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Introduction:

Can You Learn to be a SuperStar?

Spectacular achievements are always preceded

by unspectacular preparation.

· Roger Staubach

What does it take to go from being an average or slightly above

average salesperson to a superstar? Is learning prospecting and selling

techniques and strategies enough? If so, then how do you explain

millions of salespeople who spent years reading and studying all

the prospecting and sales process books they could find, attending

seminars and workshops, and listening to endless sales training

tapes and CD’s but have not progressed beyond average?


Moving from the middle to the top of the pack requires far more

than simply learning a few strategies and techniques. Becoming a

sales superstar requires learning how to reprogram your brain—

how to go from thinking and acting like an average salesperson, to

thinking and acting like a superstar. Superstars don’t think nor do

act like the average salesperson. I’m not talking about having a big

ego, being loud and boisterous, or acting like a prima-donna. A few

superstars have these unfortunate qualities, but most don’t. They

do, however, have many other characteristics in common.


The superstars of selling have learned to overcome their

self-doubts and their internal inertia when faced with setbacks.

Notice the word “overcome.” Superstars are no different from you

or any other salesperson. They, like you, fear failure. They have—

or had—the same self-doubts about their ability to succeed,

to make enormous incomes, to establish themselves as experts

in their field. They, like you, have had to fight paralysis when

encountering setbacks.


Nevertheless, they have learned to confront and defeat the issues,

the personal demons, and the inevitable failure all salespeople face.

They have learned how to eradicate their personal limiting beliefs.

They have learned how to take whatever resources they started

with and use them to their best advantage. They have learned how

to develop a mindset that doesn’t limit their performance, their

income, their goals, or their objectives. Although they may have

started with the same limitations, lack of resources, and lack of skills

as any other salesperson, they have learned the Keys to becoming a

superstar. Superstars have learned either through trial and error or

by astute study the 12 Keys to becoming a sales star that you are

about to encounter in this book.


Often salespeople learn the “how” of some aspect of sales. They

read a book or attend a seminar and learn how to use a particular

technique or strategy. Then, they fail to implement it. Learning a

skill is useless unless you put the skill into practice. Knowledge, in

and of itself, will change nothing in your life or your career. It may

allow you to answer a trivia question. It may give you comfort. It

may even allow you to feel superior. Still, it doesn’t change a thing.

Only when you turn knowledge into practice does it have the effect

of changing your life and your future.


The difference between superstars and the middle of the pack

salespeople is implementation. Their knowledge is experiential, not

just intellectual. They have taken what they have learned and made

it a part of their life. They simply DO what they KNOW. Unless

you take what you learn from the coming pages and implement it

in your career, you’ll not progress far past where you are today.


Vision without action is a daydream.

Action without vision is a nightmare.

— Japanese Proverb


Consequently, this is an action book. Read it. Digest it.

Implement it. You obviously want to go from where you currently

are to the top of your profession or you wouldn’t be reading this

book. In order to do that, you must commit yourself to taking

each of these Keys and implementing them in your business.


It will take time. It will take effort. It will take hard work. You

cannot expect to change yourself and your business overnight,

but with work and diligence, you can become the sales superstar

you envision yourself becoming.


The Keys contained within are the “unspectacular preparation”

Stuabach mentioned. Nothing you will encounter here will be

glamorous. Most of it will require a good deal of work—and not

particularly pleasant work at that.


This book, more than anything else, is about discovering what

you are doing well and where you need change. Change is the core

of the book. It is about changing yourself, your sales business, and

your career. If you’re looking for a book with easy answers, this

isn’t the book for you. If you are looking for a book that will teach

you the “secret” techniques and strategies to making the sale or

becoming rich, again, this book isn’t for you. If you’re looking for

an easy to read, easy to implement workbook that will magically

change your career, once again, this isn’t the book.

This book, frankly, isn’t for everyone. If you are not seriously

committed to becoming a star in your organization and industry,

you will find the material in the book to be boring, too difficult,

and far too demanding. If you are happy just being one of the

crowd, you may as well stop reading now because you won’t do the

exercises, you won’t do the required in-depth self-evaluation, and

you won’t do the necessary preparation to become a star. Reading

the book, then, is just wasting your time.


However, if you’re looking for a guide to change your business

and your career permanently, read on. If you’re serious about real,

substantial, income-producing change, read on. If you are willing

to invest the time and the effort in analyzing your sales business

and yourself as you are today and then to use that knowledge to

create a sales business that will reward your efforts for a lifetime

with the income you envision, read on.


Yet, as you work your way through each Key and begin to

think it too hard, too difficult, or too laboriously detailed, keep in

mind that the work you have undertaken is the underpinning, the

foundation for creating the career you desire for yourself. The work

you do today becomes your success of tomorrow. The more effort you

put into working through these Keys, the faster your business will

grow and the more solid will be your career’s foundation.


One further note about the change you are about to undertake.

As you work through the various Keys, you will notice that the

book doesn’t have any answers for you. The answers must be your

answers, not mine or anyone else’s. No one can complete the

work entailed in this book for you. Direction can and is given.

If you want someone to hand you the answers to success, you’ll

be disappointed. On the other hand, if you want success and are

willing to work for it, you have the questions you must answer in

your hand.


Making Your Sales Job Easier


The talent of success is nothing more

than doing what you can do well…

— Henry Wadsworth Longfellow


If you want to be a superstar in sales, the formula is surprisingly

easy. Simply find out what you do well and then find the product,

the company, and the sales process that allows you to spend the

majority of your time doing those things.


So easy. Yet, so difficult.


That’s the crux of this book; that’s the change we are aiming

for.


What do you do well and how can you create your own sales

business around those few things? How can you find the product

or service that fits your strengths? How can you find the target

markets, the marketing methods, and the sales process that cater to

your strengths? How can you develop the mindset that eliminates

the thoughts and worries that block your ability to use your

strengths to their fullest?


Answer those questions and you will have found your personal

Key to becoming a sales superstar. The 12 Keys are nothing more

than a disciplined process to ask questions and help you discover

your own individual Key. No two people will have the same

experience with this book, for no two people will have the same

Key to success. You can learn from one another. You can emulate

one another to some extent. Nevertheless, none of you can be an

exact duplicate of another. You must each forge your own path.

However, forged well, that path can lead to discovering a sales

career where the sales seem to come easily and often, not because of

some magic that you have discovered, but because you have finally

managed to match what you do well to what you do.


Where to Start

Each of the Keys is necessary to become a superstar in sales.

However, only you know where to start your journey to the top.

Each Key stands by itself, yet they are all intertwined. Many of

the Keys build on the discoveries you make in Keys 1 and 2.


Consequently, it will be difficult to work through Keys 3-12 if

you skip the first two Keys. Although you can accomplish one Key

and ignore another, they are meant to work together as each is an

integral part of your business’ foundation. Whether you chose to

complete each or not, you are making a choice. You are choosing to

create a new foundation for the area addressed in that Key or you

are choosing to accept what you are currently doing.


Eventually, you must read and fully implement each of the

12 Keys or choose to work from a weak foundation that may not

withstand the trials and tests you will face in your sales business.


Take the book and turn it into your personal growth program.


Working on your weakest area first may not be your best choice.

Rather than focusing on your weakest area, focus on the areas that

will produce the greatest return quickly.


Don’t feel that you have to do all of your work at once. Read

the book through once and then plan your self-change process over

time. Work on one Key until you are thoroughly comfortable and
then move to the next.


Knowing is not enough; we must apply.

— Goethe


Some Keys, such as coming to grips with your past sales history,

require a great deal of detail work to reconstruct your sales and

prospecting history. Others, such as the Key on client and prospect

communication, require only that your future communications be

addressed, so there isn’t any “homework” to be done.


All of the Keys call for action. Whether that is reconstructing

your sales history, analyzing and structuring your client and

prospect communications, developing a superstar mindset and

overcoming self-doubt, or deciding on your marketing strategies,

each Key requires you to put into action what you learn.


Throughout the book, you’ll find boxes with the target

symbol . Target boxes describe actions you need to take NOW. Pay

attention to the target boxes and perform the actions before moving

on to another section.


One of the deadliest responses you can have once you read a

Key is to blow it off because “I already do that.” If you get to the

end of the book and have that response to each of the 12 Keys and

you aren’t making an income in the top 20% of your industry, you

had better rethink what you’re doing. Because despite what you’re

telling yourself, you’re not implementing the Keys.


You cannot learn and implement each of these 12 Keys and

not become a top producer. It may take you months, even a year

or two to learn and implement each Key. However, if you diligently

and fully apply these Keys to your career you cannot help but reach the

top of your industry. Why? Because you will be doing exactly what

superstars do and if you do what the superstars do and do it well,

you will become a superstar. The Keys to your success are in your

hands. Now, it’s up to you.


It’s our choices that show what we truly are,

far more than our abilities.

— J.K. Rowling


What You Should Have Learned

The last section of each Key summarizes what you should have

learned about yourself and/or your sales business. “Summaries”

do not summarize the Key, but rather the results of your personal

actions taken during the process of working your way through the

Key. Just as no one other than yourself can perform the action steps

you must take, no one but yourself can determine whether you

have applied the Key fully and correctly. However, the Summary

will give you guidance to help you determine if you have been

successful in the actions you have taken.


Examples

Throughout the book, you will find a number of real world

examples of the principles discussed. There are both positive and

negative examples. Because many of the examples are negative, I have

chosen to use fictitious names for the salespeople and professionals

involved. Rather than embarrass some and praise others, I think it

best to let the example speak for itself.


For my clients and seminar attendees who recognize themselves

in the examples, if you recognize yourself in one of the negative

examples, your identity is safe. If you recognize yourself in a

positive example, feel free to take credit with your family, friends,

peers, and acquaintances.


Additional Resources

You will find additional tools and resources at

http://www.thetwelvekeys.com, the companion website to the

book. There you will find a continuously updated resource of

articles, lists of training resources, including seminars, tele-seminars

and workshops, along with other resource materials.


Don’t Lose Sight of Where You’re Going

As you get into the book, you may become overwhelmed

with the work you’re asked to perform. Some Keys such as Key 1,

reconstructing your sales history, require a great deal of detail work

that may seem either too difficult or even pointless. Yet, the work

you perform in that Key is crucial for completing other Keys.

The few hours you spend on each Key will repay you many,

many times over. Don’t allow yourself to lose sight of your ultimate

objective—transforming your sales business. Transformation and

change is seldom easy. You are embarking on one of the most

crucial transformation projects you will ever undertake. You can

accomplish the task.


As you tackle each Key, know that you are working your

way toward the career, the income, and the success you want

for yourself and your family. The task is not the goal; it is your

pathway to your goal. As you complete each task, you are closer

to the success you seek.


12 Key Work Groups

Working through these 12 Keys is a major step for anyone. You

may feel you need support and guidance as you go. You may need

someone to help you work through particular areas and help you

discover your Key.


I’ve found that working with others through these Keys cannot

only give the support needed to stay on track, but can give much

needed insight and direction.


If you would like a structured format for working through

your plan, you can join a 12 Key Work Group. Each group is

limited to a maximum of 20 participants. We meet one an hour

a week for six months via the phone. Each participant is expected

to maintain pace as the group works through the Keys. During

the week, communication is via email. These 12 Key Groups are

intense workgroups, so the pace is quick and the results quicker.

If you would like to participate in a 12 Key Work Group, you

can register at www.thetwelvekeys.com/html/workgroups.html.

Registration is $895 for the six-month session, less than $37 a

week, less than a tank of gas a week, to change your career.

Key 3: Committing to

Your Career: What are

You Willing to Invest?


The biggest mistake you can make is to believe that you

are working for somebody else. Remember: Jobs are owned

by the company; you own your career!

— Earl Nightingale


Most salespeople work on an undisciplined schedule. If they aren’t

required to show up in the office at a particular time, they arrive

when they think they need to. If they don’t have to stay until a

particular time, they leave when they’re finished. They may work

37 hours one week, 49 the next, 63 the following week, and then

32 the week after.


Salespeople tend to be undisciplined in other ways as well. They

spend money on training one month, and then nothing for the

next three months. They invest $75 in marketing one month, $30

the next, nothing the month after, and then $110 the month after

that. In other words, their time, training, and marketing—their

sales business—is run in a haphazard manner, doing what they feel

needs to be done or spending what they feel needs to be spent.

This haphazard method of running a business is the exact

opposite of what most superstars do. Superstars don’t reach the top

of their professions by accident. They’re at the top because they

developed a workable, effective plan of attack and then followed

that plan, deviating only when new opportunities arose or when a

portion of their plan stopped working.


Of course, life is more than a job and a career. We each have

family, friends, and outside interests. We need time to recuperate

and re-energize ourselves. And most of us work with a limited

budget—often with commitments bigger than our wallets. Keeping

all this in mind, if you want to become a sales superstar, you must

decide exactly what you are willing to invest and sacrifice for your

career in terms of time and money.


If you have the freedom to come and go on your own schedule,

you’re responsible for marketing and prospecting, and your company

doesn’t provide a boatload of top quality training, then you’re far

more likely to fail than a salesperson who receives more company

support. That isn’t an opinion; it’s a fact. However, a position like

yours can offer the greatest rewards to those who succeed. Most

sales positions give you a tremendous amount of freedom. That

freedom can be a great benefit, but for many it’s a curse.


Few sales managers have the time or inclination to baby-sit

salespeople, so they leave the decisions about when to come and

go to the individual rep. A manager cannot force you to spend

money on marketing, although he or she can certainly offer

encouragement and help you determine where to spend your time

and resources. Managers try to give as much sales training as they

can, but most are poor trainers. Although they earnestly try to

help, just like you, they’re working with limited time, resources,

knowledge, and skill.


In an ideal world, the company would support you with gobs

of lead generation marketing. They’d overwhelm you with world-class

training in all aspects of the sales process, from prospecting

to customer service. They would provide support so you could

concentrate on selling and bringing in new business. They would

give you the resources you need so you don’t have to spend a ton of

money on marketing.


Few, if any, of us live in that ideal world.


The fact is, you must do far more than simply sell a product

or service. You must find your own leads—or starve. If you want

quality training, you must find and pay for it yourself. If you want to

succeed in your sales position, you are responsible for your success,

not the company. The company gives you the opportunity; it’s your

choice what to do with it. They supply the product or service; you

supply the knowledge, time, energy, and most of the tools.

Despite what your W2 says, you are not an employee. You are

a mini company, working exclusively for one client. If you want

to succeed, you need to understand your position and take full

responsibility for your own success or failure.


Disciplining Your Time

In selling, time is not your friend. Every salesperson, no matter

how successful, lives from month to month; at the beginning of

each month, the production numbers roll back to zero. On the first

of each month, every salesperson in the world starts from exactly

the same position—with no commissions earned, no sales made,

and no honors, accolades or awards. If you want to keep eating,

you have to do it all over again, month after month. Time, and

how you use it, is ultimately your biggest challenge.


Managing time means managing your schedule, and as a

company, you must have a schedule etched in stone. What quality

company do you know that opens and closes on a whim? Can you

think of any reputable companies that decide to close shop because

they want to go buy a new pair of shoes? Or because they feel like

playing golf? Or because the employees don’t feel like working?

Nevertheless, you argue, those companies have dozens or

hundreds or thousands of employees, so if someone is gone, others

will keep the doors open. True. That, however, isn’t the point. The

point is, you have chosen to become a company, just like them. You

have chosen to open your doors, and like any other company, you

now have an obligation to be ready to serve your customers and

clients within a structure they can count on.


However, just like any other company, you can establish your

own structure. Store A chooses to be open from 9 to 9, Monday

through Saturday; while store B establishes a schedule of 10 to 7,

seven days a week. Each has the freedom to establish their own

hours, but once they do, they must adhere to that schedule.


You have the same freedom—and responsibility.


What are you willing to commit on the road to becoming a

superstar? Are you willing to work eight hours a day, five days a

week? Maybe, eight hours a day, six days a week? Possibly ten hours

a day, Monday through Friday and six hours on Saturday? How

about ten hours a day, seven days a week?


Before you answer, think what’ll be committing. How will you

balance your career with your family? Your outside interests? With

your friends? What tasks must you complete in your work?

• Are you responsible for marketing and prospecting? How

much time will you need?

• Must you have to travel to your prospects and clients? If so,

how much time will you lose to travel?

• How much time must you set aside for prospect and client

meetings, including follow-up meetings?

• Once you make a sale, how much time must you spend on

each client’s purchase?

• For what non-productive tasks are you responsible? How

much time do they take?

• How much time must you spend on prospect and client

follow-up communication?

• Do you have to attend sales meetings? How much time do

they take?

• How much time will you set aside for personal training?

• Does the company often require you to attend unexpected

conference calls or meetings? How much time must you allot

for these?


Few of us can accomplish all of these tasks in a straight 40-hour

week. Yet, not many salespeople work 40 hours per week. How

much time do you waste shooting the breeze with the other

salespeople in your office? How much time do you spend doing

busy work, such as designing the perfect flier, writing the perfect

follow-up email, or checking on a customer’s shipment instead of

having someone in shipping handle it? How much time do you

waste sitting at Starbucks going over your notes, trying to decide

what you’re going to do that day? How much time do you spend

preparing for and attending sales meetings? And the big one for

many: How much time do you spend grousing and complaining

with other salespeople in your office?


Brian Tracy in his small book, Be a Sales Superstar: 21 Great

Ways to Sell More, Faster, Easier in Tough Markets, cites a university

study that revealed the average salesperson only works one week

a month, whereas the superstars worked on average three weeks

a month. How can this be since every salesperson you know is

working all month, every month? It’s all in the definition of work.

In the study, “work” is defined as doing any one of the three things

that make salespeople money—finding prospects, selling them, or

working on completing their orders. Anything else the salesperson

does is “busy work,” because it isn’t directly responsible for earning

them a living.


Based on that definition, the study found the average salesperson

spends two hours a day on activities that generate income. At two

hours per day, five days a week, that works out to about one week

a month.


On the other hand, top producers work six hours per day on

revenue generating tasks. Is it any wonder they earn significantly

more than the average salesperson? They’re working three times

harder!


Look at the bullet points above. How many of those tasks

actually fit within the definition of “work” as defined in that study?

Only four of the nine tasks meet that definition: Finding prospects

through marketing and lead generation; meeting with clients and

prospects; working on customer orders; and prospect and client

follow-up communication. All the rest are non-income producing

tasks, yet that’s how most salespeople spend their time.

If you want to put your career on the fast track, decide how

much time you’re willing to commit to your career and establish

a firm schedule you can (and will) live with. Once established,

everyone should be aware of it; let people know exactly when you

are available and open for business.


When constructing your schedule, take into consideration

your commitments—personal and business. If your commitment

is 48 hours per week, construct a schedule that takes into account

the networking meeting on Tuesday night that you attend, as well

as your son’s baseball games every Thursday at 4:30. Schedule

your vacations and days off and stick to them, because once

you’ve published your schedule, your business is committed to

those hours.


Nothing short of an emergency should shut your business down

during your open hours. Invited to a game you’re dying to attend?

If it doesn’t include a prospect or client, you can’t go if it conflicts

with your open hours. Feel like playing golf? You’d better be able to

take a prospect or client—otherwise; it’s out of the question. Need

a new suit and you have an appointment over by the mall? Too bad.

Go during your off hours.


Disciplining Your Moneymaking Time

Establishing your business hours is a necessary task that will

help you discipline yourself. However, unless you go beyond simply

establishing your business hours, you still won’t generate the results

you want. You have to take a further step and schedule concrete

moneymaking hours within your schedule.


Moneymaking hours are those hours where you do nothing but

concentrate on the three things that put money in your pocket—

prospecting, selling, and taking care of clients.


You should schedule a minimum of 30 hours per week for those

tasks—six hours a day, five days a week, on average. Depending on

the schedule you establish and the primary selling hours for your

business, those may end up being five hours, six days a week, or

seven hours, four days a week. Whatever the schedule, it is etched

in stone. Absolutely nothing save emergencies takes precedence

during those times.


However, before you begin scheduling, let’s define those tasks—

what they are and what they aren’t.


Prospecting during these times will consist of actually hunting

for new prospects, not designing fliers, constructing call lists,

researching prospects, writing direct mail pieces, or any other

pre-prospecting activity. You are not preparing for the hunt; you

are hunting.


That means if you are going to cold call, you have the list in

front of you. You’ve done the prospect research beforehand. You

do nothing but dial the phone and talk to prospects. Nothing else

counts.


Making presentations and selling is just that. It doesn’t include

the prep time, travel time, or waiting in the client’s lobby. Selling

time is time spent in front of a prospect turning them into a client.

It does, however, include your follow-up meetings, phone calls,

and other communication.


Working on a client’s file is just that: Any activity that gets

the client’s purchase completed. Filling out forms, communicating

problems or issues to the client, providing support information,

and the like are all legitimate client activities that put money in

your pocket. If your activity advances the client’s purchase, it

qualifies—unless it can be and should be done by someone else.

Helping the clerical staff or customer service just to give them a

hand doesn’t qualify. Mundane customer service activities are to be

done by those who have that specific responsibility. You become

involved in those activities only when the situation dictates action

must be taken now and for some reason you cannot trust it will be

done in a timely fashion by anyone else.


You’ll need discipline and commitment to spend a full 30 hours

a week pursing those three tasks. You probably will find that to free

yourself for 30 hours doing those tasks, you will have to schedule

considerably more than 30 hours. You must consider travel and

prep work, plus interruptions and minor emergencies.


However, if you’ve scheduled a 48-hour week—eight hours, six

days a week, you will have three hours each day for the necessary

busy work. On the other hand, you may discover you have to

dedicate more time to your career than you had anticipated, at

least at first.


Becoming successful at sales isn’t easy. You need skill,

commitment, and dedication. What are you willing to commit to

your success?


One more thing: Your published hours are not the only hours

you’re open. Prospects and clients don’t always need you when it

is convenient for you. You’ll find you have to work outside your

established hours from time-to-time. The good news is, these extra

hours usually entail moneymaking activities.


Create and Publish Your Business Hours

Determine what time commitments you can and will make

to your career. Consider your commitments outside of work

and how to balance your career with your personal life,

and then construct your company’s business hours. Then,

taking into consideration your time requirements within

your business, schedule your moneymaking hours. Once

you have completed the schedule, including your vacations

and days off, publish it to your prospects and everyone else

who needs to know what hours you are open. Then stick

to it.


Disciplining Your Money

In addition to determining how much time you’re willing to

commit to your career, you have to determine how much money

you’re willing to commit. Although this is a sore spot with many

salespeople, you will find it almost impossible to succeed in sales

without investing money for training and personal marketing.

Again, keep in mind that you’re not an employee in the

traditional sense of the word. You are not like the secretary, engineer,

accountant, or any other person in your company who are limited

by their salaries. You are the owner of a company with only one

client—the company you sell for today.


Consequently, don’t think in terms of investing money to

help that company. Rather, understand you are investing in your

company, not your “client” company. You are investing in your

training to become a better salesperson for your future, not for the

benefit of your client. You are investing in marketing to market

yourself, not your client company.


You’re investing in yourself for yourself. You’ll take the training

you invest in everywhere you go; it doesn’t stay with your current

employer. You’ll take the contacts you make and the reputation

you develop everywhere you go. And if you’ve done a great job of

marketing yourself, you’ll take clients and prospects with you when

you leave.


You are simply leasing yourself to your employer, along with

the skills, experience and knowledge you have gained from the

training, plus your prospect list and your clients. When you move,

you take the business you have worked hard to build with you.

Obviously, this is not a popular notion with companies. They

see things from a much different perspective. Nevertheless, we’re

not dealing with perspectives or the niceties of business; we’re

dealing with the reality of building a superstar sales business and

superstars don’t work for companies—they may lease themselves to

a company, but when they leave, they take it all with them.


With that understanding of what you’re investing in, you must

take careful inventory of your financial situation and determine

what you’re willing to do. That doesn’t mean what you can afford to

invest—it means what you’re willing to commit to an investment

in yourself.



That number will be different for every salesperson, but you

must make a commitment and then stick to it.

Training: Training is easier to deal with from an investment

point-of-view. Thousands of sales and marketing articles are

available on the Internet—all free for the taking. Sites such as the

following contain excellent tools:

• www.topsalesexperts.com

• www.salesgravy.com

• www.eyeonsales.com

• www.salespractice.com

• www.marketingprofs.com

• www.salesdog.com


Many top sales trainers post articles on their websites and some

offer free tele-seminars. Of course the tele-seminar is typically used

to push the trainer’s book, CD, or DVD, but many of these free

seminars are valuable in themselves. However, even products you

must pay for aren’t expensive. A typical sales book costs less than

$20, including shipping.


The CDs and DVDs you need will cost $20 to $90 for a single

CD and up to several hundred dollars for sets. Plan on listening

to (or reading) each product several times, not just once. Teleseminars

and webinars cost $39 to $199. Not only does the seminar

allow you to hear instructions from the trainer, you’re able to ask

questions and receive answers on the spot.


Many industry associations offer great training opportunities

for only the cost of membership. Even the most cash strapped

salesperson can get a top-notch year’s worth of training for less than

$20 per month. By combining free articles, online sales forums and

free tele-seminars with the purchase of one book or CD a month,

even the poorest salesperson can afford hundreds of hours of first-class

training.


If you have more than just a few dollars a month to invest in

training, you can get the best of the best for only a couple hundred

dollars per month; probably less than a $2,400 per year.

In addition, if you’re serious about building your personal

business and have the funds, consider hiring a personal sales coach.

This is one of the most cost effective moves you’ll ever make. Yes,

coaches aren’t cheap. But with the right coach, your business can go

places you only dreamed of—and in a relatively short time.


If you aren’t getting the training you need, it’s either because

you haven’t tried to find it or you’re waiting for your company to

step up and do something. Key 9 discusses in detail how and where

to find training that meets your needs and how to determine which

books, CDs, seminars, and other training materials to invest in.


Marketing: This is a more challenging aspect of sales.

How will you generate the business you need? The marketing

channels and methods you choose may require a sizeable

investment every month.


Key 4 deals with choosing the marketing channels you wish to

target, while Key 5 discusses how to select effective ways to penetrate

the market. The investment you’re willing and able to make helps

determine your marketing methods. Some methods don’t cost

much (cold calling, for example), while others are expensive (direct

mail). It makes no sense to decide you’re going to establish a direct

mail campaign if your marketing budget is $50 per month.


You won’t be able to make a decision about marketing methods

until you settle on a budget. You need to know what you have to

spend before you can decide how to spend it. The expenses are

always more than you anticipate. Consider these typical marketing

expenses:

• Business cards

• Stationary

• Postage

• Gas

• Phone

• Cell phone

• Brochures

• Fliers

• Prospect and client lunches

• Meeting prospects and clients for coffee


These are basic expenses for most salespeople. Eliminate any of

the above your company provides, which might include business

cards, copying (filers), brochures, stationary and postage. That

leaves your cell phone, gas, business lunches, and coffee meetings

with prospects and clients. Let’s assume you use two tanks of gas

a month (frugal you!). You’ve just spent $100 for gas. Cell phone?

Probably at least $60 a month—and possibly much more. One

business lunch. That’s another $35. Two prospect coffee meetings.

Another $20. You’ve already spent $215 for the month and you

haven’t even done anything except meet three prospects or clients.

The average outside salesperson can probably double that just for

starters. And if your company doesn’t pay for copies and postage,

triple that to $600 per month just to be in business.


Want a personal brochure? Figure that in.


Need to take more than one prospect or client to lunch? Add

dollars to your personal marketing account.


Want to use networking as a primary marketing method? Add

in the cost.


Want to work within various associations and organizations?

Add the cost of membership and the price of individual events.


Want a direct mail campaign? Add more money.


Want to market via the Internet? Add dollars.


Want to spend time at the restaurants and places your prospects

hang out? Yep, add more money to your budget.


As you can see, the dollars quickly add up, and without a

definite plan of action, you’ll end up going way over your budget.


Making Your Commitment: The time has come to commit.

Set out your personal budget and find areas where you can sacrifice

for your business. This is such an important part of both your

business and personal life that you must get agreement from your

whole family, because they may need to make sacrifices.


How much should you commit? A good rule of thumb is 3%

of your income for personal training and 10% for marketing.


Ouch!


If your income is say, $3,500 per month, your training

commitment is $105 dollars per month and your marketing is

$350. Yes, that can hurt. However, it barely covers the necessities

of doing your job.


If your income is $5,000, your training budget is $150 and

marketing is $500. Again, you don’t have any excess dollars in your

marketing budget. You’ll be squeezing each penny to make it work.

No extravagant direct mail campaigns in your marketing plan. No

two-martini client lunches for you. No taking your best client to

the ballgame.
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If you’re earning $200,000 per year, you’re monthly marketing

budget is still only $1,666 per month. That doesn’t go nearly as far

as you may think.


Remember, you’re running your own business. You’re creating

your future. You are building a lasting base on which your life’s

income will be based. What you invest now will be making you

money for years to come.


If you must sacrifice anywhere, sacrifice in the dollars you

commit to your training, but don’t sacrifice training. In Key 9 we

will discuss where and how to find great training at little or no cost.

Even so, remember that if you must settle for free training, you

have to take what you can get—which may not be exactly what

you need.


Establish Your Training and Marketing Budgets

Gather your family and carefully go over your budget.

Explain the importance of the sacrifices they may have

to make and describe the eventual payoff. Then establish

both training and marketing budgets—and adhere to them

religiously. Your budgets should be a dollar amount, not a

percentage. As your income increases, increase your dollar

commitment.


Summary

You’ve begun to make the commitments and decisions that will

change your career. At this point, you should have established formal

working hours and scheduled within those hours a minimum of 30

hours per week for direct moneymaking tasks. In addition, you

should have your vacations and days off scheduled. This calendar

should be distributed to clients and co-workers.


Each day you should have a clear idea of exactly how you will

spend your time. Undoubtedly, you will encounter many intrusions,

at least at first. Other salespeople in your office will want to drop

by and waste your time. You’ll have to explain politely that your

work time is work time. You’ll be tempted to take that two-hour

lunch with the rest of the gang. You will be tempted to stop by the

mall, since you’re already out there. You will be tempted to leave

early. You will be tempted to stay in bed just a little longer. You

will be tempted not to make cold calls or attend the networking

event—“just today.”


Temptations will be around you like mine fields. Ignoring

them isn’t easy, but what you do now will dictate what happens

in the months to come. That two-hour lunch can easily become

a habit. Giving into the temptation not to make the calls today

makes it easier to goof off tomorrow. Staying in bed a little longer

this morning will turn into staying in bed later tomorrow, and even

later the next morning.


Yet, in the same manner, making calls today makes tomorrow’s

work easier. Getting up on time today makes it easier to rise on

time tomorrow. Learning good habits is as easy as learning bad

ones, but lazy habits lead downhill, while good work habits will

launch your career to new heights.


You’ll need discipline and dedication to institute your schedule.

You’ll need to develop a new way of looking at your sales business

and a new way of thinking. Key 12 will help you develop the mindset

you need to reach the top. And that mindset must be accompanied

by a structure that allows it to work. Structure is necessary to every

business, yet, salespeople are notorious for lacking structure.


Some of your associates may laugh at you for keeping a rigid

schedule. They may be put off by your new attitude, your intense

focus on work, and your absence at the bitching sessions. Accept

this for what it is—lack of understanding.


At this point, you should know your training and marketing

budgets. You may not know exactly where the dollars will be spent,

but you know how much you have to spend. Your job now is to

determine the most effective ways to spend those dollars. You’ll do

this after you decide which marketing channels you’re most suited

for and how you will penetrate them. That’s your next step.

Key 10: Turning Plans

into Reality —

Turning Giant Steps into Small Steps


The man who removes a mountain begins

by carrying away small stones.

— William Faulkner


To this point, you have done a lot of analysis and a good deal

of planning. Now, you’re faced with implementing all of this and

making it work.

This may all seem like a monumental challenge. Overwhelming

even.

Superstars have learned a great secret about their business that

is so obvious—but so easily overlooked by everyone else. They

don’t have to do it all at once. They don’t sit around on January 1st

of each year thinking, “My, gosh, how in the world am I going to

make a million dollars this year?”

Their focus isn’t on the result; their focus is on what they have

to do now in order to guarantee they’ll have made the million 365

days from now. They concern themselves with what they must do

now to make their objective a reality.

Your concern is the same. You don’t have to become a superstar

overnight. It’s not one giant leap, it’s one step at a time. If you carry

away enough small stones, you’ll move the mountain—exactly the

same way the superstars do.

Learning to stretch to reach goals and objectives that seem out

of reach involves cutting your goals and objectives into smaller,

more manageable pieces. Rather than looking at your income

projections for the coming year and thinking, “how in the world

am I going to double my income in just twelve months,” chop that

goal into small segments.

Your goal isn’t to double your income all at once, but increase

it over a period of 52 much smaller segments—actually, over 365

tiny segments of only 24 hours each. Instead of having one giant

mountain to move, you have 365 small stones to move, each small

stone getting you closer to your ultimate objective.

It’s not the load that breaks you down, it’s the way you carry it.

· Lena Horne

Most of the work you have done to this point has been creating

the broad outline of your plan. You’ve planned where you want

to go, and in broad outline, how you’re going to get there. You

have been looking at how to become a superstar from the macro planning

mode.

Now, it’s time to think in a micro-planning mode, turning that

mountain of work into 365 little stones that combined make up

the mountain.

Looking at the big picture is daunting. Looking at just what

you need to accomplish on a daily and weekly basis is not such

a hurdle to overcome. If one of your objectives is to make 3,000

cold call dials per month, that’s only 150 per day, or if you plan to

call for 5 hours during the day, 30 dials per hour, one every two

minutes. Since most of the numbers you dial will probably not

be answered or will be answered by voice mail, you will probably

be on the phone less than 20 seconds on 80 or 85% of your calls.

That’s 24 calls an hour that you are on the phone less than 20

seconds each, or about 8 minutes during the hour. Of the six calls

where you reach someone, most will be short calls, probably less

than 3 minutes. One may be as long as 5 minutes. That is a total of

about 28 minutes out of every hour actually on the phone. You can

do that. That’s not that intimidating.

If your goal is to set five appointments a week from your cold

calls, that’s only one per day. Again, that’s not intimidating. That

is only one appointment out of every 30 phone calls where you

talk to someone. You can do that. In addition, if you manage to

set your one appointment early in the day, you’re now working on

tomorrow’s calls. You’re already ahead of the game.

The key is to break your objectives down to manageable

bits—bits that you can accomplish, not giant objectives that seem

out of reach. In effect, to date all you have done is define the

outcome you desire, not the detailed little actions and goals that

will get you there.

Certainly, your sales and income objectives have been stated as

definitive goals. “I’m going to make $150,000 this coming year.”

You have also stated objectives within your marketing methods.

“I’m going to make 3,000 cold calls per month.” Now, you set your

mini-plans in place to reach those objectives.

First, Get Organized

Organizing your time and space can help you reach each

small goal.

Take a day or two to get yourself organized before starting on

your new programs. Make sure you have all of the basic “stuff” you

will need. If you plan on a cold calling campaign, get your call lists

together so you don’t have to constantly stop and find new names

and phone numbers. Make sure your list is free of any Do Not Call

names and numbers. Make sure you have your script ready to go.

Moreover, make sure you have a form to help you track your dials,

your contacts, and your appointments.

If you intend to network through associations or organizations,

decide now which organizations or associations and schedule

any upcoming events. Don’t wait until the last minute as it then

becomes too easy to decide to skip. Get the association’s schedule

now, rather than later. If you have to RSVP or register for the event,

do so now, while it’s on your mind.

Spending time to get organized eliminates many of the excuses

that can later hinder or even destroy your motivation. Procrastination

is more likely to kill your goals than anything else is.

In addition to taking a day or two to get your workspace

organized and to get the items you will need in place, plan on

setting aside about 30 to 45 minutes each evening prior to leaving

for the day to plan and organize the next day’s work.

Get your call list in order, have your presentation materials

ready to go, clear your desk of unnecessary junk so you have a

clean start in the morning, and make sure any other supplies you

will need the next day are at hand.

For most of us, getting started is the most difficult part of the

day. We find excuses, we find busy work, and we visit with others

in the office, and just generally waste time. However, most of all,

we avoid rejection. Since prospecting is the primary function most

salespeople engage in, rejection is an everyday experience. We

hear “no” far more often than we hear “yes.” Eventually, even for

motivated salespeople, the rejection begins to wear us down. We

begin to find creative ways not to be rejected and those usually

involve procrastination.

Learning how to handle rejection is paramount to becoming

a sales superstar because no matter what level you rise to in sales,

you are still going to experience the “no’s.” Maybe not as often,

but they will still be there. Moreover, for most of us, rejection is

personal even though we understand intellectually that the prospect

is rejecting our offer, not us personally.

Depending on how you market, dealing with a “no” can be a

direct, in-your-face rejection, or can be an anonymous trashing of

our direct mail letter. However, almost all of us must, at some point

in the selling process, deal with face-to-face—or at least ear-to-ear

rejection.

If you cold call, your rejection is immediate—and it can appear

to be very personal. When you call a complete stranger and they

hang up on you or rudely tell you to get lost, the tendency is

to take that as personal rejection. The salesperson that has sent

out a thousand direct mail letters suffers the same rejection; but

is protected by not knowing the recipient didn’t even look at it,

but instead threw it into the trash. In actuality, the rejection is

the same—the individual is rejecting your offer, not you. However,

one salesperson hears in a loud, clear click his rejection, while the

other never hears the soft slip of the letter into the trash.

Worse, once you get the opportunity to get in front of a

prospect, the “no’s” continue to come. You make your presentation.

You get your “no.” You answer the prospect’s objections—and

you get your “no.” You drive home your close—and you get your

“no.” Repeatedly, at times, it seems that “no” is the only word

people know.

Then, finally, you get a qualified “yes.” The prospect agrees to

purchase if you can do a little something out of the ordinary. YES!

Finally, someone who has his checkbook out and is ready to go. All

you need is a little help from your sales manager. Then, it happens

again. “NO.” Sometimes you feel that you not only have to fight

prospects, but your sales manager as well.

You managed to get your manager on board? Great. Now all

you have to do is get the warehouse to agree to nudge a delivery in

a little earlier than the calendar allows. Again, “no.”

Do the “no’s” ever stop? No.

Of course, there are the “yes’s”—and that’s what keeps you

going, striving to get to the occasional “yes.” However, all of those

“no’s” can stop you dead in your tracks if you allow them.

How you handle the “no’s” is the key to how you get to

the “yes’s.”

Attitude is one of the great limiters of salespeople. People have a

tendency to anticipate outcomes and many times that anticipation

has an influence on the actual outcome. If you approach a task

with a defeatist attitude, there is a good chance that you will fail.

If you approach the same task with an attitude of success, there is

a good chance you will succeed. Why? Several reasons, but two are

of importance to our discussion.

Success is often achieved by those who

don’t know that failure is inevitable.

· Coco Chanel

First, if you assume you are going to fail, you need not give your

best effort. Why should you? You already know the outcome before

you even try to tackle the problem. After all, you know you’re just

wasting our time.

Secondly, your prospect can read your defeatism in your voice

and body language. If you don’t believe in what you’re saying, how

in the world can you expect a prospect to believe it?

Consequently, in order to be successful, you must be able to take

the rejection you experience and deal with it in a positive manner.

You have to find a way to eliminate the residual negative feelings

you have from the rejection that seems to be all around you.

Advice for handling rejection has generally centered on

either understanding that each “no” gets you closer to “yes,” or

understanding that, since the prospect doesn’t know you as an

individual, the rejection cannot be personal but is rather a rejection

of the offer you made.

Both of these are true statements. For many, neither gives

much solace.

So, if the traditional methods of dealing with rejection don’t

seem to work very well, what can you do to rearrange your attitude?

You need to find a format that will give you the opportunity to

offset the rejection with success. You need to institute a program

that will allow your brain to regroup and experience the joy and

positive reinforcement of getting the “yes’s” that offset the “no’s.”

How can you create a method to give your brain the positive

“yes’s” it needs to readjust after receiving a chorus of “no’s”?

One method that many find successful is to set aside tasks

during the day where you know you will experience success. You

have a contract to sign with a new client? Try to schedule it later in

the day, after you have done your cold calling tour of duty for the

day. End the day on the positive note of signing a contract. Have a

couple of very strong referrals to call? Again, make the positive calls

after you have made your cold calls. Save the best for last.

Some salespeople have found that reversing this schedule leads

to more productive prospecting. Having just come from signing a

contract or having made two very successful calls to strong referrals

gives them the positive mental attitude needed to sound strong and

convincing on the phone when they make their cold calls.

Better yet, try to arrange your schedule where you have two or

more positive tasks to perform each day and split them up so your

brain is readjusted several times during the course of the day. The

more regularly you can feed your brain positive experiences, the

easier it is to deal with rejection. Rejection becomes the exception,

rather than the norm.

Creating Bite Sized Goals

You will achieve a grand dream, a day at a time, so set goals

for each day. Not long and difficult projects, but chores

that will take you, step by step, toward your rainbow.

· Og Mandino

Taking your big objectives and turning them into bite size goals

is not difficult.

In order to establish goals, whether monthly, weekly or daily,

they must meet seven criteria:

Simple: The goal must be simple. A goal of making 200 cold

calls in a day or making four sales this week. Each is a simple goal.

Straightforward. Easy to understand. Easy to track. Easy to know

whether you have reached your goal or not.

Being simple doesn’t necessarily mean being easy or that getting

there is not difficult. It simply means that the goal itself is not

complicated.

Specific: The goal must be specific. In the two examples above,

the goals were both simple and specific. If the goal is not specific,

you don’t know whether you have reached your goal or not. A goal

such as cold calling for 5 hours is not specific because you can waste

a tremendous amount of time in 5 hours. Just because you were at

your desk for 5 hours doesn’t mean you were actually performing

the task. The goal of cold calling for 5 hours is nothing more than

a time objective, not a cold calling goal.

Objective: The goal must be objective, meaning measurable.

If you cannot measure it, it isn’t a goal. The two goals above are

simple, specific, and measurable. Either you made your 200 cold

calls or you didn’t. Either you made you four sales for the week or

you didn’t.

Reasonable: The goal must be reasonable, meaning it can be

achieved. In the cold calling example above, what is a cold call?

Do you define a cold call as a dial or as a contact? It can be defined

either way with corresponding measurements. If your definition

is dials, then 200 a day is a reasonable number. If you define cold

calling as contacts, then 200, although specific, is not reasonable.

Written: Goals must be in concrete, not in vapor. Write each of

your goals, even a daily goal, down. Putting something in writing

makes it more real, more concrete. Once written, it becomes your

goal, until then, it is nothing but a wish.

Public: Although not a “rule” in order to have a goal,

broadcasting it to someone--a co-worker, mentor, coach, spouse,

or sales manager--also makes the goal more real and concrete. You

now have someone besides yourself to verify and monitor your

accomplishment. Making the goal public, even to just one other

person, obligates you to reach your goal.

Believable: The goal must fit within your belief system. If your

personal belief system refuses to accept the goal in either terms of

your ability to reach the goal or your system of ethics, you don’t

have a goal. In Key 12, we will discuss your belief system, but

anything that goes against your belief system becomes difficult or

even impossible to do.

Again, this doesn’t mean that it cannot be difficult. It doesn’t

mean that you cannot question whether you can actually reach

the goal. It means that if your belief system completely rejects the

idea of reaching the goal, it becomes impossible to reach. On the

other hand, if your ethical system rejects the actions you intend to

take—or the intended outcome—the goal should never have been

a goal in the first place.

Each evening, write out your specific, objective, reasonable,

simple goals for the next day. Allow your mind to contemplate

your next day’s goals during the evening and while you sleep. Allow

yourself to become comfortable with the next day’s challenges so

when you arrive at the office the next morning, you are alert and

ready to tackle the day’s work.

Furthermore, keep your days uncluttered. Your goals list for

any single day must be manageable. If you create a dozen goals for

a day when you know you simply don’t have time to reach them all,

all you will accomplish is frustrating yourself and creating guilt.

Reaching your goals today gives you energy and strength to

help you reach tomorrow’s goals. Setting yourself up for failure

will simply sap you of your strength and your enthusiasm. Allow

your day’s activities and goals to stretch you, but don’t allow them

to stretch you to the breaking point. Goals are to be met and

conquered; they are not intended to conquer you. Goals are meant

to take you one small step closer to your big objective, not to set

you back.

Your daily goals are not your minor “need to do” items. Your

daily goals are those things that take you one small step toward your

primary objectives. All of us have things we need to do, but those

things are not goals. Sending that thank you note is important and

you need to do it, but it isn’t a goal. Returning the call to your most

important client needs to be done, but it also isn’t a goal.

In addition, we are talking here only about your professional

goals, not your personal goals. Certainly, those other goals are

important. In fact, many of those goals may be far more important

than your business goals. However, the goals you set for yourself

during your business hours are business goals.

When conflicts arise between your goals and your “need to do”

list, choices must be made. Evaluating which is more important

is sometimes fuzzy. Nevertheless, keep your priorities in order.

Which is more important, making the cold calls or attending the

networking meeting, or checking on an order for your client? Both

are important. One you must perform yourself, the other may

well be better performed by someone else—someone in customer

service or shipping. If you choose to do the legwork yourself to run

down the information for your client, you’re allowing your goals to

be trumped by busy work that is simply taking up your production

time.

Indeed, busy work is your worst enemy. We all must engage

in busy work to some extent. Life is full of busy work. Still, you

cannot let busy work divert you from your real goals. You must

free yourself of busy work or schedule it after you have met your

true goals.

Finding ways around the “need to do” items and the daily

distractions isn’t always easy, but it is always necessary.

Don’t answer the telephone. For most salespeople, answering the

phone is second nature. We do it without thinking. Yet, the phone

is one of our biggest time wasters. Simply discipline yourself not

to answer it during the hours that you have set aside to accomplish

your goals. Rather, put a voice message on your phone informing

clients, prospects and others of the two specific times during the

day you will return calls—and stick to it. If you are in a position

where you may have actual emergency calls, acquire a second cell

phone and only give the number to those who might actually have

an emergency and let them know it is for real emergencies only.

Don’t hang around with the other salespeople in the office.

Gossip, the never ending moaning and groaning by low producers

about how bad things are, and the discussions of last night’s game

are career killers. Your time is valuable. In fact, your time is the only

thing you have to sell. Let the low producers give their time away

by wasting it; you invest your time in your future. Hanging around

low producers not only wastes time, they may contaminate you

with their attitudes and work habits. The only thing low producers

can teach you is how to fail.

Don’t bring up the Internet unless you must in order to

get a particular task completed. Once that single task has been

completed, log-off. The Internet has become a tremendous time

waster. I know. I am a news junkie. If I could, I’d be checking news

sites every five or ten minutes—and then spending twenty minutes

reading the latest news stories, which means I have to go through

the sites again immediately to see if anything new happened while I

was reading the “latest” news. And guess what? Ninety nine percent

of those stories don’t affect me in the least right this second. I’ll find

out about them in due time. My solution is to keep the Internet

shut down unless I actually need it. I simply remove the temptation

to “just take a quick look to see what has happened.”

Take your dreams, your big objectives, and chop them into

little bites. Then focus on those little goals. Next thing you know,

those big objectives are not so big and unmanageable anymore.

Set Daily, Weekly and Monthly Goals

Set out your small, manageable goals for each day and

week for your first month. Make your objectives reachable.

Focus only on goals that will help you reach the major

objectives of sales, income, marketing and training that you

have established in your marketing plan. Everything else

is a “need to do,” not a goal. Then find ways to eliminate

the need to do’s.

Summary

You should have your workspace organized. You should know

exactly where you are going and, now, how you are going to get

there—one small step at a time. The objectives you have set out in

your business plan are reachable. They don’t have to overwhelm you.

They’re just 365 little steps all put together in one large objective.

Concentrate on the 365 little steps and let the big steps take care

of themselves.

Additional Resources

At www.thetwelvekeys.com/html/goals.html you’ll find a number

of articles and resources regarding setting and meeting goals.

