
Index

• Symbols and Numerics •
17-minute time constraint, 163–164

• A •
accent, regional/cultural, 60
achievement of goal, 315–316
ACT! program, Sage, 96
activity planning. See planning activities
actor/actress, as salesperson, 16
advertising, 88
advertising agency, 105
affi liate program, 286–287
after-hours dinner, 63
airline, 92–93
alcohol, as gift, 132
alternate advance, 198–199
alternate of choice technique, 159–160
alternatives, giving, 198–199
Amazon Web site, 47, 253
Analytical Anna personality, 52–53
anecdote, 19
angry client, 275
anniversary, thank-you note on, 243
answer, building on, 151–152
answering concern, 191–192
anti-failure formula, 298
Anywho directory, ATT, 104
appointment. See also meeting

confi rming, 278
date options, giving, 20
replacing with synonym, 71–72
time options, giving, 20

arguing about concern, 189
Asian culture, 63
asking for close

assumptive questions, 198
basic questions, 197–198
erroneous conclusions, 199–200
giving alternatives, 198–199

overview, 196–197
porcupine method, 200–201

assistant, 129
assumptive question, 198
assumptive selling, 166–167
assumptive statement, 217
ATT Anywho directory, 104
attending training session, 82–83
attention span, 163
attitude, role of, 30–31
audio book, 34, 263, 277–278

• B •
back-ordered product, 186–187
backup transportation, 267
balance in life, 270
battery, computer, 177
Believing Bart personality, 50
Benjamin Franklin method

listing cons, 211
listing pros, 209–210
overview, 208
starting process, 208–209
totaling, 211

best-things-in-life close, 340
blind carbon copy (BCC), 108
body language

fear in, 64
at meetings, 134–135
nodding, 55
reading in presentations, 167–168

bragging about concern, 186–187
brain cramp, 35–36
break in presentation, 163, 164
brief recap, 164
brochure, 176
broker

joint venture, 284
list, 47, 101

33_9780470930663-bindex.indd   34533_9780470930663-bindex.indd   345 2/23/11   7:34 PM2/23/11   7:34 PM

CO
PYRIG

HTED
 M

ATERIA
L

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



346 Selling For Dummies, 3rd Edition 

burn-out, avoiding, 258–259, 270
business, description of, 123
Business Background Report, 109
business card

including picture on, 127
presenting, 59–60
thank-you, writing on, 117–118

business contact, 108–109
BusinessCulture Web site, 56
business-productivity close, 339–340
business-to-business sales

gathering information on, 46, 48–49
in-person follow-up, 236–237

“buy,” replacing, 71
buyer’s-remorse close, 342
buying sign, 196, 321–322
buzzword, 343–344
“by the way” phrase, 192

• C •
calculator, use of, 216
car problem, 267
catalog, 15
cell phone

capabilities of, 90–91
importance of owning, 267
text messages, 240–241

challenging time in industry, 303
Chamber of Commerce, 101, 108
Champion’s Creed, 301
change, welcoming, 331–332
chart, comparison, 176
child

as salesperson, 16
shaking hands of, 138

China, business in, 57
classmate, prospecting among, 254
Classmates Online Web site, 254
client. See also contact information; 

potential client
determining need for product, 326
follow-up, what is wanted from, 235
follow-up on, 234
helping fi nd salesperson, 91–92
lunches, length of, 277

matching rate of speech of, 166
referrals from, 222
staying in touch with via Internet, 256–257
talking about product with, 84
telling about others, 328

closing
asking about, 196–201
best-things-in-life close, 340
business-productivity close, 339–340
buyer’s-remorse close, 342
citing similar situations, 215–216
competitive edge stories for, 216–217
getting past stall to objection, 212–213
getting referral after, 224–225
higher authority close, 205–207
how to, 322
indirect comparisons, 214–215
it’s-not-in-the-budget close, 342–343
law-of-ten close, 341–342
lost-sale close, 343–344
making list of pros and cons, 208–211
moment of, 195–196
my-dear-old-mother close, 341
no close, 340
oral close, 201
overview, 195, 339
reducing expenses mathematically, 

213–214
responding to “it costs too much,” 213
in seven-step selling cycle, 24–25
sharp angle close, 203–205
take-it-away close, 343
timing of, common mistakes with,  

321–322
Wish-Ida close, 339
written close, 202–203

closing question, 217
clothing

cultural differences, 57
fi rst impression and, 21
using good judgment and common sense, 

133–134
CMS (contact management software)

overview, 94–96
time management, using for effi cient, 263
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CNN Web site, 83
colleague

critiques from, asking for, 333
getting product information from, 84–85

cologne, use of, 21
color, product, 80
comfort zone, moving out of, 36–37
comic, use of, 19
“commission,” replacing, 71
commitment

to goal, 311–314
to learning, 337–338

common ground, building
acknowledging prospect’s pride, 145
avoiding controversial subjects, 145–146
making conversation, 144–145
overview, 143–144
rate of talking, matching, 146

company visual aid, 172–173
company-sponsored mentoring program, 

103
comparison, indirect, 214–215
comparison chart, 176
comparison of progress, 334–335
competence

conscious, 40
unconscious, 41

competition
beating, as motivation, 295
client of, thank-you note for, 242–243
getting information on, 85–86
getting referrals through, 222–223
higher authority confi rmation, 207
reviewing Web site of, 252–253

competitive edge story, 216–217
compliment

on facts and fi gures collected, 150
sincerity of, 144

computer
battery considerations, 177
knowledge of, 13
literacy, 89
overview, 91
presentations on, 173

concentration, client, 163, 171

concern, client
addressing, 327
addressing before clients, 185–187
answering own, 188–189
arguing about, 189
bypassing, 184
helping see value of product, 185
legitimacy of, acknowledging, 187–188
minimizing, 189
overview, 181–182
reading clients, 182–183
in seven-step selling cycle, 24
six steps, handling in, 189–193

conclusion, erroneous, 199–200
condition versus objection, 184
conference, getting referral through, 

223–224
confi rmation

answer to concern, 192
of appointment, 278
details about meeting, 121
importance of, 327

confi rmation question, 197
conscious competence, 40
conscious incompetence, 38–40
consumer, prospecting as, 110–111
consumer sales

gathering information on, 46, 49
in-person follow-up, 236–237

contact information
contact management software, keeping 

track of with, 94–96, 263
referral, 227

contact management software (CMS)
overview, 94–96
time management, using for effi cient, 263

contacting
clients, unifi ed messaging service, 91–92
potential clients, 120–121
referrals, 228

contract, goal reaching, 313–314
“contract,” replacing, 70
control in presentation, 171
Controlling Carl personality, 53–54
controversial subject, avoiding, 145–146
conversation, making, 144–145
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“cost,” replacing, 70
couple

answering own objections, 188
decisions as, 156
spouse as salesperson, 16

courtesy, 122
craft, commenting on, 145
creativity

in developing visual aids, 174
in reaching decision-maker, 132–133
in strategies, 337
telephone follow-up, 237–238
when prospecting, 109

Crime Scene Investigation (CSI) pointers. 
See CSI pointers

CRM (customer relationship management) 
software, 94–96

cross promotion
nonrevenue shares, 286
overview, 284–285
revenue shares, 285–286

crossed arms, 167–168
CSI (Crime Scene Investigation) pointers

asking standard and innocent questions, 
150–151

building on answers, 151–152
keeping in touch, 152
keeping out of limelight, 149
making the people receiving questioning 

feel important, 150
overview, 148
paying attention to verbal and nonverbal 

responses, 151
relieving tension created by questions, 152
taking notes, 150
using nonthreatening language, 149
using sympathetic tone, 149

cultural need, client
arranging meetings, 57
dining out, 63
dressing appropriately, 57
giving gifts, 61–62
making presentations, 61
meeting and greeting new people, 59
name considerations, 58
overview, 55–56

presenting business card, 59–60
respecting personal space, 60

curiosity, 329–330
customer list, prospecting using, 113
customer relationship management (CRM) 

software, 94–96
customer support department, 83
customizing presentation, 178–179
Cynical Cindy personality, 54

• D •
daily time planning, 272
“deal,” replacing, 71
decision, asking for, 327
decision-maker

creativity in reaching, 132–133
overview, 130
qualifying questions for discovery of, 

155–156
receptionist, talking with, 130–131
working with assistant, 131–132

delivery date
knowledge of current inventory and 

setting, 80–81
mentioning in presentation, 186
overpromising, 205

demonstration, product
knowing how to operate product during, 80
overview, 175–176
preparing for, 83
staying in control, 171
thank-you note after, 242

dependability, 23
detail, paying attention to, 323
developing visual aid, 174
difference versus total cost, 213
dining out, 63
direct mail follow-up, 238–239
direct mail sales, 15
discipline, 334
discount, promotional, 238
Do Not Contact list, 101
doctor, as salesperson, 16
dollar value of time, 262
Domineering Donna personality, 53
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“down payment,” replacing, 70–71
dress, appropriate

cultural differences, 57
fi rst impression and, 21
using good judgment and common sense, 

133–134
dress code, 134
Drifting Dan personality, 54
driving time

listening to educational programs, 
34, 263

as time trap, 277–278
Dun & Bradstreet, 109
duty, paying, 62

• E •
eating out, 63
eDiplomat Web site, 56
Edison, Thomas, 299
educational event, 34
educational program, listening to, 

34, 263, 277–278
Edwards, J. Douglas, 39, 302
effective goal, 306
electrical outlet considerations, 177
e-mail

addresses in blind carbon copy, 108
from business contacts, prospecting 

through, 108
contacting by, 120–121, 128–129
follow-up, 240
home versus business address, 127
including address in introductory 

letter, 128
sales, 12–14

embarrassment, fear of, 66–67
embrace, physical, 59
emotional involvement, 158
empathy, 208
enthusiasm

average salespeople versus successful 
salespeople, 301–302

de-motivators, 296–299
facing challenging times in industry, 303
getting referrals through, 221

keeping personal life out of professional 
life, 302–303

motivation, sources of, 292–295
overcoming failure, strategies for, 299–301
overview, 291
product of emotional attachment to 

work, 32
toward goals, 312

erroneous conclusion, 199–200
etiquette

approaching people while working, 110
business card, 59
cultural, resources for, 56
dining, 63
telephone, 122

evaluating result, 334–335
Evasive Ed personality, 51
Expectation, Law of, 316
expense, mathematical reduction of, 

213–214
extension cord, 177
eye contact, 136, 168

• F •
Facebook, 257
face-to-face sales, 11, 129–130
failure, client fear of, 64–65
failure, overcoming

developing sense of humor, 300–301
overview, 299
seeing as chance to better techniques, 301
viewing as feedback needed to change 

direction, 300
viewing as game, 301
viewing as learning experience, 299

family
prospecting among, 102–103
referral from, 221
setting goals with, 310–311

Fast Pitch Networking, 258
fear, overcoming

Benjamin Franklin decision-making 
method, 208–211

competitive-edge stories, 216–217
embarrassment, fear of, 66–67
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fear, overcoming (continued)

failure, fear of, 64–65
generated by others, 68
indirect comparisons, 214–215
lied to, fear of being, 66
overview, 63–68
owing money, fear of, 65–66
personal, 88–89
reaching concrete fi nal objection, 212–213
reducing expenses mathematically, 

213–214
repeating past mistakes, fear of, 67–68
responding to “it costs too much,” 213
salespeople, fear of, 64
similar situation, citing, 215–216
unknown, fear of, 67

feedback
client, 84
on concern, 191
negative, 84

feng shui, 57
fi nancial report, 49
fi nancing, 81
fi rst impression

dress and grooming guidelines, 21
importance of, 325–326
at meeting, 133–135

fl ash drive, 267
fl attery, 144
fl exibility

as benefi t of selling, 32–33
in time management, 271

fl ight, searching for, 92–93
focus on work, 273
follow-up

and ability to get referral, 230
after viewing online presentation, 255
by direct mail, 238–239
by e-mail, 240
maximizing results from, 245–249
method depending on types of people, 

234–235
overview, 233–234
in person, 236–237
by phone, 237–238
by text, 240–241

thank-you gifts, 243–244
thank-you notes, 241–243
what clients want from, 235

For Your Information (FYI) material, 239
forum, online, 104–105
founder of product/idea, 85
fragrance, use of, 21
Freebie Freddie personality, 50–51
French culture, 61–62
frequency of follow-up, 247
friend

prospecting among, 102–103
referral from, 221
as salesperson, 16

FrontRange Solutions GoldMine program, 96
FYI (For Your Information) material, 239

• G •
gatekeeper, 129
Germany

gifts in, 62
names in, 58

gift
for decision-maker, 132
gift-receiving policy, 62
giving, 61–62
for higher authority close, 206
tax-deductible, 244
thank-you, 243–244

glancing away, meaning of, 167
global positioning system (GPS), 93
goal

achievement of, 315–316
fulfi lling, 311–314
long-term, 307
medium-range, 307–308
overview, 305
personal, 310–311
sales-specifi c, 308–310
setting realistic and effective, 306
short-term, 308
time planning and, 269
types of, 308–311

goals viewing, in-your-face, 312
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GoldMine program, FrontRange Solutions, 96
Google Maps, 93
GPS (global positioning system), 93
gratitude, showing client, 123–124
greeting

gaining trust of client with, 137
new people, 59
over telephone, 122
in retail stores, 141–143

Griping Greg personality, 52
group presentation, concerns in, 190

• H •
higher authority close, 205–207
Hispanic names, 58
hobby, commenting on client, 145
hobby, selling as

analyzing job satisfaction, 28–29
becoming student of selling, 33–37
compared to job, 30–33
learning curve, 37–41
overview, 27–28
selling what customers want to own, 

41–42
honesty

and earning respect, 66
sharp angle close, 205
unscrupulous salespeople, 217

hug, 59
humor, 146, 300–301

• I •
icons used in book, 5–6
improvement strategy

addressing concerns, 327
asking for decision, 327
confi rmation, importance of, 327
constantly working at selling, 328
determining if client needs product, 326
fi rst impressions, 325–326
overview, 325
personal use of product, 328
preparation, personal, 325

presentation, effort in, 326
telling clients about others, 328

incompetence
conscious, 38–40
unconscious, 38

India
contacting clients in, 57
gift considerations, 62

indirect comparison, 214–215
information on product, getting, 82–86
initial contact, in seven-step selling cycle, 

20–21
in-person contact, thank-you note for, 242
in-person follow-up, 236–237
insincerity, 322–323
intangible product, 176–177
interest in client, 141
Internet

affi liate programs, 286–287
airline sites, 92–93
benefi ting from social media, 257–258
burnout, avoiding, 258–259
forum, 104–105
map Web sites, 93
message boards, 104–105
overview, 251
positive impact on selling profession, 

251–253
presenting and selling online, 255–256
prospecting on, 101, 104–105, 254
staying in touch with clients, 256–257
technology trap, 258–259
telemarketing, 256
YouTube, 258

Internet Public Library, 109
internship, 105
interpreter, 55
interruption

handling, 279–280
to studying, 330
during work, 273

introduction, telephone conversation, 123
introductory letter, mailing, 128
investing time, 261–263
investment, product, 81
involvement in demonstration, 175
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involvement question, 142–143, 160
in-your-face goals viewing, 312
“it costs too much,” responding to, 213
Italy, names in, 58
itch cycle, 111–114
it’s-not-in-the-budget close, 342–343

• J •
Japanese culture, 59, 62
jargon, 72–73, 343–344
jewelry, use of, 21
job satisfaction, analyzing, 28–29
job versus hobby

attitude, role of, 30–31
overview, 30
passion, role of, 32–33

joint venture
broker, 284
cross promotion, 284–286
fi nding partner, 282–284
overview, 282

joke, 146
journal, success, 248–249, 335–336

• K •
keeping in touch

importance of, 152
neglecting to, 324

knowledge of product, 79–81

• L •
language, nonthreatening, 149
laptop, 91
Latin American culture, 62
laughter, 300–301
Law of Expectation, 316
law-of-ten close, 341–342
lawyer, as salesperson, 16
lay language, 73
lead, 18
leaning, meaning of, 167
learning, commitment to, 337–338

learning curve
conscious competence, 40
conscious incompetence, 38–40
overview, 37
unconscious competence, 41
unconscious incompetence, 38

learning environment, 330
legitimacy of concern, acknowledging, 

187–188
length of presentation, 163–164
letter in telephone number, 19
library, local, 104
lied to, fear of being, 66
life cycle, benefi ting from product, 111–113
lingo, 343–344
LinkedIn, 258
list broker, 47, 101
list generated by company, 106
list of pros and cons. See pros and cons
listening

to client concern, 191
to clients, 320–321
developing skill of, 76–77

literature, product, 83
local library, 104
logo pin, upside down, 109
long-distance presentation

overview, 168
phone presentations, 169
video presentations, 169–170
Web presentations, 169–170

long-term goal, 307
long-term relationship, 236, 256–257
lost object, looking for, 274
lost-sale close, 343–344
lunch, client, 63, 277
lying

and earning respect, 66
sharp angle close, 205
unscrupulous salespeople, 217

• M •
magazine, online, 252
magnet, 128
mail, contacting by, 120–121, 128
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Malaysia, business in, 57
map Web sites, 93
MapQuest, 93
marginal inquiry, 233
married couple

answering own objections, 188
decisions as, 156
spouse as salesperson, 16

mathematics, 216
maximizing result from follow-up, 245–249
medium-range goal, 307–308
meeting

approaching prospects in retail setting, 
141–143

arranging via telephone, 125–126
asking customer to call referral and 

set up, 228
body language at, 134–135
clustering to save time, 263
common ground, building, 143–146
contacting potential clients, 120–121
cultural considerations when 

arranging, 57
decision-maker, reaching, 130–133
dress, appropriate, 21, 57, 133–134
e-mail, contacting by, 128–129
establishing rapport with potential 

clients, 139–141
face-to-face interactions, 129–130
fi rst impression at, 133–135
getting clients to like and trust seller, 

135–139
mail, contacting by, 128
overview, 119–120
place of, 126
referrals, setting up with, 228–230
telephone contact, 121–127
times of, 126
wasting time at, 276–277

meeting new people, 59
memorization, 333
mental picture, creating positive, 73–76
mentor, 103

mentoring program, company-sponsored, 
103

message
telephone, 237–238
text, 240–241

message boards, online, 104–105
messaging service, unifi ed, 91–92
Microsoft PowerPoint, 93–94, 170
Middle Eastern culture, 57, 59
minimizing concern, 189
misgivings about technology, conquering, 

88–89
mistakes, common

accepting productive, 36
closing, timing of, 321–322
closing method, 322
failing to pay attention to details, 323
getting into slump, 323
insincerity, 322–323
misunderstanding selling, 319–320
neglecting to keep in touch, 324
overestimating skills, 320
overview, 319
talking too much and not listening 

enough, 320–321
wording, 321

mobile phone. See cell phone
model, product, 79–80
money

asking about, 151
concerns about, 185–186, 213–214
objections to cost, overcoming, 

213–214
owing, fear of, 65–66

“monthly payment,” replacing, 70–71
motivating change toward technology, 89
motivation

acceptance from others, 294
achievement, 293
change, effect on, 297–299
fear of failure, effect on, 297
loss of security, effect on, 296
money, 292
overview, 292
recognition, 294
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motivation (continued)

security, 292–293
self-acceptance, 295
self-doubt, effect on, 296–297

MSNBC Web site, 83
multilingual, 165–166
Murphy’s Law, 178
my-dear-old-mother close, 341

• N •
name, client

asking to use when contacting 
referral, 228

establishing rapport before asking 
for, 137

importance of knowing, 58
pronunciation and spelling of, 49, 131
use of, 138–139

name, product, 79–80
natural market, 102
NEADS, 153–157
negative response to follow-up, 247–248
negative thinking, 277
negotiation, 61, 65, 183
netbook, 91
network, follow-up on, 234–235
networking, 221–222, 239
news article, 48
news releases, 252
news Web site, 83
newspaper

versus Internet, 252
online, 252
prospecting using, 114–116

Nightingale-Conant, 34
no close, 340
nonrevenue share, 286
nonthreatening language, 149
nonverbal interaction cue, 55
nonverbal response, 151
note, thank-you, 19, 26, 241–243
note-taking

letting client stop you, 201
making comments during, 150
permission for, 156

nuisance quotient
contacts who refuse after follow-up, 

247–248
how often to make contact, 247
overview, 246
when to make contact, 247

• O •
objection, client

addressing, 327
addressing before clients, 185–187
answering own, 188–189
arguing about, 189
bypassing, 184
fi ghting client objection, 189
getting past stall to concrete, 212–213
helping see value of product, 185
legitimacy of, acknowledging, 187–188
minimizing, 189
overview, 181–182
reading clients, 182–183
in seven-step selling cycle, 24
six steps, handling in, 189–193

“objection,” replacing, 71
objective of phone call, 276
observation, power of, 143
offi ce, arrangement of, 280
one-time close, 12
online prospecting, 104–105
online sales

affi liate programs, 286–287
benefi ting from social media, 257–258
burnout, avoiding, 258–259
effi ciency of, 14
forum, 104–105
message boards, 104–105
overview, 251
positive impact of Internet on selling 

profession, 251–253
presenting and selling online, 255–256
prospecting online, 101, 104–105, 254
staying in touch with clients, 256–257
technology trap, 258–259
telemarketing, 256

open mind, 331–332
open-ended question, 197
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open-hand gesture, 168
opt-in e-mail list, 14, 128
oral close, 201
order form, 202–203
overpromising, 205
overselling, 205
owing money, fear of, 65–66

• P •
paperwork, dealing with, 265
parent, as salesperson, 16
partnership

affi liate programs, 286–287
analysis before entering, 281–282
joint ventures, 282–286
overview, 281

passion for selling, 29, 32–33
patience, when waiting for response, 189
pause in presentation, 169
pen, using in presentation, 168
perfume, use of, 21
permission

for note-taking, 156
to use name of referrer, 228

personal burnout, avoiding, 258–259, 270
personal goal, 310–311
personal life, keeping out of professional 

life, 302–303
personal space, respecting, 60
personal testimony, 117
personal use of product, 328
personality type, working with

Analytical Anna, 52–53
Believing Bart, 50
Controlling Carl, 53–54
Cynical Cindy, 54
Domineering Donna, 53
Drifting Dan, 54
Evasive Ed, 51
Freebie Freddie, 50–51
Griping Greg, 52
overview, 49–50
Purchasing Polly, 51

personalizing skill, 333
person-to-person selling, 11

phone. See telephone
photograph, 19, 127
phrasing

“appointment,” replacing, 71–72
as if client will buy product, 166–167
“buy,” replacing, 71
“commission,” replacing, 71
common mistakes, 321
“contract,” replacing, 70
“cost” and “price,” replacing, 70
“deal,” replacing, 71
“down payment,” replacing, 70–71
“monthly payment,” replacing, 70–71
“objection,” replacing, 71
overview, 69–70
“pitch,” replacing, 71
“problem,” replacing, 71
“sell” and “sold,” replacing, 70
“sign,” replacing, 72

picture, 19, 127
piggybacking, 144–145
“pitch,” replacing, 71
planning activities

emergencies, 266–267
immediate activities, 264–265
overview, 263–264
relatively unimportant activities, 266
secondary activities, 265

pointer, using in presentation, 168
policy, gift-receiving, 62
politician, as salesperson, 16
porcupine method, 200–201
positive and negative list

listing cons, 211
listing pros, 209–210
overview, 208
starting process, 208–209
totaling, 211

positive mental picture, creating, 73–76
potential client

contacting, 120–121
cultural needs. See cultural need, client
fears, responding to, 63–68
follow-up on, 234
getting attention of, 19
listening to, 76–77
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potential client (continued)

mental pictures, creating positive, 73–76
overview, 45–46
personality types, working with, 49–54
researching, 46–49
sales words and phrases to use with, 

69–72
using only jargon clients know, 72–73

power cord, 177
power player, fi nding, 162–163
PowerPoint, Microsoft, 93–94, 170
practicing

presentation, 161
skill, 332–333

pregnant pause, 169
prejudgment, 42
premium, 238
preparation

personal, 325
for phone call, 276

prequalifi ed lead, 219
presentation

being multilingual, 165–166
body language, 167–168
breaks in, 164
cultural considerations when making, 61
customizing, 178–179
dealing with concerns during, 190
demonstrating products, 175–176
effort in, 326
electrical outlet considerations, 177
fi nding power players, 162–163
for intangible goods, 176–177
length of, 163–164
long-distance, 168–170
online, 255–256
overview, 161
product, focusing on, 170–171
protective padding for, 180
rate of talking, matching, 166
in seven-step selling cycle, 22–24
styles of, 50
testing, 178
thank-you note after, 242
visual aids, 171–174
wording as if client will buy product, 

166–167

presentation on demand feature, 
PowerPoint, 170

“price,” replacing, 70
pride of prospect, acknowledging, 145
“problem,” replacing, 71
procrastinating, 275–276
product

back-ordered, 186–187
determining client’s need for, 326
focusing on in presentation, 170–171
getting information on, 82–86
helping client see value of, 185
knowledge of, 79–81
life cycle, benefi ting from, 111–113
online demo video, 258
overview, 79
personal use of, 328

product literature, reading, 82–83
productivity

goal based on, 306
time-surfi ng strategy, 267–271

profanity, use of, 146
professional life, keeping personal life 

out of, 302–303
program, computer

CMS, 94–96, 263
contact management, 94–96
CRM, 94–96
FrontRange Solutions GoldMine 

program, 96
Microsoft PowerPoint, 93–94, 170
Sage ACT! program, 96
Siebel Systems, 96
taking advantage of, 13

promotional discount, 238
proper name, 58
pros and cons, making list of

listing cons, 211
listing pros, 209–210
overview, 208
starting process, 208–209
totaling, 211

prospecting
among friends and family, 102–103
basics of, 100–102
benefi ting from product life cycle, 111–113
business contacts, 108–109
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as consumer, 110–111
knowing service and support people, 116
lists generated by companies, 106
in newspapers, 114–116
online, 254
online searches, 104–105
overview, 99–118
with people already known, 106–108
in seven-step selling cycle, 17–19
talking to other salespeople, 109–110
technical advancements, taking 

advantage of, 113–114
three-foot rule, 117–118
using customer list, 113

protective padding, 180
Protocol Advisors Web site, 56
Protocol Professionals, Inc. Web site, 56
Pryor-CareerTrack, 34
public relations fi rm, 105
public speaking, 39–40, 223–224
punctuality, 57, 126
puppy dogging, 112
Purchasing Polly personality, 51
purpose, stating on telephone, 124–125

• Q •
qualifying prospect

overview, 147–148
pointers from CSI, 148–152
questions to ask, 157–160
satisfying NEADS, 153–157
in seven-step selling cycle, 21–22

qualifying question, 227
questioning

alternate of choice technique, 159–160
asking standard questions, 150–151
assumptive question, 198
closing question, 217
concerns, 191
confi rmation question, 197
involvement question, 142–143, 160
making people feel important, 150
open-ended question, 197
permission for note-taking, 156
piggybacking, 144–145
for qualifying clients, 157–160, 227

refl ex question, 202
versus speaking skills, 321
taking notes on questions asked, 156
tension created by, relieving, 152
testing question, 197–198
tie-downs, 158–159
yes/no question, 197

quote, use of, 19

• R •
rapport, building

establishing common ground, 139–141
importance of, 23
on initial contact, 21
and prospecting, 128

rate of talking, 55, 146, 166
reading client, 182–183
reading product literature, 82–83
ready-to-view HTML document, 170
realistic expectation, 330–331
realistic goal, 306
recap, brief, 164
receptionist, 129, 130–131
recording conversation, 77
re-doing job, 274–275
reducing expense, mathematically, 213–214
referral

from family, 221
follow-up on, 234
from friends, 221
from happy customers, 222
how to get, 224–225
introduction to, 120
from other salespeople in fi eld, 222–223
overview, 219–220
through public-speaking engagements, 

223–224
setting up meetings with, 228–230
in seven-step selling cycle, 25–26
six steps for getting, 225–228
through teaching opportunities, 223–224
thank-you note for, 242
through networking, 221–222
from uncommitted prospects, 230
when to get, 224–225
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refl ex question, 202
refusal, thank-you note for, 242
regional manner, 60
rejection, 242, 300
repeating past mistake, fear of, 67–68
replacement cycle, product, 111–113
researching potential client, 46–49
respect, 42
response

nonverbal, 151
verbal, 151

retail setting, approaching prospect in, 
141–143

return on investment (ROI), 81
revenue share, 285–286
ride-along, 84
risk-taking, 293
ROI (return on investment), 81
Rule of Six, 245

• S •
Sage ACT! program, 96
Sales and Marketing Executives 

International, 103
Salesforce Web site, 96
SalesLogix Web site, 96
salespeople

average versus successful, 301–302
fear of, 64
prospecting options from, 109–110
referrals from others in fi eld, 222–223

sales-specifi c goal, 308–310
sample product, 68
satisfaction, analyzing job, 28–29
scheduling follow-up, 245–246
SCORE (Service Corps of Retired 

Executives), 103
secretary, 129
self-discipline, 334
“sell,” replacing, 70
selling

defi ned, 9–11
direct mail, 15
e-mail, 12–14
face-to-face, 11

online, 14, 255–256
overview, 9
skills for, 15–16
techniques, 11–15
telemarketing, 11–12
understanding, 319–320
what customers want to own, 41–42

selling triangle, 10
seminar, sales, 40
SendOutCards Web site, 243
sensory aid, 174
service, thank-you note for, 243
Service Corps of Retired Executives 

(SCORE), 103
service people, prospecting among, 116
seven-step selling cycle

addressing concerns, 24
closing the sale, 24–25
getting referrals, 25–26
making initial contact, 20–21
overview, 17
prospecting, 17–19
qualifying, 21–22
winning over prospects with 

presentations, 22–24
shaking hand, 59, 137–138
share

nonrevenue, 286
revenue, 285–286

sharp angle close, 203–205
short-term goal, 308
Siebel Systems software, 96
“sign,” replacing, 72
similar situation, citing, 215–216
sincerity, 141, 144, 322–323
Six, Rule of, 245
six steps, getting referral in

ask qualifying questions, 227
asking customer to call referral and set 

up meeting, 228
asking for contact information, 227
asking to use name when contacting 

referral, 228
helping client think of people, 226
overview, 225
writing referrals’ names on cards, 

226–227
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six steps, handling concern in
answering, 191–192
confi rming answer, 192
feedback, 191
listening to, 191
overview, 189–191
questioning, 191
by the way, 192

skill
benefi ts of, 15–16
changing gradually, 331–332
commitment to learning, 337–338
developing curiosity, 329–330
evaluating results, 334–335
keeping open mind and welcoming 

change, 331–332
learning, 320
learning from other selling situations, 

336–337
overestimating, 320
overuse of technology, 88
overview, 329
personalizing, 333
practicing, 332–333
realistic expectations, 330–331
self-discipline, 334
success journals, 335–336

slang, 146, 343–344
slump, selling, 323
Small Business Administration offi ce, 103
smart phone, 90–91
smell, sense of, 174
smiling, 136
social media, 257–258
software

CMS, 94–96, 263
contact management, 94–96
CRM, 94–96
FrontRange Solutions GoldMine 

program, 96
Microsoft PowerPoint, 93–94, 170
Sage ACT! program, 96
Siebel Systems, 96
taking advantage of, 13

“sold,” replacing, 70
solo time, 279–280
speech, rate of, 55, 146, 166

spending versus investing time, 261–263
spouse

answering own objections, 188
decisions as couple, 156
as salesperson, 16

stall, overcoming
Benjamin Franklin decision-making 

method, 208–211
competitive-edge stories, 216–217
indirect comparisons, 214–215
reaching concrete fi nal objection, 212–213
reducing expenses mathematically, 

213–214
responding to “it costs too much,” 213
similar situation, citing, 215–216

standing meeting, 277
stock, congratulating client on, 257
study of selling

accepting productive mistakes, 36
making time to learn about selling, 33–35
moving out of comfort zone, 36–37
overview, 33
pace of, 330
and success, 29
working through brain cramps, 35–36

success, defi ned, 31
success journal, 248–249, 335–336
suggestive selling, 167
support people, prospecting among, 116
surname, 58
survey approach, 124–125
swap club, 110
sympathetic tone, 149

• T •
tablet computer, 91
take-it-away close, 343
talent, commenting on, 145
talking

versus listening, 320–321
rate of, 55, 146, 166

taste, sense of, 174
tax-deductible gift, 244
teaching

referral through, 223–224
techniques to others, 337
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technique, selling
direct mail, 15
e-mail, 12–14
face-to-face, 11
online, 14
overview, 11
telemarketing, 11–12

technology
cell phones, 90–91
computers, 91
contact management software, 94–96
helping clients fi nd salesperson, 91–92
laptops, 91
misgivings about, conquering, 88–89
netbooks, 91
overview, 87
PowerPoint, using in presentations, 93–94
smart phones, 90–91
tablet computers, 91
taking advantage of advancements, 113–114
as time trap, 258–259
travel plans, making, 92–93

telemarketing, 11–12, 256
telephone

confi rming appointments by, 278
contact, thank-you note for, 242
gratitude, showing on, 123–124
greeting, 122
introduction, 123
meeting, arranging on, 125–126
overview, 121–122
presentation on, 169
purpose, stating, 124–125
smiling when talking on, 136
telemarketing, 11–12
thank-you by, 126–127
tips for contacting by, 120–121
wasting time on, 275–276
written thank-you after call, 127

telephone number
Do Not Contact list, 101
using letters in, 19

television, wasting time watching, 278–279
tension

overcoming, 20–21
relieving, 152

testing presentation, 178
testing question, 197–198
text follow-up, 240–241
thank-you

on business card, 117–118
gifts, 243–244
note, 19, 26, 131, 241–243
by telephone, 123–124, 126–127
written, 127

three-foot rule, 117–118
tie-down, 158–159
time

dollar value of, 262
to learn about selling, 33–35
limit, phone call, 275

time constraint, 17-minute, 163–164
time management

effect on sales, 302
emergencies, 266–267
immediate activities, 264–265
investing versus spending, 261–263
overview, 261
physical interruptions, handling, 

279–280
planning activities, 263–267
relatively unimportant activities, 266
secondary activities, 265
time traps, 274–279
time-surfi ng, 267–272
when and where to plan, 271–272
workspace organization, 272–274

time trap
client lunches, 277
driving time, 277–278
failing to do jobs right fi rst time, 

274–275
long meetings, 276–277
long phone calls, 275–276
looking for lost items, 274
negative thinking, 277
neglecting to confi rm appointments, 278
overview, 274
procrastinating, 275–276
television, 278–279

time zone difference, 122
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time-surfi ng
analyzing today, 268–270
discovering tomorrow, 270–271
investigating past, 268
overview, 267

timing of sharp angle close, 204–205
Toastmasters, 108
toll-free directory, 104
total cost versus difference, 213
touch, sense of, 174
trade talk, 72–73
training

program, listening to,  34, 263, 
277–278

seminars, 34
sessions, attending, 82–83

transportation, backup, 267
travel plan, making, 92–93
travel time

listening to educational programs, 
34, 263

as time trap, 277–278
trial close, 198
trial product, 68
triangle, selling, 10
trust, building

cultural differences in, 55
greetings, 137
making eye contact, 136
offering names, 138–139
overview, 135–136
shaking hands, 137–138
smiling deep and wide, 136

trustworthiness, 23
Twitter, 258

• U •
unconscious competence, 41
unconscious incompetence, 38
unifi ed messaging service, 91–92
unknown, fear of, 67
upside-down logo pin, 109
U.S. Newswire Web site, 252

• V •
value of time, 262
verbal response, 151
video

demonstrations, 258
presentations, 169–170, 173

visit, follow-up, 236
visual aid

company visuals, 172–173
developing, 174
overview, 171–172
pointing to, 168
state of, 178

voicemail service, 92

• W •
waiter, as salesperson, 16
warm market, 102
warm-and-fuzzy follow-up, 241–242
weather, mentioning, 144
Web presentation, 169–170
Web site

Amazon, 47, 253
of business contacts, prospecting 

through, 108
BusinessCulture, 56
Classmates Online, 254
CNN, 83
of competition, reviewing, 252–253
eDiplomat, 56
including in introductory letter, 128
for maps, 93
MSNBC, 83
news, 83
Protocol Advisors, 56
Protocol Professionals, Inc., 56
Salesforce, 96
SalesLogix, 96
SendOutCards, 243
of target company, 48
U.S. Newswire, 252
YouTube, 258
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webcasting, 256
WebEx, 256
WII-FM mentality, 154
wine, as gift, 132
Wish-Ida close, 339
word of mouth versus Internet, 252–253
wording

“appointment,” replacing, 71–72
as if client will buy product, 166–167
“buy,” replacing, 71
“commission,” replacing, 71
common mistakes, 321
“contract,” replacing, 70
“cost,” replacing, 70
“deal,” replacing, 71
“down payment,” replacing, 70–71
“monthly payment,” replacing, 70–71
“objection,” replacing, 71
overview, 69–70
“pitch,” replacing, 71
“price,” replacing, 70

“problem,” replacing, 71
“sell” and “sold,” replacing, 70
“sign,” replacing, 72

workspace organization
focusing on work, 273
keeping only immediate activities on 

desk, 273
overview, 272–274
phone calls, handling, 273–274

writing
confi rmation, 121
goal, 311–312
referral name on card, 226–227
thank-you, 127

written close, 202–203

• Y •
Yellow Pages, 104
yes/no question, 197
YouTube, 258
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