitioning



is to summarize the benefits (not more than three benefits at a time).
Then start the paperwork.

VERBAL BUYING SIGNALS

The prospect starts asking you questions such as:
 

Can I pay for this monthly?
Can this vacuum cleaner clean the curtains also?
How much will it cost?
When can I have the delivery?
Can I have it delivered on Saturday morning?
What kind of warranty/guarantee do you have?
Do you have any annual maintenance contract?
Can you show it to me again?
Can you demonstrate it one more time?
What kind of credit facilities do you give?
Do you have any instalment plans?
How many colors does it come in?
Can I try it one more time?

Positive buying signals are like green lights for you to go ahead, and
the opposite is just as true. Negative buying signals are your stop
signs, which mean the prospect is telling you, ‘I am not convinced
yet.’

WHAT ARE REJECTION SIGNALS?

Many times the prospect may not want to say ‘no’ directly, hence they
may find alternate ways to express the rejection in a polite manner.
Some rejections may be for genuine reasons. For instance, if he is
genuinely over-stocked, then it stands to reason that he has no space
to put the merchandise even if you give it for free. ‘I want to think it
over’ is often a polite way of saying, ‘I am not interested.’



VERBAL REJECTION SIGNALS

1. This doesn’t seem to be more reliable than my current system.
2. Can you leave the information and I will call you later?
3. I don’t have any warehousing capacity for this merchandize.
4. I am sure your price will be the same a year from now.
5. I want to think it over.

A sudden change in behavior or body language may reflect a change
in attitude – a non-verbal rejection. Whenever a good sales
professional sees or hears rejection signals he realizes that there is a
lack of interest from the prospect and he needs to take a decision
either to resell, reschedule or remove himself from in front of the
prospect. One needs to be sensitive to both verbal and non-verbal
signs. Upon observing rejection signals, a salesperson could say
something to the effect:
 

1. ‘Mr Prospect, it seems that something is disturbing you. Could I
request you to share it with me?’

2. ‘Inadvertently, if I have made any mistake, I seek forgiveness.’
3. ‘I apologize, but could you share your concerns?’

A good sales professional is like the driver of a car. He sees the traffic
signal and understands that when it is a red light, it’s time to stop.
When it is green, it’s time to go. A sharp salesperson needs to
recognize buying and rejection signals depending on whether they are
red, yellow or green.

DON’T USE JARGON

Use layman’s language or commonly used words. When you go to
buy a computer, notice how often you’ll walk away from a shop after
a salesperson has bombarded you with a lot of technical information,
and you’re left more confused. A salesperson may ask how many



megabytes or gigabytes you want in a storage device. Only a
techsavvy consumer can understand this. The prospect may not
understand this and he only needs to know if it can store 2,000 A4 size
pages. Don’t use jargon unless you are speaking to someone in your
own profession.

WORDS THAT CREATE OBJECTIONS OR RESISTANCE

Prevent objections by choosing your words carefully:
 

1. Replace words like ‘buy/sell’ with ‘own.’ For example, ‘After you
own this product...’ Nobody likes to be sold something as it
implies a lack of control. Ownership gives control and pride.

2. Don’t use the word ‘sign’. Replace it with, ‘Can you confirm this
order?’

3. Avoid the word ‘contract’. People are afraid of this word as they
do not know what they are getting into. They feel as if they’ll
need to bring a lawyer into the discussions. Replace it with, ‘Let’s
get the formalities/ paperwork/ agreement out of the way.’

4. Do not use words like ‘price/payment/money/pay/ cash/ cost.’
Replace them with the word ‘investment’. For example, rather
than saying ‘after you pay’ or ‘your cost will be so much,’ you can
say ‘your one time/monthly investment would be X’. Why? This
is because words like price, payment and cost imply a loss – an
out-of-pocket, ‘gone forever’ feeling. On the other hand,
‘investment’ implies that the person is getting something back in
return and the truth is they are. Everybody wants to be an
investor. There is pride in being an investor. Who wants to be a
payer?

5. The one phrase which I use regularly and which I have found to
bring about positive feelings and progress in a discussion is: ‘Let
me share with you some information that has been helpful to
many people such as yourself.’ Isn’t this better than simply



saying, ‘Let me tell you about my product’?

DO NOT USE PHRASES AND QUESTIONS THAT ARE
HARMFUL, SUCH AS

I will try to/I hope to
Maybe/It should be
Perhaps/Probably
That could happen/It sounds right
We can’t
Only important or major clients are entitled
You don’t qualify
That’s not my department
I don’t handle that
That’s not my responsibility
Do you understand?
Let me tell you
When will you decide?
When will you make up your mind?
What’s your problem?
If you don’t decide, you will miss out
Shouldn’t you be doing...
I think so

All these words can have a negative effect. The above phrases should
not be used because they either create doubt or sound offensive. On
the other hand, positive words are encouraging, supportive and
demonstrate care and graciousness. Here are a few words that I have
found to be powerful and have helped open doors for me. Even
though they’re common words, they convey a positive message and
help in selling.

POSITIVE COMMUNICATION FOR SELLING



PHRASES AND QUESTIONS THAT ARE HELPFUL

How do you feel about...?
What do you think about? How about considering this?
Let’s face it...
Together I am sure we can...
Were you aware of?
May I ask for your help?
I am sure you would not want to gamble with...
Could I request you to clarify...
What’s your opinion about...?
I suggest...or may I suggest...?
In my opinion...
What do you feel is the best way?
We’re sure that we can...
What is your first priority?
Would you be comfortable with...



20 Uncovering the Need

CARDINAL RULE

PEOPLE BUY PERCEPTION, NOT PRICE. MAKE SURE
THAT YOUR PRODUCT MEETS THEIR

EXPECTATION IN ORDER TO GET REPEAT
BUSINESS.



 

THERE ARE TWO KINDS OF NEEDS – VISIBLE AND INVISIBLE

The visible need is where the prospect is aware of the pain or the
problem and actively responds to or takes action, without somebody
prompting him. He has a sense of urgency and is proactive into his
buying activity. These needs are like food, clothing and shelter. They
are necessities. Buyers take initiative, go out and purchase them. Price
may not be a consideration.

Pretty much all over the world, people go out to grocery shops
and purchase. Supermarkets are stacked up with food items. Buyers
keep taking things from the shelves and keep filling their trolleys and
go to the cash counter, where it is all scanned and the money is paid.
In the entire process, there was no sales person involved.

The invisible need is where the prospect has to be made aware of
the gain in owning and the pain of not having. When we talk of the
profession of selling, we refer to the market segment of the invisible
need. This represents the majority of the market segment and an
opportunity for the selling profession.

I estimate that the market share of visible needs runs in single
digits but for the invisible needs it’s infinite. In my career of selling life
insurance, I don’t think I have ever got a call from any prospect
saying, ‘Please come and sell me life insurance because I need it.’ That
means almost 100 per cent of the output comes from invisible needs.
What could possibly be the cause for invisible needs? Why don’t
people recognize the needs that do exist?
 

Complacence – People resist change; if it is not broken, don’t fix
it. They wait for something to break and then their need turns
from invisible to visible. That’s the person who waits for a
disaster or an emergency and then develops the urgency to
manage it.



Indifference – The ‘who cares,’ ‘it’s not my job,’ ‘no feeling of
belonging,’ ‘I only work here,’ ‘Everybody knows of the
problem,’ attitude. If everyone knows the problem, then how can
I be accountable? This is a non-caring attitude.
Ignorance – The prospect does not know that he does not know.
He needs to be educated.

The moment a good sales professional can address any of these issues,
he brings urgency into the buyer’s mind to buy now and not later.
This explains how to handle a buyer’s specific objection: ‘What’s the
urgency? I will do it later.’ The process of education or providing
relevant information helps transform the invisible need into a visible
one. It changes the buyer’s behavior from being reactive to proactive.
A prospect cannot take advantage of a solution of which he is not
aware. A good sales professional brings to surface the loss from
waiting. Salespeople who are looking for visible needs invariably fail
in the profession.

For example, a water-purifier salesperson, John, was literally
going out of business, whereas his competitor Steve had so much
business that he could not handle. This is because John’s approach
was to look for people with visible needs and his opening
presentation was something like, ‘I am with XYZ Company and we sell
water filters, do you need one?’ The obvious answer is ‘no’, but Steve’s
approach was totally different and as follows:
 
Steve: ‘Mr Prospect, my name is Steve. I am with XYZ Water Filter

Company. Are you aware that water-borne diseases in your
neighbourhood have gone up by almost 100% in the last twelve
months?

Prospect: ‘Really? I am not aware of that.’
Steve: ‘Unfortunately, in the last thirty days, there have been close to

ten cases in your neighborhood. I am here to provide information
as to how you could protect your family from such water-borne



diseases. May I come in?’
Prospect: ‘Of course.’
Steve: ‘Mr Prospect, for the next thirty days we are offering a

complimentary water analysis report to those who are concerned
about the well-being of their family, without any obligation to buy
anything. We shall send our technician to take a water sample,
give you a report, identify areas of risks, and ensure that your
family is drinking safe water.’

Based on the above conversation, Steve was able to set up
appointments one after the other for complimentary analysis.

Interestingly, when the report came, all items that were
hazardous, were marked in red, explaining the health hazard. While
the prospect read the report, Steve sat silently. What is going through
the prospect’s mind: 1) How can I get rid of this problem? 2) What
will it cost? With these two questions in mind, most of the time, guess
who closes the sale? Obviously the buyer. Steve got an opportunity to
identify an invisible need. With every presentation that Steve made,
he could point out to the prospect the diseases that could cause
trouble to the family.

Hence, he created an urgency to remedy the situation and the
buyer invariably ended up asking, ‘How soon can you correct the
situation and how much will it cost?’

Analyze the difference between Steve and John’s approach. Steve
was able to successfully uncover the need, show the urgency (cost of
waiting or potential pain from waiting), provide the solution and close
the sale. It was a win-win situation. Whereas John was not really
selling, he was waiting for somebody to buy from him. In other
words, he really is not in the profession of selling. He is an order-
taker. Steve always looked at himself as someone providing a valuable
service to society. Steve never created the problem. He did not create a
need for water filters. It was already there. He just uncovered it and
made the prospect aware of both the need and urgency to act, which



enabled the buyer to take an educated decision. If you further analyze
Steve’s approach, he was not selling water filters but providing good
health, stress-free living and a better quality of life. The same principle
applies for all products, no matter what we sell.

While selling life insurance, very often I was asked, ‘Why do I need
any life insurance? I am not dying anytime soon. I am in good health and I
don’t need life insurance.’ What they did not realize is that if they are
not in good health, they will not get any life insurance. They had to be
made aware that life insurance was like a life jacket. If they didn’t
have it, they would never need it. Sometimes, we are told, ‘Our
revenues are down, hence we don’t need any sales training.’ They
don’t realize the invisible need. If their salespeople were skillful, their
sales would go up. These are clear examples of uncovering invisible
needs. The example of the vacuum cleaner salesman given earlier in
this book is a clear example of a salesman uncovering an invisible
need.



21 Features and Benefits

CARDINAL RULE

A CUSTOMER IS INTERESTED IN THE BENEFITS OF
THE PRODUCT AND NOT IN THE FEATURES.



 

TURNING A FEATURE INTO A BENEFIT – ‘WHAT IT MEANS TO
YOU IS...’

The biggest mistake that most salespeople make is that they take their
product with a bag full of literature, overwhelm the prospect and start
talking about the features. These people are peddling, not selling. A
professional knows how to sell a benefit or how to convert a feature
into a benefit.

This phrase is very important: ‘What it means to you is...’ A
feature is stated and what it means to the prospect is mentioned in the
form of benefits.

For example:

1. The car’s tyre size is X or this car is equipped with power brakes
and ABS. ‘What it means to you is that when you are driving on
the highway it will give you tremendous safety.’ Here, the
salesperson is giving the benefit of safety.

2. When he talks of upholstery or heavy-duty shock absorbers, he
says, ‘What it means to you is a comfortable drive and when you
get out of the car, you will feel fresh.’

3. Untrained computer salespeople sell the technicalities which
people often don’t understand. More sales would have taken
place if they just told the potential customer how the additional
speed translates into a saving for him. ‘The thirty per cent faster
speed means twenty per cent saving, which means an additional
profit of five per cent, a result of greater output for the same cost.’

4. A good sales professional selling trousers asks a customer, ‘Do
you travel quite a bit? If so, this trouser is wrinkle-free. What this
means to you is that even after a whole day of travel, it will
remain uncreased and it will appear as if you are wearing a fresh
pair.’



5. Stock brokers/real estate agents help people make money. (At
least, so they claim.)

6. Insurance agents provide savings and security.
7. A faster new photocopier saves time, increases productivity/

profitability and cuts cost.
8. Purchasing a luxury sedan gives pleasure, prestige and peace of

mind.

Examples of features are: shape, size, color, delivery, benchmarks,
standards, contents, specifications, packaging, etc. Features describe a
product. They don’t explain a benefit. Speed is a feature, time and
money-saving are benefits. Customers always buy ‘perceived value’.
They never buy features or price. They buy benefits.

Some examples of features and benefits are as follows:
 

Feature
Strong/Strength Durable
Speed Big
Small Good quality
Accurate/Accuracy Prompt delivery
Latest technology Online service
Over the phone service Less power consumption

Gain Benefit/Avoid Pain
Cost saving Safety/Security
Dependability/Reliability Save time
Make money Feel good
Comfort/Convenience Compact
Longer lasting Peace of mind
Prestige/Recognition Status symbol
Increase productivity Eliminate fear of loss



Convenience/Gives pleasure Gives health

A good sales professional will always tie the benefit to a specific need
of the customer which is called ‘personalization and value addition’.
The resulting positive advantage of a feature becomes a benefit. A
beautiful glass door is a feature. How do you translate it into a
benefit? It gives an open look. The visibility attracts people and
increases traffic resulting in increased sales and profitability goes up.

In today’s competitive world, most companies can match features
but the biggest differentiating factor is the people behind the
company, starting from the salesperson. The best company or product
will be rejected if the salesperson does not build a level of comfort in
the buyer. First, the potential customer buys the salesperson, then
the product and company.

There are only two motivating factors for people to buy:
 

1. Either to gain a profit or to avoid a loss.
2. Either to gain a pleasure or to avoid a pain.

These two can be further divided into increased productivity,
profitability, convenience, security, peace of mind, savings, status, etc.
Just as beauty lies in the eyes of the beholder, similarly, a benefit only
becomes a benefit when the customer perceives it as such. Lead-free
paint is a feature whereas good health or healthy living is a benefit.
 

Product/Service Gain Avoid

Life Insurance Peace of mind and security Disaster in case of untimely death

Multi-vitamins Good health Illness

Cosmetics Good looks Uncertainty as to how you look or smell

A BENEFIT OPENER – APPROACH



By way of another example, consider this case: ‘Mr Prospect, my name
is XYZ. I am calling from... would you have a minute to talk? We sent
you an invitation for a book launch – did you receive it? Either he
would say. ‘Yes I’ve received it and please block a seat for me,’ or ‘I
can’t recall.’ Mr. Prospect, since we have not received an RSVP, I am
calling to ensure that we hold a seat for you.’

Just analyze the above conversation. The sales professional brings
out the benefit and that the prospect should not lose out on an
opportunity. He did not ask or request the prospect to come and
attend. In other words, what is he doing? Is he selling a benefit to
provide a gain or avoid pain? At the same time, he made it easy for
the prospect to make a commitment to attend the launch. However, he
does not stop there. He ensures the prospect’s attendance by saying, ‘I
shall hold a seat for you and would request that you kindly make a
note in your calendar.’ Then a good professional would go one step
further – he would call up the prospect’s secretary, request her to
make a note in his calendar, and not only that, he would also send a
mail for confirming the same.

Does this guarantee that the prospect will be there? The answer is
no. Does it increase the probability of his being there – the answer is
YES.

REMEMBER

Always Sell the Sizzle, Not the Steak!



22 ABC of Selling

CARDINAL RULE

ALWAYS DO YOUR DUE DILIGENCE FOR
EVERYTHING IN LIFE.



 
 
ABC stands for ALWAYS BE CLOSING. It is a good philosophy to
practice, provided you have earned the right to close. What gives you
the right to close? Ask yourself, if you have established rapport, got
mutual agreement and acceptance on needs and solutions. Timing is
crucial.

Knowing when to close is like baking a cake. Taking it out too
soon could leave the cake uncooked and baking it too long could
burn it. In trying to close too soon or too late, you may lose out an
opportunity that you may never get again. Recognizing the most
appropriate timing to close is intuitive and comes from
experience.

SALES PRESENTATIONS

When a prospect asks a question, many times it may be a good idea to
rephrase and repeat the question. This is because:
 

It gives the salesperson time to think and fully understand the
question.
By rephrasing the question, he clarifies the real issue. By
crystallizing and reconfirming, it shows that he actually
understood the concern of the prospect.
If the prospect’s question does not carry substance and has some
level of irrelevance, chances are the prospect would recognize it
and probably withdraw the objection by saying, ‘Forget it.’

If the prospect asks, ‘How many colors does it come in?’ A good
professional would say, ‘It comes in three colors – red, blue and green
and blue happens to be the most desired and popular one. Which would



you prefer – the blue, the red or the green?’ Again, if you notice, it
ends by the salesperson asking for the order.

As another example, the prospect asks what size/capacity the product
comes in. Rather than just giving all the sizes, a good professional will
always end the answer with a trial close. For instance, ‘It comes in
small, medium, large and extra large. The medium and large sizes
account for eighty per cent of our business, which one would you
prefer the most?’ In case your prospect asks for something that you do
not offer or sell (any allied products), one can always say, ‘We do not
carry that product as part of our business, but we have a business
partner who does.’ You notice that the ending is not negative or ‘no’.
Do not make a false promise. If you do not have an allied partner, do
not lie. The right thing then would be to say, ‘I am sorry, we do not
carry that particular item, but here are some alternatives I can
suggest.’

Sometimes, a restaurant may run out of something from the
menu and if the customer asks for that particular item, a waiter
does not say, ‘Sorry, we ran out of this item,’ and stop; rather, he
says, ‘I am sorry we have run out of this item, but I could offer
you two other, very similar choices, which are our speciality.
Which one would you prefer, this or the other?’

Evaluate the conversation – is the server telling the truth? The answer
is yes. Should he have stopped after saying, ‘No, we have run out of
it’? The answer is no. By giving the customer an additional two
choices, is he doing something wrong? Is he being dishonest, or
manipulating them or forcing them to buy? No. By not giving an
additional choice to the customer is he doing his job right? No. Why?
Is he not depriving himself and his organization of a potential sale?
Yes. Similarly, does a salesperson have an obligation to (a) the



customer to offer the opportunity to make a positive choice, and (b)
his organization, by offering to sell in an honest manner by enhancing
the company’s sale? Is he doing the right job for his company? Yes.

A call came to our office asking for our book and the response
from one of the staff members was “Why don’t you check it out in
your neighborhood? The book is an international bestseller. I am sure
you’d find it.” And that was pretty much the end of the conversation.

What makes this interaction unprofessional?
The staff member did not even care to:

 
Take the name and contact number of the caller.
Find out whether he/she has a bookstore in their neighborhood.
Help them by offering to send the book immediately.
Try to find out the reason for non-availability in a tactful way.

It never occurred to him that he should get to the cause of the problem
in order to prevent such future happenings.

The above behavior shows:
 

Indifference.
Lack of responsibility.
Lack of integrity.
Lack of feeling of belonging.
Dishonesty towards both customer as well as the organisation.
No pride in performance.
Loss of revenue to the organization.
Most important, loss of goodwill of the organisation.

A good professional would have:
 

Noted the name, contact number and address of the caller.
Organized to send the book upon ensuring that the investment
shall be taken care of.



Offered the customer all other books and products.
Immediately informed his management about the situation.
Addressed the larger issue internally, and through the publishers,
to avoid such problems in the future everywhere.

The customer would have been satisfied, the company would have
made a sale and the salesperson would have done his job. It would
have ended up being a profitable transaction for all parties.

WHAT IF YOU DON’T HAVE THE ANSWER?

If the prospect asks a question that you don’t have an answer to, a
dishonest person tries to make up an answer to show how smart he is.
A good professional on the other hand only says:
 

1. ‘I don’t have the answer to this question, but if I have your
permission I will call up my office and get an answer for you
right now,’

2. ‘I will get back to you tomorrow evening by 5 p.m.’
3. A good professional would also ensure that he does get back

within the specified time regardless of the outcome.
4. A good salesperson would be specific, committed, and not say, ‘I

will get back to you as soon as possible or I will try to get the
answer for you. I should be able to get it in a day or two, or you
can call and check with me later.’ Such statements raise doubts,
and hence weaken the salesperson’s and their organization’s
position and credibility. Vague answers show indifference and a
lack of commitment.

A good professional always looks for an opportunity to build the
other person’s self-esteem. One simple and easy way is to give sincere
appreciation or a compliment to the prospect by saying something
like, ‘That’s a very good question,’ or ‘Thank you for asking,’ or ‘I am
glad you asked’. Secondly, the compliment must be sincere. Don’t



indulge in flattery as it is manipulative and people can see through it.
Caution: Once you say that that’s a good question, the next time

he asks another question, if you don’t say it is a good question, does it
mean it is a bad question? Do you always say, ‘That’s a good
question,’ each time after the prospect asks a question? The answer is
no. Be careful, be selective; use commonsense and be sincere.

Don’t oversell yourself, your product or your company. If you are
demonstrating a product, it is generally a good idea to always let the
customer use as many sensory factors as you can – such as touch,
taste, sight, feel, experience, smell. There is an old saying, “The proof
of the pudding is in the eating,” which stands true universally. That is
why many people give samples for touching and tasting. When the
prospect likes the sample then they want more of it. Be careful, give
only enough to give a taste for evaluation purposes, not to satisfy
hunger. It gives the prospect a level of comfort.

LOGISTICS

Always make an effort to have your prospect sit next to you rather
than opposite you. Generally, sitting opposite may subconsciously
appear conflicting or confrontational, but sitting next to the prospect
sends the message that we are both on the same team. It shows
togetherness. Preferably, have the client sit to your right, though it is
not crucial. This is why many executives have started having round
tables in their offices, rather than sitting across from each other.

UP-SELLING AND CROSS SELLING

Cross Sell means selling other items from your menu.
Up-Sell means increasing the ticket size of your sale. Cross Sell and
Up sell Optimize revenues from every sale.

When do you Cross Sell or Up Sell?
Cross Sell and Up sell can only take place once the buyer has

expressed his trust in you by making the first purchase. After the



seller has consolidated the first sale, then, it is his obligation to both
cross sell and up sell by providing increased benefits to the buyer by
offering the total menu of your products and optimizing revenue to
the organization.

Cross selling and up selling is not over selling.
Typically, many people call up our office asking for information

on the program, availability and price. Our sales executive finds out
more about the customer’s needs through skillful factfinding, for
which we have developed a questionnaire. After a person has enrolled
into one program, they are offered the same program for other
locations for their dealers/distributors/buyers/suppliers etc.

In order for professionals to maximize the revenue from a
customer, they need to understand the following, and in particular,
have this information on their fingertips and be able to articulate it
clearly as they are nearing the completion of a sale:
 

The relationship between different products that the company
sells. If a customer typically has a need for one, what else might
he be looking to buy at the same time or soon afterwards?
Can the additional products be sold without hurting the first sale?
Don’t assume that the customer knows your range of products.

Imagine if the customer buys only fifty per cent of what he could
have bought or needed, then you have undersold and done a
disservice to the buyer and your company. He may later think that
you have not done your job because you did not explain what he was
required to do, in order to complete the purchase.

Good professionals always need to think in terms of satisfying
customer’s needs and wants. One should ensure that the prospect is
entirely comfortable with the first purchase before offering the second
one. By extending the discussion onto other products, he might even
lose the first purchase.



CROSS SELL

Increase the ticket size of your sale, e.g., selling a superior model with
greater utility at a higher price.

This is where the sales professional seeks to sell a different, but
related product to the customer, alongside the first one. For example,
when training programs are held in five different locations, a good
professional would sell multiple locations by cross selling.

Another example of cross selling is:
 

‘You’re really going to enjoy this bike, Mr Prospect. It’ll enhance
your experience if you own a set of front/ rear lights and a safety
helmet. For a small investment of $23, you would want them
both, wouldn’t you?.

UP-SELLING

Increase the ticket size of your sale, e.g., selling a superior model with
greater utility at a higher price.

You go to a bank to open a current account. A good sales
professional, after opening the current account, would offer the bank’s
other services such as safety deposit box, savings account, fixed
deposit, etc. This is called up-selling.

Generally, the most appropriate time to cross sell or up-sell is
immediately after you have made your first sale. This is because your
credibility has been established and the additional advantage comes at
a very low incremental outlay.

Multiply your sales and create more win-win
successes by up-selling and cross selling.



23 Negotiation or Haggling

CARDINAL RULE

ALL GOOD TRANSACTIONS ARE BASED ON THE
PRINCIPLE OF WIN-WIN.



 
 
Generally, buyers try to get the best value for money. Hence, they
start by attempting to negotiate. There is a difference between
negotiation and haggling: negotiation is trying to arrive at a win-win
situation which comes down to finding a place where both parties
believe that they are getting good value for money, whereas haggling
ends up being perceived by both parties, as a losing proposition. It
results in discontentment and sour relationships. For all future
dealings both parties remain permanently on guard.

For example, in a car sale/purchase, the sticker price is the
starting point for both parties. The buyer asks, ‘What better can you do?’
and the seller says, ‘That is the best I can do.’ They are both testing each
other and now the process starts about who is going to melt first. The
buyer starts by either reducing the price or asking for accessories and
the seller wants to hold on, but gives in a little. The buyer haggles and
gets some more. The seller haggles and gives in a little more and
eventually they strike a bargain somewhere. After they have signed
the contract and the car is delivered, the buyer feels he could have
squeezed the seller a little more and the seller feels he gave away too
much. Both parties end up dissatisfied. This is lose-lose. If this is the
starting point, how long will this relationship last?

Once in Nigeria, I was doing a program for Lufthansa, which
happens to be one of my clients. While I was there, I went to a flea
market with my host to purchase some local handicrafts. He told me
that once I liked something I should tell him in his ear, without
pointing at the product. This way the vendor wouldn’t know that I
liked it and he could bargain on the price favourably. The
conversation went as follows:
 
Friend: Look, we are serious about buying this product. What is your

price?



Vendor: $100.
Friend: That is your price? Give me a better price. (No counter offer was

made.)
Vendor: $95.
Friend: Give me an even better price.
Vendor: $90.
Friend: No. Give me your best price.
Vendor: $85.
Friend: This is too much. I am serious about buying. Give me your best

price.
Vendor: $80.
Friend: Give me your last price.
Vendor: $80. I cannot come down any more.

At this point we started to walk away but the vendor called us back.
 
Vendor: Come back. I’ll give it to you for $75.
Friend: Give me your last price.
Vendor: I’ve already given you my last price. It is $75.
Friend: That was your last price. Now give me your last, last price. (No

counter offer was made up to this point.)
Vendor: Okay. Last and final price – $65.

(Before making any counter offer, he has already brought him down
thirty-five per cent.)
 
Friend: (Pulls out money.) Look, I am a serious buyer. If you are really

serious, give me your last and final price.
Vendor: $63.
Friend: That is too much. (Every time he asked him to lower his price,



without making any counter offer.) I will give you my last
price – $30. (He hands him $30.)

Vendor: Oh, what are you saying? You have just insulted me. Here is your
money. It is too low and I can’t sell it for that.

At this point, we started to walk away again. He called us back. The
haggling went on, the vendor asking for $63, came down to $45. My
friend offered him $35 and finally the deal was closed at $37.

When we left, we were all dissatisfied. We felt we could have got
it for less and the vendor felt he sold it for too little.

This is called haggling and peddling. This is not negotiation and
selling. The seller knows that haggling is a way of life and the buyer
knows that if he doesn’t haggle, he will be cheated. Both look to
outsmart each other. If your way of doing business is the same as in
the example above, you will keep looking for the next victim and the
buyer will keep looking for new sources. None of them can build
lasting relationships.

A good negotiation has some very clear ground rules. It starts
with:
 

1. Mutual respect
2. No interruptions
3. Handling one issue at a time
4. Coming to agreements on minor matters quickly
5. Starting to build on your points of agreement
6. Separating negotiable and non-negotiable items
7. Setting priorities

SOME TIPS ON NEGOTIATING

Observe the verbal and non-verbal language of the other party.
Your own verbal and non-verbal signals should reflect a positive
attitude.



Don’t argue. Avoid rude and loud behavior.
Be assertive not aggressive. Assertiveness means firmness with
politeness, while aggressiveness is firmness without politeness.
Use hard arguments with soft words, not soft arguments and
hard words.
Maintain eye contact without staring. Eye contact shows
confidence and trust whereas staring shows that you’re daring
and challenging.
Stay focussed on the topic, don’t go off-track. Keep asking
questions to uncover the real concern without being interrogative.
Don’t blame anyone because that makes the environment tense
immediately.
Avoid sarcasm.
Accept responsibility.
A good negotiation does not reveal your weakness.

For example, if you have to meet a quota by the end of the month,
don’t show your desperation or you might lose. During negotiation,
don’t make emotional decisions that you may have a problem
carrying out later.

A good sales professional realizes that his ability to persuade the
other person to his way of thinking, logically and emotionally, should
be used without offending. Someone once said, ‘He tells you go to hell
and you look forward to it.’



24 Objection Handling

CARDINAL RULE

THE GREATEST PRODUCT NEEDS A GOOD SALES
PERSON BUT AN ORDINARY PRODUCT NEEDS A
SALES PERSON WITH GOOD SKILL AND GREAT

WILL.



 
 
The buyer must feel comfortable that the purchase will benefit him
and/or his organization. A buyer is always anxious to avoid a wrong
or bad purchase which could end up in a loss of goodwill, time or
money. This doubt or lack of confidence brings out objections.

Rarely can you find sales taking place without objections. In fact,
objections help to close the sale because they point the salesperson in
the direction that is most important to the buyer. Handling an
objection is an integral part of the selling process. Objections are really
the response to the sales presentation. It shows us that the prospect
has been touched emotionally. Objections are not rejections and
should not be taken personally. Objections are only questions asking
for more information. We need to understand the purpose of an
objection and develop a system or process on how to respond to or
handle objections.

To a well-prepared professional, every objection is an
opportunity to close. Here a good professional’s persuasive skills
come into play and the real selling starts when the prospect gives
him an objection. Whenever a person gives an objection what he is
really saying is, ‘I am not satisfied... I am not convinced, try harder... give
me more information, or a compelling reason to buy.’ On hearing an
objection, a good professional feels encouraged because this is his
opportunity to convince and use his time-tested principles of selling.

Objections, by and large, fall into the following categories:
 

1. Unsure of the need or no need – ‘I am really not interested/ I
have no (perceived) need at all.’

2. No money – ‘It’s too expensive.’
3. Lack of incentive to buy now – ‘What’s the rush or urgency?’
4. Happy with the existing position – ‘I really don’t need to change

my suppliers.’
5. Don’t have the time, send me some information.



6. Lack of trust to buy from you/your company/your product – I
want to think it over.’

Objections are typically generated through a lack of information being
passed to the prospect; through misunderstanding or a lack of trust in
the salesperson/ product/company.

Some objections are really reflex actions and stereotyped
responses of buyers. Sometimes, potential customers do it on purpose,
to test the competence and character of the salesperson. If handled
properly, people buy and if not, then the prospect decides otherwise.

Many objections are the result of the way a salesperson conducts
himself. His verbal and non-verbal mannerisms have an impact on
either the generation or resolution of an objection.

Some objections come from the prospect, while others from the
salesperson’s conduct. Prospects can sense all of the following about a
salesperson:
 

(a) His belief in:
– Himself
– His products
– His company

(b) His attitude towards the prospect
(c) Whether he is commission-driven or service-driven.

The purpose of handling objections is to reduce resistance and address
concerns. There is a clear difference between objections, conditions
and excuses. Sometimes, a resistance is voiced and sometimes it’s not.
The worst kind of objection one has is the one that is not brought out
in the open, or hidden resistance – the one that actually prevents the
buyer from taking action, but which is not verbalized. Some hidden
objections may be:
 

The prospect may not be the decision-maker, but he doesn’t want



to let the salesperson know.
The prospect is somehow uncomfortable with the salesperson or
vendor.
The prospect doesn’t really know what he wants to buy as yet.

The most important thing is to find out the real objection. Don’t get
sidetracked by petty issues. You may win the battle but lose the war.
Whenever there is a hesitation from the prospect, it is very crucial to
understand what is going through his mind. One needs to probe
further, tactfully. Some examples of probing questions are:
 

What seems to be your concern?
What causes your concern?
Would you mind sharing your reservations?
Why do you feel that way?

While handling objections, don’t be defensive and start giving reasons
why they should buy your product. We need to learn to handle one
objection at a time. This puts the pressure back on the prospect.

Differentiate between an objection and a condition. When a
buyer raises an objection he is really saying, ‘I am not convinced
yet. If I get convinced, probably I will buy it.’ A condition is a
circumstance that cannot be changed and prevents the buyer from
making a purchase. No matter how good a salesperson I am, a
condition cannot be changed and so I cannot sell. If my seminar needs
an investment of $3,000 and if the prospect’s annual income is $6,000,
no matter how good a selling job I do, he is unlikely to buy, unless his
condition changes significantly.

A good professional should be prepared in advance to prevent
objections. In the early days of selling life insurance, when I used to go
out with my manager on a sales call, I would ask him what proposals
I needed to carry with us. His answer used to be, ‘Everything!’ His
reasoning was that when you are in front of a prospect and you



uncover a need but are unable to propose a solution to the problem or
end up giving an incomplete solution, what you have done is:
 

1. Prepared him, but left him unable to take a decision because of
incomplete information.

2. Missed out on a closing opportunity.
3. By not being able to close right on the spot, you have left an

opportunity for a competitor to come in and make a sale to your
hot prospect!

4. Put a doubt in the mind of the client about your competence.

A good professional gets as much information as he can about the
prospect in advance. He then goes prepared carrying with him
proposals, applications, order forms, and referrals/testimonials. By
proper planning and preempting, most objections can be prevented.

PRE-EMPT

Every time you make a presentation, there are one or two objections
that keep coming again and again. So, instead of waiting for the
prospect to raise these objections, a good sales professional pre-empts,
brings them up in advance and converts them into benefits. For
instance, if you know from experience that every sales call is getting
you an objection on price, instead of waiting for the objection that
your price is three per cent higher, a good professional would say, ‘Mr
Prospect, our initial investment for the machine is three per cent higher than
most other brands, but the running of this equipment would result in fifty
per cent saving within five years. Would you agree that a forty-seven per cent
return on your initial investment of three per cent differential would be a
good return?’

HANDLING OBJECTIONS

Steps to handle objections:



 
1. Confirm the objection
2. Isolate the objection
3. Empathize
4. Answer, respond or overcome the objection
5. Reconfirm the acceptance of your answer
6. Go for a trial close
7. Close

CLARIFY AND CONFIRM THE OBJECTION

Clarify to make sure you understand and answer the real objection
and not just the surface objections. Use phrases such as the following
to get the clarity:
 

‘Just to clarify my thinking.’
‘Let me make sure that I understand your concern.’
‘Just to make sure that I can make the right recommendations, is
this your concern...?’

After probing questions, one needs to listen very carefully. After that,
reconfirm and clarify if you understood correctly. For example, the
prospect says, ‘It is too expensive.’ The salesperson replies, ‘Could you
elaborate a little bit please?’

ISOLATE THE OBJECTION

Now, you want to find out if it is the real objection and if there is
anything else that will prevent the prospect from placing an order. A
sales professional would say:
 

‘Just to clarify my thinking, it is the speed of the machine that
concerns you, nothing else, am I right, sir?’
‘If it wasn’t for money or time, you would go along with this



machine, is that right, sir?’
If you answered the first objection and are ready to close, he will
bring the second objection. In order to be able to close effectively
one needs to bring out all objections in the open. This way, you
prevent any unpleasant surprises when the time comes to close.

EMPATHIZE

A degree of empathy with the prospect at this point can build a
rapport and create a common feeling that diffuses the prospect’s
objection. Empathy helps you to put yourself in the other person’s
shoes, and enhances the strength of the relationship.

ANSWER THE OBJECTION

In my experience a very effective way to handle objections is to use
the ‘feel, felt and found’ formula.

If the prospect says, ‘I cannot afford it’, evaluate if it is an
objection or a condition.

The reply can be ‘Mr Prospect, I can understand how you feel
(shows empathy). Some other clients felt that way too (the potential
client feels that he is not the only one) till they found that the
increased productivity far outweighed the investment. Now, which
one would you prefer, the red or blue?’

RECONFIRM THE ANSWER

Reconfirmation means that the objection has been answered
completely to the prospect’s satisfaction and he accepts it. This
process is to ensure that the same objection does not reappear later at
the time of closing.
 

‘Does that answer your question?’
‘Does that address your concern?’



‘Does that make you feel comfortable?’
‘Does that sound reasonable?’

TRIAL CLOSE AND CLOSING

Seize the moment now and go for the close. If you have answered the
objections of the prospect satisfactorily, then this is the right time to
close. Trial closes have been addressed in the previous chapter.

HANDLING SPECIFIC OBJECTIONS
Why The Urgency?

A potential buyer acts when he sees a gain from acting now versus a
loss by delaying action. When you understand that the prospect wants
your product, but hesitates to make the purchase now, the salesperson
can say:
 

‘Mr. Prospect, if we receive the investment ten days prior to the
dispatch of the equipment, you have an additional saving of
twenty per cent.’
‘Mr. Prospect, if you place your order now, we will offer you
complimentary service for six months.’

Caution: Keep in mind that you should tell the truth and stick to a
policy of ethical behavior. The objective is not to manipulate, but to
make the prospect act now. Gimmicks make you lose credibility.

THE ‘YES... BUT’ TECHNIQUE

I have seen many sales trainers teaching the ‘yes... but’ approach to
objection handling. This is not one I recommend. What does this
approach mean? Here, the salesperson says:
 

‘I agree with you, but...’



The question is, did I really agree? The moment I said ‘but’ the
agreement is conditional or even erased. This approach sounds
manipulative. If there is an agreement in place, then why is the ‘but’
required?

How can we replace this approach? Replace the ‘but’ with ‘and’
or ‘in addition to that.’ For example:
 

‘I agree with you and could you please...’
‘I agree with you and in addition to that could you please...’

MONETARY OBJECTIONS

If the prospect replies, ‘It is too expensive...’ , a good professional would
ask, ‘Things are relative. It is too expensive as compared to what?’ He could
further add:
 

‘A low price sounds nice initially, but to deal with poor quality
day-after-day becomes problematic. Mr Prospect, I am sure you
are aware of the difference between price and cost. Most of our
clients find that the cost of breakdown, headaches and frustration
are not worth the saving of a few dollars.’
Always try to give three reasons. Psychologically, odd numbers
work better than even numbers. I cannot explain why, but they
do! Less than three may be too little to convince and more than
three is over-doing it.
‘Even though our investment seems somewhat higher, I am sure
you would like to know the three major reasons why people
prefer to do business with us’
‘Mr. Prospect, as you know I have a choice to sell any product,
including my competitor’s with the lower price. I am sure you
would like to know why I feel comfortable in representing this
product.’
‘Mr. Prospect, do you mind if I ask whether your company takes



pride in being the cheapest in the market or in giving the best
value for money?’ The answer to this, most of the time will be
‘best value for money’ and then you can follow it up with ‘We are
like you – we take pride in giving value; which one would you
prefer, red or blue?’

When a person says the price is too high, he might be saying many
things:
 

‘I do not have the money’,
‘I am not getting my money’s worth, or his perceived value is too
low’, or
He might be saying it is too high compared with the competitor’s
price.

Unless we clarify which one it is out of the three, we will not be able
to answer objections correctly. The money objection can be handled in
several ways. For example, the salesperson can ask, ‘How high is the
difference between us and the competitors?’

Suppose the client says, ‘Ten per cent or a $100 on a total purchase of
$1,000.’

This can be answered by saying ‘Sir, how long do you plan to keep
this equipment?’

He answers, ‘Six years.’
Now, six years translates close to $18 a year, which means $1.50 a

month, or 35 cents a week, that is, less than five cents a day. Now, a
professional will ask the potential client, ‘Sir, is your peace of mind
because of our reliable service not worth five cents a day? Which one would
you prefer, red or green?’

The monetary difference is insignificant and ridiculous, but
psychologically, gaining peace of mind is very significant. I repeat the
old saying – I would rather explain my higher price once than
apologize for poor quality forever.



As another example, if the prospect says, ‘I am going to buy
something cheaper,’ the suggested response is ‘Mr Prospect, I understand
how you feel. Have you ever bought something just because it was cheaper
and later wished that you had made a decision to own something of better
quality?’

‘I HAD A BAD EXPERIENCE WITH YOUR COMPANY’

The client’s objection is ‘I had a bad experience in the past.’ Now this
can mean anything – either he had a bad experience with the product,
company or with someone in the organization. We need to find out
what exactly is the problem.

I WOULD RATHER EXPLAIN MY HIGHER PRICE ONCE THAN
APOLOGIZE FOR POOR QUALITY FOREVER.

A professional will approach by saying, ‘First of all, I apologize for
the inconvenience that you had to face. Do you mind sharing it with me, so
that I can rectify the problem and ensure that it doesn’t happen again?’
Now, it is the salesperson’s responsibility to find out if it is a
legitimate complaint, if yes, then it should be addressed and removed
permanently.

There is another way of handling this kind of objection and that is
after apologizing and acknowledging, the salesperson could ask the
customer, ‘Has any customer of your company ever put forward a
complaint like this and if so, how did you handle it?’ What do you
think the answer would be? Chances are that it has probably
happened in every organization. Now, whatever answer the prospect
gives, just say, ‘That is exactly how we plan to handle this.’

Another approach, ‘Mr. Prospect, first of all, I apologize for the
inconvenience. I am sure you would agree with me that we all



have, at some time or the other, eaten something which made us
sick. Of course we haven’t stopped eating after that. I assure you
that this problem will not happen again and that you will be
totally satisfied with our services.’

Another way of answering is, ‘Mr. Prospect, please accept my
apologies. With your permission, I will ensure that things are set right
and to your total satisfaction.’ It is very important to ensure that the
apology is not only lip service but must be sincere. All genuine
concerns must be addressed.

When the prospect’s objection is that he feels there is a lack of
credibility in the supplier, we need to convince the prospect that the
people and the organization that he is dealing with today are totally
customer-focussed.

To prove the authenticity and establish credibility, the
salesperson can do the following:
 

‘Show testimonial letters
‘Use centers of influence
‘Give factual data such as how long they have been in the
business, market share, volumes and number/ percentage of
repeat buyers.

‘I LIKE THE OTHER PRODUCT BETTER’

‘I understand how you feel. Some other people felt that way too, till
they found that... and that our service gave them peace of mind. How
many would you like to own, three or four?’

‘I WANT IT, I NEED IT, BUT I AM NOT TOTALLY
COMFORTABLE’

A professional would ask, ‘Mr Prospect, what could I do to make you feel



comfortable? I will be more than happy to do it, so please tell me.’

‘I WANT TO THINK IT OVER’/THE INDECISIVE BUYER

An indecisive buyer is one who hesitates in making a decision. The
easiest escape for this kind of customer is to say, ‘I want to think it
over.’ Why does a person say this? There are three reasons:
 

1. He doesn’t have the courage to say no to you.
2. This is a polite way of getting rid of you without really refusing

to buy.
3. A person genuinely needs help to make up his mind.

So whenever a person says, ‘I want to think it over...’, most salespeople
are unable to handle this objection because there is nothing concrete to
respond to. A good professional knows how to handle the situation.
Here is how he would handle it.

He would say, ‘Obviously you don’t want to make a mistake, that is
why you want to think it over, isn’t it?’

The prospect says, ‘That is true.’ The client also feels that you are
empathizing with him.

A good professional knows how to come back by asking the
second question, ‘Which part is it that you want to think over?’
 

1. ‘Is it my credibility?’ The prospect says, ‘No’
2. ‘Is it my company’s He says, ‘No’ credibility?’
3. ‘Is it my product?’ He again says, ‘No’
4. ‘Is it the investment?’ He says, ‘No’

Every time he says ‘no’ it means he does not have any problem with
that issue. However, if the prospect says, ‘I have a problem with the price.
It is too much,’ then a good professional will isolate the problem.

He would ask, ‘Sir, if it was not for the money you would go ahead,



wouldn’t you?’
The prospect says, ‘Of course.’
The moment you identify the hidden objection which is ‘money’,

you can now handle it in many ways, for example, by giving choices
for instalment plans.
 

‘If an instalment could be worked out, what kind of monthly
budget would you be comfortable with?’

One can always handle a specific objection rather than an abstract or
unknown objection. Other ways of responding to this kind of
objection are (feel, felt, found formula) besides the following:

‘I understand how you feel. Mr Prospect, there are some things in
life that no matter how many times we think, we always get the same
answer. For example, if your car’s color is red, no matter how many
times you are asked, it is still the same. Similarly, if someone asks you
your date of birth, no matter how many times you think, you are
always going to come up with the same answer.

‘Mr. Prospect, I read once that there are only three kinds of
people in the world:
 

1. Those who make things happen.
2. Those who watch things happen.
3. Those who wonder what happened.

I am sure you fall under the first category. Which one would you
prefer, red or blue?’

Some sales professionals pull out a $100 bill from their pocket and
say, ‘Mr. Prospect, do you have a $100 bill in your pocket? Could I
please see it? Every day that you delay the decision, it costs you $100.
I am sure none of us wants to pull out $100 from our pocket and waste
it.’

‘Mr. Prospect, whenever we want to think it over, we are really



wondering:
 

Do I need it?
Can I afford it?

And you have answered both these questions earlier. How many
would you like to have, three or four?’

‘Mr. Prospect, many products are similar and do the same things.
The real difference is the people’s commitment and integrity behind
the product. All I can say is I am not here just to get your business but
to earn it by providing quality service. Which would you prefer, red
or blue?

Mr. Prospect, I understand how you feel. Some other people felt
that way too, till they found that investing 5 cents a day differential to
have peace of mind was worth it. How many would you like to have –
three or four?

THE BROTHER-IN-LAW OBJECTION

Suppose the prospect gives you an objection that his brother-in-law is
in the business and he cannot buy from you. Now the question comes
– if the brother-in-law is in the same business, does he have an
advantage over you? The answer is yes, of course. But the big
question is how long or how much of an advantage does the brother-
in-law have? Only once!

Now evaluate this scenario: Suppose the prospect buys from his
brother-in-law, and if the brother-in-law does not send the client the
right product or does not provide good quality service or reliability
and dependability after the sale, the client starts losing money or feels
it is hurting his goodwill. Would the client continue to do business
with his brother-in-law? The answer is no. After the first sale is made,
and if the brother-in-law messes up, it becomes a level playing field.
The advantage is over. The rules of the game are very clear, either
perform or get out.



What if the brother-in-law is providing a quality product and
great service? In that case, the sales professional can always say to the
buyer, ‘All far-sighted business people keep a stand-by arrangement.
Can I be your standby arrangement for whatever reason. If something
goes wrong at any time, at least I will be there to help you meet your
commitment. And I’m sure, as a farsighted business person, you
would like to have that, wouldn’t you?’ Which far-sighted person
would say ‘No’ to that?

TURNING A NEGATIVE INTO A POSITIVE

How can you reverse an objection in your favor? I recall from my
insurance days, when someone gave the objection that, ‘My cousin
takes care of it’, my answer used to be ‘I understand how you feel. Some other
people also felt that way till they found that ... Sometimes people are reluctant
to share personal financial matters with close relatives. Could we meet next
Monday morning or would Tuesday evening be better?’

Keep in mind that the best salesperson in the world cannot sell
100 per cent. Hence, our objective is to get our batting average up.

‘I’M SATISFIED WITH MY CURRENT SUPPLIER’

The key thing here is to make sure that you get a small order and start
building a relationship with the client. You never know what might be
happening inside the existing supply arrangement. People may feel
satisfied, but they may also be missing some of the qualities of your
product without even knowing it. This objection can be handled in a
couple of different ways.

The first is to empathize with the client on how he feels and
appreciate his loyalty to his existing suppliers. However, add, ‘We
find most visionary businesses, as a good business practice, always
keep a stand-by, reliable source of supply. Why don’t you place a trial
order with us so that we can become your standby source.’

The second way of handling is to ask, ‘How do you rate your



current supplier on a scale of one to ten?’ If he says anything less than
ten, right away you can say, ‘Sir, what is it that needs to be done to
make your supplier get the rating of ten?’ That will give you a clue to
come back and make a sale.

‘YOU ARE LOCATED TOO FAR AWAY/IT IS INCONVENIENT
TO BUY FROM YOU’

Almost ninety per cent of the solutions lie in properly identifying the
problems. Ask, ‘Mr. Prospect, do I understand that your concern is not
the distance but the response time taken to service you. Is that right?’
If he says ‘Yes’, you have just converted distance objection into time
taken. Further, ask your client what in his opinion is a good response
time.

Suppose, he says three hours or one day, then an effective
response would be ‘If we meet your criteria of response time, then
how many PCs would you to like to have, three or four?’ or ‘How
would you like to make your investment – monthly or one time?’

As a note of caution – you must meet the criteria or his
requirement. A good professional would not lie or not meet his
commitment.

IS IT A REAL OBJECTION?

After satisfying the objections, clarify and confirm that the objection is
answered to the client’s satisfaction by saying, ‘Does this satisfy your
concern?’ or, ‘Does this answer your question?’ Remember that some
people raise objections only to start an argument and nothing else.
They may not be genuine buyers. Not having a valid objection may
work to your advantage if you just bypass it. However, if it is a valid
objection, the customer will bring it up and then you can answer it in
the manner explained above. Never lie. If you don’t have an answer,
just say, ‘I am sorry I don’t have the answer. I will come back to you,’
and ask for time. Then you must revert in that specific time, otherwise



you will lose credibility. Don’t ever get into an argument. Don’t feel
frustrated or annoyed. Don’t get defensive or offensive.

ADDRESS OBJECTIONS WHEN YOU FIND A HIDDEN
CONCERN

 
Objection raised Concern/Doubt Solution/Reassurance

Cost too much or
price too high

Unsure of value or is it really worth
it

Need value confirmation

What’s the
urgency or why

now?

Why should I decide now? Show him the loss in waiting
or a benefit by acting now

I am happy with
my present

supplier

Why should I change? Give him the benefit of
changing or adding a second

source

Bad experience
with your
company

He is afraid of loss Show proof that you have
improved

I will talk to my
advisor

He may not be the decision-
maker, or looking to justify his

decision

Give reassurance or
demonstrate risk reduction

I want to think it
over

Afraid of making a wrong decision Give reassurance

Accept that objections are going to come up in every situation, no
matter what.

Competent professionals are skillful enough to turn an objection
into an opportunity to close. They turn setbacks into comebacks.
Remember, wise people build homes with stones that are thrown at
them.



25 Closing

CARDINAL RULE

IF YOU HAVEN’T MADE A SALE, DON’T CLOSE THE
DOORS PERMANENTLY. ALWAYS MAKE EFFORT
TO KEEP THE DOOR OPEN BECAUSE WITH TIME,

THINGS DO CHANGE.



 
 
One salesman said to the other, ‘I made some great presentations today.’
The other replied, ‘I didn’t close any sales either.’ Are we in the
presentation business? Or are we in the business to close a transaction
with a positive outcome?

Some people feel that closing is where you have to put pressure
on a person to buy. This is really not true. A closing ought to be a
natural outcome of a good presentation. The salesperson must lead
the prospect towards a positive response logically.

A good sales professional identifies a prospect’s need and where
it fits with his own product offering. He aims to satisfy that need with
a product that provides the right solution. He proves that his solution
does what he claims with concrete evidence. Then, he closes the
transaction; ensures after-sales service; and walks away with a win-
win situation.

When this is accomplished, the buyer has not only bought the
product but has also bought into the seller of the product.

Just like beauty lies in the eyes of the beholder, the purchase price
is determined by the perceived value to the buyer. In other words, a
sales transaction can be defined as an exchange of perceived
value/payment between the buyer and the seller.

CLOSING THE SALE

Many people are afraid to close and they never ask for the order
because they have a fear of being rejected. After making a good
presentation, identifying the need and after providing the right
solution, they hesitate to close. They say things like, ‘I will call you
later,’ or ‘I will leave you with this information,’ or ‘Do you want to
think about it?’ or ‘You can call me when you are comfortable.’ This is
self-destructive behavior.

All over the world, good organizations pay for results and not



efforts. Of course, there cannot be any results without effort, but if the
results are not in proportion to the effort, there is something wrong.
We don’t get paid for prospecting, building relationships and making
presentations. We get paid to close the sale by getting the purchase
order signed by the buyer preferably with a cheque. This means that
qualitatively and quantitatively, there must be a benchmark for
output.

At one time, salespeople thought learning to close was the most
important thing to learn in the selling process. Closing the sale is
certainly very crucial because just making presentations and not
closing would be self-defeating and a waste of time.

A good professional makes sure that every conversation, and
gesture, gets you closer to the sale. He sends positive verbal and non-
verbal signals and observes the same signals from the customer. Fact-
finding is a process of identifying a need to suggest the appropriate
solution. This is done through a questioning technique. Good sales
professionals, after asking a question, listen and look for clues to
identify needs. These, in other words, are buying signals.

Many salespeople don’t make a good presentation and they use
all kinds of manipulative tactics to close the sale and get an order.

My practice is to always summarize the benefits after the
presentation, but before the close. Coming to a close without
summarizing makes the presentation abrupt. It can hurt the chance of
a close. One needs to be sensitive to the customer’s feelings and then
decide on the timing of the close. A summary should never exceed
three benefits. Summarization should be as follows:

‘Mr. Prospect, with your permission let me summarize our
conversation with the major benefits: The way I see it, three major
benefits flowing to your organization are – a… b… and c…’

CLOSING SKILLS OR TECHNIQUES

There are many closing techniques. Eventually, each professional



develops his own skills based on his level of comfort or discomfort.
Some of the major closing techniques are as follows:

TRIAL CLOSE

A trial close gives a person the choice between buying one product or
another versus buying or not buying at all. A good professional,
before closing, does the trial close. A trial close lets you feel or gives
an indication as to how close you are to the actual close. It only asks
for an opinion, not a decision. Trial closing is an effective way of
getting feedback, whether the prospect likes the advantage offered by
a product. It brings out objections, if any, into the open.

A trial close is testing the waters, while closing the sale is
getting the commitment. Trial close gives an opinion whereas a
final close gives a decision. Getting the commitment may not always
end up in a signed document with a cheque, but it is as close to a
commitment as you can get. A real commitment is only with a signed
document and a cheque. Some examples of trial closes are:
 

What do you think about this product?
Assuming that it meets your need, when would you like it
delivered?
Which color do you prefer – blue or green?
Would you like to have this delivered Saturday morning or
Sunday evening?

ASSUMED CONSENT CLOSE

Assumed consent close means that you ask questions and if the
prospective customer goes along with you, answering all the
questions, then you continue asking questions and say, ‘Let’s get the
paperwork done. Do you mind if I ask you a few questions?’ nine
times out of ten, if there is no resistance, you should go ahead. If you
have made a good presentation, chances are good that you can go



ahead.
While selling life insurance, I would have my applications on the

table. You must have all applications/order forms on the table from
the beginning of the presentation. At the time of the closing, you
should never dig into the briefcase for applications/order forms as
this creates suspicion. By having them on the table, you have done
two things: (a) psychologically, the prospect has gotten used to the
paper sitting there, and (b) there is nothing new at the time of closing
the sale that may make the client resist. Sample questions are:
 

Do you use any middle initials?
Do you want all correspondence at home or office?
How would you like to make the investment, monthly or
quarterly?
How should we install the product?
When will you be able to speak to your finance department about
the investment plan?

If the prospect offers you no resistance, then just complete the
applications, swing it around and ask him to confirm the order. When
your questions are answered without resistance, you assume consent
and close.

BEN FRANKLIN CLOSE

This is very popular and is done by dividing a page into two columns.
On one side is written the benefits of buying the product and on the
other are the drawbacks of buying (advantages and disadvantages).
Here, you help the client list all the advantages, then ask him to write
the disadvantages (you should not help in writing the disadvantages).
Now, count both sides and whichever is more, gets done. As a note of
caution, one disadvantage may be heavier than twenty advantages.



THE SILENCE CLOSE

After you ask a closing question, you should observe complete silence
while maintaining eye contact with the buyer. Your silence is a big
pressure on the client. Why does silence become a pressure on the
prospect? Because now the ball is in his court and he has no choice but
to make a decision. The decision being positive or negative would
depend upon the quality of the presentation made and the little
commitments that he has been giving along the way.

Sadly, the immature salesperson himself feels pressurized and
nervous because of silence and feels he must add something, not
realizing that the moment he speaks up he may just lose the
opportunity of closing a sale. He has just lifted the pressure off the
prospect.

THE REVERSE CLOSE

Here, the sales professional asks questions to eliminate the negatives
and every negative eliminated brings us closer to a positive. Examples
are:
 

Is it my credibility that bothers you? Chances are the client says
‘No’.
Is it my company’s credibility that bothers you? Again, he says
‘No’.
Is it the product that is not good? Here, we hope he says ‘No’!

Every ‘No’ the client says, eliminates a negative and brings you closer
to a positive close.

POINTED CLOSE

Offering choices makes it easier for the buyer to take a decision. A
good way of questioning is, ‘Mr Prospect, if this takes care of your



needs and falls within your budget, can we get the paperwork out of
the way?’ Just analyze this question. It establishes certain benchmarks
very clearly:
 

‘It takes care of your need’, means we have a solution to the
problem that is subject to your approval.
‘If it falls into your budget.’ Again, it means you have preempted
the objection, ‘I don’t have the money,’ or ‘It’s beyond my
budget.’

It is a very pointed question which needs a lot of confidence and a
seasoned professional to ask.

CONDITIONAL CLOSE

A conditional close is somewhat similar to a tentative close. It says,
subject to my meeting these conditions you buy X, Y, or Z. ‘If I could
do… for you, would you like to get five dozen… for your company?

This is also for the undecided buyer who wants to buy but is
hesitant to make a commitment. Here, a good salesperson would say,
‘Tentatively, do we take it that you want the product to be delivered
on the 28th of August?’ The word ‘tentatively’ gives the customer
comfort, because it gives him the feeling that everything is still subject
to his final confirmation. A good professional may turn it around by
saying, ‘I take it as confirmed, unless it is cancelled.’

HIGH PRESSURE CLOSE

Many salespeople are trained to put special emphasis and use high-
pressure tactics to somehow get the client to sign the order and close
the sale. This is unprofessional and manipulative. High pressure
represents hard sell and pushy behavior. The objective here becomes
to get the order signed somehow without any concern for the
customer or the company.



HARD-TO-GET CLOSE

Many clubs, to maintain exclusivity, limit the memberships to make it
scarce and more desirable. For example, ‘I realize you like this car
much better but why don’t you consider the one I showed you before.
The monthly installment on that one would be much lower and it
seems more within budget.’ Psychologically, many buyers would
want to prove you wrong and make every effort to buy the higher
priced one.

While selling life insurance, whenever someone gave me an
objection like, ‘I want to talk to my wife.’ I would say to him, ‘Why would
you want to push your wife to a corner? She might be embarrassed to say
“yes”, thinking it might sound greedy, and if she says “no”, then would you
not want to provide your family with the basics of food, clothing, shelter and
a proper education? You know, John, interestingly, I have heard some wives
complaining about their husbands having too much life insurance. But have
you ever heard a widow complain that her husband left her too much life
insurance? Well, it really boils down to your decision, doesn’t it? How would
you like to make the investment, monthly or quarterly?’

DON’T MISS THE OPPORTUNITY

The timing of a close is very important. When the customer asks, ‘Can
I have this machine delivered on Saturday morning?, an untrained
salesperson’s answer is, ‘Yes, of course.’ He is likely to hear ‘Oh, thanks
for the information.’ The customer is gone and he has lost a selling
opportunity. The customer may never come back. A good trained
professional’s response would be, ‘Would you like to have it delivered
Saturday morning?’ If the customer says ‘Yes,’ he has bought it because
he has committed.

A good professional is constantly making and looking to
receiving commitments or directing the conversation to get a
commitment. Every small commitment eventually leads to the final
commitment.



WHY CLOSE NOW?

A client must be made to see a profit in acting now or a loss in the
delay. The client feels there is no urgency and he can do it later. Here,
a professional, to motivate the undecided buyer, may offer an
additional savings of say five per cent or ten per cent if the client’s
cheque is received within a certain period. As a note of caution, don’t
use these things as gimmicks. If you do not stand by your words, you
will lose credibility.

TURN A SETBACK INTO A COMEBACK

How do you come back when you have lost the sale and the customer
has said, ‘No’?

This is what a good professional can say, ‘Mr Prospect, as you
know, my livelihood depends on my ability to sell. Obviously, your
decision not to do business with us highlights my failing. I am
answerable to my company and my manager. Could you help me by
completing this form and writing two reasons for not doing business
with us?’

Put the following form in front of him:
To the Manager
ABC Company

I have decided not to do business with your sales person because:
1.
2.

Regards,
Mr. XYZ

Two things can happen now. Either he could refuse to fill the form or
he might just write two or three reasons. The moment he writes the
reasons you can immediately say, ‘Mr. Prospect, if we could resolve



and address these two issues to your total satisfaction, then I imagine
you would want to go ahead and own this product, wouldn’t you?’ If
he says ‘Yes’, then you are back in business.

REASSURE THE CUSTOMER TO AVOID BUYER’S REMORSE

What is buyer’s remorse? Just the way a salesperson is under stress, so
is the buyer because he does not want to make a wrong decision. After
signing the application, he thinks a second time. Buyer’s remorse
comes from thinking: ‘I hope I made the right decision.’ A sale is not
consolidated till the buyer has remorse.

A good sales professional always reassures the client, after the
sale, that the buyer has made the right decision. He reassures through
a congratulatory letter, reaffirming his/her company’s commitment
towards the customer.

In summary, once you’ve made a good presentation, focus on
closing the sale. Consider the different ways of closing as you seek to
draw the prospect naturally and positively towards making the
commitment.

A good professional understands that selling is a process of
mutual consent with a common destination. Hence, the closing
becomes a question of when to buy, not whether to buy or not.



26
Self-evaluation and Self-
commitment

CARDINAL RULE

WINNERS ARE NOT AFRAID OF LOSING. LOSERS
ARE AFRAID OF WINNING.



 
 
After every meeting, evaluate your own presentation and reflect on
how you can do better.

WHAT DID I DO WELL?

If you want to excel in the profession of selling, evaluate each
presentation based on the following parameters. The more honest you
are, the more you will get out of this activity. Ask yourself:
 

Did I confirm my appointment?
Did I arrive on time?
Was my body language confident?
Was I groomed properly?
Was I pleasant in my approach?
Was I friendly without being over-friendly?
Did I begin with a smile and a handshake?
Did I keep the conversation flowing without going off track?
Were my questions appropriate?
Did my fact-finding uncover the need properly?
Did I convert all features into benefits for the prospect?
Did I ask open-ended questions?
Did I do a trial close?
Did I handle the objections properly?
Did I demonstrate good listening?
Did I close the sale professionally?

Ask yourself. If I were to get a second chance, to repeat this
appointment, what would I do differently?

METHODS TO INCREASE YOUR SELLING ABILITY

Always ask for the prospect’s feedback whenever you fail to close a



sale. This approach was very effective for me during my sales career.
Here is what I used to say: ‘Mr Prospect, obviously, I have not been
successful in developing enough confidence in you that we could provide the
right solution. I would be grateful if you could tell me what I did wrong, so
that I can correct myself in the future.’ Invariably, the prospect would tell
me what turned him off or raise an objection that did not come out
before. This sometimes gave me an opportunity to open the door
again and possibly make a sale.

After every sales presentation, reflect and evaluate. I remember
very distinctly that during my training period, whenever my manager
and I came out after making a sales presentation, we would park the
car on the side and for the next five minutes, dissect the presentation.
If my manager made the presentation, he would ask me to evaluate
the following:
 

1. What should I have done that I didn’t do?
2. What did I do that I should not have done?

This was a permanent debriefing session to learn from. This practice
continued for the first three months. Now, imagine making twelve
presentations a week for twelve weeks, works out to 144 presentations
being evaluated as part of the training. No wonder then that selling
skills developed in this way, get internalized and stay with the person
for life.

Always get feedback from your existing customers to evaluate
your own performance. Their evaluation will help you increase your
sales.

Example: A young student was working part-time as a gardener.
Once he went to a shop and asked the store owner if he could use
his phone. The shopkeeper agreed and the young boy called the
lady who he was working for and giving a fictitious name said, ‘I
am John from XYZ Garden Maintenance Company, I called to see if I



could maintain your garden.’
The lady said, ‘No, I am pretty well taken care of.’
The boy said, ‘Madam, we can do a really good job, better than

many.’
The lady replied, ‘I am satisfied with the person who looks after

my garden.’
The boy then came up with; ‘We might even do it cheaper and

save you some money.’
The lady said, ‘No thanks, the person doing it is just fine. I want

to continue to have only him maintain my garden, regardless of
incentives.’ The boy thanked her and hung up. It being a small
town, almost everyone knew everyone else.

The storekeeper asked this boy why he gave a fictitious name
and why he had called the lady who was already his customer.

‘You are already maintaining her garden. I have seen you there. I
fail to understand why you gave a fictitious name.’

The boy replied, ‘I just wanted to make sure that she was
genuinely satisfied. If she ever gets a call from a competitor, I know
exactly where I stand.’

What is the moral of this story? This young man checked his grade on
customer satisfaction and loyalty. He also evaluated his customer
retention grade. This young student, who had never gone through any
sales training program, probably knew more about selling and
customer loyalty than most salespeople.

In the end, success depends on the following five Cs and Ts:

1. Commitment — Tenacity
2. Clarity — Target
3. Character — Transparency
4. Competence — Talent
5. Consistency — Training



Self-evaluation is a process of reflection, leading to learning. Deleting
the negative you have identified and reinforcing the positives will
make continuous improvement a way of life.



27 Goal Setting

CARDINAL RULE

ARE YOU PROUD OF YOUR ACHIEVEMENTS? IF
NOT, WHY NOT? IF YES, WHAT’S NEXT?



 

SET GOALS

Top sales professionals in the world are the ones who set targets,
remain focussed and are driven by goals. They are result oriented, not
just activity-oriented. They realize that while there are no results
without activity, all activities do not give results. Hence, they choose
their activities very carefully, based on priorities and make sure they
get the result.

Goals are important because they give a sense of direction. How
can you reach a destination that you have not defined? There is a lot
of wisdom in these three words–destination, determines direction.
Studies show that less than three per cent of people have written
goals, ninety-seven per cent of people don’t. Talent will get you to
your destination, provided you know where it is.

IF GOALS ARE SO IMPORTANT, WHY DON’T MOST PEOPLE
SET GOALS?

A major reason is the lack of clarity on the definition of a goal. Most
people confuse dreams with goals. They have dreams and they
think they have goals. Goals are dreams with a deadline, a clear
direction and a plan of action. Dreams and wishes are nothing more
than desires. Desires are weak. Dreams become goals only when they
are supported by:

Direction Dedication Determination
Discipline Deadlines

There are many reasons why people don’t set goals:
1. Fear of Failure – Thinking, ‘What if I don’t make it?’

Subconsciously, people feel that if they don’t set goals they can’t
fail. Many a time, fear of failure is a much bigger deterrent than



failure itself.
2. Fear of Success – Low self-image or fear of having to live up to

their success causes some people to fear success. Logically and
externally they aspire to win but somewhere inside, their self-
limiting belief in themselves prevents them from achieving their
goal. Invariably, their belief comes true.

3. A lack of ambition – A result of our value system and lack of
desire to live a fulfilled life.

Our limited thinking prevents us from progress. To illustrate,
let me give you an example. There was a fisherman who,
every time he caught a big fish, would throw it back into the
river, keeping only the smaller ones. A man watching this
unusual behavior asked the fisherman why he was doing
this. The fisherman replied, ‘Because I have a small frying pan.’
Most people never make it in life because they are carrying a
small frying pan. That is limited thinking.

4. A fear of rejection – Worrying about what others will say if we
don’t make it. Our low self-esteem makes us believe that other
people’s opinions are more important than ours.

5. Procrastination – ‘Someday, I will set goals.’ People confuse
complacence with contentment. Contentment is good,
complacence is not.

6.  Low self-esteem – A person is not internally driven.
7. Ignorance about the importance of goals.
8. A lack of knowledge about goal-setting – People don’t know the

mechanics of setting goals.

Goal-setting is a series of steps. The components of goal-setting are
similar to that of a plane ticket. When you buy a plane ticket, what
does it say? It gives starting destination, date, time; finish destination
date, time; class of travel, distance, price, etc.



A good sales professional is focussed and goal-oriented. He has
time-bound targets. Goals can be:

Short-term – up to one year
Medium-term – up to three years
Long-term – up to five years

Long-term goals can also go beyond five years, but generally if they
are beyond five years, we consider them a purpose of life. What is
purpose? A lifetime goal is called a purpose. Our short, mid and long-
term goals must lead us to our purpose. This is called alignment. All
our goals must be divided into needs and wants. Why? Because it
helps us to prioritise. Needs are stronger than wants. For example, I
need a car but I want a Mercedes. The need is for a car but the desire
is to own a Mercedes.

Most people are vague about what their major objectives are in
life. They think that ‘I want to be rich, happy and make a good living’
are objectives. These are all wants and none of them are clear goals.
Goals must be SMART:

S Specific
M Measurable
A Achievable
R Realistic
T Time Bound

‘I want to lose weight.’ Is this a statement or a goal? The answer is, it
is only a wish, not a goal. Why? This is because it is neither specific
nor measurable nor time-bound. However, if I said ‘I want to lose ten
pounds by XYZ date or in forty-five days,’ that is a specific, time-
bound and a measurable goal. Is the statement, ‘I want to lose ten
pounds in one day,’ a goal? The answer is no, because this goal is both
unrealistic and not achievable. Between realistic and achievable, there
is a little overlapping. If a goal is within reach, does it motivate us?



The answer is no, it doesn’t. If it is within our grasp and easy to reach,
it gives us no sense of achievement/accomplishment even if we
achieve it. Therefore, goals must require a stretch. They must be
slightly out of reach but not out of sight.

Goals out-of-reach are motivating but goals out-of-sight are de-
motivating.

‘Life is hard by the yard, but by the inch, it’s a clinch.’

– GEAN GORDON

Larger goals are more easily achieved if they are broken into small
ones. How do you achieve yearly goals? The same way you eat an
elephant! The answer is: one bite at a time!

MECHANISMS TO ACHIEVE YOUR GOALS

Divide your yearly goal into the smallest common denominator.

1. Semi-annual
2. Quarterly
3. Monthly
4. Weekly
5. Daily
6. Hourly

Write down your goals and read them daily. Pen down your yearly
and hourly goals on a sheet of paper in your office just to make sure
you keep meeting your hourly goals. If you meet your hourly goals,
you will automatically meet your weekly, monthly and yearly goals,
but if you are behind on your hourly goal, it disturbs the timing of
other goals as well. People who say, ‘I did not meet my goal today but
I will make up for it tomorrow.’ Don’t buy it. Because their
commitment is missing. Time is a perishable commodity. Ask a
hotelier if they have not sold a room for one night, can the other 364



nights cover the loss for that one night? No. It is gone forever.
An ancient Indian sage was teaching his disciples the art of

archery. He put a wooden bird as the target and asked his disciples to
aim at the eye of the bird. The first disciple was asked to describe
what he saw. He said, ‘I see the trees, the branches, the leaves, the sky, the
bird and its eye.’

The sage asked this disciple to wait. Then, he asked the second
disciple the same question and he replied, ‘I only see the eye of the bird.’

The sage said, ‘Very good. Now shoot.’ The arrow was absolutely
on target.

The moral is, unless we focus, we cannot achieve our goal. It is
hard to streamline our thoughts and concentrate, but it is a skill that
can be learnt.

A good sales professional will set his target very clearly. For
example, if a person needs to make a $1,000 a week and his average
commission is $350, that means he needs to make three sales a week.
In order to make three sales a week, he has to make ten sales
presentations face-to-face. In order to make ten presentations, he is
required to make fifteen appointments a week. This is because he
leaves room for cancellations, contingencies or unforeseen reasons. In
order to have fifteen appointments, he needs to speak to fifty decision-
makers a week. In order to speak to fifty decision-makers a week, he
needs to make 150 calls or phone dials a week.

A good sales professional is aware of his closing ratios and
activity level. There are no shortcuts. In order to double up his sales or
income from $1,000 to $2,000 a week, he can do only three things:
 

1. Double up his activity making thirty appointments and keeping
twenty, and closing six sales with each sale giving him $350.

2. Keep the same number of appointments (10), but double up the
size of his commission to $700.

3. Improve his closing ratio, from three or four out of ten to six out
of ten.



The first option may not help because even if he can increase the
number of appointments from ten to twelve or fifteen, it has its
limitations, because eventually there are only so many hours per day
and you cannot stretch time beyond twenty-four hours. You can only
see so many people and no more. The best way would be:
 

To optimize the number of appointments.
Multiply the volume to double, triple or more per sale.
To improve the closing ratio.

All three combined, along with time optimization would be the recipe
to success. The ideal scenario would be to have twenty presentations a
week with a sixty per cent closing ratio or (twelve sales) with double
the value ($700 per sale) resulting in $8,400 commission per week.

The above awareness will help and enhance output and make a
person set appropriate goals. Without this knowledge, one could be
working hard yet not be successful. If that is the case, then you need to
re-evaluate your activity and competence levels.

ACTIVITY IS NOT THE SAME AS ACCOMPLISHMENT

‘Do not confuse motion and progress. A rocking horse keeps moving but
does not make any progress.’

– ALFRED A. MONTAPERT

An action plan should clarify what to do, when to do, who will do it,
and by when. A good professional always identifies and breaks down
his activity into results. For example, how many phone calls do you
need to make to get an appointment, how many appointments to a
sale, how many sales (closing ratios) leading to referrals and new
contacts.

INCREASE YOUR INCOME BY FIFTY-TWO PERCENT EACH



YEAR

Does it sound impossible that you could increase your income by
fifty-two per cent every year?

Did you ever realize that it is a lot easier to change one per cent in
a 100 different areas than to change 100 per cent in any one area? That
means, if we just make one per cent overall improvement per week in
our behavior, activity and productivity, our annual growth would be
fifty-two per cent a year (figuratively speaking).

Don’t start calculating these percentages. They will never add up.
Catch the spirit! Remember, there are some people who keep
dissecting the roots while others keep eating the fruits! Just imagine
what this can amount to compounding every year in five years.

All you have to do is make a one per cent overall improvement
per week. How can you achieve this improvement annually?
 

Read your goals twice a day.
Plan your day one week in advance.
Read thirty minutes every day before going to bed.
Listen to a motivational audio CD while driving.
Evaluate each sales call immediately by asking yourself two
questions:
What are the things that I should have done and I didn’t?
What are the things that I did do but should not have done?
Make every person feel important about themselves.

‘The men who try to do something and fail are infinitely better than those
who try to do nothing and succeed.’

– LLOYD JONES

A good sales professional is focussed, yet he is not blind to what is
going on around him. Big dreams act like magnets, attracting you
closer to your destination. It takes the same effort and time to sell a



small-ticket item that it takes to sell a big ticket item. The only
difference is a few zeros at the end. A person who is serious about
achieving his goal always has a timebound action plan broken down
into small segments.

Think Big, Dream Big, Sell Big.



28 Why Salespeople Fail

CARDINAL RULE

ANY STRENGTH OVER-EXTENDED BECOMES A
WEAKNESS.



 
 
One of the main reasons why people fail in the selling profession is
because they do not understand the law of averages and hence don’t
believe in it. Second reason is fear of rejection – Why? It is because
when a person is rejected, their self esteem goes down and they feel
demotivated. Their biggest misconception is that business will come
to them. In the selling profession, business doesn’t come, we have to
go out and get it.

You must have heard many self-made success stories, but have
you ever heard of a self-made failure story? Probably not!
Unsuccessful people end up blaming their parents, teachers, the
economy, the stars, luck, horoscope, company, product, manager,
customer, the season and everything else under the sun. Successful
people take ownership and accept responsibility.

ANOTHER REASON FOR FAILURE

Not following up in a timely manner makes the individual and
organization lose credibility. The key words are ‘timely manner’. Too
much or too little follow-up is dangerous. Anything too soon might
show over-anxiety and anything too late may turn a hot lead into a
cold one.

The reasons salespeople do not follow-up in a timely manner are:
 

Non-caring attitude
Not taking notes
Not being organized
Not being goal-oriented
Laziness
Lack of commitment
Lack of pride in performance
Thinking that the customer will call if they want to buy



Over-confidence
Thinking that after the presentation, the customer will remember
them
Feeling that they are being a pest or too pushy
Habit of never finishing what they start
Lying – saying they will follow up without having any intention
of doing so
Getting distracted in doing what’s easy.
When the time lag is too much they are embarrassed to call.

As far back as I can recall, good business leaders and organizations
have always recognised the need and trained their sales force.

Many salespeople are totally ill-equipped and badly-trained.
Customers’ needs might have changed over a period of time, but good
sales professionals, if trained well, can always enhance the buying
experience. Some major reasons for failing in the sales profession are:
 

Lack of commitment
Lack of training
Lack of monitoring
Lack of clarity of roles and goals
Lack of ownership
Lack of a sense of belonging
Lack of openness
Lack of transparency
Lack of coordination
Lack of team spirit
Lack of communication
Lack of proper systems

Many times, salespeople fail because the sales targets have been made
unilaterally and without any consideration of resources. A good sales
professional should get involved and ask the company to jointly



identify the goals and provide the necessary resources to achieve the
desired results. Another reason for failure is miscommunication or a
lack of coordination – where sales activities do not get coordinated
with marketing activities.

For example, an advertisement appeared in the newspaper
regarding an exhibition to be held in different cities. Due to lack of
proper systems, coordination or miscommunication in the
organization, nobody in the office knew about the ad till it was
released. On that day, phone calls started coming in with people
saying, ‘I am calling in response to your ad and I want to be an exhibitor in
your exhibition.’

The office staff and receptionist were surprised and asked, ‘Which
exhibition?’

What does this example show? Mismanagement resulting in loss
of resources, possibly losing out the money spent on the ad and most
important of all, a loss of goodwill.

During my insurance selling career I saw that poor performers
had some common behavior patterns:
 

They went unprepared for appointments.
They were not goal-oriented.
They had no problem in wasting time.
They indulged in loose talk and gossip.
They did not practice their sales presentation in advance.
They never classified their customers as hot, warm and cold.
They did not evaluate their daily performance. Evaluation helps
us to build on the positive and eliminate the negative. Unless you
evaluate, how can you know whether what you are doing is right
or wrong?

Once a salesperson came back from a meeting where he had gone
unprepared. The manager asked, ‘Did you get any orders today?’ The
salesperson said, ‘Yes! I got two.’ The manager asked, ‘Which ones?’ The



salesperson replied, ‘Shut up and get out!’
Carefully observe that all the above reasons for failure are

flowing from avoidable self-destructive behavior.

HAVE A STRONG FOLLOW-UP

Good salespeople differentiate themselves from others by having a
strong follow-up system. Timely follow-up builds credibility and trust
with the potential customers. Follow-up is a process which is done
pre-sale, during sale and post-sale.

Most salespeople are poor at follow-up. A good follow-up takes
discipline, commitment and a daily ‘To-Do’ system.

Follow-ups also include prompt responsiveness by the
salesperson. A good follow-up system keeps the customer informed
and avoids unpleasant surprises. A good salesperson is proactive and
would call the customer to inform him of the status before the
customer calls to check. It shows a caring attitude and makes the
customer feel important. If the customer is checking the status, he is
actually doing the job that the salesperson should have done.

Unprofessional salespeople, who don’t mean business put the
responsibility to follow-up on the customer by saying, ‘You can call
me or let me know later.’

On the other hand, a good sales professional would accept
responsibility by saying, ‘If I don’t hear from you by… I will call you.’
If you analyze the above scenario, the first approach was careless
where he put himself at the buyer’s discretion and lost control. In the
second situation, the salesman is in charge and remains in the driver’s
seat.



29 Managing Time

CARDINAL RULE

PREPARATION TAKES A LOT OF HARD WORK.
WITH PREPARATION COMES CONFIDENCE AND

WITH CONFIDENCE COMES SUCCESS.



 
 
Parkinson’s Law – Work expands to fill the time available for its
completion.

To the sales professional, his stock in trade is his time. He does
not waste his time in dilly-dallying, gossiping, chit-chatting or
drinking endless cups of tea or coffee. A good sales professional
prioritizes his work and ensures that his time is spent on important
matters and with important people.

TIME MANAGEMENT IS ONLY A NAME GIVEN TO LIFE
MANAGEMENT

It may be the best time or the worst for anything but this is the only
time we have. A good professional values his time and puts a price
tag on himself. He doesn’t sit at the reception for two hours, waiting
for the prospect to see him. Within a matter of ten to fifteen minutes,
he walks up to the secretary and says, ‘It seems Mr. X is busy at this
time, I have another appointment to go to. Let us set up another time
that will be mutually more convenient.’ The key word here is
‘mutually’ because you respect your own and the other person’s time.

Time is a perishable commodity, yet very few people value it as a
precious resource. You use it or lose it. A commission salesperson gets
compensated for results not reasons. You get paid for
accomplishments not activities. Productivity depends on the effective
use of time. People, who waste valuable minutes, eventually lose
hours and days not realizing the loss till it is too late. Each one of us
gets a daily deposit of 1,440 minutes, every twenty-four hours. It’s up
to us to use it, lose it or abuse it. Unlike a bank account, you cannot
carry forward a time balance in your life.

YOU GET PAID FOR ACCOMPLISHMENTS NOT ACTIVITIES. UNLIKE A
BANK ACCOUNT, YOU CANNOT CARRY FORWARD A TIME



BALANCE IN YOUR LIFE.

If salespeople do not have their appointments fixed in advance
then they wake up unemployed every day. And sadly, many do. A
selling schedule must be planned in advance. Many salespeople waste
time deciding who to call next. Some salespeople are excellent
professionals with great sales ability but are unable to organize their
time. Does a person need a Ph.D. or an MBA to understand that
losing precious time is really a crime against oneself?

Utilizing time properly is a matter of two things – prioritizing
and self-discipline.

While selling life insurance, I remember Thursday evening used
to be my advance planning time for the week ahead. I would spend
half a day making phone calls to set all my appointments. When I
started, my average was that I made about 150 calls/dials to speak to
fifty decision-makers to set up appointments with them. 100 calls
would be those which nobody answered or where the person I was
looking for was not there. Out of the fifty people I spoke to, I would
end up making twelve to fifteen appointments to meet face-to-face.
Even though, practically, it was possible to keep only twelve
appointments, I would still make fifteen because invariably, twenty
per cent appointments get cancelled for some reason or the other.
People who are serious in meeting their goals always keep a cushion
for the unforeseen, which means they see the unforeseen in advance.
Result-oriented people plan for the unplanned.

The unprofessional and disorganized show gross disrespect for
their own and other people’s time.

RESPECT TIME

A good professional understands that like an arrow shot, spoken
words and time lost never come back. Hence, time lost is life lost.
Life management is nothing more than managing priorities in life.



When someone calls me for dinner, at times I have to tell them that I
am already committed and so will be unable to come. I am really
saying to myself that my other engagements are more important. We
need to make choices, the higher priority takes precedence. Based on
our priorities, we need to know when to say ‘yes’, and when to say
‘no’.

SOME SUGGESTIONS FOR EFFECTIVE UTILIZATION OF TIME

1. Make every effort to qualify your prospect.
2. Divide your prospects into three categories: hot leads, lukewarm

and cold leads. Go after the hot leads first, then the lukewarm
and then the cold. This sets priorities. Don’t waste too much time
on the one off ‘pie in the sky’ big sale. I remember while selling
insurance, if there was a big sale in the pipeline, my manager
always cautioned me that a big sale should always be treated as a
bonus. If the big sale happens, it is a lottery. If it doesn’t, do not
lose your bread and butter for an imaginary feast. What I mean is
that many times, people keep looking for the big sale to become
millionaires overnight. What they don’t realize is that it may not
happen at all. Good professionals continue consistently on their
growth path. The key word is consistency, to avoid both feast and
famine.

3. Don’t allow unscheduled visitors to drop in – These are people
who don’t do their own job and like to waste other people’s time.
If you ask them what brings them to you they will say, ‘I just
dropped in to say hello and have a cup of tea with you.’ They will
waste an hour and they think they sat for only five minutes with
you. Is that what we are getting paid for? In a situation like this,
they are not at fault; in fact, they come in only if you allow them.
It only shows that you lack commitment yourself.

4. Don’t make unnecessary friendly calls and waste other people’s
time as well as yours – If you have time in your schedule between



meetings, think about how you can efficiently meet new
prospects and do some fact-finding.

5. Through your actions, always let your customer know you
respect their time. Always confirm your appointments in
advance. Why? Because it prevents wastage of both yours and the
other person’s time.

6. Have a good night’s sleep. A well-rested body and mind function
energetically the next day. It will help you increase productivity
and will give your prospects a better vibe.

7. Keep yourself physically fit.
8. Paperwork and follow-up are two things that salespeople find

difficult to handle. However, without a logical follow-up system,
there is no way we can stay in the profession successfully. The
following filing system worked well for me – create thirty-one
files dated one to thirty-one and when follow-up is required, put
it on the appropriate file. Then, every day, you will automatically
know who has to be followed up on that day. When follow-up is
required after talking to a potential client or after sending a
proposal, if it is not done the sale may be lost and time wasted. If
they are followed up after too long, the client might have
forgotten. This would put the salesperson out of business.
Relying on memory alone is a recipe for disaster. Hence, it is
crucial to develop your own external memory jogger system that
would ensure a timely follow-up. The key word here is external.
Whether it is a dairy, planner or a prioritized carry forward to-do
list or a color-coded chart, or whatever you are comfortable with
phone, laptop, etc, it must be a fool-proof system in writing.

9. Utilizing unproductive time – Convert waiting time from wasted
time to productive time. Examples of waiting time are:

i. At the client or doctor’s office, clinic or home
ii. Driving time or travel time



Good professionals utilize this time in listening to motivational
messages or reading a book that would enhance their knowledge.

I used to rehearse my presentation while driving. If you drive
three hours a day and listen to an educational/motivational CD, even
with 200 working days, one could get 600 hours of education in one
year which is probably more than many post-graduate programmes.
You could probably end up with knowledge equivalent to a university
graduate or post graduate.

A good business operation certainly needs to consider the
relationship of time, revenue and profitability. This is where the 80:20
rules come into play. One needs to identify the accounts with the most
potential and apportion time, based on return on an investment, to be
able to generate profit (not to be confused with ‘the big sale’).

A good sales professional should ensure that he optimizes selling
time rather than getting into time-consuming administrative
functions. Probably, most salespeople, especially managers, spend
twenty per cent of their time on revenue generation and eighty per
cent on administrative functions. This should be reversed. If we want
to be more effective, we need to live by the following two principles:
 

1. Do the right thing first time, every time.
2. Invest eighty per cent of your time on revenue generation.

If you observe the way people walk, some walk briskly and others
drag their feet. The person walking briskly knows exactly where he is
going and by when he has to reach there. The person who is dragging
his feet is going nowhere. One makes things happen and the other is
waiting for things to happen. One is living and the other is marking
time.

YOUR TIME/LIFE CONTROL SHEET

Maintain a time log for the next seven days to identify your current



usage and wastage of time. Do it in the slot of thirty minutes as
follows:

IF YOU WASTE TIME, TIME WILL WASTE YOU.

Evaluate the above to identify the five productive things you want to
do more of and five unproductive things that you want to avoid.

An organized schedule has a pay-off. An unorganized schedule
you have to pay for. Effective time management is a commitment that
needs self-discipline. Planning daily activities shows professionalism.

People who are goal-oriented have a competitive advantage over
others. If you are a long-term player and want to succeed as a
professional, then being fully committed to setting and achieving your
goals and measuring your progress on a daily basis is the recipe for
success. The key words are ‘measuring your progress on a daily basis,’
because nothing magical is going to happen at the last moment
unless consistent effort has been made in advance.

We all have a waiting time in life – winners wait for their
destination and losers wait for their destiny.



30 Ethics

CARDINAL RULE

TELLING THE TRUTH UPFRONT IS A LOT EASIER
THAN APOLOGIZING FOR THE LIES LATER.



 
 
We practice values because we believe in them, and it comes back to
the principle that there are things in life that we would or would not
do even if no one is watching. It is crucial to remember that ‘unethical
people bring discredit to everything and everyone associated with
them, regardless of their profession.’

ETHICAL BENCHMARKS

A good sales professional must develop his own ethical benchmarks
in order to measure the right and wrong. A person may appear honest
till tested, because:
 

They didn’t get an opportunity to cheat so far.
They are afraid of getting caught.
Their integrity changes based on the risk and reward ratio. If the
rewards are great and the risk is low, they may be dishonest.
A person may be honest or dishonest based on the stakes that are
involved. Someone who may be honest for a $100 or a $1,000 may
become dishonest for a million or more. It shows that integrity is
missing and they are ready to sell their conscience based on price.

A good professional makes his conscience and values his guiding
principles. Every behavior and transaction is guided by those
principles and that becomes his philosophy. His philosophy works as
a lighthouse or North Star and helps guide and navigate him in the
right direction and towards the right destination. A good professional
does not have different moral standards for different situations. In
other words, his morality doesn’t change from person to person and
situation to situation.

UNETHICAL DEALING BY SALESPEOPLE — CHEATING THE



CUSTOMER AND/OR THE COMPANY

1. Misrepresentation of facts or misrepresentation of any kind.
2. Offering inducement under the table or giving expensive gifts to

influence decisions (bribing).
3. Using company assets for personal use or misuse of company’s

assets in any form.
4. Theft of data or theft of technology.
5. Adversely affecting the goodwill of the organization.
6. Going out for company business, but doing personal work.
7. Fudging of accounts (padding expense accounts) or time sheets.
8. Giving false sales reports.
9. Concealing facts – not giving pertinent information to the

customer. Example: the client feels after the purchase that had he
known this information before the purchase, his decision would
have been different. This is concealment or cheating.

10. Exaggeration of facts.

There is a world of difference between reputation and character.
Reputation is what other people think of us, character is what we
know who we are, and they could be two totally different things.
That’s the difference between doing the right thing for the wrong
reason versus doing the right thing for the right reason, e.g., some
people are honest because they don’t want to get caught while telling
lies. They are doing the right thing for the wrong reason. They are
only building a reputation of honesty, but the question is, ‘Are they
really honest?’ The answer is, ‘No’.

Some people are honest because they believe it is the right thing
to do. They are doing the right thing for the right reason. This is called
Character. Character is what we would do or not do even if we knew
we would not get caught or even if no one is watching.

A salesperson has many responsibilities to himself, his family, the
organization, customers and society. A salesperson’s obligations are:



 
1. Economic obligation – In order to honorably discharge his

obligation, a salesperson must be economically profitable to
himself, his company and to his customer.

2. Legal obligation – Ensuring that he discharges his obligation
legally.

3. Moral obligation – He should behave ethically in all his
dealings with everyone. Ethical behavior is not a strategy, but a
way of life.

4. Social obligation – To ensure that he makes a contribution to
society.

Rules to live by:
 

Golden rule for professionals – Treat others the way you want to
be treated.
Golden rule for the unprofessional – Just get the gold, forget the
rule or remember that those who have the gold, make the rule.

ON A LIGHTER NOTE — MISREPRESENTATION OR NOT?
YOU DECIDE

Once a life insurance salesman was bragging about his company:
‘Our claims department is so efficient that if a man jumps from
the fifteenth floor of our office building, he can collect his claim
cheque from the tenth floor, even before he hits the ground.’

Another time, a life insurance salesman was filling out an
application for a potential client and there was a question asking
the cause of death of his father. The prospect was a little
embarrassed because his father had been hanged. The salesman
was also uncomfortable writing this cause, so he suggested, ‘Why
don’t we write your father fell down from the platform at a public
function?’



LEARN WHEN TO WALK AWAY FROM BUSINESS

Remember, relationships are built on win-win principles and not win-
lose. In the following situations it is better to walk away from
business:
 

When the transaction compromises your/your organization’s
goodwill
When you are asked to compromise values
When you are asked to cheat your company
When the customer is looking at devaluing your product by
asking for ridiculous prices
When the customer’s values and your values don’t match (The
customer suggests that you help him cheat his company, your
company, or any third party.)

My experience shows that the biggest problem-makers are the
freeloaders. They want your product by devaluing it with ridiculous
pricing and will also be the biggest complainers after the sale. These
kinds of buyers or customers will become a pain in future.

Remember, the one who wants you to cheat might cheat you on
the first opportunity he gets. Regardless of whether he cheats you or
not, would you like to compromise on values to do business?

Once a manager saw that in his salesperson’s expense account
there was a figure which was very high. He asked his salesperson,
‘Can you explain this figure?’

The salesman said that those were his hotel charges.
The manager said, ‘You have to stop buying hotels immediately.’
Some ethical organizations don’t hire people who have worked

more than three months in an organization that is known to be
unethical because it shows that they consented to and approved such
unethical practices.



Salespeople who lack commitment invariably lie to prospects and
give false information. They also lie to their company, making all
kinds of excuses as to why they could not make a sale. Only the first
lie is difficult, after that it becomes progressively easier. Experience
shows that people who lie, don’t hesitate to steal either.

A good professional can never sell anything that deep down in
his heart, he doesn’t believe in or that goes against his conscience. I
recall, once I sold some life insurance where my commission was close
to $2,000. I came home but something kept bothering me. My wife
could sense it, and she asked me why I was uncomfortable.

I said to her, ‘I am not sure I did the right thing and if the client will
really benefit from the policy I sold to him.’ She said to me, ‘You know more
about the life insurance business than the client does. You also have the facts
and information on the financial status of the client. If you want to know
whether you did the right thing or not, ask yourself, if you were in the place
of the client, would you buy the policy? If your conscience says yes, you have
earned the commission and can sleep peacefully, but if your conscience hurts
you and you have a sleepless night, you know you did the wrong thing. In
that case, return the money and cancel the sale.’

Well, she clarified my ethics. I felt restless and had a sleepless
night. Next day, we reversed the transaction and then I felt
comfortable. This incident taught me a lesson – integrity and empathy
function together, one cannot work without the other. We sell
products and services, we sell our professional time – we don’t sell
our conscience.

A good way to clarify thinking is the Rotary four-way test:
 

Is it the truth?
Is it fair to all concerned?
Will it build goodwill and better friendships?
Will it be beneficial to all concerned?

UNETHICAL BEHAVIOR



When we first hired our computer consultant and maintenance
person, he gave us a lot of smooth talk on integrity, good service,
quality, reliability and dependability. The moment he got our business
we saw his true colors. Every second day we had a problem and he
was also stealing information from our office. The experience was a
nightmare. He told us he wanted to be a part of purchases from his
referrals for all items so that he could have a handle on the service.
Later on, we came to know that all his referrals had an underhand
commission, inbuilt for him, and they padded up the bill by 400 per
cent. What was costing $200 was billed at $1,000 with a twenty-five
per cent cut going to the so-called computer consultant. He had given
clear instructions to the referrals not to disclose it to us.

Needless to say, the relationship was short-lived and even though
we had recourse to sue him, we chose to discontinue our relationship.
After he found out that we were aware of his dishonest, underhand
dealings he never returned our calls.

One of our clients fired his accountant (in my opinion rightly so)
for the following reasons:
 

1. He never kept his appointments.
2. If he was late, he never had the courtesy to inform anybody nor

show any remorse.
3. His audits were more of an eyewash than substance and didn’t

meet industry standards of quality. If he was scrutinized by his
own licensing body his license would have been cancelled.

Once, two people died. One was a poor man and the other was a
used-car salesman. They both got to the gates of heaven together
and at the entrance, the gatekeeper saw their records and said,
‘You both have done good things on earth. We were expecting you in
heaven and we have permission to grant you one wish each. Anything
you wanted in life, you can take it with you to heaven.’

The poor man said, ‘All my life I have been poor, I would like to



have a million dollars.’ His wish was granted and right away he got
a million dollars.

The gatekeeper asked the used-car salesman what his wish
was.

He said, ‘Just give me a used car and twenty minutes alone with
the person you just gave a million dollars to.’ That’s it!

The above example appears to be of a fast-talking
salesperson who is out to cheat.

DISHONEST SELLING

An optometrist was teaching his son how to sell. He said, ‘If
someone comes into your store, let them settle down and then make them
try new glasses. Next tactfully appreciate them and convince the
customer of how smart and attractive they look with the new glasses. If
they seem convinced, very softly and politely say, $10. If they still seem
very pleased, just say “without the lenses”. If they ask the cost of the
lenses say $10 and if they still appear very pleased, just add the word
“each”.’

A young office boy was caught lying and the supervisor said, ‘Son, do
you realize what happens to those who lie in this organization?’

The boy said, ‘Yes sir, they are all transferred to the sales department.’
No company in the world can exist without selling. Should

selling be perceived as a necessary evil or a respected profession?
Some people perceive salesmen as self-serving, manipulative beings.

Some sales practices are repulsive and embarrassing, while others
are great and rewarding. Selling is a process of convincing others. I
cannot think of anything in the world that can be achieved without
the power of convincing, whether it is wealth, friendship or anything.
Ethics in sales is no different to ethics in real life. In fact, business has
an obligation to stay away from inappropriate or unethical action.



Understanding ethics in selling is crucial because selling is something
that we all do, all the time, regardless of our status.

It is not necessary that for a salesperson to succeed in his
profession, he must be greedy, unethical or materialistic.

Oscar Wilde said, ‘Some people know the price of everything, but value
of nothing.’

A career in sales has the potential of being very honorable.
Unfortunately, unethical salespeople succumb to pressure and take
shortcuts to make quick money. They bring dishonor to themselves,
their organizations, families and the profession. Even though the sales
profession is driven by short term rewards of bonuses and
commissions, ethical professionals are driven first by integrity and
second by commission. Their priorities are clear. They don’t trade
their integrity for commission. Just like a good doctor makes money
by serving society, similarly a good sales professional serves society
and also protects his self-interest.

Giving medicine to the sick is humanity but making people
sick just to sell your medicine is inhuman, and unethical. How do
the dishonest justify their behavior? What could be the reason for it? Is
it that:
 

The world is highly competitive – leading to unethical behavior.
People are looking for short-term gains only – values have been
degraded.
People keep redefining their values, transaction to transaction.
There is too much individualism.
Money is the only measure of success.
Winning at any cost is the only important thing.
People claim that values are relative. They redefine values to suit
themselves.
If ever they get caught, the remorse is not for ‘why did I do
wrong?’ but ‘why did I get caught?’
Everyone else is doing it.



It was a minor theft or a small lie.
‘I needed some money for home.’

I feel none of the above are reasons enough to stoop to deception and
cheating.

There are examples of unethical behavior in every profession,
such as:
 

Surgeons perform unnecessary surgeries to enhance their billing.
Doctors don’t pay attention, because they don’t have time.
Lawyers take dates just to keep billing.
Teachers have time pressure but that does not justify improper
grading of student papers.
Bumper crops do not justify a farmer using excessive and harmful
pesticides.
Billing is not based on the time spent but on how much can be
extracted from the client.

Which profession does not require dealing with pressures and making
value-based choices? Who is not faced with the temptation to make
extra money or spend more time with the family? We face
temptations, both at work and at home, of different kinds and in
different directions. Good sales professionals realize that they are not
only selling their products or services, but that sales come with a
commitment of integrity towards all parties. There is a reciprocal
relationship between the individual and the organization, sales and
service because the actions of one impact the other. Where does one
pick up unethical behavior? There can be many sources:
 

Unethical manager and unethical company culture.
Parents may not be good role models.
Unethical messages through media and advertising.
The system that does not integrate ethical practices with sales



practices.
A system that rewards only results, even unethical.

A salesperson was interviewed and asked, ‘Do you waste time, come late
and gossip at work?’

The applicant replied, ‘No sir, but I am a quick learner.’

WHEN YOUR ACTIONS ARE IN CONFLICT WITH YOUR
VALUES IT CAUSES TURMOIL WHICH IS A CAUSE FOR
FAILURE

Evaluate Your Values:
1. Do you conceal valuable information? YES/NO
2. Do you exaggerate claims about your products? YES/NO
3. Do you degrade your competitor to make a sale? YES/NO
4. Do you fudge or cheat on your expense account or time

sheet? YES/NO
5. Would you feel uncomfortable if you are carefully

audited? YES/NO
6. Do you feel making a sale is more important than

goodwill? YES/NO
7. Do you or your company practice making money by

hook or by crook? YES/NO
8. Do you think it okay to make a profit dishonestly when

you know you will not get caught? YES/NO
9. Do you think values are subjective and there are no

rights or wrongs in life? YES/NO
10. Would you give a bribe or kickbacks to make a sale? YES/NO

If your answer is ‘Yes’ to any of the above questions, it is just a matter
of time before you get into trouble. Don’t we face ethical dilemmas
every day? Is your conscience a guide or an accomplice? Does your



internal voice give you the right direction?
In order to clarify your values, ask yourself the following

questions:
 

1. Who would be hurt by my actions?
2. Would I like someone to treat me this way?
3. Would I be proud of my behavior or actions?
4. Would I rise or fall in my own eyes/esteem?
5. Would my mother be proud of me?
6. Would my children respect me?
7. If my actions become the headlines of the newspaper tomorrow

morning, would I like to see my name there?
8. Think – Does my action help or hurt me, my family, company or

my customer?

Abraham Lincoln came from a poor family and eventually became a
very successful practicing attorney. Once a case came to him and after
he looked at the facts, he said, ‘Technically OK, but ethically not OK. I
will not take your case.’

The man said, ‘I am willing to pay your fees.’
Lincoln said, ‘Fees is not the issue, because knowing the facts that I do

when I am arguing your case in front of the judge, all the time at the back of
my mind I will keep saying to myself: Lincoln you are a liar, Lincoln you are
a liar. I cannot live with myself.’

The above example reinforces my belief that cheats and crooks
only learn the tricks but not the trade. They make money at the cost of
selling their souls.

A good professional lives by the principles of ethical selling. To
him goodwill and conscience are priceless and can never be weighed
against money or commissions. Crooks don’t mind compromising
goodwill for ulterior motives, while good professionals would prefer
to walk away from business that tarnishes goodwill. Good sales
professionals sell products and services, they sell their professional



time but not their conscience.

BECOME UNSTOPPABLE

Some of the greatest leaders in the world like Lincoln, Churchill and
Martin Luther King were also great salespeople. They sold their ideas
to the world and the masses started supporting them. They spoke
from their hearts and not just their mouths. Their words carried
weight because their foundations were based on principles of
integrity. Hence, their convictions came out as very strong. Because of
each one’s exceptional selling ability, they created a consensus and
changed history for the better.

Principles have existed since eternity.
They were here before we came.
They will be here after we are gone.

If you asked the greatest professionals in the world how they would
describe themselves in one word, that word would be,
‘UNSTOPPABLE’.

This book puts you on the path to being unstoppable.

Become Unstoppable and Sell Your Way to
Success.
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