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THE ULTIMATE
SALES MACHINE

THE SUMMARY IN BRIEF

| N\

Therearetwo keysthat sd the stagefor getting > ’
powerful results. Thefirst key is to havewhat! call with — /
“pigheaed discipline.” This may soundlike an insul, Additional
butit’s oneof the best compliments| can pay. This Entries by
conceot is soimportant, | origindly titled the book — the Author
ThePigheaded Exeautive WinsEvery Time. —

The secand key is all aboutmasery. How does one ” / / '

becomea maste? Mastey is aboutdoing 12 spedfic

things 4,000 times not 4,000different things By focusingspecifi cdly on the 12
key strategies— time managemat, training, meetings, strategy, hiring, geting the
best buyers, maketing,usng visuds, landingdreamcliens, sdling, following up
and setting goals—Yyou can easly becomea master of theseskill aress.

This summaryis for executives CEOs, entrepreneurs and professonak. It
is for middle manayers sdespeopk and cusbmer savice repreenttives. It is
for everyane who playsarole in opeating, marketing, sdling and running a
compairy or depatment.lt offers the kind of information andstrategiesthatare
esenial for everyonein thetrenches doing batle to grow and strengthentheir
bushes.

This sunmary not only offers the tools and pighealed mind-sé for suc
ces, but it also providesyou with complete how-to instructionsto creak the
Ultimate Sdes Machine, as well ashow to put you and your companyon the
path to success and stay there

IN THIS SUMMARY, YOU WILL LEARN:

» How to masterproven strategies for management, marketing and sales.

» How to get morebang from your Web site, advertising, tradeshowsand
public relations

» How to seaurethe beg buyersfor your busness.
» How to hire top produces every time.

Publishedby SoundviewExecutiveBook SummariesP.O.Box 1053,Concordville,PA 19331USA
© 2007 SoundviewExecutiveBook Summaies« All rightsresered. Reproductinin wholeor pat is prohibited.



THE COMPLETE SUMMARY: THE ULTIMATE SALES MACHINE

by Chet Holmes

Introduct ion

You can profoundly improveyour company or depait-
mentif you absoltely commit to onehour per weekin
which you do nothingelsebut work on making the busk
nes mud moreeffective.

It's notgoingto be hardto applythe 12 straegies or
to trandorm your bushessinto the Ultimate Sales
Machine.Thekey islearnng andpracticing the pig-
heade disciplineanddetermnation you neel to con-
stantly addressandre-addresshe 12 areas involved. m

Time Management Secets
of Billionaires

Ealier in my careerl ranninedivisions of acompany
owned by billionaire Charie Munger | wasworking
sewendaysaweek 10-12hoursa day at the office deal-
ing with interruptions,andthenl’d bring homework
thatneededmoreconcentrabn.

You've heardof “The OneMinute Manage’ — 1| was
the “Got-a-MinuteManager.”Anyonecould cometo me
ary time they wantedandinterruptand a* got-a-minute”
meding would breakout.

In contad, when | hada meding with Mr. Munge |
hadto setan appointnent,have a tight agendaknow
what | wasgoingto say,know the outcomel wanted
from the meeing andbe asspot-onaspossible.
However,every meetng washighly productve andto
the point.

Thensuddenly it clickedthatl neededo takecontrol
of my time and my st@ff. | sert outamemothat sad:
“Don’'t cometo my dooranymoreand askmeif I've got
aminute. The arswer will beno. There arenine primary
impactareas reporting to me, so we aregoingto have
nine meetngspe weekwith eachof theseimpact areas.
Hold all ideas unlessurgent,until your weekly meeting.”

Tha memo changedny life. The nextday,no one
canme to my doorandl wasableto getalot moredone
atthe office. But let me warnyou, within aweek every-
onestarted slipping backinto old habiss. It took pig-
headéd disciplineanddetermnation on my partto train

the entire organization to respect notjustmy time, but
theirsaswell. =

| nstituting Higher Standards
and Regular Training

Accordng to anarticle in Harvard BusinessReviw,
only 10 percent of the popuktion has wha's called “the
leaning mind-sd.” Theseare people who seek outand
enjoy leaning. The other 90 percent of the population
will notlook to improve their skills unlessthey haveto
as partof their job requirement. Today, most professbns
havemanddory continuing education becausethey
foundtha withoutit people wouldn't keep currentwith
the informaion necessay to be accepied as professon
asin thar fields.

Deliberate and Constant Training

Bankslike Wells Fargo, Banker’s Trug andCitibank
haveclassroomstyle training progranswith policies
and procealures for al newhires. But it is in theimprow-
ing andadvandng of all skills and professionalism of
eveay pesonin your compaly on an ongoing bass that
is going to turn your company into the Ultimate Saks
Machine. Training is proective. It kegpsyour company
healthy andprepaed no méater wha crisis arises. m

The author: ChetHolmesis anacclaimedcorporate
trainer, strategic mastermind, businessgrowth expett and
lecurer. His nearly 1,000client hawe includedmore
than60 major companessuchas Pecific Bell, NBC,
Citibank,WamerBros.,GNC, Wells Fargo,Estée
Lauder,Merrill Lynch and W.R. Grace, to small busk
nesgsof evay kind.

TheUltimate Sales Machine by ChetHolmes
Copyright© 2007 ChetHolmes.Sunmmarized by permis
sion of the publisher,Portfolio. $24.95,252 pages
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Sunmary copyright© 2007 by Soundvew Executive
Book Sunmaries,www.sunmmary.com 1-800-SUMMARY,
1-610558-9495.

For additional information on the author,
go to: http://my.summary.com

Published by Soundview Executive Book Summaries (ISSN 0747-2196)P.0.Box 1053,Concordville,PA
19331 USA, adivision of ConcentratedKnowledgeCorp. Pubishedmonthly. Subscriptions$209peryearin the
United Staes, CanadaandMexico, and$295to all othercountries Periodicalspostagepaid at Concordville,Pa.,

andaddtiond offices.

Podmaster: Send addesschangego Soundviev, PO. Box 1053,Concordville,PA 19331.Copyiight © 2007

by SoundviewExecutive Book Summaries.

Available formats: Summariesareavailable in print, audp and electronic formats.To subscribecall
usat1-800-SUMMARY (610-5589495outsidethe United StatesandCanada)pr orderon the Internetat
www.summary.com. Multiple-subscriptiordiscountsandcorporde site licensesre alsoavailable.

2 Soundview Executive Book Summaries®

Saundview

Executive Book Summaries®

CHRIS LAUER — CONTRIBUTING EDITOR
ATHENA NICOLAIDES — GRAPHIC DESIGNER
MeLISSA WARD — MANAGING EDITOR
SARAH T. DAYTON — EDITOR IN CHIEF
REBECCA S. CLEMENT — PUBLISHER




Summary: THE ULTIMATE SALES MACHINE

Executing Effective Meetings

The bestway to build the Ultimate SaksMachire and
to keepit running assmoothlyaspossible is to hold requ-
lar, highly produdive, workshop-$yle meetingsdedicded
to improving evey aspecbf your compayy. In ead of
thesee meeingsyou will focusall therelevant peopleon
fixing just one small part of the busness Togeher,you
will brainstam plans for how to improve this specific
area,draft proceduresto testand,ultimately, create
carved-in-stone companypolicies tha everyonewill be
trainedto follow. This constart atenion to the“three
P’s” — planning, proceduresandpdicies— is esentid.

Workslopsareanexcellentmethod of focusingyour
mind andeveryoneelse’son soluionsand improve
mentswithin your organization.Workshoppingmeans
thatinstead of you talking andyour staff listening, all of
you getto work togetheron a problem,dewelopng the
ideasandinsightsto propelthe companyforward.You
newer know from wherethe big ideasaregoingto come
Largecompanieshoutl haveworkshop meetingsevery
week for every deparinent.

Chet Holmes’ Step-by-Step
Instructions for an
Outstanding Work shop

The first thing you need to do is schedule your
weekly meetings with your staff. Tell everyone to
take two minutes and write down three things that
they feel need to be improved in the company. You
will get better answers if you give everyone time to
think. For most companies this will be the first time
you ever got the staff together with the proactive
goal to improve every aspect of the company. Go
around the room getting everyone’s take on the
company’s problems, and summarize them on a
whiteboard or easel pad.

A meeting like this can give you 20 to 30 things to
work on with your staff. Your goal for each meeting
is to get at least one incremental improvement. | tell
my CEO clients that the only thing you need to bring
to a meeting is your judgment. If you have good
people, believe me, they are not only going to know
the problems, but they will have plenty of ideas on
how to solve them.

Every major area of impact in your company should
get one of these weekly meetings. Systematically take
each problem and correct it, asking for suggestions
from staff. Just remember not to take on too much at
a time. A little progress every week can transform
your company in a year.
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10 Stepsto | mplenment Any New Policy

Here arethe 10 stepsto implement new conceps,
changeandgrowth into your organizétion:

1. Get evayoneto feel the pain. To creae real
changein any organization, you haveto hdp everyone,
including yourself, to defing outline and intensifythe
pan of notfixing the problam.

2.Hold aworkshop to gererate solutions Whaeverthe
problem, your staff deak with it evely day. Theywill hawve
mary ideason how to solveit.

3. Develop a conceptial solution or procedire. Each
sdution or procedueis “conceptial’ urtil it is“proven” by
you ard your staff. More complex sdutionswill needto be
workedon in this pha® of your implemention

4. Havea leader or top talent persaally perform the
procedure or task. Handson involvemert atevery lewel
erales the leaderto createthethreeP's with cetainty.

5. Se a deadine for teding the concegual proce
dure. Seta dealline so you know thatif you arerit seeing
resultsin a cettain amourt of time, you needto go backto
theworkshop whitebaardandlook ataddtional options.

6. Document step-by-step procedure or process.
Spel it out

7. Have show-and-tell and userole playing. Take
your docunentked stepsand work with your staffto test
and implementthem. Show-and-tdl and role playing
offer the best methodsof gaining expeience beforeyou
put the processinto the field.

8. Have another workshop on how to improve.
Peopé will haw a greater buy-in when you actualy
take advanige of theideas they sugget. Make them
work at it and perfect it in conceptand in practice
before youroll it out

9. Monitor the procedure diredly. Monitor the pro-
cedureclosdy, observing and correcting behavior.

10. Measure and reward the outcome.You mug mea
sure your results intently. Peqgple respect what you insped.

Thethree P’s are magicd in your opeation because
they createthe conditionsfor evey aspect of your com:
pany to operate with subcongiouscompetence. m

Becomning a Brilliant Strategid

As we've already establishal, it's harder thaneverto
ge in front of a potential buye, sowhen youfinally get
your conmpary in front of tha buye, you needto maxk
mize wha you can accomplishin that moment.You
need to think and plan strategicdly.

(continuedon page4)
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Summary: THE ULTIMATE SALES MACHINE

Beaming a Brilliant Strategst
(continued from page 3)

To make sureyou understad the differencebetweera
tacticard a strategy, here aresomesimple, yet esential,
definitions. A tactic is amethodusedto achievea short-
termgain, such as ads, directmail, sdes calls,trade
shaws, your Web site, brochuresand so on.

A strategyis a carefully defined and detiled planto
achieve along-term goal.In busnes, a strategyis the
oveRll impect, the ultimate postion you would like to
achiewe in the market To think like a brilliant strategist,
you will design and combineyour tactics with thelong-
termstrategyin mind. Constarlly ask yoursdf andyour
team,"How mary strategic objectivescanwe acomplish
with each tadic?’

The Stadium Pitch

Here's anexerciseto force you to think like a strate
gist, cdled the Stadum Pitch.Whatif you could bein
front of al your prospectsn a giantstadium andhave
the opportuniy to presento them all atonce?First
guestion: Are you readyright nonv? Most arenot ready.

Here's a practical examplel workedwith a billion-
dollar newspapecompanythathadexperened four
straght yeas of decining sales My job wasto helpthe
companyincreaeadvertsing sdes Thetacical sales
rep would call a prospectiveadveriser, for example and
say:“Hi, I'm with the XYZ Gaztte and we'd love to
comeandtalk to you aboutadvertisng.” Eight out of 10
saidthey werenotinteresed.

However with a strategicprogran, the convesation
wentmorelike this:

Rep: Hi, I'm with XYZGazéte. We hawe a new pro-
gram to teachbusinesownerslike you how to be more
sucessful. Have you heardaboutthis?

Prosped: No, | haven't.

Rep: As the newspapein this comrunity, we feel it
is our mord obligationto helpourlocd businessown-
ersbeas successfuaspossibé. So we've commis
sionedsomeresearclandfoundthattherearefive
thingsthatmakeall businesse&il. Additiondly, we've
foundthatthereare seventhingsthatmakeall business
es[name the type of business/ou are approating here
restaurant,hair sala, etc.] succeed. Sowe're meding
with [name a compeitor] andshowing them this data
Would you like to seeit aswell?

It would be pretty hardto sayno to thatappointmant,
wouldn'tit? In fact, the appro&h, whenpropely
deployed, took the newspapefrom geting two appoint
mentsout of 10 to getting eight out of 10. That's a 400
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percentincreasein performance.

Bad to the stadium for amoment If tha rephad
walked outinto that stadium andsad, “I'm hereto tell
you why our newspae isagred place to adverise,”
probaby eight out of 10 would've walked out. But if
thatrep walked out there to tell them thefive reasons
why busineses fail and the seven why they succeed,
who’s leaving?No ong if theinformationis good.

This appro&h requires you to go the extramile, but
the benefits are significant. A reptha shows a prospect
al this terrific daais obviously goingto be postioned
very differently in the mind of the buyer than arepwho
justtriesto sdl advertising. It shifts the power from the
prospet to the salesrep. The onewho is teaching has
more control than the onewhois learning.

This concept is caled education-based marketing, ard
my statemert to you isthatif you build it, they will
come. No matter what busness you are in or what prod-
uctyou haw, from shaving creamto high techsales you
can increa&e your impact, advertising effectivenes ard
abllity to take market share by getting degperand deeger
into the concep of education-based marketing

I"ll build on a conoept by Jay Abraham. In the dictio-
nay, acusomer is som@newho buysa productor ser
vicefrom someoneelse A clientis soneonewhois
unde the carg guidance and protection of an expertin a
paticularfield. Soif you hawe clients, not custoners,
how deep can you go to careabout, guide and protect
then? The deeperyou go, the morecontrol you gain
overyour market m

Hiring Supergars

If youwant to build the Ultimate Sdes Machine,one
of the key pieces of the puzle is to undestandthe per
sonaity profile of top produers. Breaking it down, you
need to learn how to recruit themand keepthemand
thenapply all tha you've learned.

The average bad hire costs a company $60,000— if
you're lucky. Some CEOs estimate that a single badhire
cods themmillions.

What Makes a Superstar?

Supestars are those you put in a bad situation with
poortools, no training and bad resourcesand till, within
afew months, they begin to outperform your beg pemle
or build your compary in ways you never dreamedoos-
sible. Hiring someae like thisis about underd¢andng
the personality charaderistics thatfit the job for which
you are hiring andhaving the tools to identify the cand-

(continuedon pageb)
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Hiring Superstars
(continuedfrom page4)

daeswho posess thosecharateristics.

Three Stefs to | nterviewing Supestars

Becaisel’ ve cometo undestand this at the deepet
level, I' ve perfectedaninterview method thatmay seen
barbaricto HR execuives.| cdl it theAttack.

Beforeinterviewing anyone a five-minute scre@ing
call is conductedo seeif you want to interview a candk
dae. So a screeningcal might go like this:

You: Hi Bill, we've hadalot of responseto our ad,
tell mewhy we would wantto interview you.

Bill: Well, let’s see.l realy like people I'm anaturad
bonde and if | believein sorrething,| think | canreally
sellit.

You: Ah. I'm notreally hearingtop producer

Bill: You're not?

You: Nope.

Bill: Well, I guessyou would know.

You: | do.

Bill: OK. Well. Thanksfor your time. Bye.

Thisis apersonwho, if interviewedin aloving and
supportiveervironment, like the environmet in which
99 percent of interviewsareconductel, might havegen-
uindy impressed/ou. But whentheyge in thefield
andface rejedion, theywill crumble Conwersely heres
how the corversaton might go with atop produce:

You: I'm notrealy hearingtop produce.

Top Producer: Well, whatdo you think makesatop
produer?(Notethatthe canddatebeginsto sdl. The
personcant helpit. It's his or her naure.)

You: Well, it's a certaintype of trait thatI’'m not hea-
ing in you.

Top Producer: That's funny, becausein my lastjob |
wasthe newguy andhadneversold grommes before
butwithin afew monthsl wascatchingup to salespeo
ple who hadbeentherefor eight yeas.

A peasm like thiswill atachther own sdf-esteen to
your productor sewvice, sothey becomemore effective
whenaclienttriesto rejectthem.

Thefinal aspecbf hiring top talent is to createa pe-
formance-basedelationship.To gettop produces, be
clea on how you would reward them.You mustrewad
top producershandsomely The moreyou challenge
supertars,the moreyou encairagethemto over
achieve But don't forgetto compimentthemwhen they
meetand exceedyour challerge. m
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Chet Holmeson
Securing the Bed Buyers

If you sell to consumers, | recommend a concept |
call the Best Neighborhood Strategy of Best Buyer
Strategy. If you're a jewelry store, a restaurant, a
chiropractor, a dentist, a boat dealer or high-end
retailer, here’s a tip: The wealthiest people in your
area are your best buyers. For the best neighbor-
hood strategy, | recommend two things:

1. Keep marketing to them no matter what. You
want top-of-mind awareness among those people.

2. Make a special offer. They are better buyers, so
they are worth making offers you simply would not
make to other buyers.

The High Art of Getting
the Beg Buyers

Best buyers buy more, buy fader and buy more often
than others. Thes areyour ideal clients. No matier what
else you are doing, you should make anadditional effort
to capture them This strategy is calledthe Dream100
effort. It isyour programfor targeting your 100 (or
whatevernumber is appropriate) dreamclients congantly
andrelerntlessly until they buy your product or sewice.

Thefagest way to grow any company is to focusa
specia anddedicated effort on your dream clients.If
you're committed and stay in ther faces, you'll besur
prised how eayy it is.

The Power of Refarals

Refarals are so important you shoutl have a specfic
strategic objective to gain them. Offer incentivesto your
current buyers when theyrefer othe's to you.

The Dream 100 straegy has doublal the sdes of
mary companies, andit can work for you. You just have
to havethe pigheaded disdpline and deerminaton to
build agreat Drean 100 progran and stick to it. =

For additional information on dream affiliates,
go to: http://my.summary.com

The Sewen ‘Musts’
of Mark eting

Every conpany tha wantsto be No. 1 in itsindusty
or profes$on has to mager seven marketing weapons.
Here are the ways to turbotage every aspect of your

(continuedon page6)
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Summary: THE ULTIMATE SALES MACHINE

The Seven ‘Must s’ of Marketing
(continued from page 5)

primary marketing efforts:

1. Advertising: Therearefour rules for creating high-
respong-generatig advertsing: It mud be distinctive;
it mustcaptureattenton with a screaning headline
afteryour headlinehooksthem your body copy hasto
keep themreading;andit mustincludea call to action.

2. Direa mail: If youwantmassive reaults from
direct mail, poundthe bestbuyersmorefrequentlyby
far and with moreimpressiveefforts. Thisis a smdler
list, lessexpensie to targetandyet yields a far greater
reward whenthey buy.

3. Corporate literature: Thisincludes brodhures and
promational pieces Coordinatehemsothatthelook, feel
ard contentof eachweaponis consigent with the others.

4. Public relations: You aredoing PRwork when you
throw splashyevents suchastradeshow parties and
benefitsfor your clients.PR also includesgeneating
pressreleasesbuilding relationsipswith the pressget-
ting artideswritten by or abaut you andaffili ating with
strongforcesthatcanhelp you, such as trade associa
tionsandcommunitygroups

5. Personal contact: Noneof your marketing efforts
will have asmuchimpacton your client as personal
contactwith your salespeopler custoner servie reps.

6. Mark et education: Tradeshavs andothe market
educaton efforts mustbe bold, not boring. The onewho
givesthe mostmaiket educaion will rule the market.
Thereareonly threerulesto havinga great tradeshow:
Getnoticed,drive traffic andcaptureleads.

7.Internet: A Website thatoffersinformaion of value
to your progpects canbeacommuniy: a place where your
prospectgyo to look at newthings,to get information,to
interactwith you andto getto know you better. m

The EyesHave It

Whenyou learnhow to usevisud aidswith tremen-
douseffect, you will attractmorebuyers,influence them
moreeffectively and closemoresalesonceyou arein
front of thosebuyers.

Humanbeingsremember20 percentof whatthey hear,
30 percert of wha they see but 50 percentof whatthey
bath seeand hear. Your conmunicaion impactnearly
triples when using visual aids over notusng them.
Informationthatis visualy illugrated andcommunicated
hasa dramdic and directimpacton the brain.

Since we cantakein informaion threeto four times
fager than peopletalk, andsinae 85 percent of motiva
6
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tion comes from wha we see, the great marketer knows
to use visud aids evaywhere possble. You wantto
illustrate everything you can visudly.

Rulesfor Effective Presenting

Here areeightrules for effective presenting:

Rule1.K.I.S.S.(Keep It Simple, Stupid) Your pre-
sentation needsto be eag to follow and undestand.
Don't clutter the page with text or too mary graphts.

Rule 2. K.I .F.P. (Keep It Fast Paced) Prospect will
ge bord if you spendtoo much time on onepage.You
shout be covering two to threepands a minute. Keep
the presengtion moving.

Rule 3. Use“Wow” Factsand Statistics You literat
ly want your client to say, “Wow! | didn’t know that”
Fectud information at the begnning of any presentabn
createsa sense of credibility tha caries over evenfor
the“sales part of your presentation.

Rule 4. Build in Opportunities for Stories.Well-
told stories increase recall by anothe 26 percentover
making a point withouta story to illustate it.

Rule 5. Your Presentation Should Be Curi osity-
Driven. Unfold theinformaionin away thatkeeps
your proeds curious.Give them afad first, andfol-
low it with anexplanation.

Rule 6. Think of Each Headline asValuable Real
Estate Every header shoutl work ashard as possibe. It
shout intrigue the progpeds and sdl the panels.

Rule 7. Be Confident but Not Obnoxious.Developa
rapportwith your audienceeven if it's justoneperson
facing you.

Rule 8. Focus on Them, Not on You. Everyones
favorite topic of conversation is him- or herself. The
most mature personin arelationshp is the onelistening
themod. He or sheis thinking aboutthe other person’s
needs and how to meetthem. If you can bethis person
when you are presenting to your prospets and reman
focusedon their needsand how you canhédp them you
will become atop produr. =

For additional information on eight common mistakes presenters make,
go to: http://my.summary.com

The Nitty-Grit ty of Getting
the Bed Buyers

The Dream 100 effort is your plan of attack to pene
trate your best buyers This is the fastest way to becom
ing the Ultimate Sdes Machine becaus thesedream

(continuedon page7)
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The Nitty-Gritty of Getting the Best Buyers
(continued from page 6)

clients arethe peopleor busiresses tha will buy your
produd or servicefaster,in greata quanttiesand more
frequentlythanary otherbuyers. Landingjust a handful
of thesedreamclientscan havea sésmic impacton
your bottomline.

Geting Down to the Nitty-Gritty

Here aresix simge stepsto hdp you getyour dream
clients:

1. Choose Your Dream 100.Take a look at your lists
of drean clients,neighborhoodsindaffiliates.Thisis
your starting point.

2. Choo= the Gifts. One of the best ways to get
noticedby your Dream100is to send themsmadl gifts
ewvery two weeks. Keepthe gifts inexpensive.

3. Create Your Dream 100 Letters. A letter should
accompmny every gift you send.Theletter shouldbe short
sothe prospeds will readit. It should tie into the gift in
someclever way. Theletter mug include a call to action.

4. Creae Your Dream 100 Calendar. Marketto your
Dream 100 each ard everymonthwithout fail. It's even
better if you sendthemsonethingevery two weeks.
Stayin their faces.

5. Conduct Dream 100 Follow-up Phone Calls.
After evey gift or mailing, you'll neal to follow up
with eachDream100 prospectThegod of afollow-up
call is to schalule anappontment to get your corestory
in front of the prospect.

6. Present the Executive Briefing. Usemarke datg
not productdata.Setthe buying criteria in your favor.
Find the “smoking gun,” the onething thatundenidly
postions you over everyoneelse.

Remenberthat geting the best buyersis a proeess—
notasinge ewvent.It's a canpaignto stay in ther faces
foreva. m

SalesSkills

If you havenotidenifi ed, studiedand masteed every
inch of the saksprocessyou're doingyour compay a
greatinjustice. The secretto building anexcdlent sales
force (or teamof anykind) is in repeding coretraining
on basic skills agan andagan.

The Seen Stepsto Eveay Sde

Work on this extensivey, doing workshopson each of
thesesteps.

1. Rapport. Do extensiveworkshopswith your sdes

Soundview Executive Book Summaries®

team on establishing andbuilding rapport Oneof the
best ways for edablishingrapportis for your saksstaff
to be more knowledgedle than any otha sdes staff
theycoud possbly runinto. Ask great quegions.Have
aseng of humor. Be empahetic and care about them

2. Find the need. Do workshopswith your staffto
work throughevery insight you need to serve thatclient.
You needto learn everything you can aboutits existing
buying criteria. Resd that buying criteria so your prod
uct or service beames the mog logical choice.

3. Build value. After you haveassessed your cus
tomers buying criteria, you mustbeginto build value
aroundyour productor sevice. Present your core
story/exeautive briefing. Your stadium pitch cando this
step redly well.

4. Createdesire. Lead clientsthrougha seriesof
questionsin which you intensfy ther need from their
perspedive. To create desire, you mustmotivate your
buye's usinga combinaion of problems and solutions.

5. Overcomeobjedions.You can't close if thereare
objedionsin your way. Remembe thatan objection is
an oppottunity to close. “Is moneythe only thing stand
ing between you and the purchaseof this product?” If
theclient says yes you can now closeby beng more
creative with financing or shaving how not buyingit
will costmorein thelongrun.

6. Close the sale. You may need to hdp prospects
make the decision. It’s OK to make them feel alittle
presure If you bdievetha wha you haw is goodfor
them closealready! Can you addon somehing that
motivates them to buy right now?

7. Follow up. The proaessafter thesdeis crucial. m

Follow-up and Client
Bonding Skills

It cods six times moreto geta newclient thanto sel
sonething addtiond to a current client. If you wantto
build the Ultimate Sdes Machine, you need to have
highly procedurized follow-up and follow-through.

Enthusasmis contagious.Whenyou are with a
prospet, your enthusasmrubsoff. The secondyou
leawe, the progped beginsto cool off. Your job is to
keepthe prospet hot on two things you and the sak.

If you made a goodimpresion, you hawe to “keep
thosecards and letters coming.” If you didn’t bondvery
well during thefirst six steps of the sdes process,
follow-up is even moreimpor@ant.

(continuedon page8)
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Summary: THE ULTIMATE SALES MACHINE

Follow-up and Client Bonding Skills
(continued from page 7)

Remenber, trustandrespetarethelargestpartsof
the sde. Every minute thata progped doesn’thea from
you after you leave his office, his respect falls off. Out
of sight, out of mind. m

All SysemsGo

God sdting andmeasunig effectivenessis the 12th
coreskill areaof the UltimateSdes Machine,and it's
designed to soupup all 11 thatcomebefore it. Setting
gods is not simply aboutwriting themdown periodica-
ly, althoughthatis a partof it, but aboutmasteing your
focus so tha achieving thosegods happensquickly and
automatcaly.

Thereticular activating sygem (RAS) is the awe-
somecompute in the braintha mog of usneveruseon
purpo®. Every daywe havethousadsof thoughtsthat
seean to leapin andout of our minds Thosethoughts
affecteverycell in our body. Our cdls arecompletdy
reactive to the erwvironmentin which they dwel, and
thoughtis oneof the mostpoweful sourcesfor creating
thatenvironment

Your RAS screenut everythingthatwon't interest
you and thenwakesyou up to somehing tha will inter-
estyou. Oneexanple is whenyou buy a newca. You
neer noticedthat car beforeandsuddely you startto
seeit eveywhere.Now thatthis spedfic car has become
of interes to you, your RAS will pick it out of thou
sandsf cars you seeeveryday.

Harnessing the Power of RAS

Whenacompany is in trouble, the most poweriul thing
it candois get focusedon soluionsandsetgoalsfor
improving the situation. The shift in focusshowsup in
theresuts the companyis geting. With everyonedevot
ing atleag anhou aweekto focusing their RAS on find-
ing sdutionsard improving the busness, solutionsbegin
to appearand the businessaginsto improve Oneway to
hamessthe power of the RAS isto do proactive work-
shs to geteveayone focusedon solving the problems
insteadof focusng on the problens.

Sdting goalsin everyaspecbf your life and business
putsyour RAS to work (on purpo®) at attrading gred
things.This is becaus the minuteyou write your gods,
you have focused your subconsiouson your success
andit immediatly beginscreating thatreality. This
becomeseven moreeffecive whenyou postyour gods
andevensaythemeverymornng andevery night. m

Soundview Executive Book Summaries®

Conclugon

Do youwant to bethe
Ultimate SdesMachine and
slaughter your competition? Can
you see tha if you build a
machinelike this, no company
can stand againstyou?By
relentlessly focusingon the 12
key skill areas and strategies
we've explored, you can bethe
Ultimate SdesMachine

1. Maximize the produdivity
of yoursdf andevey pe-
sonin your organization.

2. Train, train, train. The .
.. . account they desire — the
organizaionstha domk elephant.
nate the future havethe 3. The Giant of Sales by Tom
best trai ning tod a. Sant. Sant introduces

readers to the techniques
3. Use the workshop developed by four leg-
endary sales giants —
mehOdOIOdeVHy Wed(_ Dale Carnegie, John
in evay area of your busk Patterson, Elmer Wheeler
ness to Constmﬂy hone and Joe Girard — and
. . offers concrete examples
and polish evey piece of of how they still work in
your orga]ization_ the 21st century.

4. Becomea brilliant strate-
gist. The strategist will slaughte thetactician
every day

5. Hire supestars throughoutyour organization.

6. Usethe BestBuyer Straegyto targetthe bed buyers
and purste them relentessly with thebed marketing
and sdling in your industry.It’s the least expendve
mog resuts-oriented activity you canpursue

7. Getal seven of your “mugs” of marketingwork-
ing better, smarter and harde.

8. Build that stadium pitch, usevisuds everywhere
you can and know how to present beter thanany
of your compditors

9. Planevay inch of your best buye attack.

10. Break down thoseseven stepsto everysaleand cre-
ae master-level sdespeaple.

11. Planyour follow-up stepsto theletter.

12. Se gods and measureeffectivenesswith asmuch
detail as possible.

If you maste these12 strategies, you will neverneed
to know anything elseto rule your market, and no com
petitor will be able to stand aganst you. But remember
thatthe main ingredientto building this machineis pig-
headed disdpline and deerminaion. m

sclfioviw RECOMMENDED
& READING List

If you liked The Ultimate
Sales Machine, yow’ll
also like:

1. Exceptional Selling by
Jeff Thull. You may have
the world’s greatest solu-
tion, but if you can’t com-
municate with relevancy,
develop credibility and
respect, and build clarity
for your customers, your
potential will be severely
constrained.

2. Bag the Elephant by Steve
Kaplan. Kaplan shows
owners of small and
medium-sized businesses
how to land the huge




