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The preparation you learned in chapter 8 for anticipating and handling buyers’ objections will help buffer
you against taking rejection personally. If you do a great job during the preapproach of researching reasons
a customer might not buy and then planning appropriate Tesponses for dealing with the objections, at the
end of the day if the customer does not buy you can look at yourself in the mirror and say, “1 did everything

I could.” This is a sign of professionalism in selling.

Excellence in call preparation yields a confidence and professionalism that cannot be equaled. This is
why sales executives often call the preapproach the single most important stage in the s.;enjng process.
(Interesting, isn't it, how this runs counter to the stereotype that the most important step 1 the clos.e?.) lli,
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