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Activating/reactivating clients, being productive versus being

28, 37. See also Power base paid, 149=150
referrals and, 42, 43, 76, 79, being “unreasonable,” 18, 36,
87,154 42,1950, 201, 203-205

beliet system and, 172
conidence and, 131, 139
<reativity and, 116, 140

toward customers, 41-42, 118

versus sales approach, 41, 59-60
Activities, 130, 153

positive thinking and, 167-170

scheduling of, 149, 153

example, 158-159
wasteful activities, 149154,
156-157
Add-ons. See Second sales
Advertising, 26
dependenc< any 8, 26, 50, 191
during ecanomic contraction,
50-51, 129-130, 191
marketing and, 129
public relations and, 131
versus utilizing power base, 26
American Medical Association, 164
Attitude. See also Positive
thinking; Success
being “hungry,” 115, 117-118
versus arrogance, 125
definition of, 116-117
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expanding customer base
and, 74, 123-125, 154

discipline and, 152-153

during business cycles,
166-167

during economic downturn,
84

placebo effect, 164-165

problems and, 132

recording goals and, 169

scheduling of activities and,
149

self-fulfilling prophecy, 164

studies of, 164

success and, 165-166, 172

willingness and, 151

Amway, 25



250

Budget, 100, 123, 131.

See also Finances

advertising, 26, 85, 191

of customers, 139, 141,
142, 144

versus financial plan, 179-180,
181-182

knowledge of, 177-178

Circuit City
customer satisfaction, spending
on, 77
Clients, 10, 35. See also Contacts;
Customers; Power base
changing criteria, 123-125
communicating with, 60,
62-63, 108, 124, 153-154
examples, 36-38, 61,

100, 110
expanding client base; a4,
123-125, 154
gaining, 13, 17,,58-39, 85, 87,
92, 144

payments by, 38-40

personal visits to, 47, 49, 53

profile of, 35, 123-124, 144

referrals, 52, 74-76, 78

repackaging for, 139-140,
142-143

retaining, 35, 42, 83

value-added propositions and,
108

Cold calls, 47, 49

INDEX

Competition, 37, 50, 109
during economic downturn, 17,
189,201
information age and, 193
Consulting
repackaging of skills, 143
Contact, methods of, 27, 29-30.
See also Contacts, examples
of conversations.with
versus advertising, 150-132
direct mail, 41( 150, 131
e-mail, 27,29:-30, 37, 60,
87130
personas visits, 27, 30, 37,
41, 47-53, 60, 63, 87, 130,
153
example, 51-52
phone calls, 27, 37, 60, 130
“snail” mail, 27, 30, 37, 41,
60, 130
Contacts, 27. See also Clients;
Customers; Power base
examples of conversations with
activating/reactivating
clients, 29-30, 36-38, 40
converting unsold customers,
61-62
personal visits, 51-52
referrals, 42, 74-75
second sales, 101
value-added proposition, 110
“wow”-ing customers, 86
fact-finding and, 60-61
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following up with, 60,
63-66, 118
past clients, 35, 37
power base and, 27, 29, 60
transactions and, 40
Creativity, 116, 140
reactivating clients and, 39, 107
repackaging and, 140
Cultures
attitudes toward selling, 63, 118
Customer relationship
management (CRM), 41
Customers. See also Clients;
Contacts; Power base
attitude toward, 41-42
expanding customer base, 44,
123-125, 154
small clients, 144
satisfaction, 19, 77-7%
advertising and; 26, 85
buyers’ goals'ana, 94
market shoreand, 83
service, 853
sophistication of, 193
Cycles
business
attitudes during, 166-167
economic, 38, 166
sales, 40, 61, 131, 192

Dillard’s
customer satisfaction, spending

on, 77
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Discipline
attitude and, 152-153, 169
scheduling and, 149, 152,
156, 169
taking action and, 30,
65,213
Dollar Store, The
business model, 91
Dot-com bubble, 15

Economy
contractior/downturn,
45,1617, 107
Isee also recession)
decision making during, 139
job loss during, 4
repackaging during, 142
spending during, 4, 139
success during, 172-172
creating your own, 74-75, 116,
133,211
job protection and, 134
cycles, 38, 166
expansion, 16-17
overlooking sales processes
during, 191
spending during,
188, 191
Education. See Skills, developing/
relearning
Electronic proposals, 41
E-mail. See Contact, methods of
EPencil™, 41
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Fact-finding
contacts and, 52, 60-61
Finances
investment, 180
plan versus budget, 179-180,
181-182
planning, 180-182
monetary goals, 180
wealth creation and, 179, 181
management of, 177-178
terminology, 178-179
understanding of, 177, 179, 181
Follow-up, 18, 60, 87, 118, 130
activating/reactivating clients
and, 30, 37, 41
attitude toward, 6465
converting unsold customers,
62-66
power base and, 30
value-added propositien und,
108
Foot Locker, 172
Founding Fati.ers, 202, 203
Freelancers
repackaging of skills, 143

Gates, Bill, 203
GDP. See Gross domestic product
General Motors
repackaging, example of,
143-144
Great Depression
Walt Disney and, 172

INDEX

Gross domestic product

(GDP), 16

Hamlin, John, 167
Heard Automotive
customer satisfaction, spending
on, 77
Herbalife, 25

Information-Assistea Selling™,
191-192
Internet, 41,155
social newvorking and, 130
Investineng, financial, 73, 92, 179.
See also Finances
tundling/repackaging and, 140
during economic contraction,
141
financial plan and, 180-182
measure of advance and, 149
pricing and, 93
Iranian Revolution. See Oil crisis

Jesus Christ, 203

Kangen Water, 25
Kaul, Kevin, 63
Kentucky Fried Chicken, 172
King, Basil, 76
King, Martin Luther, Jr., 203
Kmart

loss of market share, 116
Kroc, Ray, 172
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Leads. See also Power base
converting unsold leads, 62
follow up, 60, 130

Lombardi, Vince, 62

Lost sales. See Unsold customers

Luck, 73-74

Lyer, Sangeeta
placebo effect, 164-165

Making contacts.
See Contacts
Market America, 25
Marketing. See also Sales; Selling
advertising and, 129
breaking norms and, 19, 49,
202,204, 212-213
budgets and, 139, 141-142
demographics and, 4
during economic downiuns,
129, 133, 139=141, 195
market share arid, 129
pricing, 84
products and services, 39-40
spending on, 129, 135
types of, 131-132
direct, 25
multilevel, 25
Markets
competition and, 17, 77
economic contraction and,
133,189
recovery, 17
responses to changes in, 17
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Market share
acting “unreasonable”
and, 201
capturing, 13, 16, 17, 43
customer satisfaction and,
83-84
differentiating yourself,
83-84
marketing and, 129
selling and, 187
Mary Kay, 25
McDonald’s, 172
Measure of advance
financial investment and, 149
Meia
negativity and, 38, 84, 167
Microsoft, 203
Money management.
See Finances; Investment,
financial
Mother Teresa, 203

Negative thinking.
See Positive thinking
Networking, 31, 41
Norms
breaking of, 19, 49, 204,
212-213
definition, 202
Nu Skin, 25

Obama, Barack, 204
Oil crisis, 8-9, 15
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Peninsula Hotel, 86
Pentagon, 15
Personal visits. See Contact,
methods of
Phone calls. See Contact,
methods of
Planning. See Finances;
Investment, financial;
Scheduling
Positive thinking, 4, 151,
167-170. See also Attitude
being “hungry” and, 115,
117-118, 172
belief system and, 172
versus negative thinking, 4,
13,17, 151, 163, 169,
171, 172
Rules of Success (program)
and, 168, 169
success and, 166, 172
surveys regarding:
163-164
tips, 170-171
Power base, 25. See also Contacts
activating/reactivating, 26-28,
74-75, 154
discipline and, 28
“do nots,” 30
examples, 27, 37
follow up, 30
advertising and, 26
past clients, 35, 37
smaller clients, 144

INDEX
Pricing, 84
adding value, 85-86, 93-94,
107-108
repackaging and, 141,
144-145

lowering of, 91-92
business models
(see Wal-Mart; Dollar
Store, The)
selling on price, 0+
Products. See Markzang
Profit
margiis, 85, 86, 91
Propositens
versus price increases, 107
anique selling propositions, 108
value-added propositions,
93-94, 108
examples of, 93, 108-110
repackaging and, 141,
144-145
versus second sale strategy,
110-111
Public relations, 131

Quick Close technology, 142

Reason. See also Norms,
breaking of
versus being “unreasonable,”
18, 36, 42, 49-50, 201,
203-205
versus insanity, 202
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Recession
definition, 16
responses to, 7, 171, 172
surviving, 15, 167, 178
value-added propositions and,
107
Referrals, 43, 52, 74-76, 78
example, 42, 74-75
Repackaging
adding value, 141, 144-145
creativity and, 140, 145
economic contraction and, 142
Résumés, 52-53
Rules of Success (program), 168,
169

Sales. See also Marketing
knowledge of, 194
not making a sale, 6162
strategy, 192
training (or sales effectiveness),
193
Sanders, Harland, 172
Scheduling, 153
activities and, 130, 149, 153
example, 158-159
discipline and, 153
during economic downturns,
156
Schultz, Howard, 203
Sears
loss of market share, 116
Second sales, 99-101, 107
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definition of, 99
example of, 100-101
value-added propositions and,
108, 110-111
Selling. See Sales; Marketing
Sell to Survive, 94, 194
September 11, 2001, 15
Services. See Marketing
Sinatra, Frank, 201
Skills
developing/relcarning, 11, 13,
47.187-190, 194
sucecscyielation to,
187-189
Social networking, 41, 130
Solvency, 179-180
bankruptcy and, 180
versus profitability, 180
“Strategy of the Week,” 172
Stuker, Tom, 75
Success
basic principles of, 10
past successes, 117
personal contacts and, 75
establishing, 47-48
power base and, 25-26
Rules of Success (program)
and, 169
support systems and,
211-212
unique propositions and, 108
work ethic and, 12, 49-50, 64,
134-135, 150
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Support systems, 211-212
Surveying. See also Marketing
conducting, 153
negativity, reported effects of,
163-164

Thomas Publishing Company
study by, 60
Time management.
See Scheduling
"Training, 38-39
virtual technology and, 141

Unemployment
statistics, 4-5, 13

Unsold customers
example, 61-62
follow-up, 62-66
leads, 62

Value, 91, 92, 107. See wso Pricing

Value-added propositions
example, 95, 103-110
follow-up, 108
pricing and, 85-86, 93-94,

107-108

repackaging and, 141, 144-145
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second sales and, 108, 110-111
Van Gogh, Vincent, 192

Wal-Mart
business model, 91
Walt Disney (company)
surviving Great Depression,
172
Washington Mutual
customer satisfacton; spending
on, 77
Wealth
accumiiation of, 12, 177, 179
creation of, 75
attitude and, 139
financial plan and, 179-181
equity, 5
lack of, 182
Woolworth (F. W. Woolworth
Company), 172
Work ethic, 49-50, 64, 134-135,
150
negativity and, 168
of quitters, 12
of survivors, 16-17
World Trade Center, 15
Wright Brothers, 203
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Visit www.grantcardone.com/resources
to download these FREE resources:

Want to know how tobe100 percent?

Learn how to be 100 percent, 100 percent of
the time even when things are not going your
way and learn how to bring that attitude to
every area of your life!

Want to increase your level of actie:'?

In this program you will learn exactly how
much action is enough to get yon thewesults
you want. Most people come ».iust short of
what is necessary, which, wilknever happen
to you again.

Want to learn hGv 4 convert the unsold?

One of theanost/difficult things for sales
people is notmaking the deal. The more
unsola v can turn into sales, the more you
will tell and the greater your momentum.
L.eam how to convert the unsold.

Learn more about the price myth.

Your income is determined by how much
you can sell and making sure that the offer
you are getting is high enough to warrant
selling your product. You will learn how to
substantiate your price and get it.

Improve the Value-Add Proposition and
Increase Sales.

In this program Grant Cardone will show
you how to take price objections and turn
them into reasons to close the deal by
offering value-add propositions that will not
just help you get the deal but increase sales!

Visit www.grantcardone.com/resources
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Visit www.grantcardone.com/resources
to download these FREE resources:

Close any Deal—Anytime!

Being ambitious is one thing but we must
turn it into money. Most people fail when
they are unable to close the deal and in this
program you will learn exactly why people
fail to close and how to fix it.

. Want to learn new ways to Promete
and Market yourself?

Grant Cardone is a master at efeating new
and innovative ways to(think outside the box
and he will share this. w'th you as your coach
each week by sending you video on new

ways to market yearself in the 21st Century.

| Have Grani Cardone become your
persanal coach.

Repardless of what your business is you
‘st be able to successfully sell your
products and services. Imagine having
Grant Cardone as your personal coach 24/7
to train, motivate and help you close more
deals.

Want to learn how to have an UNREASONABLE
attitude?

For those that want to take it to the next
level learn what it takes to be completely
without reason in your life so that you can
make your every dream a reality.

Visit www.grantcardone.com/resources
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