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CHAPTER 1

Finding the People to Sell

You’ve been hired by a good company to represent a product you
believe in. They have offered you product knowledge training and
some company-generated leads. If you have read the first two books
in this series, New to Sales and The Mental Edge in Selling, then
you’ve been through the early phase of sales training, getting an idea
of what you’re facing. Where do you begin to make money in this
business? It’s by finding the people who need what you have to offer.
This area, called prospecting, is often the biggest maker or breaker of
sales careers.

Take a look around your company. How many salespeople are
lying around the office like beached whales? I’m talking about the
ones who say things like:

“I don’t have anyone to call today.”
“Oh, I hope some hot buyers walk in soon.”
“I wish the company would give me more leads.”
“Our advertising is a joke. How am I supposed to meet people if we

don’t do good advertising? Nobody calls us from our ads.”
“I’m waiting for an important call and want to be available so I’m

not doing anything else right now.”
Those are the people whose careers will be broken by not

mastering the art of prospecting. Those who excel at prospecting
never have nothing to do.

It’s sad, but the average salesperson doesn’t really believe that
getting to know people is the key to every door in selling. They’ll say,
“It’s all in who you know” without understanding that most people are
knowable—if they’ll just take the initiative to contact them.

As the last of the audience was leaving the auditorium at the end
of one of my three day, high-intensity seminars, a gentleman in his



mid-sixties came up and said that he’d been in sales nearly forty
years. I had noticed him taking copious notes during the lecture, and I
was impressed that anyone with his extensive background would be
eager enough to learn new things by attending the training.

“I enjoyed your seminar very much, Mr. Hopkins. However, you
could have shortened it.”

“Was it too long?”
“Not at all. I learned a lot. But in two minutes flat, you can give your

next audience a secret that’ll guarantee their success.”
He spread his arms wide. “After pouring forty years into this

business, I know the secret of selling success.”
“Just a minute,” I said. “You know the secret? My life is devoted to

helping salespeople. Please—share this secret with me.”
After looking at me for a moment, he said, “Tom, that’s exactly

what I’m going to do.”
There was a charge of expectancy in the air—maybe even of

reverence—when this great master of selling walked over to the
board, picked up a felt pen, and drew this figure:

“There it is, Tom.”
As I stared at his drawing, the charge of reverence leaked out of

the room. Then I looked around, hoping I wasn’t alone with this man. I
was. Putting on a friendly smile, I said, “So that’s the big secret, eh?”

“Exactly. Every month you talk to thousands of individuals who are
struggling to make good in sales, don’t you?”

“Yes, but a large percentage are already doing anywhere from
good to great. They come to my seminars because they want to



become even greater.”
“Right—I’m in that category, and you’ve got a truckload of splendid

techniques to help us. But the thing is, techniques count for nothing if
they’re not used. Tom, if you can get this one point across, you’ll
achieve your goal of helping everyone who hears you become
successful in sales.”

“Yes, but—”
He lifted a finger. “Tom, if you can motivate everyone to use my

secret, they’ll overcome every obstacle to earning big money.” His
hands flourished. “And the secret is: “See Twenty People belly to belly
every day.”

Suddenly the air was charged again. He clapped his hands
together and went on, “Get them to do that and they can’t fail.”

He was right. All my years in selling convince me of it. Never have
I heard a formula for success that beats his for truth, simplicity, and
practicality. Put your belly button near twenty others each day and
you’ll soon be living on top of the hill. The key to making more money
is to see more people.

Now, I know not everyone reading this book will be in a type of
selling that’s done face to face (or belly to belly). You might be in
telemarketing. You might conduct sales over the Internet, relying on e-
mail and video conferencing. That’s okay. The premise still stands. If
you’ll meet twenty people every day, you can’t help but succeed in
sales. Even if they don’t need your services, they’ll likely know
someone who does. It’s all in who you get to know.

While the ink is still drying on your new business cards, you should
be preparing a list of everyone you know in the contact management
program in your computer. Start with Mom and Dad, brothers and
sisters, aunts, uncles, and cousins. Don’t forget Grandma and
Gramps, either. Then move on to your best friends and neighbors.
Use your address book. Use your Christmas card list, if you have one.

You might be thinking I’m crazy here. You might be selling highly
sophisticated equipment that Grandma wouldn’t understand if you
spent a week showing it to her. Why would you want her on your



business contact list? Because Grandma knows a lot of other people.
She loves you and wants you to succeed. She’ll be bragging about
you at church, at the senior center, at the doctor’s office—everywhere
grandmas go. And you know what? Someone will hear or overhear
her mention that dear little Johnny or Jean is helping people with fancy
computer equipment and doing quite well. And guess what happens
next? Someone asks her about you, gets your contact information,
and good old Grandma has just sent you a lead. Be sure to thank her.

Once you have your list complete, draft a short and to-the-point
letter about your new position. Be sure to explain the benefits your
product offers—not the features, not the technical details. Don’t tell too
much, just enough so people get the gist of what you’re doing. End by
asking them to keep you in mind when the subject of whatever it is
you’re selling comes up and offer to serve them, their relatives,
friends, or clients most professionally. Send that letter to everyone on
your list.

Here’s a sample you might consider:

Dear John and Mary,
Something exciting has happened in my life. I have recently

been hired as an associate [salesperson, consultant] with
[name of company]: This company is one of the largest [best,
fastest-growing] in its field. I have learned a great deal about
their products and services and feel confident in representing
them.

It is my responsibility with this company to offer my friends
[relatives, clients] the latest and most innovative ways to [state
a benefit of the product or service]: There’s too much to tell you
in a letter so I’ll be contacting you for a time when we can visit. I
would so appreciate the opportunity to share with you ideas on
what benefits this product might have for you. I thank you in
advance for your time.

Sincerely,

Follow this up with phone calls to the top ten or twenty people on



your list who would be most likely to help you. It might be people you
know in business. It might be Grandpa with all his connections at the
country club—or even the barbershop. Elaborate on the services you
offer. Exude professionalism. Ask if there’s anything you can do for
them in return for any help they give you.

To keep your list—and your business—growing, add everyone you
talk with every day. Besides your company-generated leads, this
might include your local dry cleaner, folks at the restaurant where you
have lunch, people you strike up conversations with at the car wash.
You might wonder how you get contact information from people during
these brief encounters. It’s simple and I’ll show you exactly what to do
and say. I call it the thank-you-on-the-business-card strategy.

Once the ink is dry on your cards, take a pen and hand write the
words ‘Thank You’ on them. When you meet new people, hand them
your card and say these words, “May I give you my card?” As you
hand it to them, they’ll reach out. They always do. Next, say, “You
might notice I wrote thank you on it and I guess I’m thanking you in
advance for, hopefully, the opportunity to someday serve your [name
of your industry] needs. May I have your card as well?”

Those words are totally non-threatening. I designed them that way.
You’re polite. You’re offering service someday—not being pushy at all.
Asking for a card in return is only courteous. If the other person
doesn’t have one, simply say, “That’s fine. May I have your permission
to keep in touch here at the dry cleaners?” Most people will say, sure
because they don’t think you’ll really do it. Little do they know you’re
being trained by me! Get the correct spelling of their name, say your
thanks, and take your leave. Follow up by sending them a thank you
note. I’ll cover thank-you notes in depth in book 6 of this series, The 6-
Figure Sales Office.

This whole technique takes less than three minutes to complete.
How many three-minute segments do you have in a day? Do you see
now how you can reach that goal of meeting twenty people every day?
And that’s just for those you meet in person.

It’s a curious fact that, though few salespeople will deny
disagreeing with anything I’ve written in the previous section, many



salespeople won’t act on it. They know that they have to meet new
people to be successful, and they want to be successful, but they
don’t get out and meet the people. Why not? It’s the old fear of
rejection that I talked about in book 2, The Mental Edge in Selling. By
now, I’m sure that you’ve changed your attitude. Now you know that
every time you get rejected, you’ve actually made money. So you’re
ready to go out and meet some of those good folks who need your
product or service.

Selling is finding people to sell, and selling the people you find. In
the beginning, you’ll try nearly anything. As you grow in your skills,
you’ll see what works and doesn’t work. You’ll constantly tweak what
you say, how you present yourself, the material you’ll send people, the
number of times and ways you keep in touch.

The only way to know what’s working best is to keep track of the
results. That’s where ratios come into play.

Know Your Ratios, and Strive to Improve Them

All successful businesses use ratios. Your sales activity is a
business. Therefore, you must use ratios to be successful. If all this
gives you a pain in the inferiority complex you got by flunking math in
high school, relax. Whether you can precisely define the word or not,
you’re already making frequent use of ratios. But you’ll use them more
effectively if you understand them better. Let me explain.

A ratio is just a fraction that measures something against
something else. Let’s suppose that you have two savings accounts.
One of them pays 6 percent interest. This means that the interest your
money earns has the same relationship to the total amount of money
in your account that 6 has to 100. This relationship is a ratio. It can be
written in several different ways without changing the relationship
between the two numbers:

6:100
6/100
6/100



6 percent
6%
.06
.060

Business ratios are frequently expressed in percent because
percentages are easy to understand and compare. Let’s do it on both
of your savings accounts:

Bank Amount on Deposit Interest Earned
A $8,979.80 $448.99
B $ 332.00 $ 19.92

Few people can look at the figures above and immediately know
which bank is paying the higher rate of interest. But if we compare two
ratios, the answer is instantly obvious:

Bank Interest Rate
A 5 percent
B 6 percent

Ratios that will help you manage your selling business are serious
stuff. Here are some that you should be keeping track of—and striving
to improve:

Prospecting calls per hour spent.
Prospecting calls/appointments made.
Appointments/sales.
Hours worked/money earned.
Prospecting calls made last month/income this month.

Let’s talk about each of these basic ratios in turn. When you’re well
into managing your selling business with this method, you may find
other ratios that are more crucial to your particular operation than
these. If so, great. Run with them. The point is this: Your activities can
be expressed as ratios that, when studied, will show you how to best
spend your time. If you’re not keeping track, you’re not steering your
ship.



Prospecting calls/hours spent. We can be astonishingly
ingenious at finding ways not to prospect when we sit down to
prospect by phone—or have the time blocked out to go out and do it. If
you really want to succeed, you’ll discipline yourself. This means you
set reasonable performance levels and make yourself meet them.

Prospecting calls/appointments made. As a very rough starting
figure, the ratio for all kinds of selling is about 10:1. That is, make 10
prospecting calls: get one appointment. Don’t ask about the ratio for
your business around the office. The losers don’t prospect because
they’re losers, and the winners don’t prospect anymore because
they’re too busy with the referral business they built up through
prospecting. Compile your own batting average. Start off with the
assumption that ten good prospecting calls will get you one good
appointment, and take it from there.

Appointments/sales. Again, 10:1 is a rough average, but this ratio
varies wildly from business to business. Salespeople working a route
of established accounts may go for days getting an order at every
stop; salespeople working airlines for aircraft manufacturers may go
for years between sales. Most of us operate well away from routine
order taking at one extreme and salaried team selling at the other
extreme. Once you’ve determined your own ratio for this activity, study
it together with the previous ratio. If you’re getting lots of appointments
but making few sales, you may be losing out before you walk in the
door through poor qualifying. You can’t make money trying to sell the
wrong people. Or, if they are qualified, it could be that you’re not
hitting their hot buttons during your presentation—not lowering their
sales resistance enough to take a serious look at owning your product.

Hours worked/money earned. At least twice a year, you should
run a check on exactly how much time you actually spend working,
and compare that to how much you’re making. It’ll take a tight log to
ferret out the facts, and no one can do it but you. If you’re serious
about making more money, take a cold reading on how much time
you’re productive compared with how much time goes into looking
busy. How you use your time determines how much you pay yourself.
Take a hard look twice a year. You may want to make changes.



Prospecting calls made last month/income this month. The
idea here is to emphasize the direct bearing that the number of
prospecting calls you make now has on how much you take home
tomorrow. Using the right time lag is vital. Decide on how long it takes
to work the typical interested prospect all the way from initial contact
to money in your pocket. This time delay may be three months or
longer. Some salespeople fail because they don’t gear their thinking to
the time lag that’s involved in their business.

Champions develop simple methods for keeping track of their
personal performance ratios such as those given above, but they don’t
do it out of idle curiosity. They gather the necessary information for
hardheaded reasons—so they can recognize opportunities while
they’re fresh and correct potential challenges before they get out of
hand.

Let’s look at how this works. Suppose you’re fairly new in the
business but you’ve acquired some skill at prospecting, qualifying,
demonstrating, and closing. You’re consistently making one sale for
every ten prospects you meet. We’re talking here about the people
you find, not those who wander in off the street.

By making about one call a day, you’re meeting about thirty people
a month, so you’re closing three sales a month. Now what’s going to
happen if you decide to make two calls a day?

Your sales go up to six a month, and your income doubles.
Suppose you elevate your performance level again, and start

making four calls a day?
Your sales go to twelve a month and your income again doubles.

So if you were making a thousand dollars a month off three sales
before, now you’re making four thousand a month off twelve sales—
and feeling very good about yourself.

When I drop these figures on people in my seminars, I can read
messages like these on lots of faces:

“I can’t make four calls a day.”
“In my business, two calls a day is tops.”



If you think that, I disagree with you. Every potential Champion has
to fight that kind of negative thinking in the beginning. Here’s how you
do it. Sit down and work out a schedule that will allow you to double
your sales. Next, throw that schedule away and work out one that
adds one more call a day. Then work out the time planning and
organizing that will allow you to meet this second schedule. You can
do it. All it takes is desire, discipline, and determination.

You will close a certain percentage of the people you meet. Your
goal should be to up that percentage. But let’s be realistic. I’ll tell you
very honestly that I can’t show you how to close 100 percent of the
people you meet. In a free economy, it’s impossible to close ten out of
ten. So there does come a time when trying to raise the percentage of
people you close is more frustrating than realistic, a time when you
should be putting your effort into acquiring more prospects to apply
that percentage to.

My goal as a trainer isn’t to have you close 99 percent. You can’t. I
want to raise your percentages and increase your income—and you’ll
do that by making more calls.

Why not fewer and better calls?
Because more is better—especially when you’re new. If

professional athletes only practiced twenty minutes a day, how long
would their careers last?

There’s another point I want you to remember—and act on. A
Champion always makes one successful call after a rejection.

Why? Think about it. If you stop on rejection, what do you carry
with you the rest of the day?

Rejection.
Champions are determined to keep their winning attitudes. If they

hang up on a negative note, their winning attitude is damaged for the
rest of the day.

You’re saying, “I might have to call four people or even more to get
a positive response.”

Then call them. That’s what Champions do. That’s what the Five



Percenters, the great ones, the achievers do.
There’s another time when you must call until you get a live

prospect. Every time you make a sale to one of your existing
customers or prospects, what do you have to do?

You have to replace that satisfied client with a new potential client.
After completing a sale, Champions say, “I must find two more

good potential future clients to fill the space left by the person I just got
happily involved in our wonderful opportunity.”

One of the best things about selling, especially in the beginning, is
that being busy at first leads to business. In other words, activity
breeds productivity. Understanding this early in my sales career, I
started charting everything I did each day. Then I would track my
activities over a ninety-day period and compare them to my income
during that time. It never failed. The more active I was the more
money I earned. Now, you have to be active at the right things, and I
had quite a list I used in the real estate business. I’ll cover those that
apply to nearly every sales industry here:

Keeping up with industry news. This can be done by reading
articles or news posted in your office; on Web sites that contain
industry news; or through industry-specific publications.
Meeting new people. I set a goal to meet twenty people every
day. In my business, that meant knocking on doors of homes. In
business-to-business sales, it might mean walking from one
company to another, asking the receptionist what type of
business it is so you can determine if your product or service
might suit their needs. Another method might be phone
canvassing. This is meeting people on the telephone. In
consumer sales, be certain to check the Do Not Call Registry
before contacting anyone at home. With businesses, call as many
as you can handle.
Setting appointments. Since few sales are made on initial contact,
getting confirmation of a meeting to discuss or present your
product is critical. You should know from your ratios how many
appointments you need to set each month in order to achieve
your income goal and go for it.



Making presentations. Again, refer to the number you need to
meet your goals.
Getting referrals. This is nothing more than getting leads from
satisfied clients.
Sending thank you notes.
Sending mailings, brochures, e-mails, newsletters—whatever—to
generate leads for yourself rather than waiting for company-
generated leads.

Each of these areas is a productivity-generating activity. Include
some of them in each and every business day until you begin reaching
your income goals. Then start fine-tuning what works most effectively
for you. You might be able to back off on the number of people you
meet face to face when you perfect your phone presentation. You
might be able to reduce the number of presentations you require of
yourself if your closing ratio improves. The key is to just stay busy at
the business of selling. Success will follow.

Five Ways to Hover Until You’re Ready to Fly

Let’s suppose that, for whatever reason, you’re not ready and
willing to put on a strong prospecting drive of any kind right now. If
you’re in a situation where no business at all is coming at you, you’re
dead. You either have to change your attitude or change your job,
because you’re not going to make a dime at what you’re doing.

But you may be in a situation or a territory where there’s a flow of
business that comes at you without any prospecting on your part:
company-supplied leads, repeat business from established customers,
things of that sort. The following methods will allow you to hold that
business, and even build it up, while you’re also building confidence
and learning your product or service.

Here’s how to hold things together until you’re ready to make your
drive for the big money:

1. Handle problems fast. If someone has a challenge with your
product or service, take care of it right now.

2. Call people back immediately. One of the biggest challenges



most salespeople have is that they don’t want to pick up messages
and call people back. Return calls now. It’s the only way you can build
up a happy clientele.

3. Keep every promise made. To make the sale, some salespeople
will promise everything.

“Oh, yes, I’ll take care of that adjustment.”
“I’ll make sure that item is included.”
“You can count on me.”

And then they don’t do one thing they promised to do if they can
avoid it. You’ll never get a referral that way.

4. Keep in touch. Call or see your clients regularly. Letters and
mailing pieces can’t carry the full load because there’s no feedback
from the disgruntled, or from those being wooed by a competitor.
Phone them. Listen for their itch cycles.

Most of my top Champions send out some kind of mailing piece at
least once every ninety days. Many top producers in the automobile
business have a new company brochure going out in the mail to their
list of clients and prospects between four and eight times a year.
Almost every large company regularly produces literature that’s
designed to be mailed out by their salespeople.

Divide any sales force into low, average, and high producers. If
you study what they really do with that mail, you’ll discover that only
the high producers actually get the mailers to their clients. All the
others run out of gas before the mailers reach the post office. There’s
just too much detail for these un-busy people to handle.

One of the top insurance salespeople I’ve trained—and I’ve trained
thousands—sends out a newsletter every month. He writes it himself.
The newsletter is aimed right at his clientele, and it’s strictly business.
He doesn’t draw cartoons. Instead, he gives them a little review of
insurance basics in each issue and a lot of new tax ideas and
advantages that he’s turned up from his own ongoing research. (He’s
a professional, so he makes sure that he knows more about his
service than his customers do.) And he tells them about the latest



developments in retirement plans. If you’re in this field, you know how
important retirement plans are to insurance sales. This man gets a
steady flow of referrals, as well as new business from old clients, while
his newsletter is keeping his name before those of his clients who
aren’t thinking of making changes in their insurance and retirement
arrangements now.

The monthly newsletter is backed up by a phone call every six
months and a visit once a year. That’s the program until he sniffs
change, and then he swings into action. His clients are loyal, and their
numbers are growing rapidly. That’s keeping in touch. Without the
newsletter, he’d have to increase his phone calls and visits to inactive
clients—at an enormous cost in time, which is money.

There are only three ways you can keep in touch: send them
things, phone them, see them. The best mix of these operations
depends on your circumstances, but it’s a rare sales situation that
won’t benefit from a combination of all three approaches.

Your company may provide you with fancy new four-color
brochures once or several times a year. Several outside firms will
supply you with printed newsletters or magazines that can be
imprinted with your name and mailed out. Many of these firms will
even do the mailing for you. But these prepared mailers are often too
slick, too institutionalized, too impersonal, and too general to be used
alone. What you need is a steady mail program that zeros in on your
customers and the opportunities and challenges that are special to
your trading area. Bridge the gap between your company’s special
concerns with a newsletter that you write yourself. Or you can write
one letter that tells about a new technical advance every ninety days
and personalize it to your entire list.

This doesn’t have to be one more thing you feel bad about not
doing because you don’t have both the time and the skill to create
your own mailers. Instead of ignoring the situation, solve it. Organize a
group of salespeople in your office—or in noncompeting firms—to
share the benefits and expense of having one newsletter written for all
of you, a newsletter that’s personalized to your general geographic
area and to the general level of your clientele. The cost to you will be



a fraction of the income you’re missing by not using the mails
effectively. Many authorities, experts and Web sites offer free articles
for reprint (including mine). You’ll be amazed at what you will find by
doing a little research in your field of interest. In most cases, all you
need to do is contact the source by phone or e-mail for a grant of
permission to reprint their information. Most will want recognition as
the author and their contact information included with the article in
exchange for permission.

If your clients have e-mail addresses, consider sending them
information—including newsletters—that way. Encourage them to
keep conversation open between you and them via the
personalization of e-mail.

All of these mail systems can pay large rewards for small efforts.
But they don’t take the place of keeping in touch by phone and visit.
Use mail to maintain contact and keep your image fresh with them;
use the phone and visits to get the vital feedback you must have to
keep their business.

If I were marketing corporate jets, here’s how I’d operate. Every
time I got a line on folks moving in the same circles as one of our
owners, I’d go into orbit. I guarantee that I’d be in touch with these
people. They’d get the brochure but that would only be the beginning.
I’d fly them somewhere exotic for lunch. I’d flatter their egos. I’d let
them know how much they crave the prestige of owning a personal or
corporate jet.

The thing is, these people just don’t realize that they need it—that
their position demands it. So I’m going to make sure they know. That’s
my job.

The same procedure holds true for a great variety of products and
services. The time and money you spend, of course, will have to be in
line with the return you can expect from closing the sale.

I hope you feel the intensity that I’m trying to project into
prospecting, because it’s the lifeblood of sales. You have people in
your sales force who’ve never generated a single lead on their own.
You have people there who won’t pick up a phone to prospect.



You have people who won’t leave the office to prospect—they
simply won’t leave the place unless someone calls them out. They’re
hoping the company will somehow do it all for them.

“Gimme more leads.”
“Gimme more.”
“Gimme.”
When you’re in sales, you must see yourself as being in business

for yourself. That’s the only way you’ll take the initiative you need to
build a successful career. You’ll build it on happy clients, service calls,
and, most of all, by fulfilling your responsibilities to your clients so well
that you richly deserve referrals and the success that attends them.

Relying on yourself instead of relying on the company is the only
realistic way of building your own personal stature. In the next chapter,
I’ll review specific prospecting strategies to lead you to the success
level of your dreams.



CHAPTER 2

Non-Referral Prospecting Methods

These are the leads you generate where there’s no referral
involved. Keep this in mind: They’re not pre-qualified, so you’ll only be
closing 10 percent of them. Therefore, you need to learn not only how
to find new leads, but also how to prequalify them. Let’s make sure we
understand each other here. Please highlight what it means to
prequalify the person or persons we call a lead:

A lead is prequalified when you know that the emotional and
logical requirements for benefiting from your product or service are all
present.

I’ve said it before: The sale depends on emotion backed by logic.
The emotion comes first, and the logic follows. It does not happen the
other way around. You prequalify people by finding out whether the
emotion that’s necessary to carry the sale to completion exists or can
be created. And you also have to find out whether the logic—which
includes but is not limited to the ability to pay—exists or can be
created.

Finding these things out is like catching a bird. If you go thrashing
and pounding in a wild charge, the bird will fly away long before you
can get anywhere near it. But if you softly work your way in close and
then gently cast your net, you’ll catch a lot of birds.

Here are a few things to talk about with consumer prospects that
are important qualification factors in selling many kinds of services
and products:

Employment.
Marital status.
Number of children.
Product or service they now have.

If you know what they’ve got now, in most cases that means you
know what they’ll get later—don’t you agree?



In business sales, you’ll want to know how long the company has
been in business; how long the purchasing agent or representative
has held the position; whether or not the company is growing; and
what prompted them to meet with you.

Each general type of product or service has its own set of vital
qualification factors. You probably know those that are important in
selecting the people most likely to buy what you’re selling. If you don’t
have a clear idea of who buys what you sell, one of your top priorities
should be to research this question. A careful study at your company’s
files of completed sales should quickly tell you all you need to know on
this score.

Technique Number One: The Itch Cycle

This is an exciting technique for prospecting, not a skin disease.
It’s a splendid way to acquire prequalified leads.

In real estate, the average turnover is three to five years; that is,
the average family moves every three to five years. So we can say
that the average person gets an itch to move every five years. If you’re
in automobile sales, you know that people get the itch to buy a new
car about every thirty months. Office equipment salespeople know that
their customers cycle their machines about every three years. These
are the times when the itch is itchiest for most people. But can some
people itch sooner?

Certainly. That’s why a Champion keeps in touch with all her past
buyers. These buyers are an important group among the select few in
the world who have favored her with their trust, and the Champion
knows that she has a special bond with them. So she makes certain
that she’s there to scratch when the itch strikes her special people.

When should you start helping your past buyers get the itch to buy
again?

Start your campaign to update your old buyers sixty days before
the itchiest time.

If it’s a home or something else on the five-year itch cycle, you
really move in on them after four years and ten months; if it’s an



automobile, you really start driving to get that itch going after two
years and four months; if your product is any kind of office equipment,
you really start sitting on them after thirty-four months.

As an alternative, or for longer itch cycles, try whetting their
appetites after 95 percent of the itch cycle on their old item has run
out. For example, you’ve determined that your average itch cycle is six
years. Kick off your itch campaign after five years and eight or nine
months. The longer the itch cycle, the greater the variation. This
means the longer itch cycles require a greater margin of safety to
make sure that you’re there before they start looking elsewhere.

And, of course, a Champion never kisses his buyers good-bye by
letting years pass without renewing his acquaintance with them. Visits,
phone calls, mail, lunches—these are some of the methods the
Champion uses to maintain his contact with his clientele. If you don’t
maintain contact, you don’t have a clientele; your ex-buyers are
abandoned souls looking for a new home.

When I suggest letting 95 percent of the longer itch cycles go by,
I’m merely suggesting a starting point. There’s an ideal time to
recontact previous buyers of your offering that will give you the best
chance to capture their replacement business. The exact ideal time—
for your offering, area, and personality—can only be discovered by
trial and error.

If what you sell involves weeks or months for design, custom
manufacturing, recruitment, or whatever, you’ll want to allow for that
period; if your offering is a readily available shelf item, you may find
that it’s more effective to work closer to the itchiest time.

Be aware that the itch cycle for products differs from the itch cycle
for services, and that all itch cycles vary from place to place for the
same item. Many things influence this interval: seasonal factors,
general economic conditions, the income level of the people you’re
working with, and especially the personalities of the individual buyers.
But it’s really quite easy to overcome these complexities if you go
about it right. Here’s the process:

First. Determine the basic itch cycle for your product with your



customers in your area. I’ll tell you how to do that soon, but for the
moment, assume that you’ve discovered the basic itch cycle that you’ll
be working with.

Second. Consider the calendar factors. Some sales are affected
by tax dates: year end, April 15, local date for assessing inventory tax.
The sales of most products and services are affected anywhere from
slightly to greatly by the changing seasons. And of course, Christmas
exerts a tremendous influence over discretionary buying, generally
delaying every decision it doesn’t accelerate. You simply look at each
of these questions and then adjust your action accordingly. That is,
you decide whether to speed up or slow down your re-contacting
schedule to cope with these factors.

Suppose you have a basic itch cycle of thirty months and, on a
particular group of buyers, you see that if you re-contact them to get
the itch going after twenty-eight months, you’ll come banging in during
the holiday season. Since yours is not a Christmas gift item, you have
a choice. (You should make this choice several months in advance.)
Either you re-contact your soon-to-itch buyers after twenty-six months,
in September or October, or you wait until January. What to do?

The answer is simple. If you wait until January, some of your
former buyers will already be committed elsewhere. Make sure you’re
there, ready to scratch, when they start to itch: re-contact early, and
then give them another contact in January.

Third. Every time you complete a sale, consider that buyer’s
personality in relation to your basic itch cycle. Impatient types (and
people whose careers are moving rapidly upward) tend to itch sooner
than average; low-key types (and people whose careers are on a fixed
course) tend to itch later than average. Here’s how you turn this
awareness to your advantage:

At the time you close the first sale, decide whether that particular
buyer is impatient, average, or conservative. (Put all doubtful cases in
the average group.) When you tune your thinking on this wavelength,
you’ll find that about 10 to 20 percent of your buyers will strike you as
being jumpy types. Schedule them for early re-contact. About an equal
number of your buyers will seem like noticeably steady people.



Schedule them for late re-contact. (Classify your buyers in relation to
each other, not to what you think is normal for the general population
of the country.) The remaining 60 to 80 percent of your buyers are the
average group that you should schedule for re-contact two months
before your basic itch cycle has run its course.

Sounds great, you may be thinking, but how do I find out what the
itch cycle is on my product? Nobody around my office has ever
mentioned it.

How to Determine the Itch Cycle for Your Product of Service

It’ll take one full day. But while you’re determining your product or
service’s itch cycle, you’ll be picking up some tremendous qualified
leads, too.

Let’s suppose that I just started at Champion Marine Sales. My
product is boats. Since I’m new, one of the first things I want to
discover is the itch cycle that I’ll be working with at this boat
dealership. You can do it for your product or service the same way
that I use here.

Start by getting to the company files. Most companies today keep
records on all their clients. Find out where the files are, sit down, and
start making calls. I’ll show you the method by giving the dialogue for
one call.

If you’ll spend just one day going at it as I do below, and call all the
clients you can in that time, you not only will establish your product’s
itch cycle, but will also strike some more exciting things that I’ll tell you
about. So come with me now as we go through the old buyer files at
Champion Marine.

The first file looks interesting. It tells me that a gentleman named
Max Polk bought a Spee-D-Ski boat eighteen months ago. Without
wasting time, I call him.

Tom: “Good morning, Mr. Polk. My name is Tom Hopkins, and
I’m with Champion Marine Sales. You’ve owned one of our
Spee-D-Ski boats for approximately eighteen months now, and
I wanted to call up and make sure that you’re happy with it.”



Mr. Polk: “Hey, that Spee-D-Ski is the best ski boat my family’s
ever had.”
Tom: (warmly) “I’m happy to hear that. I’m in the process of
conducting a little market survey to establish projections for the
upcoming year. Would you be kind enough to help me by
answering just a few questions?”
Mr. Polk: “I wouldn’t mind. Go ahead.”
Tom: “Prior to purchasing the Spee-D-Ski, did you have
another boat?”
Mr. Polk: “I sure did—a Fastwater-16.”
Tom: “Oh, really? How long have you been a boating
enthusiast?”
Mr. Polk: “Well, Mr. Hopkins, ever since we moved into this
area, about fifteen years ago.”
Tom: “How many boats have you owned in the last fifteen
years, Mr. Polk?”
Mr. Polk: “Let’s see—well, about five, I guess, counting the
Spee-D-Ski.”
Tom: “About five boats. I also wanted to ask, are you familiar
with Spee-D-Ski’s new line?”
Mr. Polk: “They’ve already brought out a new line? What’s
wrong with the model I’ve got? It has everything anyone could
possibly want.”
Tom: “That’s what we thought until we saw the Spee-D-Ski II.
It’s the work of the same design and engineering team, and
they just aren’t the kind of people who rest on their laurels.”
Mr. Polk: “You mean they’ve changed the styling a little.”
Tom: “It’s true that there’s a wider choice of style features now,
but the important changes aren’t so obvious. They’re in things
like hull refinements that give you a smoother and safer high-
speed turn in rough water. In fact, they’ve made a number of
technical advances that only someone like you, who really
knows the old Spee-D-Ski, can fully appreciate. And there are
several exciting new options that we didn’t have before. Would



you mind if I send you a brochure?”
Mr. Polk: “No, I wouldn’t mind at all. I’d like to see the new
models.”
Tom: “Fine. Let’s see—you’re still on Slalom Way?”
Mr. Polk: “That’s right, at 1218.”
Tom: “That’s what I have here, 1218 Slalom Way runs into
Flying Bridge Road, doesn’t it?”
Mr. Polk: “Sure does.”
Tom: “I’m going out to Flying Bridge this afternoon. Would you
mind, while I’m in the neighborhood, if I stop by with the
brochure and just take a minute to say hello? I’ll be servicing
your account from now on.”
Mr. Polk: “That’s okay, but it’ll have to be fast—I’m getting
ready for a trip. But I would like to see your brochure on the
new models.”
Tom: “Wonderful. I’ll drop by around two, or would three o’clock
be more convenient?”
Mr. Polk: “Anytime before four.”
Tom: “I’m looking forward to meeting you, Mr. Polk. And thanks
for all the help on my survey.”
Mr. Polk: “That’s okay, Mr. Hopkins. I’m looking forward to
seeing you, too.”
What is his itch cycle?
To get it, simply divide the time period involved (in Mr. Polk’s case,

fifteen years) by the number of times (five) that he bought the item in
question. The answer is Mr. Polk’s itch cycle—expressed in years—for
that kind of boat.

What you’re looking for is the same thing the Champion is looking
for: the average itch cycle for a specific product when bought by a
definable group of people. I’ll explain what a definable group of people
is in a moment, but first, let’s discuss what you should count in the
average that establishes the itch cycle you’re looking for.



Suppose the first three people tell you that a Spee-D-Ski is the first
boat they’ve ever bought. Not only that, but they don’t know when—if
ever—they’ll buy another one. How do you figure them in the
average?

You don’t. Leave them out. During the day you spend establishing
itch cycles, you should talk to at least twenty people—and they’ll all
give you different answers. Do like the Champion does. Throw out all
the offbeat answers and zero in on the average itch cycle for the
involved, on-the-track owner of your product or service.

As you work through the day, you’ll be learning what’s important to
your owners. And you may establish more than one average itch
cycle. For example, perhaps the owners of Spee-D-Ski boats can be
divided into two easily defined groups: active competitors (in boat
racing and water skiing) and non-competitors. The competitors might
trade boats every two years, or even every season, while the non-
competitors keep their boats for three years. Now that you’ve
separated your owners into definable groups with different itch cycles,
you know where to concentrate your efforts, don’t you?

Mr. Polk is the perfect example of the itch cycle at work. Over a
lengthy period, he’s proven that he can’t go more than about three
years before the itch to have a newer and snazzier boat drives him
down to the dock, checkbook in hand.

Did you notice the steps that I followed to acquire this vital
information?

The first thing I told him was that I knew how long he’d had the
product or service that prompted my call.

The second thing I told him was that I was calling to make sure he
was happy with the product or service.

After those preliminaries, I moved in to qualify what product he had
owned before his present one, and how many of them he had owned
over a specific period of time.

Now you know how to establish the itch cycle for your offering.
Before you set out to do that, let’s cover the next technique.



Technique Number Two: Orphan Adoption

Orphan adoption? Before you decide that this heading got mixed in
here from another book, let me assure you that the technique is a gold
mine if you’re willing and able to use it. Every company has turnover in
its sales force. When salespeople leave an organization, what do they
leave behind?

Their clientele.
Now, we know that many people fail in sales because they don’t

follow up. But the salespeople who failed in your company did make
some sales, and their abandoned clientele can become your gold
mine. Of course, if your company assigns specific territories, you’ll
have to be guided by that circumstance. If not, you’ll find a lot of
people in the files who need someone to serve them. Be sure to check
with your manager to see if the company has a system in place for
reassigning orphans. Few do. If yours does, ask for them. If they don’t
have a method of handling those orphans, offer to do the research to
locate them in the files if you can have the accounts.

I’ve received letters from all over the country that tell me things like
this: “Tom, as soon as I started going through the files of the
salespeople who’ve left this firm, my income took off. I called these
abandoned customers, reestablished rapport, picked up prequalified
leads, and closed a high percentage of them.”

Why are these leads prequalified? Because you represent the
product or service they’re already happily involved with, and the files
you have in your hands are jammed with details about them. You’re in
a perfect position to handle any little challenges they might have;
you’re in a perfect position to advise them on maintenance; you have
perfect reasons for contacting them.

But the exact way that you handle the contact is critical. Let me
clarify that statement. If you’re in commercial, industrial, or any other
type of sales that involves big- ticket items or large-scale transactions,
you’re working with busy people. Every day you talk to corporate
executives, professional people, or independent business people who
aren’t careless with their time. The people sitting on the park bench



watching the world go by generally aren’t the sort of folks who make
the decisions about purchasing office supplies, installing new
computers, or replacing corporate jets, are they?

Will you agree that the kind of person who buys what you sell gets
a large amount of mail? What does the corporate executive—the busy
doctor, engineer, or investor, the harried businessman—do with a
letter from someone who’s just writing to introduce himself as the new
representative of a company that person has bought from in the past?

Zip into file thirteen. About 99.9 percent of the time, that piece of
paper is on its way to oblivion as soon as the receiver recognizes what
it is. The easiest thing to get rid of is a letter. The people you’re selling
have to get rid of a mass of paper every day or they’ll be buried in it.

And what do these busy people say when the new representative
calls them during their hectic work hours?

“Thanks for callin good bye.” Click.
That happens 80 percent of the time when the new representative

has nothing more in mind than to report his existence to the previous
buyer. Why? Because the second easiest thing to get rid of is a phone
call.

What’s the hardest thing to get rid of?
A body.
That’s why you should contact these former clients of former

salespeople in person. These busy people—unlike any other group of
prospects you’re likely to encounter—have already proven that they
need, want, benefit from, and can afford your offering. And if you pick
the ones who’ve reached the right stage on the cycle, you know that
most of them are starting to itch to do it all over again. So go see
these orphans in person.

If necessary, phone the executive’s secretary-for a meeting—but
be sure that you have a strong answer ready for the secretary’s
inevitable question: “What is this concerning?” Because if you say,

“I just want to introduce myself,” you’re not going to get in, and that
executive’s secretary isn’t going to let you at the boss to ask market-



survey questions, either.
That’s why the Champion goes to see them. A surprisingly large

percentage of people are more easily seen simply by going to where
they are rather than by going through the routine of lining up an
appointment. But first, you have to sift through the files.

Let’s suppose that your company is fairly typical in this regard.
You’ve determined that the itch cycle is three years; the files hold a
large number of orphans; you can readily pull them out by the date
they bought your product or service. Not only that, but you’re
embarrassed by riches: The files are bulging with records of buyers
who haven’t been contacted for up to ten years. Where to start?
Hadn’t you better start working on those old files of people who bought
nine years ago before any more time passes?

Forget them. They aren’t orphans any longer. If your offering really
has a three-year itch cycle, those people have long ago made a
connection to satisfy their urge to update your product or service with
your competition.

Start right on the three-year mark, and work forward through the
people who are just starting to itch until you’ve seen every orphan who
bought up to two years and ten months ago. Only then should you
start on the buyers who bought more than three years ago. Start with
the buyers from thirty-seven months ago and work back until the
returns no longer justify the effort. With most products, this won’t take
long if you’ve accurately determined the itch cycle.

In order to speed up the process of seeing the orphans who are
itching to reorder your product or service because they bought it two
years, and ten months ago—and they’re tickled pink with it—make
discreet phone calls to determine whether they’re still breathing and
blinking at the same old stand. Some of them will have moved on.

In personal sales, that’s usually a dead end. In commercial and
industrial sales, it simply means that Mrs. Newhouse is now making
the decisions that Mrs. Oldbarn used to make. When the old copier
Mrs. Oldbarn bought from your company starts to creak, Mrs.
Newhouse will start itching to get the latest model on the same



schedule that would have ruled Mrs. Oldbarn had she not retired.
Perhaps you’re wondering, “Suppose they don’t get the itch?”
The Champion believes that it’s her obligation to help busy people

become aware that they have a bad case of the itch. The Champion
starts seeing them and calling them and doing all sorts of things to
excite their interest and make them realize why they should cure that
itch by reordering or replacing the product or service.

To be a Champion, you must know—and passionately believe in—
compelling reasons why they should:

Replace those old welding machines with the latest models that
run beads 20 percent faster and save X dollars of labor cost.
Trade in their old motor home for a new one that delivers better
mileage and greater comfort.
Get rid of the outdated system that, though it was a marvel three
years ago, simply can’t match the system you’re able to help
them enjoy today.

Find the reasons that make the product or service you’re offering
today so much better than the best available three long years ago.
Make the effort and you’ll find the reasons. Three years ago, they
bought the best—but what’s best today is the latest. You want them to
have the best, don’t you? Then do your job. Show these people—
who’ve already demonstrated their faith in your company by owning
part of its output for three years—that your brand-new state-of-the-art
performance leader will deliver greater benefits to them than their old
model does. You can do that, can’t you?

Certainly you can—because you’re a professional. The next time
you walk into your office, go straight to the records and start looking
for people who bought your offering from salespeople no longer with
your company. Adopt those people. Make them your clients. Make
them wish they’d bought from you. Then get them happily involved in
a repeat performance with your offering.

Technique Number Three: Technical Advancement

Of course you use the lure of technical advancement when you’re



talking to people who’ve made their itch cycle’s full circle. But I’m
talking now about technical advancement as a specific prospecting
technique in its own right.

Do you know that almost every product is already obsolete in the
minds of its creators the moment it’s scheduled for production?

Already they’re looking to the future. They’re asking, “How can we
make it better?” They know that if they don’t, someone else will. And
of course, all those engineers, designers, and inventors aren’t ready to
fold their tents and silently steal away. They want to hang in there and
keep on inventing, designing, and engineering tomorrow’s surprises.

Many finished products quickly become obsolete, and few last long
before they’re outdated. Rarely do finished products wear out to the
point where they can’t be kept in service. Far more often, their original
owners are used to the best, and they dispose of the product when it
starts requiring frequent service, or when something better comes
along. This applies to all finished products, from calculators to
supertankers.

The people who could afford the best when the previous model of
your product came out can still afford the best. In fact, very often they
can’t afford anything but the best. Sometimes this means that a blue-
collar worker drives an old car so he can afford the latest dirt bike
because racing them is his hobby. He can’t afford to have anything but
the best dirt bike for exactly the same reason the major airlines can’t
afford to have anything but the latest jet aircraft—they’re both
competing.

In this country—in fact, in the entire free world—we all want the
best, latest, shiniest, newest, fastest, highest-performance products
and services.

When you have a new product—-or an old product in a new style
or with a new feature—call everyone who already has your product. Of
course, use some discretion. If you used to sell them in packages of
twelve, and now you have them in packages of a dozen, don’t call
everyone and tell them you have a fantastic development.

And use some flair. When you work with people, take a few



minutes to find out a little about their interests and values. Save that
information. Then when the exciting new development comes out next
year—the one you haven’t even thought about now—you can go
through your files, calling people to say, “I know where you’re going to
be in three weeks—and wait till you hear about the exciting
development I’m calling you about.”

Of course, you call your own old customers first. Then sit yourself
down and figure out a way to reach people you’ve never spoken to
with that fantastic new innovation. Had I been a TV salesman when
HDTV came out, I would have called every doctor, lawyer, and dentist
in my area along with every other person I thought could afford it.

But it’s late if you wait until the new innovation is in your showroom
before you start to think about how to exploit it. If you sell for a
company that’s coming up with new developments all the time, start
now on compiling a list of people to call when you have an especially
important breakthrough to share with them.

Technical advancement. What an exciting and profitable way to
collar new business.

Technique Number Four: Your Local Newspapers

Champions do not dwell on the doom, destruction, and despair that
crowd the front page. Champions read their local newspapers to
generate business with pen in hand because dozens of people are
advertising a message of great importance in every edition. That
message is, I need help. But of course, it’s never written in those
exact words.

Let me give you an example. Newspapers carry lots of little items
about people who have been promoted because that’s one of the
ways newspapers build their own clienteles. You can count on a
steady flow of these notices. Skim these articles and send the people
who were promoted a short note of congratulations. Do you think
they’ll appreciate that?

They’ll not only appreciate the note, they’ll probably be very
receptive if you pick up the phone a day after you know they’ve



received it and call to see how you can help them.
A story I heard from J. Douglas Edwards shows how this approach

can be turned into substantial earnings by salespeople for a wide
variety of products and services. One of Doug’s close friends was a
professional baseball player who received one of the largest salaries
ever paid a ballplayer for going to a new club. In the city he was going
to, the newspapers ran half-page articles telling about his coming, and
that he was going to establish a second home for his family there.

Now, what did that well-paid professional athlete need in the new
city?

A home. If you were in real estate, here was a live one for the best
neighborhood you served.

If you were selling an interior designer’s services, furniture,
carpeting, or any of a host of things for the home, here was a hot lead.

What about the grounds? A tennis court, a swimming pool, patios,
landscaping—this man needed all sorts of products and services for
his new home.

What else did he need? Money always burns holes in our pockets,
and this man had a bundle of bonus money. He wasn’t going to be
without wheels in either his new city or at the house he was keeping in
his old hometown. So he needed a car. And, since athletes like to
watch themselves on TV, he was going to need recording equipment.
Of course, he didn’t want to miss detail, so he was a prime candidate
for a big-screen TV.

With a new home and car, what else was he going to need in the
way of services? Not only the landscaping and interior design that I’ve
already mentioned, but he also needed insurance for the house and
car and his possessions, and for the liability risks he would be
exposed to in the new city. And he moved up several brackets on the
income scale. Now he would be batting in a new league of tax and
investment opportunities—so he might need new tax and investment
counselors. And his wife needed accounts at the finest stores, along
with a number of other products and services to go along with her new
station in life.



You know, we Champions could have helped him spend all his
bonus money, couldn’t we? And while we’re doing that, we’d be
making sure that he and his family got the maximum benefit from it,
wouldn’t we?

Here’s the clincher. The ballplayer moved into that new city several
weeks after the story ran in all the local papers. Later, Doug asked if a
swarm of salespeople had overwhelmed him with attention. The
ballplayer said, as far as he could tell, not one salesperson had
contacted him as a result of the newspaper stories. He and his wife
arrived in that new city and set about satisfying their needs exactly like
anyone else might: by asking people they knew for recommendations,
by driving around and spotting things, and by checking the yellow
pages.

Where were we when they came to town?
Just sitting in our showrooms, waiting for somebody—anybody—to

wander in.
Very often the publications that have the most leads for the alert

salesperson the small, local ones such as your local business journal.
Champions aren’t looking for news about the latest catastrophe in
Kabul, Karachi, and Kimpo when skimming through these papers.
Champions are looking for news about their sales territory. Who’s
been transferred in? Who’s been promoted? Who’s won an award?
Who’s developing a new project? That’s what the Champions want to
know.

Another section of the papers to watch if you sell to consumers is
the personal announcements. Engagements, marriages, births, and
deaths all generate needs for new products and services by those
people.

Check out the little local papers that you’ve been finding on your
doorstep and throwing away without looking at. Some of these papers
are bulging with local news. Also check out the specialized business
newspapers that cover certain industries or certain areas. These can
be rich sources of leads.

Obviously, if you’re active in the yacht business, you’ll already be



reading the local boating newspaper—but what if you’re selling
insurance, fine furniture, art, luxury automobiles? People who can
afford yachts don’t buy their clothes at the Goodwill, and the dentist
who’s winning all the yacht races around there is almost certainly a
heavy consumer in other areas of life. The chances are that he needs
your product or service— and he’ll appreciate a note of
congratulations on his latest victory.

But what about the people who came in second, third—or just
entered the race? They’re heavy hitters, too, and they’ll be even more
appreciative that someone noticed they competed.

More leads than you can possibly handle are being printed every
day in your area—and your best source for them may be in
publications that you’ve never thought of reading. If you’re in any form
of personal sales, expand your thinking. Search out new printed
sources of leads.

Technique Number Five: Claim-Staking

After reading the story about Doug’s ball-playing friend, you may
be saying, “If I wait until someone new arrives at a club [or any local
organization] it’ll be harder to make a connection there in time to get
the business. Maybe I should start working some clubs right now—
before the new people who’ll get publicity arrive. Then, when they
show up, I’ll be an insider and get first crack at them.”

That’s what the claim-staking technique is all about. You make
yourself known, learn the ropes, get acquainted with carefully selected
organizations where you feel comfortable and are meeting people who
are prequalified— by income and interests—for owning your offering.
This is one of the best techniques I’ve ever encountered because you
can stake out as many claims as you can handle. Every one of them
will be a gold mine of contacts and solid prequalified leads. Yes,
there’s no limit to how many organizations you can claim-stake, but
don’t be like some of the old-time prospectors who wandered the
canyons with a donkey and a pickax. Don’t stake out more claims than
you can work properly and lose out on all of them.

Bear in mind that with this technique, it usually takes a little time



before you can start bringing the ore out of the ground. So start work
right away. Put a few hours each week into developing this approach.
Invest enough time to keep your presence and influence growing in
the clubs or organizations you’ve selected for this technique, but don’t
allow this medium-term project to prevent you from working your
ready-to-buy-now prospects for all they’re worth.

How many organizations should you claim-stake? And how do you
work them?

Check out as many organizations as you can before deciding on
your answers. Keep looking until you find an organization that offers
you both encouragement and opportunity. Having one without the
other is useless. When you locate such a group, the best way to work
with it will suggest itself to you. Be as active as possible.

If it’s a country or social club, join it and volunteer for committee
work—there’s no better way to make your presence felt. If it’s an
organization that you can’t or don’t want to join, start taking to lunch
the people who are active in it, write thank-you notes, do favors, run
errands, make yourself useful. If you’re right for that group, you’ll know
the right song to sing there. If you don’t, move on to another
organization.

One club may offer more contacts than you can possibly work with,
or you may enjoy and profit from working with several. If you decide to
claim-stake companies—by getting acquainted with their personnel
directors, for example—you may find that you can effectively work with
twenty or thirty. The only rule about how many to claim stake is to do
what’s most effective for you.

What kind of organization is best for claim-staking?
That depends on your offering, your preferences, your personality.

The range of organizations that you can effectively bore into is almost
limitless: private companies, business associations, charities, church
groups, country and social clubs, amateur and professional sports
organizations, special-interest groups, service clubs, political parties,
hobby clubs, and cultural societies. To determine the best group for
you, compare the time, money, and energy cost of establishing



yourself in any organization that interests you with the benefits that
you can expect in the way of contacts and leads from doing so. Your
analysis will develop the right answer.

Technique Number Six: Swap Meets or Leads Clubs

Do you know that you can easily create a source for some of your
best leads by setting up your own swap meet or leads club? You do it
on a small scale; it costs you nothing beyond a little effort.

The idea is to meet regularly to swap leads with carefully selected
salespeople who sell in noncompeting fields. Four to six people is the
ideal number; more than that gets out of hand.

Here’s how to organize this fantastic fountain of new business:
Think about some fields of sales or service that complement yours.

For example, if you sell real estate, you’ll want to work with an
insurance person, a mortgage broker, a landscaper, home repair
service… you get the idea. Select one strong salesperson in each field
to join your swap meet, and agree with them on a time and place.
That’s all there is to it.

Selecting Strong Salespeople for Your Swap Meet

Here’s the technique for picking the people you’ll really enjoy and
profit from. Suppose that most of my customers are executives who
generally drive luxury cars, although that’s not my product. I can
assume that many of these executives lease their cars for tax and
other reasons. So one of the people I’d want in my swap meet would
be a top producer in the luxury car leasing field. Why? Because I can
help him—and if I can help him, I know he can help me.

Call the sales managers of leasing companies until you hit pay dirt.
The chances are that you’ll do so with the first call you make. Tell the
sales manager what you want to do, and ask him who you should get
to go to your swap meet from his company. That sales manager is
going to put you in touch with someone he knows will follow up on
leads from your swap meet—which means you’re going to get a top
producer.



For top recommendations for your swap meet, go to the top. If
you’ve called a sales manager worthy of the title, that person is going
to be excited by the fact that you’re creative enough to start a swap
meet, and he’ll want his firm to benefit from it by having a strong
person there.

How the swap meet works:
Meet every week. Unless you do, it won’t become habit.
Meet at the same time and place. Otherwise the time consumed
by making arrangements will kill the whole thing.
Meet first thing in the morning. You’ll never be able to get
together on a consistent basis at any other time. Drop anybody
who can’t get up in time. Your swap meet is for people who mean
business only.
Meeting for breakfast at a centrally located coffee shop is the
most convenient plan for sales leads swap meets. Don’t burn
anyone with the entire check—all participants pay their own way.
Don’t dawdle. This is not an excuse for killing time. Unless your
swap meet is brief, upbeat, and useful, it’ll wither away.
Everyone who attends commits to the goal of bringing two good
leads to each swap meet. But sometimes people won’t have two.
Agree that they are welcome anyway; it’s better to come with one
lead than not to come at all. That person should then feel an
obligation to bring three leads to one of the next swap meets.
At the meet, the leads are exchanged. As a group, you try to
make sure that the person who can help any given lead soonest
is the one to work on it first. That same lead might be good for
several people. However, the initial contact person will need to
qualify him to determine which other service he needs first.
The strongest commitment must be made by all to follow up
promptly and thoroughly with every lead they take. The swap
meet won’t last unless its members get solid benefit from it.
Nothing destroys a swap meet faster than letting it divide into
takers and givers. If you see that start to happen, talk to the
takers privately. Persuade them to change their ways or eliminate
them from the group.
And no swap meet can survive being the dump for the group’s



gloom. Don’t tolerate pessimism and put-downs. Make it clear
that the swap meet is to be the springboard for a day of effective
selling and money making, and that no one who’s forgotten to
bring enthusiasm is welcome.

I’ve been in swap meets as a salesperson and know I’ve been a
lead at someone else’s swap meet. Of course, I didn’t figure that out
until much later. So from both ends, I know they work.

The swap meet is exciting. It’s fun. And it’s a business boomer.
After you get your first swap meet running smoothly and making
money for you every Monday morning—who knows? Maybe you’ll
want to start a second swap meet on Thursday mornings.

Technique Number Seven: Service Your Service Department

If you sell any kind of mechanical or electronic product, your
company probably has a service department. This means that the
owners of your product call them when the old model they’ve got
starts creaking and groaning. Now, what happens when a machine’s
maintenance cost goes up? Its productivity goes down—and its owner
starts to itch for a new one.

Check with the service department and find out who’s calling in to
get their existing equipment worked on. Service calls give you the
perfect opportunity to go over and get these people happily involved in
the new model that’ll do a better job for them with no downtime.

This can be a tremendous source of business for the alert
salesperson.

If you have a service department, service it every day and it’ll
service your bank account for you.

Technique Number Eight: Community Involvement

If you work in real estate sales or another area in which you want
to reach people living in a certain geographic area, consider getting
involved in local community events. This will allow you the opportunity
to meet others while doing good. This is a wise move for many



reasons. One is that you will feel great about helping out. Another is
that you’ll meet people you might otherwise have had to work hard to
meet. A third reason is that you’ll become known as someone who
cares.

If appropriate consider some of the following possibilities:
Volunteer at your local library, senior center, or hospital.
Assist with food drives and with fund-raisers for youth sports
teams, schools and churches.
Attend city council meetings. Be fully aware of what’s going on in
your community so you can tell those you want to serve. Let them
rely on you for the latest information (not gossip) and as an
expert.

When the need for your type of service comes to mind, the people
you are involved with in your community will remember you, come to
you for service, and refer others.

These eight strategies work—if you work them. Select the one that
sounds most interesting and begin there. Once it’s generating a good
flow of leads for you, consider adding a second strategy. Don’t try all
eight at once or you’ll either drown yourself in leads you don’t have
time to handle or manage the strategy ineffectively and not reap the
rewards that concentrated effort brings.



CHAPTER 3

Referral Prospecting, or The Art of Getting
Quality Introductions

Ask yourself this question: Of these groups, which is the easiest to
close?

The people who just walked in off the street.
The ones who called in from an ad.
The leads on little slips of paper that your company hands to you
and says, “Go get ‘em, Tiger.”
Or is it the people referred to you by someone who knows them
and is happy with your product or service?

The referred lead is the easiest to close. In fact, you’ll spend half
the time selling the referred, prequalified lead as you will selling the
company-generated, non-qualified lead. Champions close referrals
twice as fast as they close non-referred prospects.

Even more exciting is the fact that Champions will close 40 to 60
percent of their qualified referrals. Compare this with the results they
get working with their non-referred and unqualified leads. The success
rate with referrals is 400 to 600 percent of what it is with non-referrals.
That being the case, is it any wonder that Champions are champions
at getting referrals?

The fact that you’re reading this book is a strong indication that
one of your immediate goals is to double your income—or multiply it
by an even greater factor. If you’re going to make that happen,
referrals will have to play a large part in your future.

Let’s get to work and learn how to create a rich flow of these neat
moneymakers. Have you ever asked your buyers something like this
after you’ve closed them: “Do you know who might be interested in
[what they just bought]?”

You’ve done that, I’m sure. How many of them said yes?



Not too many, right? Most of them probably answered vaguely
along these lines: “I can’t think of anybody right now.”

They are telling you the absolute truth. But if you believe the old
saying that birds of a feather flock together, you know they know
people who have the same needs they do. They just “can’t think of
anybody right now.”

Why can’t they? Because you’ve given them the entire world to
look at with your question. No wonder they can’t say, “Oh, yeah, Zack
was telling me he wanted—” Most people have their mind’s eye fixed
on other things right after buying something, and their excitement
crowds out any possibility that they’ll remember what Zack wanted.

When about the fifth person says no, you come to a conclusion:
“That doesn’t work.” So pretty soon you stop asking.

Let me show you what Champions do. This is the backbone of
their prospecting system. When you master this technique, you’re
going to walk out with qualified, referred leads after every sale. But
you have to follow every step very carefully. There’s another
requirement: You have to use this technique in a casual,
unthreatening manner or you’ll tighten your buyers up and they won’t
be willing or able to help you.

The process of getting referrals or what I like to call “quality
introductions”—begins the moment you meet people. When you first
meet potential clients, you work on building their trust. People won’t
buy from you if they don’t trust you. During your initial rapport-building
chat, you must be like a detective and look for clues as to the small
groups of people they know. You also set up the right to ask for
introductions in the beginning. You might say, “John and Mary, you
haven’t seen a tremendous amount of television advertising about our
company, have you? [Only say this if it’s true.] The reason we don’t
spend millions of dollars in advertising is we have chosen to build our
business on word-of-mouth recommendations. When we have
satisfied your needs with our product, done the job, and you are totally
thrilled with what our company has done for you, would you have any
challenges with me asking for an introduction to a few other people I
might serve?”



If you are meeting with these people because of a referral from
another satisfied client, mention that as well: “It’s how I got to meet
you fine folks… an introduction by your friends, Jill and Wayne.”

When you say it warm and nice like that, they’ll agree. It’s early in
your relationship. They’re being nice. They haven’t been asked to own
anything yet. You just set the stage.

After the sale is made and they’re excited about the wonderful
benefits they’ll derive, it’s time to remind them about their agreement.
“John and Mary, do you remember when we first talked, I asked if
you’d mind giving me the names of a few other people to serve—that
is, once you were satisfied that we could help you? Well, you have
decided to enjoy the fine benefits of our product now and I can see
how excited you are. Let’s see if we can come up with anyone else
you know who might be just as happy once I bring this opportunity to
them.”

Card Referral System

All you need is a few three-by-five cards of the kind sold in all
office supply and most drug and grocery stores. These cards allow
you to get all the information you need to build a clientele. I’ll give you
the steps first, and then show you how to use them.

1. Isolate faces for them to see. Bring up small groups of people
that they know. They may have mentioned that they bowl, golf, or
participate in another sport. They may be involved with clubs or
community activities, church, or school programs with their children.

2. Get the full names of the people they mention. Ask for the
correct spelling if the names are unusual.

3. Ask qualifying questions. “John, what did Tim say or do that
brought him to your mind just now?” Get as much information as
possible.

4. Ask for the contact information. “What’s the best way for me
to reach Tim?” If they don’t have addresses or phone numbers, get as
much information as possible so you can find it yourself. Or have them
get the phone book so you can look it up together.



5. Ask them to call. If the referral is a family member or very close
friend, people will often be willing to do this. If it’s a business associate
or acquaintance, they won’t, and that’s okay.

6. If they show nervousness or refuse to call, get permission
to use their names when you call the referral. When they grant
permission, say, “John and Mary, because you have asked, I promise
I will contact these people and give them the highest-quality service
possible.” That statement is designed to allay any fears they may have
about how you’ll use their good name with others.

The role play that follows shows how the system functions. In it,
John and Mary Harrison have just bought a new automobile from good
old Tom. The Harrisons are ecstatic about their new car. They worked
the figures out with me, of course, and they were shrewd and good.
Believe me, I had to know my product and how to close. But it came
out well. The Harrisons got the colors and options they were looking
for; I got them emotionally involved, and I helped them rationalize the
wisdom of their decision to own what they wanted. So they’re happy.

Normally, the first time you can get a referral is right after you’ve
completed the sale. That’s also the best time in many cases. But
some Champions sell something that has a lengthy design,
installation, or servicing period, and they prefer to work on referrals
throughout that period. Different Champions select different times to
gather referrals. Since this will be the key element in your expanding
success, the vital thing is to have some specific event in the selling
sequence that always triggers your drive for referrals. Never forget
that every person who owns your product or service knows someone
else who can own it, too. All you need to get at that sale is the referral.

Read this role play and you’ll see how it all happens.
The Harrisons are sitting across a table from me and my three-by-

five cards and my ballpoint pen as I wrap up the sale of their new car.
Tom: “Well, John and Mary, I’m really happy for you both. I can
really see your excitement with your new car. John, you
mentioned that you play softball. Tell me, when you were
playing last week, was there anyone on your team who either
mentioned an interest in a car like your new one, or who you



feel might be as excited with a new car as you and Mary seem
to be?”
John: “Well, I know one guy who needs a new car.”
Tom: “Oh, do you?”
John: “He might be interested, yeah. George Zack.”
Tom: “George Zack. What did he say that brought him to mind
just now?”
John: “He had just gotten his car out of the shop again. It’s
broken down three times in the last three months. I have to
believe it’s getting pretty expensive to keep it up.”
Tom: “It sure sounds like driving something more reliable would
be a good idea for George. [Now I’m going for the referral from
the wife.] Mary, you volunteer with your daughter’s Girl Scout
troop, don’t you?”
Mary: “Yes, I do.”
Tom: “Well, when you were at the last meeting, did any of your
girls or their parents mention, or give you any hint, that they
might be as delighted with a new car as you are?”
Mary: “One of the girls’ parents was late picking her up
because of car trouble. It was Karie’s mom. Her name is
Lorna.”
Tom: “Do you know the last name?”
John: “It’s Cabbot.”
Tom: “Lorna Cabbot.” [Here’s a non-threatening question that’ll
help establish how well Mr. Harrison knows George Zack and
also tell me a lot about Zack.] “Going back to George for a
moment. John, how many children does he have?”
John: “Three. A couple of boys and a girl. They’re all still pretty
young.”
Tom: “Then he has a medium-size car now, doesn’t he?”
John: “Yeah, and he probably needs at least that, or maybe a
van next time.”
Tom: “The youngest child’s how old, do you think?”



John: “Oh, about seven, I’d guess.”
Tom: “He might enjoy something bigger, then. Where does he
work, do you know?”
John: “He’s a soil engineer at Femmes and Loess.”
Tom: “Great. Mary, tell me more about Mrs. Cabbot. Do you
know much about their family? How many children do they
have?”
Mary: “She has Karie, and one on the way.”
Tom: “Oh, one on the way. They’ll want a vehicle that works
well with toddlers then, won’t they? Do you know what I’d like
you to do for me, John? Do you have some idea of the Zacks’
address?”
John: “They live on Mainsail, I’m not sure of the number.”
Tom: “That’s M-A-I-N-S-A-I-L, isn’t it? Alright. And where does
Lorna live?”
Mary: “They live over by Roosevelt High on Margrave.”
Tom: “Okay. Would you like a soda or a nice fresh cup of
coffee? Do you take it black or with cream and sugar?”
John: “Black coffee for both of us.”
Mary: “That would be great.”
Tom: “Okay. Why don’t we do this? [I reach for the phone
book.] I’m going to ask you a favor. While I’m getting all of us a
cup of coffee, will you look up their addresses for me? Would
you mind?”
Mary: “Not at all.”
Tom: “Here’s one card to write it on. [I hand it to Mrs. Harrison.]
I use cards for this information so I’ll always have it handy.
There’s the second card. [Gives it to Mr. Harrison.] Now, I’m
going to get the coffee. Be right back.”
A few moments pass.
Tom: “Okay, here’s your coffee. Ah, you’ve got their addresses.
Good, good. When I have new owners who are happy with their
new car call one of their friends and tell them about it, that



friend often wants me to show them a car like it. Would you
mind giving them a call?”
If your new client makes the call on your behalf, and gets the

permission for you to contact the referral, you have just avoided a
challenge with that person being in the Do No Call Registry. So, it’s
very important to at least give it a try.

John: “Okay.”
Tom: “Wonderful. There’s a phone on the desk over there. Why
don’t you give George a quick call while Mary and I just chat?
Then we’ll let Mary call Lorna. I’d really appreciate that.”
Right here I’m going to change gears because you won’t often

hear good news like this. Instead of that ready agreement to make the
calls, suppose the Harrisons look at each other and start backing off.
They don’t want to call. Let’s pick it up from where I ask them to call.

Tom: “I’d really love for you to give George a quick call and let
him know I’ll be contacting him.”
John: “Well, uh—that would be a little uncomfortable.”
Tom: “I understand entirely. [Notice that I get off this fast, and
don’t press them at all once they’ve indicated reluctance to call.
By moving past the rejection fast, I’m very likely to get their
approval of the next best thing. In actual speech, there’d be no
pause between “I understand entirely” and what now follows.]
May I ask you this? Would you mind if I just used your name?”
John: “That’s okay.”
Tom: “You don’t mind at all? That’s great. I’ll contact him. In
fact, I promise you that I will. And I promise you, too, Mary, that
I won’t forget Lorna. And I’ll let her know that I promised you I’d
contact her and offer the highest-quality service possible. May
I?”
Mary: “Certainly.”
Tom: “Well, again, I thank you so much, and I wish you many
happy days with your new car.”
Realize that you must go through all six of the steps if you’re going



to be successful with the card referral system. And it only works if your
buyers have a reasonable level of satisfaction with your product or
service. Of course, it works best with buyers who are ecstatic, but
some people aren’t capable of ecstasy. Maybe they’re simply
satisfied, or just so darn glad to have the product that if you handle
your referral request like this, they’ll just get going with you.

As you read that role play, how did it feel? Do you think the
Harrisons wanted to help me? I believe that most people on this
continent, if you ask them properly, will help you do anything within
reason. Do you agree? If you stop while you’re out driving and ask
people for directions, what’ll they do? They’ll start pointing. Many of
them will come out to your car and, while you’re trying to drive away,
they’ll hold on just trying to tell you. Millions of people will do that for
strangers.

The people you know in selling situations will help you even more
—if they like and trust you, if your product or service is what they’re
looking for—and if you’ll let them.

Would you be afraid to do what I did in the role play? I’ve done it
hundreds of times in real selling situations, but I remember the first
few times because I was fearful of trying the system, too. It’s natural to
be afraid of what you’ve never done before, but it’s not wise to let that
stop you. Read the role play aloud until you’ve memorized the entire
pattern and can carry it off with the confident ease that people can’t
resist.

Prepare in depth and your success ratio with this powerful system
will do wonders for your sales and income. A thorough understanding
of your objectives in this interview and how you should go about
achieving them is vital to make this system work. Note how I jumped
on every opportunity to make a small joke or go off on a brief tangent
in order to avoid building tension. Note that my attitude was
nonthreatening throughout the interview, and yet I still maintained
control of it. In this situation, a straight line is not the shortest route to
where you want to go. There were jokes and asides, but we never
strayed for long from the path I wanted to take.

Get the feel of the role play in your bones, and then write a script



for a referral-gathering interview based on your own product or
service. Decide what you’ll say first, imagine what responses your
customers might give, and write down the effective replies that you
could then make to keep them moving toward your goal of collecting
solid referrals.

I’ll say it again: Prepare in depth for the referral-gathering
interview. It looks easy, but don’t let that lull you into complacency.
Time enough for that after you’ve mastered the technique and have all
the referrals you can handle.

As you study the role play, notice how warmly I isolated a dozen
faces for the Harrisons by pleasantly probing into the areas that would
bring friends and referrals into their minds. How many names did John
have to run through to cover his entire softball team? And how many
girls does Mary have in her troop? In both cases, we’re talking about
very small numbers of people compared with all the folks that John
and Mary know. And don’t people frequently talk about automobiles at
social gatherings? But that’s just an example. Forget autos and think
about your own product or service.

Let’s suppose that you sell to company executives. Do you think
that the executive who just purchased a new computer system has
lunch with executives from other companies?

Of course he does. And what does he do when he’s having lunch
right after approving the computer purchase?

He brags a little.
“I okayed the computer agreement this morning. It’s knocking us

back a quarter of a million, but it’ll do a lot for us.”
“Which one did you go for?”
“The Bytebarfer 2500. It’s got some fantastic features.”
“You know, we’ve got to get moving on a new computer system,

too.”
We choose our friends from among those who share our status,

preferences, and needs. When we like someone’s product or service,
we’re likely to brag about it. Our friends will be interested because



they have the same interests that we do. And no one has the time to
become expert at everything. So we have to rely on the people we
know for much of the information that leads to our buying decisions.

This knowledge of the characteristics of buyers can easily be
turned to great advantage in referral gathering:

If your procedure requires after-sale visits (so you can make the
delivery or give training, for example), ask the buyer which of his
friends or associate she’s told about the purchase.
If your procedure doesn’t require after-sale visits, ask the buyer
which of his friends or associates he intends to tell about his
purchase. (That is, brag about the purchase—but of course you
never use the word brag to a buyer.)

In either case, the idea is to focus buyers on those among their
friends, loved ones or business associates who are the best
candidates for owning what they’ve just bought from you. Once those
faces are in their minds, you’ll find that it isn’t difficult to pull the
information from them that you need for a solid referral.

What results can you expect from the card referral system?
The answer depends more on the level of competence in sales

that you aspire to—and are willing to plan, practice, and work for—
than on anything else. A single success with the card referral
technique marks you as a comer who can go as far as you wish in
sales. When you’re averaging one referral per sale, you’ve edged into
the top half of the selling community. When you’re averaging two
referrals per sale, you’re in the top 20 percent. When you’re averaging
three referrals per sale, you’re in the top 10 percent. Four referrals per
sale puts you into the charmed circle where the Five Percent make the
really big money. Anything over that—five referrals or more per sale—
proclaims that you’re one of the great ones.

We’ve agreed that of course the referral is the finest type of
prospect to work with. Referrals are people who have already
accepted you. Now all you must do is get them involved with your
product or service—something you know they need and can afford.

But you may be sitting there thinking, I couldn’t do the card referral



thing. I just can’t see myself pulling that off.
Now, before you give in to that emotion, examine your feelings

carefully. See whether you really want to pay between twenty-five and
a hundred thousand dollars a year for catering to that kind of whim.
Make no mistake about it—you can’t pass up a powerful, basic
technique like card referral gathering without paying a heavy penalty.
I’m not stating this fact to make you feel bad—nor am I concealing it
so you can feel good. You should know that accepting a lower level of
competence in your chosen profession than you can achieve will cost
you an enormous amount of money.



CHAPTER 4

How to Find Fortune and Felicity with the
Phone

It’s amazing how few people in any sales office really understand
the function of the telephone. Once they get the hang of dialing—
usually at the age of about three—they turn off their brains and just let
their mouths run on automatic when they pick up this incredible
instrument.

You’ll really need to open your mind in this chapter because it’s
impossible for me to take all the phone techniques I have for you and
tailor them to your product or service. You’ll have to stretch and twist
and hammer them to fit your needs. All I can do is give you the basic
concepts, and pass on an increased understanding of how you can
present yourself more professionally and effectively over this potent
audio medium that we all have literally at our fingertips.

The telephone is your second most important selling tool—the first
being your mouth. Yet, for reasons that escape me, few salespeople
really study the techniques of the telephone. Only the extra ambitious
—the potential Champions—do so. The average salesperson who
desperately needs greater skill with the telephone, won’t bother
studying such a fundamental thing. However, more than knowledge of
technique is needed. To use the telephone with greatest effect, you
must also have a keen understanding of its limitations. The worst
misconception the average salesperson has about the telephone is
the idea that a telephone call can substitute for a face-to-face meeting
with the prospect. In some areas of sales, such as telemarketing, it
can. In most, it does not. The Champion is convinced that no strange
voice coming over a wire can ever match in-the-flesh presence for
effectiveness. Here’s the first of several ideas that I’ll isolate so you
can highlight them:

I must meet all qualified, interested callers in person.
That must be your goal in every conversation with people calling in



who show interest in your offering and give an indication that they are
qualified to own it.

Incoming Calls

Companies invest huge sums in programs aimed at creating calls:
mass media and directory advertising, publicity, signs, direct mail,
trade shows, and other promotions. All that money is wasted, and all
those ads aimed at making the telephone ring are for nothing, if when
the telephone does ring and you answer it, you fail to arrange a
meeting with the caller.

More and more, ads are written to generate calls for more
information as a first step to purchase. If you know how to handle the
phone, such calls can easily become sales for you.

Let’s take the process from the beginning.
1. What is the right time to answer the phone? You may laugh,

but there is a correct time to answer the phone. If you snatch it up
before the first ring is fully rung, you’ll startle some people and make
others think you’re too anxious. If you let it ring six to sixteen times,
they’ll decide you aren’t attending to business. The perfect time, the
professional time, to answer the phone is on the third ring. It gives the
right impression.

2. What kind of image does your voice create? When you
answer the phone with a tone and manner that suggest you’re
suffering from a terminal illness, or that they’re bothering you, they
won’t want to meet you. This is why Champions answer the phone
with some excitement, some happy notes in their voices, some
enthusiasm. No matter what catastrophes you’re involved with at the
moment, every time you pick up the phone at the office you may be
talking with someone who wants to be helped by your offering. If
you’re mature, if you’re controlled, if you’re competent, you’ll be able
to put your immediate concerns to one side while you speak cheerfully
with the caller.

That’s one of the reasons why you answer on the third ring. With
the first ring, stop what you’re doing, clear your mind, and pump



yourself up. It’s a simple trick. All it takes is a little practice and
knowledge. Select a mental image that pleases you—a happy hope, a
specific goal, a solid achievement you’re proud of—or even just a
good feeling that you can vividly recall. Make your choice and then,
whenever you hear the phone ring, block out what you’re doing at the
moment and flash that mental image across your mind for an instant.
Use it to shift gears so you can speak with a fresh and alert tone that
tells the caller that you handle the finest product or service available
and you’re eager to meet anyone who’s interested.

3. Acknowledge the other person’s interest. Let your callers tell
you why they’re calling. They may refer to an ad or ask about some
specific item. You might respond along these lines:

“Yes sir, we’ve had a lot of calls about our new Whippledipper.
We’re really excited about it.”

Then you continue on to the next step.
4. Put them on hold so you can obtain information for them.

Say, “May I place you on hold for a moment while I access that
information?” But do this only if you can fit it in smoothly. The
professional looks for an opportunity to put them on hold so he can
gather his thoughts, as though saying to himself, All right, I’ve got a
live one on the line—now what’s my best strategy?

So you put them on hold once, if you can, early in the
conversation. Be sure to take careful note of this: Never keep them on
hold longer than seventeen seconds.

What happens when you leave them on hold for a minute or
longer? When you come back on the line, they simply aren’t the same
human beings who called in. If they’re still on the line, they don’t even
sound the same. The roar of rage you hear isn’t the opening
movement of a beautiful symphony of sales achievement. Long holds
equal lost sales.

5. Close for the name. Champions do their best to get the name
of the person calling for several reasons, one of which is that it’s very
helpful in creating rapport with callers if you can address them by
name. The best way to get the name is simple, and the exact words



are important. Here they are:
When you come off hold, say, “Thank you for waiting.” Always

acknowledge their courtesy with courtesy.
Then say, “This is_____,” giving your name. (Of course, you

wouldn’t do that if they asked for you by name when first calling.) “May
I ask who’s calling, please?”

You’ll almost always get the name this way if they’re really
interested in considering you and your firm for the purchase in
question—provided that you’ve been cordial.

6. Answer most questions with questions and lead them to the
confirmation of a meeting. This is where many average salespeople
lose calls. They act and speak as if they’re trying to close the sale
over the phone. Unless you’re in telemarketing, this is very unlikely to
succeed. Your goal with incoming calls is more often than not, one of
closing for the appointment, not the sale.

The meeting or visit you seek might require you to go to their
home, if it’s a personal or family sale; it might mean that they’ll come
in to your showroom or display area to see what your company has
advertised; it may involve your going to the caller’s office if it’s a
corporate situation. You might even meet in a public place. Whatever
the case, you must always be moving for the appointment. Now,
answering questions with a question means that you use what
technique?

The porcupine.
For example, when someone calls and says, “Do you still have the

special price on that copying equipment?—Is it still available?”
Champions would not answer yes or no to that question. Instead,

they’d say, “Is that copying equipment the type you were hoping to
find?”

“Yes, it is.”
“Fine. I’d be available today or tomorrow to talk further with you.

Would you like to come to our display room, or shall I come to you?”



That’s a porcupine question, but it’s also an alternate of choice
question, isn’t it? That’s double power.

7. When making the appointment, reconfirm all details. I have
to warn you about something. Studies have proven that only a small
percentage of people will follow a set of instructions if they’re only
given to them once. Would you agree? When you set appointments,
what happens many times? They either forget the whole thing, or they
may not realize exactly where your location is. They may forget the
time of the appointment; they may not remember your name. That’s
why a professional reconfirms everything. Make a note to ask them to
write down the pertinent details.

Here’s what Champions say:
“Do you have a pencil handy? I’d like you to write down some

pertinent details.”
Guess what the pertinent details are? They include your name,

office location, the address, the time, and anything the caller needs to
get back in touch with you.

8. Champions drop a second anchor after the meeting is set
and confirmed. This final step is especially important if you’re going
to be waiting for them in your showroom or in a mutually convenient
coffee shop. Another 10 percent of people will keep the appointment if
they know you can call them up if they don’t show. And of course, it’s
always possible that something could happen that would make it
impossible for you to keep the appointment. So, after confirming all
details, you say:

“If something very unusual happens and I have to ask you to
change the time of our appointment, at what number should I call
you?”

Outgoing Calls

Whether you market a product or a service, there’s at least a fifty-
fifty chance that you’ll have to call out to get leads. In fact, true
Champions, regardless of what they sell, know that the telephone can
enormously increase their sales volume: Thus, they’re on the phone



every moment they can squeeze from other needs, calling new
people.

So, let’s discuss that kind of call.
Almost everyone will answer the phone when it rings. Even

salespeople afraid to make outgoing calls will take incoming ones. In
fact, they’re often so eager for someone to call that it’s pathetic.

Why will salespeople cringe at the thought of prospecting by
phone, but jump at the chance to talk with the same sort of person
when they’re receiving instead of initiating the call? When you stop to
think about it, there’s something really strange going on here. That
something gets even more strange the more you dig into it.

After all, these salespeople are there to make money. They know
they’ll make money by finding more buyers. They also know that
they’ll find more buyers by using the phone to hunt them down.
Prospecting is simply this: You get on the phone and call possible
buyers until you locate some worth seeing in person. Then you go see
those people and arrange for them to pay your company money in
exchange for the benefits your product or service offers. A portion of
that money is then paid to you. That’s the essence of sales work. It all
starts with prospecting.

Yet there are salespeople who don’t want to prospect. They can’t
be afraid of the telephone because they grew up with one, and
another sits within arm’s length on their desk. Most people these days
also have one in their pocket or purse. They’ve gotten used to it. They
know it won’t bite, explode, or cause a bad smell. However, calling out
is thought of as being difficult. No sense pretending that it isn’t, if that’s
your attitude about it. In the first place, you are the intruder when you
make the call, not the intrudee. You may think that’s the reason you’re
not prospecting by phone. It isn’t. Oh, sure, there’s that vague unease
we all feel about telephone prospecting at first. It’s uphill work, not a
downhill slide; a movement out, not a withdrawal in. But that’s the way
mountains are climbed and fortunes are made.

Don’t beat yourself with nightmares about not having the thick-
skinned aggressiveness necessary to prospect by phone. That isn’t



what you lack, and it really doesn’t take much in the way of courage
and aggressiveness to be an outstandingly effective telephone
prospector. It takes knowledge. If you’re afraid to prospect, it’s
because you don’t know how to prospect.

The first thing to remember is this: You can always say, “I’m sorry I
disturbed you. Good-bye.” Make sure that ends the matter in your own
mind. After all, you’ve just called them; you haven’t ruined their life.

The second thing to remember is that you must always have a
success goal, not a performance goal, when you prospect. Let me
explain. If you write down this as a goal: “I will make fifteen
prospecting calls starting at nine tomorrow morning,” you can make all
fifteen of those calls and have nothing.

Set success goals: “Tomorrow at nine I will start telephone
prospecting, and I will continue prospecting until I have three
confirmed meetings to demonstrate my product to people I believe can
and should own it.” Set a reasonable success goal and then do it.
Stop for meals, go home nights, but keep prospecting until you
achieve your success goal.

The third thing to remember is that, before you start calling, you
must have an effective call formula and a good list of names and
phone numbers. Your chances of success are no better than your
formula and your list. If you’re not getting encouragement after ten
calls, pause, look at your list and formula, and consider making
changes. By encouragement I mean getting confirmed meetings or
visits, being asked to call back later, or being given names of people
to call who might be interested.

Don’t let a few profitless calls discourage you. That is, don’t let a
few strangers—grouches you don’t even want to know—cause you to
walk away from success. Accept that you’ll reach a few people who’ll
be less than delighted to hear from you. Be professional when you
prospect—which means that you (a) have a legitimate offer that you’re
knowledgeable about, (b) call only those numbers that are not on the
Do Not Call Registry, (c) call during reasonable hours, (d) are
unfailingly polite, (e) bring any unfavorable call to a quick and
courteous close, and (f) put any unproductive conversation out of your



mind and immediately make another call.
The last point is vital. In organizing your prospecting routine, set

yourself up to chop off the negatives fast. Don’t allow time for them to
nag your enthusiasm away. Instead of singing sad songs for a spell
after a washout call, give your head just one quick shake and
immediately dial another potential client’s number. Do that and you’ll
be delighted at how easily and effectively you’ll prospect, and at how
fast your prospecting sessions will go.

The Phone Survey

I have a little challenge for you here that’s really exciting. You get
to write your own market survey. Don’t fear. I’d never make you do it
alone. I’ll provide the starting information and guidance. Perhaps it’ll
go faster, and you’ll wind up with a better survey, if you team up with
two or three like-minded people in your sales organization and write a
market survey together that you’ll all use as a prospecting formula.
Start with the basic format that follows and tailor it to fit your product or
service, your trading area, and your company’s strengths and selling
methods. As you develop your survey, give careful thought to the
order in which you’ll ask the questions. After the third step, some other
sequence may suit your offering better than the one I’ve given here.

1. Use the person’s name immediately. This is crucial. Using
their name soon and often causes them to listen more closely to your
message.

“Good morning. Is Mr. Hammersmith there?”
2. Introduce yourself and your company. As soon as you have

the right person on the line, identify yourself in warm and friendly
tones.

“This is Tom Hopkins with Champions Unlimited.”
Then move immediately into your market-survey approach.
3. State your purpose and ask the first survey question. Do

this without pause between purpose and question. Use a pleasant
tone that invites a conversational reply. Your first survey question



should get right at whether or not they’re interested in what you’re
marketing.

“I’m conducting a market survey—it’ll only take a moment. Do you
mind telling me whether you presently own a boat?”

4. If they say no… With many products and services, getting a no
at this point is great; with others, it means that you should pleasantly
end the call and go on to the next one. If you’re looking for a no here,
carefully rehearse how you’ll handle it. Frame your next questions to
invite conversational replies that give you critical information and help
to establish rapport.

“Would you like to own a boat sometime in the future, and if so,
would you prefer a powerboat or a sailboat?”

Anytime you have a friendly conversation with folks who turn out
not to be emotional and logical candidates for your offering, ask them
for a referral. If you’re working a good list, they’re very likely to have a
friend or two who is precisely the kind of prospect you’re looking for.
Use the card referral system’s principle of helping people isolate a few
faces from the multitude they’re familiar with. For example, if the list
you’re prospecting from is a club roster, ask them if any of their friends
at the club might be interested in having a brochure mailed to them on
whatever you’re marketing.

5. If they say yes… “Yes, we own a boat.”
“Oh, fine. May I ask what type and make it is?”
After this step, your prospecting call can go off in any of several

different directions, and how our boat salesman would handle them all
need not concern us here. What’s important is to outline the answers
you’re likely to get, and rehearse how you’ll handle each one of them.
Organize your response to each answer so you continue to work
toward a time to meet the people, toward getting permission to send
them a brochure, or to the realization they aren’t a good candidate for
your offering, so you should say a cordial good-bye.

6. Ask how long they’ve owned (used) it. Find out where they
are on the average itch cycle. The importance of this step speaks for
itself.



7. Discover what they like about their present one. Here are
some of the questions you might ask if they own a product or use a
service similar to what you’re selling:

“Are you happy with the accuracy and promptness of your
payroll computing service?”
“Is your telephone system doing everything you want it to?”
“What do you like most about your present deburring
machine?”
Find out how people feel about what they presently own—what

they like, and what they’d like to change. When you know that, you
know how good your chances are of happily involving them in your
company’s latest version of that necessity. And you can see exactly
how to go about involving them because you know what’s important to
them.

It’s important to ask the question in positive terms: “What do you
like most about...”

Why is it important to be positive here? For three reasons: (a)
People feel less threatened when you ask what they like, as opposed
to asking what they don’t like; (b) they’re more likely to tell you what
they don’t like if you don’t ask them directly; and (c) you must be very
careful about exciting their brand loyalty—unless, of course, you’re
selling the brand they’re loyal to. More about this later.

You’re looking for qualities and standards at which your product or
service can outperform whatever they have now. If they like speed
and your latest model is faster than the old one they own, you’ve
found a strong emotional urge toward buying. When you strike one of
these urges in a prospecting call, go for an appointment to
demonstrate. Don’t talk to them about buying it, talk to them about
experiencing its speed—or whatever their urge is. You want them to
see, feel, touch, and operate it. That’s all you want at this point. Not
until they’ve sniffed the leather and heard the engine purr can you
safely mention owning it.

8. Carefully uncover their negative feelings. Unless they have
some, you’re running into heavy brand loyalty that requires careful



handling. Never work yourself into a situation where you’re knocking
what they presently own, because that’s knocking their judgment.
There’s no quicker way to chill your chances than to let your prospects
know you think they’re dummies for owning the product, or using the
service, that they’ve already invested in. Ask for the vital negative
information in a positive way that relieves prospects of any need to
defend their previous decisions:

“What would you like to see changed in your company’s health
insurance program?”
“Are there any features your present conveyor system doesn’t
have that would be helpful to you?”
“What improvements would make your present machine more
efficient in your operation?”
With the market survey, you’re searching for unsatisfied needs.

You’re trying to find something about their present product or service
that your item can do better. They have to want more where you can
give them more, of course.

If you can give them more of what they want, this ability of your
product is (a) something added or improved since they bought their
present product, or (b) something in which your product or service was
superior to what they bought all along. They just didn’t know about it,
or they didn’t value that factor highly enough when making the
decision to buy from the competition.

In the first case—something added or improved—you’re bringing
them good news. You can now resolve a challenge for them that you
couldn’t solve when they acquired their present item. You can praise
what they have now as being an excellent choice for its time—which
has now passed.

In the second case—your product or service was better all along—
you have to cope with a situation that at best is delicate and at worst is
explosive. There’s no place for smugness or careless comment here.
Every year, thousands of these situations blow up in the faces of
overconfident salespeople who have logic on their side so they forget
emotion. Then they can’t close. Usually they don’t know why. The
reason is simple: The prospect won’t accept the emotional distress



involved in admitting a mistake. People can be extraordinarily
sensitive on this subject—and equally obstinate. In many cases, the
only way to replace the competitive product or service with your own is
to make a convincing statement along these lines: You think the
prospects made a wise decision when they invested in what they now
have. Given all the circumstances in force at the time, they did the
right thing then, but in the changed circumstances that now prevail,
the right thing today is to upgrade to your offering.

Surprisingly, there are many salespeople who prefer losing sales
to helping their prospects save face. But it’s more fun to concede the
point and win the sale.

9. Introduce the strong points of your offering. We all love to
sell a basic competitive advantage—if we have one—but some of the
most challenging and rewarding sales positions involve products or
services that don’t have any simple and easily described superiority
over their competition. If you do have a basic competitive advantage,
drop it on the prospect at about this point in your survey:

“Do your delivery trucks get thirty-five miles to the gallon?”
“Is your present supplier giving you next morning delivery?”
10. Closing for the opportunity to meet them. As you conclude

the telephone market survey with a prospect, thank them for their
help. Then ask, “Could I mail you a brochure on our latest model?” If
they say yes, they of course have to give you their address, if you
don’t have it, or confirm that the address you do have is their current
one. With the qualifying you’ve already done, you may decide that this
contact is too good to let its momentum be lost in the mail shuffle. Use
fast delivery of the brochure as your entrée to meeting the prospect.

“After talking with you, Mr. Hammersmith, I feel that you have a
desire to know more about this new development. With your
permission, rather than wait for the mail, I’ll drop the brochure
by this afternoon so you can take a quick look at it and—
because I know your time is valuable—if you have any
questions, I’ll be right there to answer them. Would around two
—or three o’clock—be the best time for you?”



When you meet him, you may be able to go right into your
standard presentation or demonstration and lead him emotionally to
the close.

Finding Good Lists

Where do you get good lists of people to prospect with? Let me list
a few of the sources:

1. Reverse directories. Also called the by-street or crisscross
directory, this publication lists telephones by street and house number,
and then gives you the name and phone number. This allows you to
direct your prospecting efforts into the specific neighborhoods you
believe will be most productive for you.

2. Club and company rosters. Some of the best will be the
hardest to get. With a little persistence and ingenuity, you can be the
proud possessor of the list you want. Many of these groups will sell a
one-time use of their lists. Some keep their rosters confidential—or
only make them available to members. If your product provides you
with a strong enough fee, it might be worth the investment of joining
the club in order to gain access to the other members in an ethical
manner. Of course, you’ll have to be prepared to be contacted by
them as candidates for their offerings as well.

3. Libraries. There are an astonishing number of directories
published on this continent today. They cover every important industry
and activity. Find a public library that has an outstanding business
section. People with unlisted numbers in the local telephone book are
often listed in the national directory that covers their specialty. Since
most of these directories are organized by state and city, you can go
through quite a few of them in a single evening at your library.

4. Mailing list houses or the Internet. Hundreds of companies
are involved in selling mailing lists. If you can’t find the list you want in
a published directory, research the direct mail industry at your library.
Some mail houses will develop special lists for you, but use this
approach as a last resort because you’ll probably have to look up the
telephone numbers yourself.



Go online and look for list providers. Check out their reliability
before renting any list. If you plan to prospect via e-mail, use only
those lists that were acquired by opt-in feature. That means the
people on the list said they’d be willing to accept solicitations by
companies other than the one they first became listed with. If you’re
calling consumers, once again cross-reference any phone numbers
you plan to use with the National Do Not Call Registry.

Telephone Scoring Systems

Let me give you some basic tips on using the telephone to
generate money, not trouble.

1. Always be courteous. No matter how you feel, you owe it to
your sense of dignity and self-respect, and you owe it to your
company, to be courteous. You also owe that to the rest of us in the
profession of selling—we all owe it to each other not to mess up our
profession’s reputation.

If you make people angry with you, they’re angry at your
organization, too. Your employers not only have the right to your
loyalty, but also have the right to have you enhance, not damage, the
company’s image. Treat clients with respect. That’s an important way
of treating yourself with respect as well. Never lose your temper—
that’s what losers do. Champions refuse to let someone else control
their temper.

2. Do anything to meet them. Some people call in and don’t want
to give you any information; all they want are answers. They can get
pretty tough about it, but if you give them all the answers over the
phone, why do they need to meet you? If you don’t meet them, you
won’t sell them. It’s that simple. I know it can be frustrating talking to
people who want all the facts and figures although their attitude is,
Keep away from me, salesperson.

But you know something? The people who try the hardest to keep
from meeting you often are the easiest ones to close. That’s why your
goal has to be to meet face to face with callers.

When I was just getting up to cruise speed in my real estate sales



career, we had a contest for a prize and a huge trophy. It was a large
company situation with plenty of competition. Coming down to the
wire, I was within striking distance of winning—but I needed one more
transaction.

I took a call. The man wouldn’t give me a name or number. I was
getting desperate. “Please,” I said, “can’t I come by for a few minutes
and just meet you?”

“No way.”
“Can I call you back, sir?”
He said, “What for? I’m in a phone booth.”
“Oh, sir, I’m sorry. I didn’t realize that. Do you have the streets

where your phone booth is?” I was grabbing at anything.
“Let’s see, I guess I’m at the corner of Chance and Main, yeah,

that’s where I am.”
I said, “Would you hold one moment, please?”
Chance and Main was only two blocks from our office. I ran out,

jumped in my car, zoomed over there, screeched to a halt by the
phone booth, and there he stood, waiting patiently. I walked up,
knocked on the glass, and pantomimed, “It’s me.”

He walked out of that booth and said, “I don’t believe you.”
But he soon started believing me because I knew what I was

doing. So I got him happily involved in the magnificent opportunity
called owning your own home in time to win the contest. Do anything
that’s fair and legitimate to meet anyone calling to inquire about your
service or product. They’ve already decided that they want and need
what you’re offering. If you can meet them, you can sell them.

3. Handle all leads or client calls immediately. Don’t risk having
them lose their impetus to learn more or make a buying decision. Any
delay in getting in touch with leads or clients will allow them time to
second-guess, change their minds, or move on to the competition.
Never, never take that risk.



About Tom Hopkins

After three months of college, Tom Hopkins decided it wasn’t right
for him and dropped out. At age 19, he was working in construction.
After a year of back-breaking labor, he decided there had to be a
better way to earn a living and support his young family. Seeing
people who were in sales that seemed to do well captured Tom’s
interest. Real estate was booming in Southern California at the time
so he decided to enter the field of real estate sales.

If it had been an easy road for him, you wouldn’t be reading this
book. Tom failed his real estate license exam twice. His only means of
transportation was a motorcycle. The only suit he owned was his high
school band uniform. Back then, real estate was known as a man’s
business. There were very few women in the business and even fewer
teenagers. As you can imagine, it took persistence and some
creativity for Tom to get hired as an agent when he finally passed his
exam. The words he recalls as he entered his first real estate sales
meeting were “and if that kid in a band uniform can sell real estate, the
rest of you better get rich!”

After making only one sale during his first six months in the
business, Tom started watching those who had more success than
him very closely. He learned about and attended sales seminars,
motivational presentations, and started reading and listening to self-
improvement material. Through the application of the principles and
strategies he was exposing himself to, Tom achieved his foremost
goal of becoming a millionaire by the age of 27 in the field of real
estate. He set listing and sales records that still stand today.

In 1976, Tom turned his selling experiences into a training
business, travelling around the country offering seminars to help
others in real estate learn how to serve more clients and make more
sales. In 1980, he took those same strategies and helped salespeople
in every type of sales to learn the art and science of selling with the
publication of this book.

Tom has dedicated his life to the profession of selling. It’s his



hobby and his passion. He studies it constantly and is always on the
lookout for new strategies and ideas that help salespeople serve their
clients better, thus making more sales.



Nothing Compares to Seeing Tom Hopkins LIVE!
Tom Hopkins’ seminars are engaging, entertaining and

educational. His philosophy has always been that if you make it fun,
people will remember the content. He teaches sales professionals
what to say and how to say it in order to communicate most effectively
with clients, gain their trust, and their business. Invest a day with him
and learn enough strategies to give your career a boost for the rest of
the year!

1-day seminars are held primarily in the United States, though
foreign tours are scheduled about every other year. Check our web
site to see when Tom is coming to your area.

http://www.tomhopkins.com/live_events.shtml
Custom programs can be created for your organization. Tom and

his team will strategize with you as to the results you need and teach
only the content that will make the biggest difference in your bottom
line. Call us toll free for details, 800-528-0446.

http://www.tomhopkins.com/live_events.shtml
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To Master the Art of Selling, get all of the Tom
Hopkins’ books in this series

As a new Sales Associate, the job of mastering the art of selling
involves much more than simply answering to the description and
showing up for work. There is a step-by-step recipe for sales success,
and applying it takes both skill and finesse.In clear, easy-to-
understand language, Tom will guide you through the process of
becoming a master of sales.Learn the 12 Sources of Sensational
Selling Success.

Discover the right questions to ask for stellar closing results.
Use the simple hidden trick to creating the optimal selling climate.
Use the simple hidden trick to creating the optimal selling climate.



Learn the specific steps and stages that will give you the mental edge
and help you close more sales. It’s the type of sales process that turns
ordinary customers into raving fans. Discover which prospects are
qualified before you even approach them, and stack the deck in your
favor.

In this book you’ll discover how to:
Consistently do what you know you should do to keep your
mental edge
Learn to love the word “No”
Redefine problems and turn them into opportunities



In Sales, time is your most valuable commodity, and wasting it is a
very expensive lesson. Quota-Busting Prospecting Skills: Strategies to
Make Prospecting Fun & Profitable teaches you just how to make the
most of your time with a smile. Discover which prospects are qualified
before you even approach them, and stack the deck in your favor.

In this program, you’ll learn the secrets to:
Finding the people to sell to
Learning the nuances of Non-Referral prospecting
Getting others to refer their friends to you
Finding fortune and felicity with the phone



The formula contained inside Your Sales Presentation: 17-Minute
Formula for Success reveals Tom’s personal principles that he
developed and perfected through his own experiences in Sales. Get
the inside track on his step-by-step guidelines to develop a winning
presentation.

The Secrets of Buying - This is not a Spectator Sport!
How to put Champion Power in your presentations
Ways to finesse that first meeting every time
Tactics to qualify your prospects for ultimate quota-busting



16 Power Closes: How to Hear More of the Sweet Sound of “YES” will
show you in crystal-clear detail the exact steps you need to take in
every sale. You’ll learn not just How but Why, plus how to close with
integrity and pride. Discover 16 ways to take any prospect through
each step methodically, and get to that sweetest of sounds, the word
“YES”.

In this timely book, Tom reveals all there is to know about:
Getting over the Objection Connection
What to do before closing for more sweet success
16 Power Closes for Sales champions - and those who want to
be!



Sales is more than just selling. It’s about tracking your results,
managing your time, and operating with ease and efficiency. In order
to build relationships with your customers and prospects, you first
need to build their trust. When you have their details at your fingertips,
you can smoothly handle their needs and close more sales.

Discover these timely tactics for building a 6-Figure Sales Office:
Avoiding the clutch of moneygrabbers to make win-win Sales
every time
Why fortune building starts with time planning
How to sell your way out of a slump



Made For Success Publishing was founded on the principle that
“everyone has a story to tell”.

“You tell the story, we tell the world”
Made For Success Publishing, a division of Made For Success, Inc., is
dedicated to providing authors and speakers the opportunity to “Tell
their story” through the ever expanding methods of publishing, from
physical books to mobile apps. We provide generous royalties for self-
published authors and speakers in an effort to extend the greatest
opportunity to all we have the honor of serving.

There are many ways we can assist you with your book project:
1. From getting your manuscript started to manuscript editing, we

can help you get your manuscript to print.
2. If you are in the process of writing a book, ask about the Writers

Academy training course for new authors. You’ll learn amazing
and time-saving secrets to getting your book written and
published.

3. The ”Publisher of the Future” is part Ad Agency and part
Publisher. From Book Trailer videos to book websites, we have
the marketing solution for every budget. Contact us to plan a Best
Seller marketing campaign for your book.

4. Book Derivatives: We’re experts at many types of unique and new
book publishing options. We specialize in the basics of a print
book, an eBook or an audiobook, to the “book of the future”
delivered as a mobile app.

Visit www.MadeForSuccessPublishing.com to read testimonials and
see sample book marketing campaigns. Give us a call at 1-888-884-
8365 x5 or send us a note at Support@MadeForSuccess.net

http://www.MadeForSuccess.net
mailto:Support@MadeForSuccess.net


Get Quantity Discounts

Made For Success Print books are available at quantity discounts for
orders of 10 copies or more. Please call us toll free at (425)-657-0300
or email us at support@MadeForSuccess.net

mailto:support@MadeForSuccess.net
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