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L i [ inter lasts Question

i Rich: Well, one last thing. You kngw win | | )

! [' awhile up here, and beer is a seasonal item. 50 maybe 1. If you were in Dave’s position, what
} : Green Mountain can think of something to help us dur- recommendations would you make to your

; 1 | ing the cold months. . _ manager?

8| | Dave: Okay. Thankg, Rlch. I'll see you again next

| month, when | get back in Braintree again.
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After studying Chapter 7,
you will understand:

Learning Objectives

» The critical role of prospecting in
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* How to'set up and maintain prospect

sales success _ files :

* How to plan for successful
prospecting

» How technology has dramatically
impacted prospecting

* How to qualify prospects with regard
to need, ability, and authority

* The major techniques of prospecting
* The importance of the preapproach

Bob Harris has just completed two months of training with. the Everlive Insu'rance
Company, learning the ins and outs of selling term, whole life, and proptfrty insur-
ance. It is Monday morning, and Bob has just arrived at tl‘levofﬁce to begin his new
career. After clearing his desk and filing his notes from training school, Bob decides
to contact some people who might be interested in buying insurance. However, Bo'b
is at a loss about how to begin. Whom should he contact? By what means? How will
he know if the people he contacts are eligible to buy—and, moreover, if they are

likely to buy?

7-1 What Is Prospecting?

The answer to this question and the answers to other questions come fror.n k{lOWl-
edge of effective prospecting techniques. In personal selling, prospecting is the
process of identifying potential buyers who have:

1. A need for the product or service
2. The ability to pay for it
3. The authority to buy it

Quite often, salespeople can put together a list of potential prospects, or names
of individuals who might buy. However, for every 10 prospects, two may not h‘a_ve a
need, three may not have enough money, and two may not have the authority to
buy. It’s no wonder that by some estimates fully 65 percent of all sales calls are made
on the wrong person. L '

Before beginning the arduous task of prospecting, it is important to consider
these numbers from Figure 7-1:*

2 percent of salespeople close the sale on the first call.
3 percent close on the second call.

4 percent close on the third call.

10 percent close on the fourth call.

81 percent close the sale on the fifth call.

Obviously, salespeople must not give up easil)f, but tl'le?r should .also be careful
in choosing their prospects. Moreover, the reality is ﬂ.lat it is ghree times as expen-
sive to sell to a new account as it is to sell to an existing one.’ Not only clloes it re-
quire more calls (3 versus 7, on average) but the list .price is usually dlscoun'ted
dramatically, also. Of course, this is an academic question to 'the new sales rep ]llJ:lSt
entering a territory with few, if any, accounts, or the new busm'ess salesperson who
must continually prospect for much new business. Yet, it does imply that the smart

Fifth cail
/ (81%)

Fourth call
(10%)
Third call
(4%)
First call
Second call - (2%)
(3%)

salesperson will search for those prospects with whom he or she can establish a
long-term relationship rather than merely engage in a one-time transaction.
Unfortunately, most salespeople want to “ready, fire, aim,” rather than the in-
verse. It is far better to do some work up front, determining those prospects with
lasting power—the ones with whom a relationship can be established. Fortunately,
there are numerous resources available to help the sales rep get the inside line on
prospects—many costing nothing more than a little time and effort. Most of the
sources that follow are readily available on the Internet, examples of which can be
found in Box 7-1. Michael Shanley, outside salesperson for Liebovich Bros., Inc., in
Rockford, adds that although his business customers use the Internet to purchase,
he also uses it to determine prime sales prospects. “A salesman spends a lot of time
qualifying customers, or figuring out whether a business manufactures products
that would entail the use of our products. We used to have to look in manufactur-

ers’ directories. Now, you can easily pull this kind of information off the Internet,
and you can do it quickly? :

7-1a Does a Néed Exist?

Obviously, it is useless to call on people with little need for the product or service,
However, salespeople waste much time with the wrong prospects, which is no
laughing matter. The sales representative’s overall efficiency and income are very
much affected by the ability to assess prospect need. _

One way of determining prospect need is to compare a prospect with the sales-
person’s previously determined description of a target market. If there is great dis-
similarity, the prospect is unlikely to have need. Remember Ron Friendly in Chapter
6, “Beginning the Relationship Selling Process.’—the sales representative for Supe-
rior Hospital Uniform Company? Ron isitrying to find out whether Mercy Hospi-
tal has a need for Superior’s polyester-blend surgical uniform. Mercy is a large
hospital (500 beds) with extensive laundry facilities and 12 operating rooms. Sur-
gical personnel are knowledgeable and are likely to appreciate the technical advan-
tages of the new uniform. In the past, Mercy Hospital has placed many orders with
Superior and has been satisfied with the quality of the garments. Mercy has ordered

-~ little from Superior’s major competitor, despite that firm’s ability to deliver sooner.

On the basis of this target market comparison, Ron decides that Mercy is likely to
have a need for Superior’s new surgical uniforms.

Successful Prospecting

Figure 7-1
Calling and Closing

Most cldses aren’t made
until later cails.
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Resources for Sales Reps

Here is a brief list of online sources.

General Company, Industry, and
Geographic Information

Hoover’s Online: www.hoovers.com:
Timely and detailed information on
more than 50,000 public and private
companies.

Galileo Internet Resources:
www.galileo.usg.edu/cgi-bin/homepage.
cgi?_cc= 1&_id=42315782-1120302296-
0115

A listing of company directories and
other competitive analysis sites on the
Internet.
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Michigan State University’s MSU-CIBER:
hitp://ciber.msu.edu/busres.htm: :
. . '

U.S. and international news and !
- '

periodicals, statistical data and |
information resources, international :
trade information, company directories, '
¥

and much more. :
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Corporate Information:
www.corporateinformation.com
Provides U.S. and international company
information, including research reports,
company profiles, earnings information,
and analyst reports. '

Public Record Databases:
www.searchsystems.net

Private comnpany r€sources, compiled by
Pacific Information Resources, Inc.

Investigative Resources International:
www.factfind. com/database.htm

Links to searchable databases and
research sites, including newspapers,
journals, NGOs, privacy and security .
information, open-source records, public
agencies, legal information, and more.

1J.5. Census Bureau: www.census.gov:

A wealth of information on everything
from state demographics to average sales
of businesses in your commuriity to stats
compiled in the 1997 economic census.

Federal Statistics: www.fedstats.gov:
The gateway to statistics from over 100
11.5. federal agencies.

Corporate Annual Reports and Financial
Information

Barrom’s Annual Report Service:
http//barronsonline.ar.wilink.com/asp/
BARS5_search_eng.asp

A service that gives you access to annual
reports, for select companies, provided by
World Investor Link and Barron’s Online.

SEC’s Edgar Database: www.seC.gov:
A database of annual and quarterly
reports of all publicly traded companies.

State-Specific Data

State Data Center Program:
www.census.gov/sdc/www

A cooperative program between the
states and the Census Bureau, The
Business and Industry Data Center
Program, also found here, is. intended to
meet the needs of local business
communities for economic data.

Whatever the product or service, the salesperson should spend time assessing
prospect need. The automobile salesperson should find out about prospects’ cur-
rent cars—make, year, model, and what they like and don’t like about them, The

salesperson might also ask about the size of prospects’ families and 'whethf:r ﬁhiy
use their cars for both recreation and work. Answers. to these questions will i p
salespeople decide which of their models‘will best satlsz. prospect neqd. IOne(s};tLe)s
representative for the Institutional Division of Economics Labf)ra'for“){; n];:.Cl 5
has a unique method of determining prospect need. ﬂe calls it hl'S ac c;lor

method. Whenever he makes an appointment for selling one of .hlS dishwashers
to a restaurant or hotel, he enters through the back doc?r. By going through tl_le
back, he can look at the setup in the kitchen area, examine s’om.e glasses apd sil-
verware for cleanliness and spots, and see which competitor’s dishwasher is cur-
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rently installed. In this manner, he can decide if need is present and, if so, show
through tests how EL’s equipment will solve these problems. :

7-1b Can They Pay for It?

There is not much point in spending time with prospects who cannot pay for the
product or service. The automobile salesperson might ask about clients’ occupa-
tions and the amount of their current car payments. Showing them a $45,000 car
they cannot afford makes little sense. They might want the car desperately, but they
aren’t legitimate prospects. All too many salespeople evaluate clients by their ex-
pressed desire rather than by their ability to pay.

When selling to the industrial market, sales representatives will find it worth-
while to check with credit rating services such as Dun and Bradstreet, the Better
Business Bureau, chambers of commerce, banks, or other sources.

7-1c Do They Have the Authority to Buy?

The salesperson must be sure to call on prospects who have the authority to buy.
Often, this is not easy. When selling e-learning via the Internet (MIS or “soft skills”
training), salespeople may have problems determining who is the primary decision
maker. In larger companies, decision-making power may lie with the vice president
of corporate training, the human resources manager, or both. Very rarely does the
chief executive officer become involved—they may not even use PCs. In some in-
stances, especially small and medium-size companies, the decision often rests with
the owner of the company. Now, there is the additional problem of outsourcing, in
which companies hand over broad swaths of activities, such as their finance, hu-
man resources, and IT departments, to outside companies. Software vendors, for
example, might call on who they think would be a prime customer for their prod-
uct, only to find out that it has been outsourced to a company handling IT services
for a number of organizations. Tt then becomes problematic to identify and con-
tact these buyers, who are in a position to negotiate and buy in volume at large
discounts. _
Some advise beginning at the top of the organization, even the CEO, because it
is far easier to move down the hierarchy than up it. If you're dealing with a mid-level
managet, how do you say, “I need to talk with your superior, because I have learned
that you really don’t have final authority”? The answer, of course, is that instead you
can tactfully ask, “Is there anyone else I need to talk with about this purchasing de-
cision?” However, there is no guarantee that the mid-level manager will do so, or
even realize or admit that he or she does not have full authority. It is easier, though
easier said than done, to start at the top, firmly identify the decision maker, and use
his or her referral for an appointment. Is an underling going to refuse a request for
an appointment suggested by a superior?

To return to the example of Ron Friendly, Ron will have to determine Mercy
Hospital’s balance of power between surgical personnel and the purchasing de-
partment. If the former have the most power, Ron can concentrate on demonstrat-
ing the technical advantages of his uniforms. On the other hand, if purchasing has
more control over the decision, Ron will face a difficult task. Price, not quality, will
influence the purchasing people.

Unfortunately, there are no definite ways to identify the key decision maker con-
sistently. If one is able to call on the president, for example, identifying the
decision makers should not be a problem. Oftentitnes, users of the product or service

Successful Prospecting
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Figure 7-2
Prospecting Records

can identify who is a decision maker, if not themselvts:s. 3M’s popular Post-lti® 1_:rrad;f
no headway with executives until 3M began promoting the produc‘.c tg secrAen a‘nf(:isl.ls_
the salesperson is still unsure, sometimes a Cal’lti.ld, d1recF app¥oach is et:;c. in u
trial machinery sales representative might ask, Mr:‘Whﬂe, will you be the o?ile“_:}n\’h t
ing the decision, or will others be involved?” Or, .Who do you reptci)lrt t];).d et?”e;t
budget do you have responsibility for?” ‘”Wh(? else is r.espon51ble fo:j1 that alil ger.son
is quite possible that Mr. White is not the major decision maker, and the salesp

needs to get to who is.

7-2 The Importance of Prospecting

Selling works by the law of averages. Good salespeople know thfc':it a gweg fnulrnbef
of calls will result in a certain number of orders. They plan accqrdmgly and feel con
fident that the law of averages will eventually produce the desired results. .y
The law of averages, however, works onljf when there are enough qualifie \
prospects for the salesperson to contact. Accodegly,. the salesperson mus}: pro}slptel;:e
continuously and persistently. Neglecting this area is dangerous, eve;lh t ()11;1g(ri fhe
consequences may not be immediate. When current prospects are eT ;u; et, "
salesperson is left in the unhappy position of starting all over again. The irs Tsh;;
in successful selling, then, is to make prosplelc];mg an :m.tor(iilatm daily activity. Tha
flow of qualified prospects will be maintained. .
way,:l:ltli)ajgh persist(elnce will IP;ring results, s.alespeople. can inc,:rease thlelr liucc:;s
even further by improving the quality of their prospecting. Let’s take a Eo act1 he
numbers to demonstrate this. Suppose we have a salesperson who hgs collected the
names of 20 potential prospects. Of these, 10 turn out to bg qualified pr?sp%i§.
Three mterview appointments are made, from which one sale of $500 results. ‘1 his
is i d in Figure 7-2. .
° ﬂhﬁgf:tesupposi that the same salesperson improves -the qléahty c;f ‘1c;he1
prospecting effort. As depicted in Figure 7-2, from another boc'ly 0 23 PS](T 1tao
prospects, 15 turn out 10 be truly qualified as to need, a.ut'horlty3 and abili yde
pay (in fact, they are able to pay more). From these 15, 5 Intervicws are ma &
and 2 sales of $1,000 each result. In this instance, the §alesperson 'has increase
dollar sales some 400 percent through better prospecting. Even u.nthout a:in 1r1n—
provement in persuasive ability, the salesperson has dramatically increased sales

volume.

A better prospecting record

e T e T A T

7-3 The New Technology of Prospecting

Before discussing specific methods of prospecting, it is important to first indicate
how dramatically technology has transformed sales and marketing, especially
prospecting. The relatively low cost of Internet services, telemarketing, and of sales
and marketing automation makes it possible for any company to compete at a sig-
nificant savings in time and money. Accordingly, sales organizations will require
fewer high-paid “closers.” :

Obviously, the more salespeople prospect, the more business eventually comes
in. However, most salespeople dislike the forbidding task of finding the names of
decision makers, writing letters, and following up with telephone calls, not to men-
tion being rejected eight times out of ten. The more senior the salesperson, the less
willing he or she is to prospect. The result: Most organizations don’t do enough
prospecting.’ .

One reason the new technology is so successful is that it divides responsibility
for these five basic steps of the selling process: identifying a decision maker, mak-
ing contact through letters or phone calls to get an appointment, making the
presentation, closing the sale, and maintaining the customer. With traditional
marketing, the same people perform all five tasks, but new marketing technology
allows stratification of the sales force, often using part-time employees to do the
basic job of identifying decision makers. In many cases, a junior salesperson fol-
lows up on sales letters and calls to get appointments. Making presentations and
closing the sale, however, is generally reserved for high-level salespeople. Depend-
ing on the status of the account, postsale contact often is shared by junior and sen-
ior salespeople along with customer service representatives. For example, when
Xerox rolled out DocuShare, its new web-based knowledge-sharing product, the
amount of lead generation needed “outstripped our capacity,” stated Mark Sim-
mons, general manager of Xerox Corporation’s Customer Care Center in Palo
Alto, California.® So Xerox turned to Techmar Communications, which supplied
outsourced salespeople who help prequalify leads and create prospect relation-
ships via telephone. These telereps encouraged prospects to download a limited
version of DocuShare from the web, enabling them to demo the product before
making a decision. “By helping prospects try the product first, [the telereps were]
making them more excited about it,” Simmons explained. These expanded capa-
bilities have paid off for Xerox, which is seeing a doubling of business [for
DocuShare] on a quarter-by-quarter basis,

Sales automation software, whether “contact management” or more sophisti-
cated customer relationship management (CRM) programs with database analysis
capabilities, makes it easy and inexpensive to enable the sales force for automated
prospect-tracking. The key processes to be automated include keeping track of po-
tential prospects by source, buying qualifications, and timing; communicating with
potential prospects at the right time by telephone or mail; and tracking what hap-
pens to each prospect over time.

With these programs, salespeople maintain prospect information on their laptop
computers and regularly upload information into a central database. Every contact
with a customer should be regarded as an opportunity to get more information to
serve that end. Once the organization has the appropriate software and hardware,
every contact with the prospective customer should be entered into the database.
Analysis of the database allows identification of only those prospects with the highest
likelihood of buying. Prospective customers are so barraged with information and
have so little time, they show little interest in any marketing pitch unless they’re in a
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buying mode. Under these circumstances, the new technology works well because it
is dedicated to addressing the optimal prospective purchasers at just the right time.

CRM software collects and interprets customer-based data from internal (mar-

keting, sales, customer support) and external {market research, competitive intelli-
gence) sources. It allows for better customer service by giving every employee the
complete history of a customer’s needs, problems, and purchases and targets po-
tential sales by identifying the most lucrative customers and designing products for
them. Mercedes-Benz successfully implemented CRM across its European divi-
sions. The main driver was to understand the customers and offer them an indi-
vidualized experience of consistent quality and to shift from mass marketing to
one-to-one marketing. Mercedes-Benz now has a database of 10 million Furopean
customers whom it can contact individualty and has improved customer retention
and loyalty through improved customer care and insight. Sales effectiveness and ef-
ficiency also improved. Loyalty rates across Mercedes-Benz’s markets in Europe are
expected to rise as a result.

Moreover, once a sale is made, relationships can be built with these customers,
who are more likely to buy again (if satisfied) with much lower costs than prospect-
ing for new customers. Marketers that want to build genuine credibility use the fol-
lowing relationship-building strategies, varying their selection according to the
economics of the product line and the number of potential customers: newsletters;
special offers and promotions tied, if possible, to the level of loyalty; eligibility to
participate in special sponsored events or “customer councils”; exclusive informa-
tion services via the Internet; and access to advanced levels of education in the field.

Improved technology has transfigured prospecting.

7-4 Prospécting Methods

Over the course of time, salespeople have developed numerous methods for gener-
ating prospects. The following discussion of methods is by no means complete;
there are probably as many variations of prospecting methods as there are sales-
people. But the discussion does include most of the major recognized prospecting
techniques. These can be discarded, altered, or combined, depending on the needs
of the individual salesperson. The type of selling position will greatly influence this
choice. An insurance salesperson might be able to use almost every method, while
a business machines representative would be much more restricted. Whatever the
final choice, the sources of prospects discussed here are as follows:

1. Friends and acquaintances
2. 'The endless chain
3, Centers of inﬂlience
4. Noncompeting sales personnel
5. Cold-calling
6. Observation
7. Lists and directories
8. Direct mail
9. Advertising
10. Seminars
11. Telemarketing
12. High-tech prospecting
13. Inactive accounts
14. Trade shows

7-4a Friends and Acquaintances

Frlends.and acquaintances constitute a rich source of prospects. Much of the busi
ness written by beginning insurance agents and securities brokers comes from eo:
ple they knew before they entered the business. Industrial salespeople are likef to
devel.op acquaintances and friendships after selling for awhile, and these frie,{lds
pro?rldt? sources for leads. Bankers, trade association personnel a,nd members of or-
ganizations such as the chamber of commerce represent 'oth’er valuable acquai
tances for industrial sales representatives. ' A
A helpful technique for building prospect lists from friends and acquain-

tances is for salespeople to ask th « i »
reoale froom: peop sk themselves, “Whom do I know?” They may know

A previous job

Schools and colleges attended
Hobbies and sports activities
Participating in public service organizations and charities
Their neighborhood

Their church or other religious organization
Organizations of which they are members

NoOWAWN

Once such 2 list is developed, it is important to update it periodically as the
salesperson continues to meet new people.

7-4b Endless Chain

An t?sp_ecially valuable method of prospecting is the endless chain. After each in-
terview, thf: salesperson asks the client for the names of other people who might be
interested in the product or service. As Figure 7-3 depicts, it does not take lfn to
develop a lengthy list of prospects. A first interview may provide the names of %wo
other prospects; two more names may be obtained from each of them for a total of
four; these yield eight, and so forth. When asking for leads, the sales representative
does not Iéecessarily have to have made a sale, although it certainly helps. Even if the
g?;;%zc:wﬁzs élst need the product or service, the salesperson can ask for the names
The endles:c, chain is especially valuable in the sale of intangibles such as insur-
ance and sef:urlties, but it is also useful in industrial selling. Executives in the same
type of business or with the same professional specialty are in a good position t
know of other prospects with similar needs and problems. ’ °

X
’ ABC Co.
) / \
X
Acme Co. XYZ Co.
X X X/ -\x
Bonduwell Co, Smith Co. Jones Co, Spanbauér Co.
/ \ /N /N
X X X X X X X X
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endless chain

A method of prospecting in
which the salesperson asks each
client the names of other
people who might be interested
in the product or service.

Figure 7-3 -
The Endless Chain -




The endless chain method requires the use of referrals. That is, in making the
next call, the salesperson can use a name from a previous interview. The feft‘arl."al will
gain the salesperson more immediate acceptance from a prospect and d1lm'1¥nsh t.he
chances of a quick refusal. Salespeople with referrals carry more credibility with
them and feel more confident because they know more about the prospect and may
already have been able to do some qualifying. .

The prestige of a referral is not to be underestimated. Two. sales representatives
of equivalent expertise may call on the same prospect, but if one bears referrals
from the prospect’s acquaintances, this salesperson will have a greater chan(.:e for
success. Prestige and credibility have a dramatic effect on the outcome of. an inter-
view, and a referral strengthens credibility. When a sales representative 1s recom-
mended to a buyer, the salesperson can be assured that the interview will occur
under favorable circumstances. . .

If possible, it helps if the salesperson can secure an introduction by er‘naﬂ, let-
ter, card, telephone, or luncheon meeting. A personal introduction, especially at a
luncheon meeting, is perhaps the best means of referral, but it is difficult to set up.
A telephone call may be easier to get and is probably as effective as a letter, because

wheel, Research has demonstrated that the adoption of a product or service first re-
quires trial by an innovative group of firms or individuals who relate their experi-
ences to others. This has been found to be true for physicians in the adoption of new
drugs and for farmers in trying new seed hybrids. In business, centers of influence
are also important. It is critical to secure adoption by an innovative firm so that oth-
ers may see the new product in operation, Once this occurs, rapid adoption usually
follows.

Centers of influence may be found in four areas: the business, social, political,
and religious realms. A few places to find these key people are trade association
meetings, trade shows, or any business-related social event. They may be someone
who is well respected because of financial expertise—a bank officer usually has
prestige and contacts with businesspeople, borrowers, and depositors. An owner of
a business employing many workers would also fall into this category. Prominent
accountants, attorneys, and consultants constitute additional business centers of
influence. : '

An office-furniture salesperson can use centers of influence by cultivating the
managers of large office buildings, who tell the salesperson what firms are mov-
ing in or out. Chances are the firms will need new furniture. CPAs are centers of
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]! : : the caller’s enthusiasm will be evident in his or her voice. Once you get the referral,

Al , it’s not sufficient just to say “thank you” and leave. After calling the referral, report influence for financial sales reps. Calling them, rather than poténtial clients

back to the person who gave it to you. 'Tell your referral source how things went,
whether the person was interested, whether you closed a sale, or even whether.there
was no interest. Reporting back to the source of the referral keeps that personin the
loop and increases the chances of receiving yet others from them.® ‘ .

Using the endless chain method, salespeople may eventually bul‘ld .the1r own
“nest” of prospects. Nest prospecting means prospecting and selling w1th1rl1 a group
until the salesperson is sufficiently well known in that group to be cc'>ns1dered its
own sales representative. An insurance salesperson, for example, might become
known as the agent for all the dentists in a town. Nests may be composed of any
people with a common set of interests: the employees of a store or pllant; pgople in
the same business (e.g., building contractors, store owners, and service station op-
erators); people in the same profession (e.g., druggists, doctors, lawyers, teachers,
and accountants); or members of the same social, civic, or religious group. ]

As might be expected with the rapid development of technology, “social net-
working” software exists for discovering referrals. A sales rep, for example, mlght
struggle to get in the door at A-Plus Client, Inc., but every time he or she appro'aches
them, all they get is a“Thanks, but no thanks.” Then the rep discovers that Sally in ac-
counting went to college with the CFO. Had this been known earlier, the deal rmght
have been closed. “Selling through relationships is a thousand times more effective
than cold-calling” according to Boston-based Contact Network Corporation, a
maker of software that collects data about your company’s “social network” to ex-
pand the salesperson’s circle of potential customers. Contact Network’s software does
its job by scanning a firny’s email logs, contact databases, and online resumes. When
the name of a prospect is keyed into the software’s search engine, a list of people who
‘know someone at that company appears on the screen. The salesperson can then
email colleagues to get the low-down and reference for the company before calling,’

themselves, yields many more referrals. Centers evolving from social position in-
clude officers in the local country club; members of local school boards, hospi-
tals, and charities; and people with old, respected family names. Those involved
in church affairs—ministers, rabbis, priests, and presidents of church clubs—
represent religious centers of influence. Politicians also are not to be ignored as
centers of influence.

A referral from a center of influence is especially effective because of the au-
thority it carries. The principle of a “power lead” operates here. When the name of
the president of a company is employed in selling to a subordinate in the organiza-
tion, leverage is obviously increased. Similarly, referral by the president of the local
bar association is sure to carry much weight with a younger, less established attor-
ney in the community. : :

Be sure to stay on their minds. If you find an article thata center of influence might
enjoy, send it. Send them something every month as a reminder; a notepad with your
name and picture on it that sits on their desk acts as a constant reminder. Send them
leads. That way, reciprocity on their part is impelled. Send a handwritien thank-you
note whenever you receive a lead from them, regardless of whether it ends in a sale.

7-4d Noncompeting Sales Personnel

Salespeople for noncompeting products are an excellent source for getting prospect
names. These sales representatives are likely to have information on new business
openings, changes in personnel, and other kinds of valuable facts. Noncompeting
sales personnel can strike agreements to exchange information, the operating prin-
ciple being “you scratch my back, and I'll scratch yours.” A computer salesperson,
for example, can agree to exchange intelligence with a copying machine represen-

tative. A salesperson stocking detergent can learn much from salespeople stocking

\ centers of influence . the panty hose display at the same supermarket. Even without a formal arrange-
P‘““’ﬁir‘f}ﬁ;ﬁgﬁi‘iﬁﬁﬁi their 7.4c Centers of Influence ment for exchanging information, the observant sales representative can learn
position, ) -

much by listening to other salespeople waiting in the reception room of the pur-
chasing agent’s office. Whenever and wherever you meet a noncompeting sales rep-
resentative, the opportunity for prospecting should not be lost.

accomf;?f;“;;::&i:iﬂ ore than Centers of influence are people who, because of their position, responsibility, ac-
personality,

ordinary influence and can complishment, and personality, exercise more than ordinary ir.lﬂuence. They are
direct salespeople to prospects. opinion leaders, with their influence radiating in all directions like the spokes of a
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cold-calling

Method of prospecting in
which the salesperson goes
door to door, office to office, or
factory to factory searching for
potential clients face-to-face.

7-4e Cold-Calling
At one large business machine company, beginning salespeople are givena small fax ma-
chine and told to go prospecting office to office. This describes the cold-calling method
of prospecting. A sales representative identifies a geographic area where prospects are
likely to be found and starts going door to door, office o office, or factory to factory.
Certainly cold-calling has worked effectively for the securities firm Edward D.
Jones & Company. Jones forgoes big-city offices, instead choosing sites such as
Spearfish, South Dakota; Whitefish, Montana; and Festus, Missouri. The firm assigns
only one broker to an office, so he or she has to hustle hard to succeed. It also places
its sales representatives in towns where they have not grown up, finding it easier for
the rep to become known as a financial expert if he or she is not remembered there
as a schoolchild. To ensure that the broker does not sit in an office waiting for busi-
ness to come his or her way, Jones does not even give reps an office until they have
made a thousand cold-calls on local residents.'*

Quite often, however, the cold-call will result in an appointment ata later date.
In this respect, the cold-call may be more effective than a phone call, because it is
easier to turn down a salesperson over the phone than in person. As one sales rep
for a commercial real estate firm indicates, you learn a lot by just chatting with the
receptionist in person, rather than over the phone, such as how long the company
has been in the office, how well the employees like the setup, whether there’s talk of
moving to new space because it’s a tiny office where employees are tripping all over
one another. Also, this sales rep comes away with the name of the decision maker
and, when he calls on the phone; he’s remembered because of his visit."” But there
is no question that cold-calling is time-consuming; calling over the phone can cover
a lot more ground than canvassing in the same amount of time. Considerable time
may also be spent in qualifying, since the sales representative typically cold-calls
with little if any information about prospects.

For maximum success, the salesperson should be selective in choosing areas for
cold-calling. The insurance representative should select a subdivision with moder-
ate to expensive homes, since calling in poorer areas is unlikely to result in many
sales. The copier sales representative should call in an area with many business of-
fices, especially large ones where multiple orders are likely. For salespeople with
more specialized products, it may be advisable to secure a list first. A representative
selling to air-conditioning contractors, for example, might look in the yellow pages
to identify those to be canvassed.

At the end of a cold-call, the salesperson should be sure to leave a business card.
The more cards that are given out, the more sales will result. Some people who are not
interested during the cold-call might develop interest later. It is also important to ask
for referrals when cold-calling, as this adds to the total number of leads generated.

Cold-calling is not effective in the sale of all products and services. It is valuable
with tangible consumer items in general use (such as encyclopedias and cutlery)
and in industrial selling for standard items such as copiers, calculators, and faxes.
But for the sale of specialized products, cold-calling may be an inefficient use of
time. A sales representative selling spindle-forming machinery to the woodworking
industry, for example, will not find cold-calling very productive.

7-4f Observation

Prospecting by personal observation basically involves looking around for the type
of prospects needed. A salesperson selling roofing, for example, can drive down the
street looking for homes with missing shingles. A real estate agent can drive around

T e

looking for homes with “For Sale by Owner” signs in the front yard. Even when not
intentionally looking for prospects, salespeople should be alert for any information
they might overhear in conversations. An insurance salesperson, for example

should be alert to mentions of weddings, births, and other sales opportunities. T<;
maximize the chances of obtaining such information, sales representatives can fre-
quently change the places where they eat, shop, and have their hair cut.

_ Qne consultant has even added high tech to observation prospecting. Driving
in his car, noticing substantial companies in office towers, he plugs his IBM note-
book PC into his car’s cigarette lighter and his cellular phone into the computer and
starts faxing letters to the training department of each business he passes. He waits
a few minutes and then follows up with a phone call. “I’m in my car next to your of-
ﬁce,” he says, “and [ was wondering if I could stop by and introduce myself.” In one
instance, the training director walked downstairs to see the salesperson for himself,
In most, he arouses enough curiosity to secure a subsequent appointment.

- Some salespeople enlarge on the observation technique by using sales associ-
ates or “bird dogs,” as they are sometimes called. An automobile salesperson might
make arrangements with service station personnel or car insurance salespeople to
provide leads in return for cash bonuses. Some companies even use junior sales rep-
resentatives to cold-call areas and set up appointments for senior salespeople.

Because they are in a position to recognize when equipment needs replacement,
company service personnel are excellent bird dogs. They will also be able to do some
advance qualifying for the salesperson, because they will have a good idea of the cus-
tomer’s need and financial ability and may also know who in the organization should
be contacted. One Des Moines office-supplies sales rep says, “My personal sales force

is made up of about 20 people.” This includes data-processing service engineers, .

office-machine repair personnel, and vending-machine service people. Smart sales-
people take pains to be on good terms with service people.

7-4g Lists and Directories

When salespeople take over a territory, their company usually provides them with
a list of customers. Although this represents a valuable starting point, the sales rep-
rese:ntative should be aware of other sources: newspapers, trade publications, and
various commercial lists and directories.

Newspapers provide a wealth of leads. Just think of the features that regularly
appear in local newspapers: '

Births

Weddings and engagements

Society news

Changes in management and promotions
New arrivals in town

New businesses starting up

Real estate information

Building plans and permits issued
Community events and participants

‘All of these may signal the need for products and services. The start of a new
business provides opportunities for the sale of office equipment, fixtures, and fur-
niture. A birth or wedding probably indicates a need for increased insurance. The
award of building contracts provides leads for construction-equipment salespeo-
ple. The leads generated from the newspaper are limitless. Looking for such leads
can be outsourced also. Robert Smith, the owner of Robert Smith and Associates, a
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publicity and venture-capital-raising firm in Rockford, Illinos, recently discovered
a way to pinpoint customers who would need his services. He uses a media clippings
service, CyberAlert.com, to receive emails of articles that contain his chosen key
words: “IPO” and “raising capital funding” Smith takes those stories (about 45 a
day), locates the company’s CEO through a search engine, faxes an introductory let-
ter, and often hears back the same day. “T have a letter that’s headlined, ‘Get up to
$40 million in funding’ Then the first line says, ‘1 read about you in X publication’
And ] offer a free consultation with the first letter. I've had calls back within 10 min-
utes of faxing a letter;” Smith says. Since using this tactic, Smith’s sales have shot up
from one deal a quarter to two deals a month, averaging $50,000 apiece—all for a
service that costs him $19.99 a month."

Commercially available directories and lists, whether printed or on the Inter-
net, represent yet another source of prospect information. The telephone directory,
both regular and classified, furnishes many leads. Because it is organized by prod-
uct or service, the classified section is particularly valuable to the salesperson. It also
lends itself to creative use. For salespeople interested in new businesses, a compar-
ison of two consecutive years’ phone books reveals much. The city directory is valu-
able in providing a list of businesses and individuals by address on a street-by-street
basis. A state industrial directory supplies a listing of industrial firms within a state
by geographic area, by product or service, and in alphabetical order. Specialized lists
are also available for purchase from commercial reporting organizations. In the pa-
per industry, for instance, Walden’s Book of Manufacturers lists all manufacturers of
paper and flexible packaging.

It also is relatively easy and inexpensive to secure highly selective computer-
generated lists. Donnelley Marketing in Oak Brook, Iilinois, maintains one of the
largest consumer databases in the country—85 million names, complete with exten-
sive profiles on buying habits and more. An example of what can be accomplished
with such lists is illustrated by a recent promotion sponsored by the Milwaukee divi-
sion of Ford Motor Company. Ford mailed Taurus test-drive invitations to 10,000 area
drivers, offering to deliver the cars to their front doors, if necessary, and pick them up
later. The upscale invitees had to meet six qualifications: residency in the Milwaukee
metropolitan area; 35 to 55 years of age; a minimum household income of $60,000;
employment as a doctor, lawyer, high-level executive, or business owner; driver of a 2-
10 4-year-old car; and married. R. L. Polk & Company of Taylor, Michigan, generated
the list from its Totalist file, which profiles 90 million households nationwide."

Donnelley will even take a file of 200 of a company’s customer phone num-
bers and

¢ Analyze their customers.
e Tell how many new prospects there are in the geographic area of your choice.
e Generate a $99 report.

7-4h Direct Mail

Prospecting by direct mail can be an effective method. Prospects are mailed a letter
inviting a reply if they are interested in the product or service described. Though re-
sponse rates are typically low, direct mail can still be valuable. Even if only one or
two sales are made for every hundred letters mailed, the costs are such that direct
mail can be profitable, particularly for expensive products or services.

Response rates will never be-high with direct mail, but several methods exist
for improving the percentage of returns. When composing a letter or postcard, it
is best to personalize it. 1dentifying the prospect by name is a good idea, because

no one likes to receive mail addressed to “Resident” or “Occupant.” Market re-
search among personal computer buyers shows that between 60 and 80 percent of
them will read a letter addressed to them by name (the range being due to how
much the letter looks typed, at the top end, or obviously word-processed, at the
lower end), whereas less than 40 percent will read one addressed to them by title,
and only about 20 percent will read one addressed to the company. Personally
signing the closing of the letter is helpful, and, if numbers permit, writing post-
cards by hand is desirable. Specializing the message for a particular type of recip-
ient helps. When mailing to newlyweds (see Figure 7-4), for example, the letter
might begin, “May we see you after you return from your honeymoon, please?”
Note that immediately thereafter, the writer “fires the biggest gun first” That is,
without delay the sales rep gets into the typical needs young clients might have
about life insurance and its benefits.

1t is a good idea to include a “P.S.” at the end of the letter. That little addendum is
th¢ most frequently read part of a letter, according to several industry surveys. You
should put your most important selling point or notice of a timed offer there. In fact,
the time limit on any offer need not be mentioned anywhere else in the letter. A major

-

THE EVERLIVE INSURANCE COMPANY

John G. Smith, Special Agent
January 2, 2008

Mr. Mark Anderson
666 Main Street
Rockford, IL 66660

Dear Mr. Anderson: _
| understand that you and Pamela Larsen recently became engaged.

Many young couples I've spoken with have fold me that | was able to answer their
guestions about life insurance, questions such as: "‘Do we really need life insurance?,”
"How does it work?," "How much does it cost?," and "Will the money be refunded if |
live beyond age 657" I've ‘also found that many couples hesitate to ask about life in-
surance for fear an agent will try to sell them something they don't understand, can't
afford, or don't know if they want it.

Whenever | visit an engaged couple, | do four things: | show them how life insurance
works; | answer any questions they may have; | explain how they can buy some life
insurance now, if they're interested; and | explain how they can receive up to $5.00 or
more at age 65 for each $1.00 invested.

When you do buy life insurance, Mr. Anderson, you'll be-investing money you eamed

by hard work. Doesn't it make sense to find out as much as you can about insurance

now, so that when you do decide to buy some you'll make a well-informed decision? |
hope your answer is yes.

Fill out the enclosed card to receive a free appointment calendar for 2006 and
schedule an appointment for us to meet and decide if | can be of any service to you
and Ms. Larsen.

Sincerely,

John G. Smith

P.S. Rates are really aftractive for those under 25. Now is the time to purchase in-
surance while it still is cheap!

Successful Prospecting
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contact management software
Software that facilitates keeping
track of potential and current
customers, including their
purchase history.

purpose of a sales letter is to get the reader to do something, no matter how small a
step it is. Some ask for an immediate order, but big-ticket and complex items often ask
the reader to send for more information or to authorize a call by a sales representative.

Try to persuade the reader to take immediate action. Too often, people who
read sales letters put them away so they can act on them later, and then they never
get back to them. So you need to convince readers to act immediately. Guarantees
of a delivery date, discounts for orders placed by a certain date, prizes or special of-
fers to the first group to respond, a free trial, an unconditional guarantee, or a no-
strings-attached request card have all proved successful.

A sample letter incorporating some of the preceding suggestions is presented
here. Would you expect the techniques to increase the rate of return?

Repetition and follow-up procedures increase the rate of response. Some au-
thorities recommend at least two mailings to each prospect. With the large amount of
commercial mail received by most people, multiple mailings may be required before
the message has an impact. Follow-up with other methods helps. A letter or postcard
makes an excellent preconditioner for follow-up contact by telephone or in person.

Of course, these days the direct mail process is easily automated with the ubiq-
uitous contact management software available, such as ACT!, Telernagic, and Gold-
mine. (A demo for ACT software can be seen at www.act.com/products/2005/
demo/?campaign=h_ctal.) Templates can be designed for each target market (and
even personalized for individiial customers) and addresses mail merged, so that let-
ters are printed, including the envelopes, and mailed in quantities that would have
taken days or months 20 years ago. It is also possible to substitute faxes for letters
these days. In a fraction of the time it takes to mail out prospecting letters, contact

" management software allows the salesperson to transmit “broadcast” fax over com-

puter modems. In composing the fax, all of the rules regarding writing a prospect-
ing letter also applies. It is important to have the specific fax number of the desired
prospect. The Telephone Consumer Protection Act of 1991 (TCPA) and Federal
Communications Commission (FCC) rules prohibit sending unsolicited advertise-
ments, also known as junk faxes, to a fax machine. This prohibition applies to fax
machines at both businesses and residences. An unsolicited advertisement is defined
as “any material advertising the commercial availability or quality of any property,
goods, or services which is transmitted to any person without that person’s prior ex-

press invitation or permission.”*?

7-4i Advertising
Many large companies make extensive use of advertising to develop prospects for
their sales forces. A coupon may be provided at the bottom of a magazine ad for the
reader to mail in and receive information. Industrial trade magazines usually include
a section in the back where the reader can check a box to receive more information
from the advertiser. The “bingo” card at the back of the magazine will often include
a phone number instead of a return mail address. When the number is dialed, a user
follows a series of voice prompts a voice mail system. The caller can select one or
more documents or a complete catalogue to be mailed. A caller can also be prompted
for his or her fax number and the requested document sent within minutes.
Although advertising can generate many leads, it may take considerable time for
salespeople to qualify them. One example of a qualifying procedure is that of Micro
Motion, a $200 million company based in Boulder, Colorado. Leads are generated
from trade publication advertisements, direct mail campaigns aimed at purchasing
managers, and trade shows in such target industries as chemicals, oil, and pharma-

ceuticals. These leads are followed up with a personalized letter from Micro Mo-
tion’s director of marketing and a questionnaire asking for information on the re-
spondent’s purchasing authority, time frame, and budget. Letting people reply
themselves proves their qualifications. If a prospect asked for information and was
sent a questionnaire, but didn’t return it, why would a salesperson be given that lead?
Upon receiving the returned questionnaires, answers are categorized into leads by
interest level. Prospects who are very interested in purchasing a Micro Motion prod-
uct, or who request more information, are categorized as “hot” All hot leads are sent
back and forwarded to the appropriate salesperson.'® Last year the program spurred
a 3 percent increase in sales, or about $180,000 in additional revenue.

7-4j Seminars

Long used in the sales of intangibles such as insurance and securities, seminars are
used by more and more companies for prospecting. Without question, they have a
number of advantages: They maximize time by presenting to more than just one
prospect, there is a guaranteed amount of time for a presentation, there is the pos-
sibility of attracting some prospects who are difficult to see by personal appoint-
ment, and they come prequalified (i.e., if they come, they’ré interested). A seminar
also can bring together prospects and satisfied customers.

The best site to choose to maximize attendance is usually a neutral one, such
as a hotel, restaurant, or college. Having a seminar at a company’s office, for ex-
ample, will deter many prospects from attending. Also, offering the seminar on
two consecutive days increases the number who will attend; those who are unable
to attend one day might the next. The best way to get prospective customers to at--
tend is by using a 3-step approach of direct mail, phone follow-up, and last-minute
reminder:

1. Mail out written invitations, with postpaid return response cards enclosed.

2. After allowing sufficient time for response, follow up with telephone calls,
asking if the invitations were received. To those who respond that they have
not received the invitation, the phone call provides the salesperson with a
chance to solicit their attendance with an explanation of the benefits of
attending. If they say they aren’t interested, the salesperson has one more
chance to enumerate seminar benefits.

3. On the day before the seminar, the seminar holder can call prospects who
have expressed an interest in attending and remind them of the date and time.

The sales presentation at the seminar should be professional, with high-quality
audiovisual aids and eye-catching demonstrations. If there are no more than 15 to
20 people in attendance, asking each attendee what he or she wants to learn from
the seminar will optimize attention by enabling the salesperson to present benefits
from their viewpoint. Writing them down on a chalkboard or an overhead rein-
forces this. Inviting satisfied and enthusiastic customers to share their experiences
at the seminar provides effective endorsement of the salesperson’s product or ser-
vice, Once the formal presentation is finished, refreshments can be served, giving
the salesperson time to talk personally to as many attendees as possible.”

At this juncture, it is critical to get attendees’ names and addresses. One way is to
do a drawing for a free book, video, or cassette, asking attendees to simply submit their
business cards. Another approach is to have everyone complete a brief questionnaire.

Some companies have brought high tech to the seminar idea with videoconfer-
encing. Zimmer, Inc., 2 medical equipment manufacturer, recently demonstrated its
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inbound telemarketing
The prospect calls the
company.

outbound telemarketing
The company calls the
prospect,

new arthroscopic instruments in a delicate knee operation witnessed by 1,000 or-
thopedic surgeons at 26 videoconference sites throughout the country. In addition to
broadcasting the surgery, Zimmer produced a 3-hour program on the latest advances
in diagnosis and surgical techniques and conducted local workshops at each site.

7-4k Telemarketing

There are many forms and applications of telemarketing. The most inclusive cate-
gorization is to differentiate between inbound telemarketing and ‘outbound
telemarketing. As the terms imply, in inbound telemarketing the prospect calls the
company; in outbound telemarketing, the salesperson contacts the prospect. There
are many advantages to adding telemarketing to the marketing mix. On the business-
to-business side, with the cost of a field sales call rising steadily, telemarketing can be
a cost-effective alternative. In some cases, it can be used to replace face-to-face sell-
ing on smaller accounts. In others; telemarketers qualify leads before handing them
off to field salespeople. In both business-to-business and direct-to-consumer mar-
keting, a telephone call is more attention-getting than a direct mail piece. Also, it pro-
vides a faster response than the mail, and it is more certain: You not only know that
the call was received, but you also know when it was received. Telemarketing can be
used for many purposes. Among them are generating and qualifying leads, provid-
ing service to existing customers, managing and screening inquiries, setting ap-
pointments, announcing new products, cross-selling or upgrading existing
customers, building a database, taking reservations, and making direct sales."®

For example, as a marketing agent for insurance companies, National Marketing
Systems (NMS) has two functions. First, it recruits agents to sell insurance for the
companies with which it is affiliated. Then, it supports those agents by giving them in-
formation about the insurance companies and their products plus names of
prospects. NMS had been recruiting agents by using a combination of direct mail, ads
in industry publications, and postcard decks. Recently, the company decided to ex-
periment with telemarketing, and the results have been dramatic. “The cost-per-
contact to communicate with agents is substantially less,” says the president and CEO
of the Albany, Georgia, company. Using telemarketing, the cost-per-agent-contact is
about $6.50. That compares with about $20 per contact using direct mail, $30 per con-
tact for ads in industry magazines, and $35 per contact with a postcard deck. With
telemarketing, “the return is much better, and the quality of agents is higher”"?

The key to successful inbound telemarketing is the use of mass media advertis-
ing, direct mail, and other promotional activities to stimulate calls from prospects
and customers. By including a toll-free 800 number in its promotional material, a
company encourages consumers and business prospects to call for added informa-
tion or to place orders. If the order is not placed, sales leads can be followed up by
either additional telemarketing sales personnel or field sales representatives.

There are many examples of companies that use inbound telemarketing effec-
tively. The travel industry is replete with examples. Airlines, hotel and motel chains,
rental car companies, and other travel services have used inbound telemarketing to
stimulate reservations. Toll-free phone numbers are featured prominently in travel
advertising, encouraging customers to call for information and to make reservations.

The second major use of inbound telemarketing is customer service. Buyers are
encouraged to call with requests for product information, suggestions, and com-
plaints. Not only will inbound telemarketing help a firm process customers’ orders
quickly and improve customer service but telemarketers can also take further ad-
vantage of a customer’s call to cross-sell additional products and services. For ex-

ample, when a customer calls one of AT&T’s consumer market sales centers to ob-
tain credit for a wrong number or to correct another problem, the customer service
representative is able to examine the caller’s records and suggest “Reach Out Amer-
ica” or some other service plan appropriate for that customer.

Outbound telemarketing is the other major approach used. This involves ini-
tially contacting customers through an outbound telephone call. Many successful
direct marketers have combined two forms of communication. A direct mail piece,
for example, sent prior to a telephone call increases the customer’s receptivity to a
follow-up phone call and provides a frame of reference for the call.

Salesnet, a service bureau that specializes in telemarketing, has mounted an ex-
tensive outbound telemarketing campaign for Avis. After first purchasing mailing lists
and consulting with Avis to identify the profile of companies most likely to be inter-
ested in leasing, Salesnet puts together an effective sales approach. This accomplished,
Salesnet telephone operators, using computer-dialed telephones, phone prospects and
follow verbatim the sales approach that appears in front of them on their CRTs. The
results have been very satisfactory. Not only has valuable sales force time been saved
but more appointments have also been made with higher-echelon executives. Given
leads for quakified prospects who are already sensitive to Avis offerings, Avis salespeo-
ple find that the time it takes to close a sale has been reduced by 30 days.2’ Avis’s find-
ings parallel those of other companies using sophisticated telemarketing systems. With
a solid telemarketing program, all leads can be worked through the initial qualification
and need-analysis stages at a fraction of the cost of field sales lead qualification. And
allleads are followed up, not just the few intuitively appealing to the field sales rep.

MCI, the long-distance phone company, has taken telemarketing one step fur-
ther by scheduling the field sales force’s personal appointments, On a daily basis, re-
gional field sales managers supply the telemarketing group with time availabilities
when salespeople are not scheduled. When a telemarketer comes across a good
business prospect in Chicago, for example, the computer matches the prospect’s zip
code with the correct salesperson’s territory. The prospect is then told that the sales-
person can stop by for a visit at, say, 10 A.M. next Thursday. When the salesperson
checks the automated call schedule later, he or she finds the scheduled calls.

The most advanced forms of telemarketing are found in business-to-business ap-
plications that involve total account management. This form of telemarketing involves
consultative selling in the same way as field sales. A number of large companies, such
as A.B. Dick, IBM, 3M, Xerox, and Massey-Ferguson, provide full account services to
small accounts through telemarketing. Massey-Ferguson, a giant producer of farm
and industrial machinery, instituted telemarketing to serve 600 low-volume dealers.
Sales analysis had revealed that these 600 dealers accounted for only 10 percent of
Massey-Ferguson’s sales, but the costs of servicing them were almost identical to those
of a high-volume dealer. In addition to cost savings, Massey-Ferguson has been able
to increase the number of contacts with its smaller dealers, to improve the quality of
contacts, and to provide these dealers with faster responses to inquiries and requests.

Even in the absence of a systematic telemarketing operation on the part of their
companies, salespeople should still make extensive use of the telephone in their
prospecting. It has tremendous reach, saving much time and legwork. It is imme-
diate; it gets the message across quickly; and, unlike direct mail, the sales represen-
tative can answer objections and set up appointments. '

Perhaps the greatest advantage of the telephone in prospecting is the speed
with which calls can be made. It is realistic, even in professional selling, to make
50 calls in a day (compared with perhaps 300 face-to-face cold-calls in a year).
Moreover, as a means of making mass contacts, it is signiﬁcaritly more successful
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than mailings. The conventional wisdom is that the phone is 10 times more pro-
ductive than mailings.? The biggest disadvantage of the telephone is that com-
pared with a personal visit, it is more difficult to be persuasive with only your
disembodied voice to work with. For this reason, many (perhaps most) sales
professionals find using the phone awkward. Even the most experienced reps
find it daunting to face a cold telephone and the need to make a half-dozen
appointments.

 The Internet makes call centers more important than ever. Customers expect a
company’s website to list a toll-free telephone number. And they expect a company
that is sufficiently up-to-date technologically to have a website to have an equally
up-to-date call center with well-trained telephone sales representatives. Voice over
IP technology will allow reps to talk with prospects directly while both are online,
forgoing text-based chat.

7-41 High-Tech Prospecting

Earlier, we alluded to how technology has transformed prospecting. CD-ROMs are

helping marketers reduce the cost of personal sales while also making such calls

more valuable. What makes CDs especially attractive to marketers is their ability to

personalize—users can input data and recejve a calculation, do competitive com-

parisons, cost justify, plan, or receive advisement on the spot if a modem is available

to call the sender, Disks permit the customer to design the message through the use
of simple menus. With a disk, customers choose the price, range, color, design, per-

formance, and other special features they want to see, and they can often input data
and receive calculations, plans, or advice back. Moreover, a demo that includes
color, animation, and music is more memorable than a printed presentation. For
example, a recent CD promotion mailed to 5,000 senior executives generated a 10
percent response rate. A subsequent survey of recipients indicated that 85 percent
played the demo and 60 percent spent more than 5 minutes reviewing it. A demo
CD has a greater impact than print; in addition, the cost of producing and distrib-
uting a demo CD is competitive. The cost of paper continues to rise, while that of
CDs is falling. The postage for a demo disk is significantly less than that for sending
a comparable amount of printed information. A significant further advantage of
diskettes over print is the prospect’s ability to order the product directly from the
seller over the phone, using on-disk software and a modem.

Citicorp, in selling its Global Report to financial information users, cut the costs
of generating leads 90 percent. Originally, it sent out a direct mail piece and followed
it with presentations by salespeople; later, Citicorp replaced that method with a let-
ter offering a preview CD. When a prospect asked for the CD, a telemarketer made
an appointment for a phone interview by a salesperson. The salesperson walked the
prospect through the demo disk, stressed certain advantages, pointed out features
that might not be noticed, and answered questions. With the development of the In-
ternet, especially with broadband connections becoming more prevalent, steaming
video can substitute for a CD without the costs of CD duplication.

Another high-tech tool is email.?2 Over the last few years, targeted email pro-
motions have grown enormously. An effective email promotion drives traffic and
often generates sales. To be effective, email promotion needs to be targeted to a spe-
cific, well-defined group of prospects. Promotions for products and services with
broad appeal, such as modems or Internet service providers (ISPs), are harder to ex-
ecute profitably than those with a more focused market, such as small business in-
ventory software or horror-movie posters.

' The best email addresses come from existin g prospects, customers, and web vis-
itors. Those people are already qualified. They know your company and, if they vol-
unteer to give you their email addresses, they want to hear more from you. Building
an femaﬂ list is the most effective way to get people to return to your site after they've
visited it. Tt is also the cheapest. Just put a sign-up form ina prominent location on
your §ite. Ask visitors to provide their email addresses if they’d like free news about
additions to your site. Then send messages when you add or change your site or
your pfoducts. In addition to building your own lists, you can rent them. Rented
email lists can succeed for you if you watch for two key factors. Entries can be se-
lected by employee size, sales volume, job title, one email per company or all emails
per company, type of business, credit rating, and more. It is advisable to use only

opt-in” lists, those made up of people so interested in a topic that they have ex-
plicitly asked to receive email from strangers. Second, double-check the list topic to
make sure that it matches your category of product or service exactly.

| ‘A hlgh.-tech prospecting opportunity causing a great deal of interest among

b}lsmesses is the Internet. The Internet is the backbone of the information super-
highway. The highway itself consists of mostly “land lines.” telephone, cable, or
fiber-optic wires. The information is virtually anything—voice messages, ty;Jed
words, numbers, charts, catalogs, brochures, or even moviﬁg and talking pictures
One of the Internet’s big advantages: Three fourths of all consumers and most busi—.
nesses and nonprofits are already hooked up.

Hov.v can the Internet be useful to salespeople? Here’s a short list of some of the
ways being used right now:?

1. Targeting people searching for information about your product or service

category for much less than traditional marketing. It allows users to get

specific information on demand when they need t, any time, day or night.

Getting the names, addresses, and telephone numbers of qualified prospects

Contacting these prospects. .

. Finding out something about the prospect’s needs and plans. The Internet
represents a low-cost way to build a database of people specifically interested
in what your company sells. When your website works properly, people
voluntarily provide your company with information about themselves in a
format that’s automatically added to your database for future
communication. These are the people you really want to know: prospects or
customers keenly interested in your company or in your product or service
category. The truth is that some of the nation’s most successful sites achieve
excellent results with an annual investment of as little as $10,000.

B wN

5. Using the website as a relationship marketing tool by giving people such

things as access to proprietary information or special pricing and services.
Reward your best prospects for providing their names, addresses, and ermail
addresses. After all, their willingness to reveal information about themselves
can reduce your marketing costs. Scheduling conflicts can be minimized
because the client can choose the time to go online and observe a
presentation that employs the kind of multimedia techniques once reserved
for elaborate dog-and-pony shows. A salesperson calling on a customer can

tap i.nto the company network for the latest information on products,
applications, and prices. '

6. Taking an order from the prospect and making sure it is filled promptly and

correctly and at a lower cost. Office Depot, the largest office supply retailer on
the Internet, has found that processing an order over the Internet costs less
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inactive (“orphan”) accounts
People who have bought from
the vendor before, but
currently do not have an
assigned salesperson.

than $1 per $100 of goods sold versus twice that for orders faxed into a
customer service center. The cost impact of migrating customers to the web for
service requests is even more dramatic. “The costs of an [800-number] service
transaction is about ten dollars;” says the chief technology officer for Traveler’s
Life and Annuity Insurance. “When this same transaction is processed over the
web, it can be completed for about one-hundredth the cost.”

Along with cost savings, the other benefit of shifting transactions to the
web is freeing up sales reps from administrative tasks, like shipping catalogs
or tracking orders, to concentrate on strategic selling activities. Dell
Computer, for example, estimates that the introduction of its online Premier
Pages for its corporate clients has reduced the average number of phone calls
needed to complete a sale from three to one and a half. The focus on strategic
selling also leads to a better customer experience as salespeople take a more

consultative approach.” .

7. Capability of live chat. Visit online superstore Technobrands.com, for

example, and a coupon pops up offering an immediate discount. Click the
coupon, and yow're engaged in a live chat with a Technobrands sales rep. This
kind of personal interaction pays off big, says Joel Skretvedt, the store’s
director of Internet operations. “Shoppers who chat are 13 percent more
likely to buy something, and they spend an average of $60 more per
transaction,” he says. With Voice over Internet Protocol, telereps will be able
to actually talk with customers, not just chat with text messages.”

As one example of optimal website usage, ]. P. McHale Pest Management has as
its goal to generate leads for metropolitan New York area business via a website. To
make sure it attracted only those concerned about pests, the company created a
pest-control information service and called it www.nopests.com. It hired editors
and writers to create useful, authoritative articles on such topics as major pests in
the region, how to combat them, and the use of integrated pest management. A
“viewer” enables people to see four-color pictures of common household pests. The
site includes an ask-the-expert section, a seasonal pest update, and details about 2
free home inspection. J. P. McHale mentions the site in its advertising and
brochures and has registered it on major search engines. By following up with peo-
ple who “asked the expert” or who requested a free inspection, the company made
enough sales in four months to recover the $8,000 it spent to develop the site. Leads
continue to come in at hardly any additional cost.*®

7-4m lnactive Accounts

Inactive (“orphan”) accounts are often a good source of leads, any preconceptions
against them by salespeople notwithstanding. They do not represent just discon-
tented former customers. There may be a number of reasons, not all bad, why the
customers stopped ordering. Often it is nothing more than that the previous sales-
person in the territory stopped calling on them. Perhaps a new buyer took over, a
new product line created different requirements, or new production techniques re-
quired changes from suppliers. Inactive accounts may be ready to begin reordering
if the salesperson takes the time to call on them. In the insurance business, for ex-
ample, there may be “orphan” accounts consisting of policy buyers not currently as-
signed to a salesperson. Another rep might call them for “free needs analysis” to
update current financial requirements. Because they have already bought from the
company, they likely already have a favorable attitude and are more likely to buy

than “cold” contacts.

7-4n Trade Shows -

Many companies rely on exhibits at trade shows to generate prospects. For exam-
ple, companies who sell to the hospital industry can exhibit their wares at the an-
nual meeting of the American Hospital Association. Trade exhibits have a number
Of zfldvantages; Companies (especially small and new ones) can gain instant recog-
nition with the large numbers of prospects who visit their booths and spot their
products for the first time. As one exhibitor commented, “A trade exhibit gets your
name out there right away as opposed to some of your other marketing options”?
Esp.ecmlly z{dvantageous is the fact that potential buyers can aétually see ';he
equipment in operation, which may net be true if the sales rep is working out of
his or her car and visiting the prospect’s office. Because the booths are usually
stafffad !ay members of the sales force, prospects can meet them in a setting that is
less intimidating than a personal call. When the sales reps call later for an ap-

pointment, there is less apprehension among prospects because they have already
et the caller. : :

7-5 The Preapproach

-+

Formally, the preapproach includes all those activities that precede actual personal
contact and that provide additional personal and business information about the
prospect. It is difﬁ_c_ult to distinguish when prospecting ends and the preapproach
!Jeglns. Qﬂen they occur simultaneously. Basically, the preapproach seeks to obtain
1r%format10n in depth about prospects as individuals, as well as about their compa-
nies, along with any other factors likely to affect the sale. By completing a target mar-
ket profile, the salesperson will have in mind a general picture of a prime prospect.
F¥orn prospecting activities, the salesperson will gather still more facts. However, the
picture may yet be incomplete, and this constitutes the need for the preapproach,

7-5a Preapproach to the Individual Customer

f"in. important rule of communication is that the process is facilitated if both par-
ticipants know something about one another. From your own expérience you
knou.f how difficult it is to meet people for the first time when you know absofutely
nothing about them. It is not nearly so uncomfortable talking with a stranger if you
kno?v something beforehand about his or her occupation, friends, hobbies, and
family. The preapproach is intended to facilitate communication for salespeople
The more they know about the prospect, the better off they are. .

In a classic study, Franklin Evans demonstrated that similarity between an in-
surance salesperson and prospect increased the likelihood of a sale. Evans studied
successful and unsuccessful sales calls and concluded that the successful ones were
much more likely to be characterized by similarity between buyer and seller. The
succe.:ssful percentage is consistently higher for dyads, or pairs, with the same char-
af:terlstics than for dyads with differences. This is true for height, age, income, reli-
gion, politics, and even smoking habits.? ’

The implications of Evans’s study are straightforward. Salespeople should find
out as much as possible about the buyer before the interview takes place. Salespeo-
ple should take care to avoid points of difference between themselves and buyers.
Commonality leads to likability, a critical factor to building a relationship. If
prospects do not smoke, salespeople should avoid lighting a cigarette. If prospects
are poh.tlcal conservatives, liberal sales representatives should steer clear of political
discussions. By the same token, sales representatives should be sure to emphasize
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points of similarity. Research has demonstrated that persuasion is augmented if
points of agreement are established early in the interview.”

Harvey Mackay, author of the New York Times best seller Swimn with the Sharks

without Being Eaten Aliveand CEO of Mackay Envelope, credits his company’s suc-
cess in the highly undifferentiated envelope business to just one factor:
“salesmanship—inspired, energized, superior salesmanship.” Mackay has his sales-
people meticulously collect information on their customers, including seemingly
trivial facts, such as their hobbies, lifestyles, and special interests. No matter how
seemingly trivial, this establishes the salesperson as an effective listener, according
to Mackay. Effective listeners remember order dates and quality specifications, They
are easier to talk with when there’s a problem with a shipment. In short, effective
listeners sell to more customers . . . and keep them longer.
. For 30 years at Mackay, salespeople have been required to collect this kind of
information on a questionnaire popularly referred to as the “Mackay 66” (because
it has 66 questions). Salespeople complete one form for every customer, It Hsts all
vital statistics, such as the contact’s educational background, career history, family,
special interests, and lifestyle. It is updated continually and studied to death at
Mackay. The company’s overriding goal is to know more about its customers than
they know about themselves. For example, question 48 asks about the customer’s
vacation habits. Vacation choices say a lot about people. Is he the outdoors type who
Joves to white-water raft on the Colorado River or does he prefer to travel Europe
and Japan by bus? Is she a tennis enthusiast who plans her vacation around major
professional tournaments? How would that lover of the outdoors react to a book of
photographs by Ansel Adams? What would the sightseeing type say on receiving an
array of hard-to-get brochures about unusual and exotic tours? Imagine the reac-
tion of that tennis buff as she reads the previews of Wimbledon and the U.S. Open
that a salesperson sent her a few weeks before the events.”® Besides talking with ac-
quaintances of the prospect, the salesperson can pick up much preapproach infor-
mation by being observant and by researching companies on the Internet.

7-5b Preapproach to the Organizational Customer

Preapproaching the customer organization involves gathering information over
and above that already available from prospecting. Among the facts that might be
obtained are facts about company operations. Sales representatives will be in a
much better position to sell if they can answer the following questions regarding the
customer company’s operations:

1. To what market does the company sell?

2. What does the company make or sell?

3. What are its future plans?

4. What problems does it face?

5. What is its sales volume?

6. What is the quality of its product or service?
7. What materials are used in manufacturing?
8. How are products manufactured?

The sales representative must also understand company buying practices. Here
are some important considerations:

1. Does the company order only from a single vendor or does it prefer multiple

vendors?
2. Who are its current suppliers? Is the company satisfied with them? If not, why?

In what volume does the company buy? How often?
What are the contract termination dates?

What are the prices paid?

What is the company’s credit rating?

Does the company practice reciprocity?

NoOU R W

7-6 Getting the Most from Prospecting

Successful selling requires planned and organized prospecting. Failure to prospect
or halthearted efforts to do so will inevitably have an adverse effect on sales per-
formance. The salesperson should always take care to maintain an adequate pool of
prospects. As sales are closed, the maintenance of production requires the avail-

al?ility of ,enougl? qualified prospects to call on next. This necessitates careful plan-
ning and the maintenance of useful records.

7-6a Establishing a Plan

Successful sales representatives establish specific prospecting objectives and then
make plans for their execution. Table 7-1 shows one such plan. Notice that the sales-
person has established prospecting goals for each day of the week and, further, that
these goals have been specified by method: direct mail, telephone, cold:calls an,d re-
ferrals. In this way, the salesperson can assess prospecting pérformance on’ a dail
weekly, and monthly basis. Additionally, the very act of writing down a plan inzr-’
proves the likelihood of its being carried out. ' P

It is advisable to set aside a specific time every day for prospecting. Many suc-
cessful salespeople do their prospecting early in the morning, leaving the afternoon

for interviews, while others prefer the afternoon for prospecting, Whatever the pref- -

erence, the important thing is that it be done. Prospecting is based on the law of av-

erages. The more regularly it is performed, the more pro
s spect
better the odds of success. prospects are found, and the

7-6b Maintaining Records

After a prospect is identified, a prospect card should be prepared and placed in a
prospect file, one of the most important files in the salesperson’s office. Prospect
cards sbould contain information on individuals, their companies, and o.ther ffe)xcts
that might be important. These cards will prove invaluable when reviewed before

Table 241 AProspecting Plan

Daily Direct

ly . Phone Calls Canvassing :
Activities Mailings {Cold) g (F?)?r:x?lll;)
Quotas Daily-20 Dail i :
y—10 Daily-5 ily—
Actual N P
Monday 15 9 3 P
Tuesday 22 8 2 2
Wednesday 18 15 1 2
Thursday 19 10 6 2
Friday 21 10 4 1
Week's Total 25 52 16 9
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vl each sales call. Imagine the prospect’s reaction when the salesperson inquires :
j . . tios, and so forth; easil i i ; . :
|! :‘ abc?ut his or her spouse and children by name or when the salesperson refers to Cust,omer s s;nd b&;?ialzl(lzﬁgd ialiessf‘lff }gleographlcally, and keeping track of
ik an incident that happened months ago. In both instances, the salesperson’s image sales rep can even set the tgickler ato and ith contact management software, the
A ‘ ' is likely to grow larger in tht? prospect’s mind. For such facts, salespeople should computer will automatically alert th e 2;111 time to recontact a prospect, and the ,
not trust their memories. It is much easier to refer to a card such as the one illus- priate moment Y e sales rep to make the contact at the appro-
: : trated in Figure 7-5. : y
: ! . Among choices of 1 ; .
i tickler file A tickler file can help sales representatives remember when to approach cus- informati 0%1 o ntainc:: dsoftware are ACT, Go.‘ldmme, Sharkware, and Telemagic. The
File maintained by week or tomers. A small card file with 4” X 6” cards works well. There should be a section efit: It eases the appr o}rll ];;;os?ect cards or in the computer has an additional ben-
mODt{l in :;’lhl':h the Sfaiis rep for each month, which should be divided into four weeks or by numbered tab (1 personal contact PDlzlr(;ac t,h e tirst O;CE}SI.OH when salesperson and prospect make
;?lizccf forefgﬁ?;_ip ¢ through 31). For each client or prospect there will be an index card on which the attention and in; erest ngf the approach, 1t}115 tbe sales re.:pre.sentatlve’s task to gain the
s salesperson writes the client’s name and contact date. As the salesperson plans con- : L of the prospect. The information in prospect files provides
activities. ) . ) material for formulating the approach
tacts and follow-ups, he or she simply puts the card in the appropriate week or day. : ’ v |§n EO
i After talking with a customer, the salesperson writes notes on the prospect card and ’
i puts the tickler file card in the week of the next contact. There is a good reason to
keep master files and tickler files separate. If a client calls, the salesperson has to
i . quickly dig up information on the account. If that information is in alphabetical or-
I “ der in the master file, it is easy to locate. If it were attached to the tickler card and ’*ﬁ Er’*g ;a% ‘%@»’3’ ¥
il , fled under a date somewhere in the future, it would be difficult to find unless the - ' i
: salesper.son just happened to remember when he or she planned to talk to that per- _Critic.al to successﬁ.ﬂ selling, prospecting is the process of 4. Noncompeting sales personnel
| J : son again. identifying potential buyers with the following: 5 .
e A salesperson who has a personal computer can keep this information stored 1. A need for the product or service - Cold-calling
"‘ l ! in one of the many software packages available to record prospect information. 2. The financial resources to pav for it 6. Observation
i1l s ) T : * d
, 'l H Among the capabilities of today’s systems are providing easy access to customer 3. The authori b Y ort 7. Lists and directories
and contact information; improving customer communications by automating + The authority to make a buying decision 8. Direct mail
I!i' I i : letter-writing, faxing, emailing, and even dialing the telephone in telemarketing In the absence of need, there is no point in calling on a 9. Advertisi
i operations; rapidly generating many reports, including lead sources, closing ra- EEEP;“ ?EISDPltebIITlYThS th1> the contrary, no salesperson is so 10' vertising
: ed as to be able to sell something that a buyer does not . Seminars
; _ ne;fd.d Nor does it makc? sense to expend time on prospects 11. Telemarketing
/ I ‘ who do not have the ability to pay for the product or service. 12 .
| Finally, sales interviews should be reserved for those who - Inactive accounts
bave the ability to make a buying decision or, at least, have an 13. High-tech prospecting
i ‘3 : Tan Y Eeb Y Mar Y Apr Y May Yune Y July Y Aug Y Sept Y Oct Y Nov ¥ Dec important influence on the final decision. ‘ 14. Trade shows
| \ Prospecting must be performed persistently because of I . . .
B Name Date of Birth the law of averages. The painful reality for salespeople is . Immediately following prospecting (or while prospect-
Mr. —Miss Wiliam E. Jameson 9-10-75 that not everyone is going to buy their products. For every Ing 1s qnderway.), the salesperson gathérs preapproach in-
] ‘ — ' — - ten people, two may not have a need, three may not have .formatmr.l' BaSICa.HY’ the preapproach secks to obtain
_ Home address 834 Briggs Dr. _ Phone Position/Occupation enough money, and two may not be in a position to make a 1n—C_lepth information about prospects as individuals, about
1 | S omans address _ Electro-Data Systoms Lake Dr.  Phone Programmer decision. Sc})l salespeople should do everything possible to z&zr&?fﬁpan% ;llzd :ﬁlY_Og_lefdfa(itors that can affect the
maximize their chances of success. They should . . With regard to the individual, preapproach informa-
. s fP ct . i - y should set aside . . P !
I ; : ource of Prospe rofomal - Dan Noilson ﬁ%%:zimate some portion of each day for prospecting. They should seck tion can _11.1clude facts about‘ occupations, friends, hobbies,
J‘ _ $4,000/mo out potential buyers with the greatest need and ability. And and ffirmhea Preapproach information about a company
Life needs Family Date of Bitth they should be sure to maintain accurate and complete lr:::Y lﬂflude fac‘:;s ab()u_tf company operations—e.g., mar-
; . s, plans, an i . i
: Last EXp- Mtg. Rent. | Mithly. Inc. |Emergency | Education Retirement | Spouse prospc?cnng recqrds. . t-P _ manu actur{pg procefses and buylng
1 Becky | 6-7-76 Given the wide variety of types of selling positions, there practices—e.g., vendor relations, buying volume, and
[ $10000 | $400 | $4000 | $10000 | $25000 | $1,000 f—r— f are literally thousands of prospecting methods, and technol- credit rating. ‘ |
il | oK OK o | 1-10-2001 ogy has dramatically improved the effectiveness of all meth- mostc :353; 7rc0nc1ufies ",\Ir.l]tlh 2 dlsc.u ssion of ways to get the
m i \] Health needs Causuality needs | Equity needs e oas. N.O netheless, prospects are generally obtained from the ) prospecting. This requires th_at the. salesperson
St Hoen Surg.| el Med. | Dise. Pay | Aut following sources: _ establish an organized plan for prospecting with numeric
AR osp. Surg.| Maj. Med. isab. Pay | Auto ] targets : .
1 1. Acquaintances and friends gets specified for cach prospec‘tmg m?thOd' It also. means
i . 5 Group Med $500 |Home ‘ that the salesperson should organize a filing system with use-
E FlguTe P7- card S é 2. The endless chain ful information written on prospect cards or stored in the
; : Sample Prospect Car 1 3. Centers of influence computer. This assists prospecting and also aids in the ap-
] proach, the next step in the selling process.




