Index

Alice in Wonderland (Carroll), 193
Allen, George, 55
American Airlines, 41
American Red Cross, 14
Amway Corporation, 13, 177
Angelou, Maya, 163
Anglican Communion, 187
“Anne Frank concept,” 111
Anxiety, 199

overcoming, 159-160

setting the visit and, 55
Appointment, negative connotaticn

associated with word, 47. See also Visit

Archbishop of Canterbury, 187
Armstrong, Lance, 56
Arthur Brown & Co.;982
Ash, Mary Kay, 4.2 79, 194
Augustine, Normaty 75
Austin, Alfred, 156

Bayuk, Adrien, 82
Beau Geste (flm), 129
Beethoven, Ludwig von, 40
Beginning:
steps in, 168—169
tips on, 193
Benefits of product, 82—83, 137
conveying to buyer, 195
knowing, 193
spending too little time on, 162
Bianchini, Egizio, 43
BlackBerry, 115, 118

BMO Bankcorp. 43

Bradley, Bill, 90

Brochures, 80, 31,32

Burnham, Maiin, 11-12, 36, 195

Bush, George H. W., 13

Bush, Ceorge W., 10, 13

Baver(s), 93. See also Heat Index
becoming, 63
conveying benefit of product to, 195
empowering principles for, 181, 182
establishing rapport with, 87
face-to-face with, 47
five levels of, 40—43
knowing about, 181, 193
likely, 20, 181
listening carefully to, 32-33, 71-75, 137
listing what you know about, 116
motivating, factors tied to, 80—83
never running out of, 168, 169
partnering with, 181
possible, 20
preparedness and, 118-119
presenting opportunity to, 108—111
respect for, 31, 34
visiting, 47—-48, 87—-89

Carroll, Lewis, 123
Cassals, Pablo, 55
Character, 111
Churchill, Winston, 55
Classic Leather, 12
Clinton, Bill, 13
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Closing strategies, thinking about, 118 Energy, 31, 33-34, 35, 194
Cochran, William, 189 Enlightened buyers, 40—41
Cold calls, 48, 110 Enthusiasm, 4, 31, 34-35, 42,
direct contact, making a sale and, 49 174, 194
keeping probable buyers in pipeline Ethics, 31, 35, 36, 118, 178, 194
with, 168 Expectations, exceeding, 21
Columbus, Christopher, 144 Eye contact, 97
Combined Insurance Co., 15
Commerce, world, salespersons and, 3 Features of product, 82, 83, 109
Commitment, arriving at, before leaving, not selling, 195
196 spending too much time on, 162
Common ground, seeking, 97, 194 Feel, Felt, Found formula, 147, 148, 149,
Competition, cultivating urge for, 90 150, 151
Concerns: First impressions, selling and, 75
failing to probe for, 160 Fisher, George, 109
probing for, 88, 94, 195, 196 Fitzgerald, F. Scott, 20%
Connelly, Marc, 50 Follow-through, aftér sile, 69—70
Contacts, documenting, 96 Follow-up, after piesentation, 117
Cost of product: Ford, Henry, (3
how to express, 117, 193 Four Es, 3+ -3¢
intrinsic value and, 196 empathy. 31, 32, 35, 194
Three Magic Questions and, 138, eneryy, 31, 33-34, 35, 194
139-140 en husiasm, 31, 34-35, 194
Crandall, Bob, 41 ~thics, 31, 36, 194
Criticisms, encouraging, 96 rrey, Brianne, 167

Customers, making, 124. See also Buyer(:) Frost, Robert, 33
Fun, 3, 187, 188, 189, 190, 201

Dates for visit, choices in, 58 Functions of product, 82, 83
Deadlines, 50
Deloitte & Touche, 12 General Mills, 133
de Maupassant, Guy, 122 Gifts, soliciting, 88—90
Determination, 50,65, 29, 169 Giving up, as ultimate tragedy, 157
DeVos, Richard, 13, ©0, 177 Gladstone, W. E., 33
Disraeli, Benjamin, 33 Golden Rule, 9
Documentation, of telephone calls and Goldwyn, Sam, 107
contacts, 96 Gooch, Homer, 200
Dollar General, 14 Good results, tracking importance of,
Doorknob phobia, 199 107
Dreams, selling, 80, 88, 108, 109 Grace, Peter, 177, 178
DuPont, 39 Greenewalt, Crawford H., 39
Green Pastures (Connelly), 50
Effective salespeople, 31, 34 Gretzky, Wayne, 104
Einstein, Albert, 116
Electrolux vacuum cleaner, 147 Hard work, 193
Emotional appeal of product, 110 Hasbro Inc., 9-10
Empathy, 31, 32, 35, 194 Hassenfeld, Alan G., 9-10, 19, 178
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Heat Index, 40—43
boiling level of buyers, 40—41
cold level of buyers, 42—43
hot level of buyers, 41-42
tepid level of buyers, 42, 43
very hot level of buyers, 41

Hillary, Sir Edmund, 199

Hirsch, David, 36

Holocaust, 111

Honesty, 173, 195

Hunter, Bonnie McElveen, 13—14, 73-74,

96, 181, 182, 183, 188

IBM, 82
Index cards, documenting details of visit
on, 115-119

Innerviews, interviews vs., 75
Inspiration, 89
Integrity, 36
derivation of word, 173
golden rules for selling with,
193-195
power of, 35
relationships built upon, 183, 185
selling with, 19, 20, 43, 73, 74, 75, 8¢,
93, 103, 107, 109, 111, 116,
117-120, 130, 147, 1635173, 174,
178, 181, 195
winning with, 107
iPad, 115, 118
iPhone, 115

Jordan, Michael, 21
Joy, 187, 189

Kenney, Bob, 133
Kodak, 109

Lady Marlborough, 33

Landry, Chris, 103

Lassie (Terhune), 144

Leadership, 187

Letters:
of confirmation, for visit, 58, 208
tollow-up with, 117
reference used in, 206

213
of request, for visit, 55, 206
visits secured with, 48, 87
Likely buyers:
learning everything possible about, 181,
193

prospects vs., 20
Listening, 32—-33, 80, 94, 181
to buyer, 71-75, 137
to gain information, 93
intensive, 97
with interest and concern, 96
mistakes tied to lack of, 73
poor, 161
the sale, 74, 75, 97
Lockheed Martin, 75
Luck:
defined, 49
preparedn<ss and, 55

Magic.
selurg, 80-83
‘1ryou, 201
iarbles, moving, 27—-28
Marcus, Stanley, 11, 34, 124, 140, 158,
182, 190
Mary Kay Cosmetics Inc., founding of; 9
McCullough, David, 111
Memories, selling, 109
Milne, A. A., 199
Moses, 35
Motivating buyer, factors in, 80—83

Nabokov, Vladimir, 87

Negotiation, soliciting gifts and, 89, 90
Neiman-Marcus, 11, 158
Northwestern Life Insurance, 189
Nureyev, Rudolf, 173

Nutrilite, 13, 177

Objections:
answering, 58
encouraging and resolving, 143—144,
195, 196, 205
Feel, Felt, Found formula and, 147, 148,
149, 150, 151
listing, 117
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Objections: (continued)
responses to, 147-153
working at eliciting, 96
Objectives:
definitive, 50
knowing, 115-119
O’Donnell, Richard, 70
Odyssey (Homer), 188
Old customers, calling, 168
Oldman, Dortch, 10, 21, 49, 118, 152
Open-ended questions, about products, 93,
94,117
Opening, practicing, 55
Openness, 173
Opportunity for sale, increasing, personal
visit and, 66
Oral presentations, motivating the sale
through, 81
Order:
asking for, 4, 19, 21, 101, 102, 129, 131,
132, 137, 168, 169, 195
not asking for, 163—164
overcoming a dozen challenges to
getting, 204-205
Outcomes, speaking about, 118, 195

Pace Communications, 13, 14

Partnering with your buyer, 181

Passion, 35, 90, 104, 174, 192

Paul (saint), 90

Pelikan fountain pen, 82

Perseverance, 49

Persistence, 4, 21, 42,47, 50, 66, 104, 130,
147,152

Personal testimony, power of, 123-125,
129, 139, 149

Point objective, determining, 169

Positive mental attitude, 59, 123, 130, 131,
173, 196

Positive results, expecting, 173

Possible buyer, suspects vs., 20

Practice, 194

Preparation, inadequate, 159

Preparedness, sales and, 118—119

Presentations, personal testimony in,
123-125
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Probable buyer:
presenting opportunity to, 108—111
stressing importance of, 194
Probing for concerns, 88, 94, 195, 196
Product:
benefits of, 82, 83, 108, 109, 137
determining level of interest in, 182
emotional appeal of, 110
expressing cost of, 117, 193
features of, 82, 83
functions of, 82, 83
giving personal testimony about,
123-125, 129, 139, 149
knowing everything possible about, 193
open-ended questions about, 93, 94
in Three Magic Questians, 138—139,

140
time limit for wiesenting information
about, 195

Promises, k=eping, 117

Prospacts, iikely buyers vs., 20

Purchiases, making buyer feel great about,
133

Purchasing, five levels of buyers and, 40—43

Questions
open-ended, 93, 94, 117
Three Magic Questions, 138—140, 152,
158, 160, 183, 196, 205

Rapport with buyer, 194
developing trust and, 181
establishing common ground and, 87
gaining, 93, 137
References, 48, 123
enlightened buyers as, 40
sample letter with use of, 206
Rejection, 102, 104, 146
Respect, for buyer, 31, 34
Results:
selling, 109
talking about, 117, 195
Return on investment, focus on, 110
Revlon, 79
Revson, Charles, 79
Rodgers, Mary Ellen, 12, 50



Rogers, Buck, 82

Roosevelt, Franklin D., 32
Roosevelt, Theodore, 123
Runner’s World magazine, 124

Sabelhaus, Melanie, 10, 20, 34, 59, 103
Sales:
different ways of making, 199-201
follow-through after, 72—73
listening in, 71-75, 97
maintaining contact between, 168
making the visit on way to, 55
as a numbers game, 49
objections and opening door to,
143
preparedness and, 118—119
reasons for being turned down for,
157-164
win-win proposition in, 195
Sales calls, what to do before, 115—119
Salesman’s credo, 80
Salesmanship, great, 173
Salespeople, effective, 31, 34
Sanford-Burnham Institute, 12
Schubert, Franz, 152
Sears Roebuck, 103
Self-motivation, 111
Selling:
church analogy and, 187-138
as a contact sport, 45107
dreams, 80, 88,196,109
first impressions.and, 75
golden rules for, 193—195

with integrity, 19, 20, 43, 73, 74, 75,

93, 104, 108, 110, 111, 116,
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80,

117-118, 130, 147, 163, 173, 174,

178, 181, 195
intensive listening and, 97
the magic, 80—-83
memories, 109

as one of world’s greatest professions,

premature, 162

results, 109

supremely successful, principles of,
193-196

as a way of life, 25

21

Shaw, George Bernard, 3, 160
Shores, Thomas, 12, 81
Shorter, Frank, 64
Silence, 195
asking for order and, 132
sales and, 73
Sinatra, Frank, 189
Sincerity, 173
Small Business Administration, 10
Soliciting gifts, 88—90
Southwestern Company, 10
Steinbeck, John, 102
Stewardship, 40, 41

Stone, W. Clement, 14—15, 128, 130, 131,

132, 169
Success, 170
comfort and (nsiinct leading to, 68
delayed, 154
getting’a cemmitment and, 90
habi< of, 49
integuity as foundation to, 181
slence and, 132
thinking, 196
Suspects, possible buyers vs., 20

Telephone calls:
documenting, 96
follow-up with, 117
to set the visit, 56—58, 63—68,
87, 168
Tenacity, 104
Ten Powerful Phrases for Powerful People
(DeVos), 13
Terhune, Albert Payson, 144
Thomas James Custom Clothes, 167
Thompson, Ret, 167, 168
Thoreau, Henry David, 32
Three Magic Questions, 105, 137-140,
152, 158, 160, 183, 196
Timing, in Three Magic Questions, 138,
140
Today Not Tomorrow credo, 170
Tour de France, 56
Trustworthiness, 172
Truth, 184
Turner, Cal, Jr., 14, 101, 110, 181
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United Way Billion Dollar National
Women’s Leadership Initiative, 14
Urgency, 110, 182

Value, integrity selling and, 181
Van Andel, Jay, 13, 177
Vertox, 36
Video production, 108
Visit:
arranging for, 168
with buyers, 47-48
cold calls and, 49
dozen objections to securing, 203—204
failing to set up, 157-159
finding out about buyer during, 87-89
follow-up to, 117
invitation to buy during, 131, 137
letter for confirming, 208
letter for requesting, 207
letters related to, 48, 87
preparing for, 194
securing, steps in, 55—-59

@

Index

setting schedule for, 194

what to do before, 115-119
Visualizing positive results, 173
Voznesensky, Andre, 116

W. R. Grace, 177
Welch, Jack, 3
Williams, Tennessee, 25
Williams, Venus, 188
Wilson, Edmund, 48
‘Winning:
being prepared for, 55
defined, 55
with integrity, 107
Win-win propositions, 19.0143, 195
“Working near the heast of chings,” 108
‘Working smarter, not Leider, 193
Working Woman ruagazine, 14

You NeverZan ell (Shaw), 160

Ziglir, idig, 71, 151, 152



