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Foreword

The purpose of this book, much like my first book, is pretty
straightforward: to help businesspeople do what they do bet-
ter—both in and out of their offices. The real difference with this
book is in the focus. It is specifically and decidedly written for
salespeople who want a better understanding of selling and
the sales process. This is for those select salespeople who have
a burning desire to be a rainmaker.

In some ways this book is a “*how-to” for salespeople who are
driven to succeed. But that's not the only reason for writing it.
Certainly inside these pages, you'll find a proven game plan for
success and plenty of strategic how-tos to help you become a
true rainmaker. But there’'s more here. Much, much more. That's
because we're looking at a larger picture. Do What You Do Bet-
ter for Salespeople also addresses “how to” achieve success in
all areas of your life—not just professionally. This is how you re-
alize true success. This kind of success extends far beyond the
office and what happens there. It impacts all areas of your life.
This is the all-encompassing success you've always wanted.

My first book outlined the principles of The 7 F's of True Success. |
infroduced readers to the seven components of a truly and fully
successful life: the Fundamentals of work, Finances (and your
financial legacy), Family (and friends), Faith, Fitness (emotional
and physical), Fun and the Fusion (or balance) of all these
things. This model works beautifully. So we will continue to follow
it in this book.

Hole vs. Whole

We've all known highly successful salespeople. Those people
who appear to have their goals well in hand and every deal
going their way. They're probably setting records and exam-
ples to follow in their chosen professions. They might be seen
as the biggest rainmakers in their fields. Heck, they might even
be legendary in their lines of work. But things aren’t always as
they seem. Sometimes, if you pull back the curtain on some of
these lives, you'll see that success—no matter how impressive—
doesn’t extend to life outside the office. There are “holes” ev-
erywhere. In some cases, their personal lives are in shambles.

That isn't the case with a "“whole life” approach to success. In
our sales coaching model, we coach you to discover the rain-
maker within you. And we do everything we can to help you
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focus on the prize and realize your goals. But, af the same time,
we help you define and achieve a real and workable balance
in your life. And then, through accountability and concen-
trated effort, we help you keep it. This is how you achieve true
success—we're talking about success in all areas of your life. In
short, our coaching methods take a “whole life” approach to
your success that helps you avoid the holes.

This isn’'t a larger-than-life idea. Rather, it's a large-as-life meth-
od. And that makes it worth pursuing.

One Book, Two Parts

This book is divided intfo two main parts. In the first half, we focus
on the Fundamentals of Work for you as a salesperson. Here are
your “how-tos” for being a rainmaker. We explore and empha-
size the importance of being an advisor to your clients and new
relationships. We talk about how to overachieve in sales using
the abundance principle and our Best Bets™ Model of focusing
on a select group of new opportunities.

The “how-to"” concept continues with a host of proven sales tips.
Next, we offer some workable ideas for winning presentations.
We give you tools to implement an effective referral system so
you'll always have an ongoing source of new opportunities.
We offer you a fresh, new way to negotiate so that everyone
comes away a winner. And we offer ways to be as productive
as you can without working 70 to 80 hours each week.

Once you have the Fundamentals in hand, we move on to
the second part of the book, which is devoted to those areas
of your life outside the office. We discuss the rich and lasting
legacy you can leave for your family (and your family’s family)
by taking control of your Finances. We talk about how to turn
your aftention to Family (and friends) and keep your commit-
ments fo them. Next, we discuss how to make your Faith a daily
and meaningful part of your life—not just a once-a-week-for-
an-hour activity.

We know that the sales profession is stressful and emotionally
challenging, so we talk about how Fitness plays an effective
role in keeping you mentally and physically healthy (and at
the top of your game). A healthy lifestyle is a happy lifestyle.
And with that in mind, we focus on the importance of having
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enough Fun in your life. In addition to being part of a whole-life
approach to, well, life, we believe you should find joy in your
work. You gotta love what you do, and you have to have fun
doing it.

Then, the balance comes from bringing all this together. Fusion
is the happy and fulfilling culmination of your work in all of
these aspects of your life. When you find success in each of
these areas—the Fundamentals of work, Finances, Family (and
friends), Faith, Fitness (emotional and physical) and Fun, you'll
find frue success. Fusion is the tricky part. Most people can find
success in one or two areas of their lives, but when you make
it your goal to have it all, that takes focus, determination and
hard work. We'll show you how to do that and keep up the
good work.

The Corsini Challenge

What you hold in your hands holds the key to a more successful
life. But all the how-tos in the world won't make that happen
unless you take charge. | am challenging you to be authentic
with yourself and strive to fully embrace this book—applying the
concepts we present to all areas of your life. Each and every
one. At CCG, we've coached countless people who, at first,
were skeptical of this whole-life approach. But after making our
methods their own, they've realized the real meaning of frue
success. And now they are reaping the rewards.

Here's something else | know: You can do this, too. And you'll
be thankful you did.
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The Fundamentals of Work
for Salespeople

“Basic, day-to-day work fundamentals, if replicated well
and intentionally, always produce results.”

— Marc Corsini

INSIDE
Fundamental to Success in Sales

We believe to be successful in anything in life, you have to
master the fundamentals of whatever it is that you are trying to
achieve. Professional athletes (even, or perhaps especially, the
champions) spend their entire careers focusing on the basics.
Golfers, no matter how many matches they win, still get coach-
es to help enhance their game. Baseball has spring fraining—
every spring. Football players work every off-season with frain-
ers on strength, flexibility, skill and speed.

Salespeople who overachieve in their profession year after
year are committed to the same philosophy of continuously
honing their techniques, getting more experience and grow-
ing their business. They are always working on their sales skills,
product knowledge, presentation abilities, fime-management
techniques, negotiation smarts, knowledge of industry trends,
expansion of their centers of influence, etc.

In this chapter, we offer some of what we view as the essential
ingredients to being a rainmaker. Our sales coaching experi-
ence has proven, year after year, that if a salesperson fruly fo-
cuses on their Fundamentals of Work, they become the rain-
maker they are capable of being.

By no means do we believe our list is all-inclusive. We fully un-
derstand that when someone achieves “rainmaker status,”
they have done so by doing 1,000 different things in order to be
successful. There can never be one specific activity that makes
someone arainmaker, but there are several core fundamentals
to the sales process that are essential to success—no matter
what you're selling.

In the coming pages, we offer a few of the fundamentals we
use to help some of the top rainmakers in the country Do What
They Do Better.
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Fundamental to Success in Sales

What are the basic activities that make you successfule The
chances are, whatever you list will fall somewhere within the
fundamentals we're about to discuss. Figure out what's fun-
damental to your success, and then commit to doing those
things—and doing them well—consistently. You know what
works for you. We know what has worked well for hundreds of
others. Put it all together, and you'll do what you do better.

Life-Long Commitment to Doing What You Do Better

Probably the most important core trait shared by all rainmakers
is a life-long commitment to doing what they do better. To be
the best, year after year, you have to continuously learn about
your industry, hone your craft and focus on just about every
aspect of the sales profession.

That includes increasing your sales and product knowledge,
perfecting your negotiation and presentation skills, learning to
better use technology, understanding industry trends, manag-
ing your time, balancing your personal and professional lives
and being organized. Just to name a few things! You need to
be current and competitive on multiple fronts. And in the long
run, you should do this effortlessly and effectively. Your goalis to
be viewed as an expert in your field. A "go-to” person. A leader
in your profession.

Bottom line: You want to set yourself apart from the norm and
essentially be in a class all your own. Yes, this is setting the bar
quite high. And, yes, you can do it—if you make a life-long
commitment to doing what you do better.

Adapting the Advisory Sales Model

Once upon a time, lots of good will coupled with sufficient
product knowledge and some effective sales ability were the
basic ingredients of a successful sales process. This was all you
needed for a sound sales relationship. But not anymore.

Companies today want more. Much, much more. They de-
mand more from their salespeople because their business is
becoming increasingly more sophisticated. Clients today want
partners and advisors to help them in their business.

If you want to be truly successful long-term, you have to give
the clients what they want—even if they sometimes don’t know
what they want or need. That's why it takes an advisory ap-
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proach to sales in order to be successful today. That means
taking on an active role in your client’s success.

You have to ask meaningful questions and then actively listen
to their answers. You need to go in and observe your client’s
business, really understand it and then ask more questions. You
should meet with people in the organization (other than your
contact) and ask them questions. Then, and only then, and al-
ways in an adyvisory role, do you come up with a recommenda-
tion or a solution to their needs.

Why are we so passionate about salespeople becoming ad-
visorse Simply this: Companies are no longer willing to pay a
premium just for a product. Products alone are perceived as
commodities—and commodities are sold on price. And if you
are in the “price game,” then you must realize that low price
wins the game. You will not always have the lowest price. But if
you truly understand your client’s business, if you are an advi-
sor to your client rather than just a supplier of goods or services,
you'll have something more to offer. Something your competi-
tion might not have.

Besides, if you do your job as an advisor effectively, you'll work
smarter not necessarily harder. You'll know if there is an opportu-
nity there for you or not. As an advisor, you have intfimate knowl-
edge of your client’s business. You have an ongoing dialogue,
and you'll know when opportunity presents itself. Just as you'll
know if the fime or situation is not right for what you're offering.
Your job as an advisor is not to simply sell someone something,
it is fo determine if and when and how you can best address
your client’s needs.

Today, if you want to keep clients and attract new opportuni-
ties, you have to provide advice and be a consultant to your
clients. You have to exceed their expectations.

Abundant Best Bets™ Opportunities Pipeline

You should have a full inventory of opportunities at all times. But
not all opportunities are created equal. The Corsini Best Bets™
Model encourages salespeople to focus on alimited, manage-
able, smart number of opportunities. Oftentimes the number of
current and future opportunities totals 30, 60 or, in many cases,
up to 120. That'sreasonable. Nobody can focus on 1,200 names
in a database. No one can be an adyvisor to 1,000 companies.
But a rainmaker can be an adyvisor to 30 or 60 or 120 companies
over the next one, three or five years.



Many salespeople have 1,200 (or more!l) names in their contact
management systems. Of that list, 5% might be your Best Bets™
Pipeline opportunities. If you follow our model every day and
adapt our abundance principle (which recognizes that oppor-
tunities are everywhere), you will maintain a full inventory of op-
portunities at all fimes.

“Touch” Programs

“Touches” are activities you do regarding your Best Bets™ op-
portunities in order to keep your name in front of them. Some-
times this is called a “drip marketing program.” Whatever you
call it, you should be following some procedure and perform-
ing some activity consistently to keep your name “top of mind”
with current clients as well as new opportunities. This way, they
know who you are and, more importantly, you are easily re-
called when they have a problem or opportunity you can ad-
dress. Touch programs include emails, phone calls, faxes, news-
letters, articles, seminars, entertainment, birthday and holiday
cards, personal notes, etc. Whatever you do, you want your
touch program to focus on your name; what you offer; and,
most critically, how you can help them as an advisor in their
business.

If possible, delegate or outsource your touch program as much
as possible so you can focus on actually meeting with, talking
to and communicating with your clients and your targeted Best
Bets™Opportunities. Remember: You focus your time and talents
on being a trusted advisor to your clients and new relationships,
and your staff, where applicable, supports and implements
your “touch’” programes.

High Activity

The fuel that drives the sales engine is activity. Activity includes
all the things that you do with clients and new relationships to
first get on theirradar and then demonstrate you are an advisor
to them. The cornerstone of a successful sales career involves
taking care of your clients. If they are not satisfied, you are sim-
ply “renting” clients for the short term.

This takes work.

We believe you should spend most of your time in front of and
talking to your clients and new relationships. To understand their
business, you have to spend time at their business. To under-
stand their challenges and opportunities, you have to spend
time with them. With the salespeople in our program, we track
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the number of face-to-face visits with their Best Bets™ Oppor-
tunities and new relationships they might want in their pipeline
in the future. We do this not as “police work,” but as one of the
indicators of success.

Most salespeople find it relatively easy to focus on and give at-
tention to their existing clients—the weak spoft for a lot of sales-
people isin the area of developing new relationships. Our mod-
el emphasizes the importance of regularly adding additional
clients through new opportunities. Remember, it's not if you lose
that big client one day, but when you lose that client. You de-
velop new relationships through spending time with them and
working hard to understand their business.

We emphasize high activity, not just “for the numbers.” High ac-
tivity is how you keep your clients happy. It's how you develop
meaningful relationships. It's how you become an advisor. Work
hard, keep your activity high (with current and new clients),
and the success will follow.

Ongoing Game Experience

High activity keeps you busy in many ways. If you use the advi-
sory sales model correctly, keep up the touches and do it con-
sistently, you'll encounter new opportunities often and enjoy
profitable game experience all year round. High activity leads
to meaningful relationships; meaningful relationships lead to an
advisory role; being an advisor to your clients leads to new op-
portunities with new and existing clients.

If you spend your tfime wisely, you'll be spending the maijority of
it with clients. New relationships and new opportunities come
from this focused effort. Proposals and recommendations result.
From recommendations, you gain game experiences of wins
and losses. That's fine. Both help you grow in different ways.
Rainmakers get regular game experience by closing new op-
portunities year round. Their game experience (wins and loses)
is ongoing.

Referrals

We know of no better way to grow your book of business than
through referrals. Cold calling is the long, hard way. Use your
centers of influence (your CPA, attorney, colleagues, social
connections, etc.) to generate referrals. Current, satisfied cli-
ents are an excellent source of referrals that can lead directly
to new, profitable relationships. These focused, strategic calls
are much easier (and have a much higher payoff) than cold
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calling. Experienced salespeople should generate the bulk of
their new opportunities through referrals and their high-activity
touch programs. Make sure you are asking for referrals and fol-
lowing up on them on a regular basis.

We challenge you to ask for and get a minimum of two referrals
per month. Follow up on each referral, and then send a thank-
you note to the referral source.

We believe so strongly in this fundamental that we have de-
voted an entire chapter to it. Look to Reference Points for more
information.

Authenticity in Everything You Do

Have you ever heard this joke?
Question: “How can you tell if a salesperson is lying?”
Answer: “Their lips are moving.”

It's really not that funny, and we'd like for it never to be true. To
really be the best of the best, you have to be authentic in ev-
erything you do. No lies, no half-truths and no cover-ups. Ever.
This is absolutely essential if you are to be a trusted advisor to
your clients.

Being authentic is fough. Sometimes in the short term “white
lies” and half-truths might be easier than being upfront and
perfectly honest. But in the long haul, there is no substitute for
authenticity. None!

Be Present in the Moment

When dealing with people in the sales process, you have to be
present in the moment. You can't be thinking about your kid's
baseball game that afternoon, the cracked window at home,
the administrative emergency at the office, the 150 emails in
your inbox, or the countless other distractions and to-dos that
you have going on in your life.

Nope. You have to be 100% focused on the person you are
meeting with or talking to on the phone. You have to ask mean-
ingful questions. These questions should be logical in their order.
Then you have to actively listen to what they are (and are not)
saying. To hear what they are not saying requires a total com-
mitment to hearing, seeing and feeling what they are saying.



During your time together, you should be saying things like:
e “Tellme more..."”
* “What did you mean when you said...2”
* “How did what you just said impact your business...2"
e “Let me make sure | understand what you want...”
Give the client your undivided attention. Always.

Value-Add

Selling on price is an old and tired strategy. It doesn’t take any
sophistication and savvy to sell on price. And, what's more, it
will only get you so far. Then what?

Trying to be the lost-cost provider in anything is hard—damn
hard. And if you are competing on price, you are telling the
buyer your product is a commodity. Plain and simple. Nothing
more, nothing less. In the commodity game, low price wins.

So in today's competitive environment with sophisticated buy-
ers, you have to step up to the plate and offer more than just a
good price. You have to provide more than what is expected
in the normal sales relationship. These are things that you and
your company do that are above and beyond what the prod-
uct promises and what the competition provides.

You have to figure out how you are differentiating yourself from
others. Look at what you and your company can do in addition
to helping your clients with the product or service you offer and
they need. Value-add takes the form of professional services
others are not providing such as faster shipping, financing alter-
natives, reducing your clients’ risks, saving them time, offering
them advice, bringing in other resources, providing your clients
with the latest software, etc. Bottom line: Do more than the cli-
ent expects and more than the competition is offering.

Remember, there are lots of places to go for good products
and services. Make the sales experience with you different in as
many good ways as possible.

Planning

Working without a plan is like hunting in the dark. You might
shoot a lot—but will you hit anything? Planning is an ongoing
activity. Each year, develop your 12-month strategic sales plan.
Update it quarterly. Then make sure to review it monthly.



Your strategic sales plan should include your sales and profes-
sional development goals. Devote a section to an assessment
of your current book of business. Document your existing cli-
ent and new relationship opportunities. Include your centers of
influence. Plan how you are going to further develop current
relationships and identify new sources that might be mutually
beneficial.

Make weekly time in your schedule to plan and measure your
progress. Strive to spend at least one hour each week simply
planning your strategy. You'll have plenty of fime in the rest of
the week to execute these plans. And you'll work smarter.

Time for the Other F's

One of the most important Fundamentals of Work for a fruly
successful salesperson involves making fime for the other F's in
your life—Finances, Family (and Friends), Faith, Fitness, Fun and
the Fusion, or balance, of all these things. All work and no play
Is no fun for anyone. Make time for life outside the office. Pay
attention to these other F's. Schedule time for them just as you
do for client-related activities. This is key to a successful, happy,
balanced life. This is how you achieve true success.

Add Your Own

We challenge you to come up with your own Fundamentals of
Work. Most companies we work with have their own fundamen-
tals based on their culture, their geography, their industry, etc.

Whether your company’s fundamentals are spelled out or
not, it's important to figure out what works best for you in your
situation.

Be Creative

Add to what we've offered you. Our fundamentals cover a lot
of ground. Yours are specific to your situation. Put together, they
all will help you Do What You Do Better.



Corsini's Best Bets™ Model

“Follow our Best Bets™ Model,
and | promise that you will Do What You Do Better.”

— Marc Corsini

INSIDE
The Sales Profession: A Historical Perspective
Corsini's Best Bets™ Model
Sales Stages of the Best Bets™ Opportunities Pipeline

Selling is never static.

The job of the sales professional continues to evolve, and, as
it changes, it becomes more and more complex. It has to,
though, because business is becoming more complicated and
clients increasingly are more sophisticated.

In order to know where we're going, sometimes it helps to first
see where we've been. To that end, let's take a look at how
seling has changed over the decades. Then we'll see how
Corsini's Best Bets™ Model helps you achieve success today
and overachieve in the future.

At one time, a hearty handshake and a fancy dinner led to
landing the account. Not anymore. It takes more than enter-
tainment to build a book of business. Companies today want
more than just an invitation to the holiday party. Much, much
more. These days, clients want partners in their success. They
demand straight talk. They need knowledgeable advisors to
help them in their business. So what's a great salesperson to
do?

Well, less, for starters.

Oftentimes, a salesperson lacks focus and a workable, strate-
gic sales plan. They have too many hames in the database; too
many distractions; and not enough time, energy or resources to
establish which possible clients will be the most profitable.

Corsini’s Best Bets™ Model illustrates that more is not better. In
fact, less is more—in terms of allowing you to focus your time,
talents and treasures on select opportunities. We'll show you
how to determine which of your current clients and prospec-
tive opportunities are the most profitable to you. And along the
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way, you'lldo what you do better—achieving professional suc-
cess and allowing precious time for the balance you want in
your life.

Our sales model is based on four crucial components, which
are fundamentally important to any rainmaker’s success. These
components are:

* adapting an advisory approach to the sales process;

* developing a strategic sales plan for a select group of
clients and new relationship opportunities that we call the
Best Bets™ Opportunities Pipeline;

* maintaining a year-round high level of activity; and

* developing and implementing an ongoing accountability
program.

We developed this process-based model over the past 20 years.
It is designed to help you determine your focus during the next
3. 12 and 18 months. By following our Best Bets™ Model you will
get a workable game plan showing you how and where you
should spend your time and resources in order to more effec-
tively Do What You Do Better.

The Sales Profession:
A Historical Perspective

Before we look forward, let's glance back at a short history of
modern selling.

The skills required of the sales professional have changed dras-
tically over the past 50 years. This change is a direct reflection
of the increased complexity of the business environment and
what is required of a salesperson today.

In the 1950s, salespeople had to primarily know their products
well and possess some sales skills. Entertaining was a big part of
the sales process. The job wasn't easy, but neither was it com-
plex.

Selling for big companies was the ticket back then. A 1949 sur-
vey in Fortune found that the typical college graduate then
wanted "“to work for somebody else—preferably someone big.”
This was a generation that believed “big brother will take care
of you.”

The tools required to do the sales job in the 1950s were the tele-
phone, an automobile, a briefcase, product brochures, an ex-
pense account and the ability to close an opportunity.
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Back then, the client relied heavily on the salesperson’s prod-
uct knowledge and expertise because that salesperson knew
more about the product or service than did the client. This re-
lationship—while mostly mutually beneficial—was nonetheless
conftrolled by the salesperson. And there wasn’t a lot of com-
petition. “Trust me; we'll take care of you,” was the credo of the
day. The buyers often were entertained to keep them happy.

The 1960s started the “marketing revolution.” With the increas-
ing popularity of television and other immediate medias, the
salesperson’s product and sales expertise usually was com-
plemented by some type of marketing campaign. In small- to
medium-sized companies, salespeople had to understand, de-
velop and sometimes know how to implement their own mar-
keting programs. And commercial jet service made long-dis-
tance sales trips much more affordable and timesaving.

In the 1970s, business calls became a fast, flip-through exer-
cise for millions of salespeople who relied on the Rolodex. This
period brought not only a marked cultural change, but also a
change in selling habits. Buyers were becoming more sophisti-
cated. They wanted more than product samples and cocktails.
Increased competition shifted the focus to service.

Beginning in the 1980s, the salesperson’s “toolbox” became
even more technical. Word processors improved the quality
of sales and marketing communications. What's more, sales-
people quickly started using computers to communicate their
messages to the masses. Of course, tfechnology has developed
and expanded exponentially over the past 20 years. As a result,
the focus for many salespeople has gotften bigger because,
with increased and improved ftechnology, they can cover
more ground in less fime.

And, increasingly, clients started wanting even more. Service
wasn’'t enough; they wanted solutions. Buyers were saying:
“Don’tjust sellme something. Tellme how | can use it to increase
revenues orimprove my bottom line.” The effective salesperson
responded with answers. For instance, in the computer industry,
this often meant that a computer company had to team with a
software firm in order to provide a packaged solution.

In the past decade, technology for salespeople has
skyrocketed. Everything from Web-based contact-managers
to digital phones to automated presentations and the Internet
help the salesperson be more productive and efficient. But this
productivity is not without a price: Now, not only do salespeople
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have to sell (and do it quickly), but they also have to have
average (or above average) technology skills.

What this boils down to today is this: The minimum base line to
do the sales job requires that you have product knowledge,
business smarts, industry expertise, sales ability and technology
skills just to survive. And that is only just to survive. Clients today
demand even more—especially if you want to be a rainmaker
year after year.

The final and most important skill needed to excel at selling
today is the ability to be an advisor to your clients. The first com-
ponent of our Best Bets ™ Model is an advisory sales approach.
It's about asking questions, encouraging open dialogue, inter-
preting what clients need (even if they don't know what they
need) and then providing them with the kind of advice to help
them do what they do better.

If you want to be truly successful at sales long-term, you have to
give the clients what they want. And today’s clients want ad-
vice not just appetizers. They are looking for, expecting—and
yes, even demanding—a partner in their success. Companies
need more from salespeople because their business is becom-
ing more and more sophisticated. Today's clients usually are
armed with enough knowledge, experience and expertise to
get what they want, when they want it and on their terms. That's
why it takes an advisory approach—the value-add that tips the
scales in your favor—to be successful at selling. This takes a lot
of work, focus and dedication on your part. You have to listen,
question, probe, assess, ask more questions, meet with others
in the company, listen some more and then provide a solution
that is tailored to your clients’ needs.

With technology becoming more commonplace, the Internet
allows anyone to become a savvy buyer with a simple click of
the mouse. What clients want today is a knowledgeable, trusted
advisor to help them sort through their multitude of choices and
grow their overall business. They want to know how to increase
productivity, improve revenue, reduce risks and limit their costs.
Rainmakers don't just talk products and promises—they deliver
advice and answers.

Companies are no longer willing to pay a premium just for a
product. Products alone are simply commodities, and com-
modities are sold on price. Low price wins this game, and you
can't always have the lowest price.
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Providing additional value gives you the edge. And, indeed, it
has become the mantra for successful sales organizations. For-
ward-thinking salespeople are constantly trying to look for op-
portunities to provide additional value and then to justify their
“value-added” service to clients. Where they are successful,
the client pays a premium. Where the value-add cannot be
justified, the client balks at paying a premium and goes back
to the price game. When this happens, discounting comes into
play.

Where your client perceives you on their mental “pricing options
chart” determines the price they are willing to pay for your ser-
vices. The buyer ultimately decides where you are in the price
chart. It is your job as a salesperson to justify your place there.

Today's fast-paced, technologically advanced workplace
works in your favor. With increased competition, sophistication
of buyers in the marketplace, easy access to information and
time demands of life in and out of the office for both the buyer
and the seller, your value-add can do a lot to make the buyer’s
life (and job) easier. But you have to absolutely and authenti-
cally buy in to your clients’ success. Today, if you want to keep
clients and atiract new opportunities, you have to be a partner
in your clients’ success.

Corsini’s
Best Bets™ Model

This idea of partnering in your clients’ success is so important
that we put it first in our Best Bets™ Model. Here's why if is so
essential to our method: When you become a partner in your
clients’ success, you operate in an atmosphere of trust where
your work is fulfilling and promising and new opportunities come
your way as a matter of course. People like to do business with
people they trust. And they like to recommend these trusted
adyvisors to others. One thing leads to another, and you're work-
ing in a way that is not as much “work™ as you would think.

That said, let's look carefully at the four vital components of the
Best Bets™ Model. They are:

* adapting an advisory approach to the sales process;

* developing a strategic sales plan for a select group of
clients and new relationship opportunities that we call the
Best Bets™ Opportunities Pipeline;



* maintaining a year-round high level of activity; and

* developing and implementing an ongoing accountability
program.

Once you decide to become a real part of your clients’ suc-
cess, you'll need to approach their business (and the way you
do business) with a strategic sales plan. You'll need to maintain
a high level of activity all the time—even when you have all the
work you can handle. And an ongoing accountability program
will keep you on track. This is a proven way to Do What You Do
Beftter.

An Advisory Approach to the Sales Process
How much is too much?

Over the past decade, technology advancements and com-
munications changes have allowed salespeople to capture
names and company information easily and quickly. The re-
sult? The average salesperson has more contacts than he or
she could possibly take care of in a year (or two or three).

In the past, this was considered a good thing. “More was bet-
ter.” The famous (or infamous) “sales funnel” advocated han-
dling as many clients and prospects as you could. The idea was
that by reaching more people, you could make more money.

The result of this2 Salespeople are apt to lose focus in the face of
all the “stuff,” and they become overwhelmed in the minutiae
of emails, faxes, voice mails, too many non-productive meet-
ings, etc. In the very worst case, the salesperson’s focus (such
as it is) shifts entirely from the client to internal-related issues.

Our approach is different. We coach that more isn't necessar-
ily better—it's just more. And more means more (unnecessary)
work.

In our experience, the successful, practiced rainmaker ignores
the funnel mentality (i.e. the bigger the funnel, the better) and
instead focuses on a few, select clients and prospective new
opportunities. It's a way to work smarter, not necessarily harder.
And this model allows you the freedom and opportunity to be
an advisor.

Dan Sullivan coined the phrase, “the ceiling of complexity.” This
is the point where the salesperson is out of control and weighed
down with the details of servicing existing clients, handling
problems and trying to do an occasional prospecting call. Let’s
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face it: Selling is not simple. You have to know your product
inside and out, you have to be an effective salesperson, you
need to know everything there is to know about your industry,
you have to take care of current clients and find new ones and
you have to be up-to-date on the latest technology. At the
same time, we're challenging you to take an advisory role with
your clients. So it's imperative that you work efficiently and ef-
fectively. There's just no other way to do it.

Another reason to embrace our advisory role to selling is be-
cause the typical salesperson-client relationship has become
dysfunctional—especially in a new business/new relationship
role. Popular sales negotiating books tell us “information is king.”
It's also easy to come by—especially with the Internet. An advi-
sory role grows in an atmosphere of trust, and that’s where you
want to be. Without that sense of trust, clients feel that if they
give out too much information in a selling situation, then the
salesperson later uses that information against them.

At the same time, thanks to mass media, clients (and salespeo-
ple) are able to gather more information on their own. That's
a lot of information floating around but not much real sharing.
When this happens, clients often leave sales meetings feel-
ing the salesperson is doing something “to” them—not “for” or
“with” them. The salesperson leaves frustrated that he or she
can only go so far with the client. Bottom line: The walls go up,
the dialogue is minimized (or stops altogether) and both parties
lose. This doesn’'t happen in a situation built on trust and mutual
admiration.

Being an advisor to your client requires you to be outwardly fo-
cused. As we mentioned earlier, technology is a double-edged
sword for today'’s salesperson. For those who use it wisely, it is a
priceless productivity tool—improving communications, stream-
lining time management, and managing clients and new op-
portunities. For so many others, however, technology has be-
come the job. This is what happens when you waste valuable
time on non-sales related phone calls, getting and reading
emails, checking voice mail and surfing the Web. You become
inwardly focused instead of focusing on your clients’ success
and your hand in it.

And so we coach that less is more. Simple is in. We tell our sales-
people: Focus on the few so you can take an authentic adviso-
ry approach to the sales process. But how do you know whom
to focus on?



Working With a Strategic Sales Plan

The first component of our Best Bets™ Model challenges the
salesperson to be an advisor to clients and new relationships.
The second part of the model has salespeople developing their
strategic sales plan for a select group of their current clients and
new relationship opportunities using our Best Bets™ Opportuni-
ties Pipeline. This idea is based, in part, on the 80/20 Principle.

The 80/20 Principle is a great application for salespeople. We
didn't discoverit, but we (and hundreds of people who've used
our programs) have embraced it and applied it with fantastic
results to today’s hectic pace.

According to the 80/20 Principle, 80 percent of the results, out-
puts or rewards are derived from only 20 percent of the causes,
inputs or efforts.

By applying this to your own time and productivity, you can
determine where you should spend 80 percent of your time. As
we examine the client base of our top rainmakers, our research
continually shows that if they have 100 clients, a minimum of 80
percent of their business comes from only 20 percent of these
clients. So, why should anyone focus their sales and marketing
efforts on all 100 clients when only 10 to 20 of the clients are
providing the majority of their revenue and profit? No good rea-
son, except that we have a hard time getting away from the
idea that “more is better,” and that we should treat every client
and all new opportunities the same.

The fact that they are not the same is precisely why we de-
veloped the Best Bets™ Opportunities Pipeline. Our model ap-
plies the 80/20 Principle to opportunities and salespeople. And
| have a simple theory as to why it works.

First, let’s look at how new companies and a lot of new sales po-
sitions are established. Most companies start when one or more
salespeople leave one company to start a new company. Or
in some cases, a salesperson moves to a competitor and starts
over—usually with some of their former clients. Think about it.
New insurance agencies often are created when one or more
producers leave their agencies and take with them any and
all of the clients that will move. The same thing usually happens
when a producer leaves one agency to take a different job
with another agency.

If the producer has 100 clients and 20 are the “best” in terms
of revenue generated, when they leave one company to go
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with another firm they will normally take about 10 of the high-
revenue clients with them. The rest left behind are those who
won't agree to move. Then, of the 80 or so remaining clients
in their book of business, the producer might get 20 or more of
them to come along. So the producer starts the new job with
30 to 40 clients and quickly gets to work building a new book
of business.

Using the “I gotta build back my book of business quickly” strat-
egy, the producer, now at a new company, focuses on, and
then adds to their book of business, anyone who is willing to talk
to them and be receptive to their sales efforts. In many cases,
these most likely are average to poor opportunities (in terms of
revenue potential) from some other producer’'s book of busi-
ness. Over a period of time, the producer will pick up another 40
to 50 clients, mostly providing average revenue potential along
with an occasional high-revenue client added in the mix.

Without the focus of enough solid opportunities, the producer
builds a book of business with anyone who will talk to them,
resulting in a lot of average clients with little big opportunity
for the future. In the end, the salesperson is back where they
started—with a book of business that contains about 100 clients
and of that 100 only 10 to 20 are their “best” in terms of revenue
generated. And so the dysfunctional cycle continues.

We have developed a Best Bets™ Pipeline Model in which
salespeople focus on only a small number of clients and new
opportunities during a 12- to 18-month process; and they do
this using the advisory sales approach. This model is primarily
for people who are striving to take their book of business to the
next level. This is the foundation for getting to—and staying at—
the top.

Here's how it works:

* BestBets™ Opportunities—These are the approximately 20 or
so of your current clients and prospective new opportunities
whom you can expect will make a decision in your current
sales cycle. For some salespeople, the sales cycle is 30 to
90 days. For others, it's 12 to 18 months. And if you are in
a national account or major opportunity environment, the
sales cycle can be three to five years. In selling terms, this
is also your “cross sell” opportunity with current clients, new
relationships that look like your best clients or completely
new opportunities. (Sometimes the Best Bets™ clients and
new relationship opportunities are separated info two
categories, depending on the industry.)
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* Future Best Bets™ Opportunities — This represents
future opportunities—both clients and prospective new
opportunities—that you've identified outside of your current
sales cycle. They are promising enough to keep an eye on.
These are the opportunities you consider a significant part
of your future success in terms of revenue and/or profit
potential. These are clients who quite possibly could have a
big future with you and you with them. This group varies from
industry to industry and from salesperson to salesperson.
Normally, you would not have more than 120 opportunities
on your Future Best Bets™ list.

Once you have identified this list of Best Bets™ and Future Best
Bets™ Opportunities, we recommend ranking them. Beside
each name, rank them A, B or C. A" would define your ideal
target model client with very promising buying possibilities; “B”
would denote an above-average client or new relationship in
terms of buying potential; “C" clients are average to below-
average potential. Remove all the “C” opportunities, and fo-
cus only on opportunities ranked “A” and “B.” (Some of our
rainmakers discard the “B” and “C" opportunities to focus their
time and attention solely on the “A" opportunities.)

If you don't like the length or the quality of your list, don’t worry.
By focusing on fewer relationships, you will be able to chan-
nel your time, talents and resources to prospect, network and
search out additional potential “A” clients and new relation-
ships. Remember, you are looking for a simple and effective
model of success, not a confusing, overly demanding jumble
of possibilities.

Once you have identified your Best Bets™ (and Future Best
Bets™) Opportunities, develop and implement your “drip
marketing program” to systematically “touch” and work the
targetedlist. Remember, drip marketing possibilities include calls,
emails, letters, brochures, newsletters, articles of interest, open
houses, seminars, dinners, personal notes, appreciation gifts,
etc. Delegate or outsource your fouch program, when possible,
and focus your time and talents on meeting with, talking to
and communicating with your targeted few Best Bets™. Note:
You focus your time and efforts on being an advisor to your
clients and new relationships, and your staff, where applicable,
supports and implements your high-touch programs.

During the course of a year, your Best Bets™ Opportunities con-
tinually change—growing and shrinking as referrals come in,
people move away, companies get acquired, the economy
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changes and the market makes adjustments. That is why de-
veloping your centers of influence and asking for referrals on a
regular basis is so critical—it's a cornerstone for this model. You
want to reduce your cold calling to a minimum. Your goal is to
make “warm” calls by finding a common connection with a
new relationship. Our rainmakers continue to prove that estab-
lishing alliances with centers of influence (CPAs, attorneys, col-
leagues and consultants) and being an advisor to their clients
provide them with an ongoing influx of new opportunities.

Another source of opportunities comes from just being active
in the marketplace. We encourage a mindset of abundance,
whichrecognizes that opportunities could come from anywhere
including, but not limited to, your chamber of commerce, or
civic, religious or social networks of people you know or who
know you. These are not your Best Bets™ Opportunities that you
will primarily focus on; you'll work them, but only as they come
to you. Our Best Bets™ Model proves that there is little money in
the masses. It's all about focusing on the right opportunities—
and keeping an open mind concerning others.

Some of our rainmakers have developed some type of a drip
marketing program with these types of contacts using mass
mailings, newsletters, etc. If you decide to do this, have your of-
fice staff or a new salesperson work this group. It is a wonderful
way to get a new salesperson started by having them focus on
non-targeted opportunities. You spend your time elsewhere.

The rainmakers we know who follow this Best Bets™ Model of
focusing on a few, select opportunities have plenty of business
and it's business that is more likely to pay off.

What's more, because your Best Bets™ and Future Best Bets™
Opportunities will be a manageable number of clients on which
to focus, you will reap the rewards in increased income and
revenue as well as decreased stress. Trust us, it works. And it's
proven. Best of all, if you consistently work the model, it gives
you greater joy, freedom, income and time to create balance
in your life.

Working with a select group of clients and new relationships us-
ing an advisory approach to the sales process requires that you
look at your current book of business (and how you relate to
those listed there) a little differently. As you sharpen your focus
on your future, you'll need to develop different habits. Get rid of
low revenue, slow paying, overly demanding relationships that
hold you back or drain you of your energy. In short: Work more
strategically. You might start by doing some of the following:
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1. Readlize that all clients are not created equal. Do not ser-
vice, work, call, visit or market to all your clients in the same
way. Your “touch” program could be broken down into
three categories. For example, high-, moderate- and low-
touch programs. Delegate all of them, if possible.

2. Fire, ignore and give away 10 percent to 45 percent of your
existing clients each year. These are the ones that are prob-
lems when it comes to paying or being satisfied. They offer
little in the way of significant future business. Most salespeo-
ple can’t do this because they don’t have enough new-
opportunity inventory. Use the Best Bets™ Model and follow
the abundance principle to provide you the freedom and
flexibility to do what you want to do and back away from
the shackles of working with draining, dead-end relation-
ships.

3. Focus on quality, not quantity, when it comes to clients.
Forget the “funnel” concept you learned in the past when
you put as many opportunities into your “sales system™ as
possible. More is not better. It is only more, and it causes
confusion about where and how you should spend your
time, talents and efforts. Instead, focus on your Best Bets™
and Future Best Bets™ Opportunities. Just having fewer op-
portunities will allow you to sharpen your focus and simplify
your business life. Nobody can focus fully on 1,000 pros-
pects at once, but you can successfully work a selective
number of opportunities.

4. Be your clients’ advisor. Forget about trying to sell some-
thing to your clients. Think in terms of being an adyvisor to
them. Average salespeople focus on their products and
not on the clients’ problems, challenges and opportunities.
On the other hand, rainmakers focus on how their prod-
ucts and services solve problems for the clients and help
achieve their clients’ goals.

5. Be the expert. Specialize. Don't fry to be all things to all
people; instead, strive to become the expert in your field.
Form strategic alliances with other firms to help your clients.
Not only will you be more valuable to the clients, but you
also will keep “friends” in your accounts and “foes” out by
selecting who helps you.

We assist the salespeople in our coaching program in manag-
ing their Best Bets™ and Future Best Bets™ Opportunities. We
provide a template for moving these opportunities through the
sales process. If opportunities have not been identified with a
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group of relationships, the salesperson is responsible for obtain-
ing and tracking industry databases, former client lists, country
club memberships, chamber listings, etc. Our system helps you
focus and close your current Best Bets™ and move your Future
Best Bets™ Opportunities further along in the sales process.

As you build your relationships and demonstrate your ability to
be an advisor to a Future Best Bets™ Opportunity, you'll know
when to fransition that client into a current, active, revenue-
producing Best Bets™ opportunity.

Year-Round High Activity

Rainmakers actively look for ways to be advisors to their clients.
And they wisely develop and follow a strategic sales plan for
working with select clients and new opportunities. Rainmakers
also thrive on activity. They love being with clients; they look
forward to forming new relationships. It's in their blood. Little
wonder then that the third component of our Best Bets™ Model
is a working routine of high activity each and every day, all
year round.

As we talked about in the Fundamentals of Work for Salespeo-
ple chapter, high activity includes all the things that you do with
clients and new relationships to first get on their radar and then
demonstrate you can be a trusted advisor for them.

We believe that most of your working hours should be spent in
front of and talking to your clients and new relationships. Re-
member, to understand their business, you have to spend time
at their business. To appreciate their challenges and opportuni-
ties, you have to talk with them—and listen. In our sales coach-
ing program, we track the number of face-to-face visits with
program participants’ Best Bets™ Opportunities. As we said ear-
lier in the book, we do this not as “police work,” but because it
is one of the best indicators of success.

Most salespeople find it relatively easy to focus on and give
aftention to their existing clients—the weak spot for a lot of
salespeople lies in developing new relationships. Our model
emphasizes the importance of regularly adding additional cli-
ents through new opportunities. Remember, it's not if you lose
that big client one day, but when you lose that client. You de-
velop new relationships by spending fime with them and work-
ing hard to understand their business. This calls for a high level
of activity. Consistently.
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We emphasize high activity not just “for the numbers.” High ac-
tivity is how you keep your clients happy. It's how you develop
meaningful relationships. It's how you become an advisor. Work
hard, keep your activity high (with current and new clients),
and the success will follow.

Ongoing Accountability

By now you recognize the importance of taking on an advisory
role with your clients. You know to work with select clients and
new opportunities via a strategic sales plan. And you realize
how crucial high activity is to your success. Those, of course, are
the first three of the four components of our Best Bets™ Model.

The final factor of our model involves ongoing accountability.

Accountability is what keeps you in the game. Many salespeo-
ple work diligently fo be an advisor to their clients. They develop
a winning, strategic sales plan, and they focus their strategic ef-
forts on select clients and new opportunities. Usually, they work
very hard at this. But they are accountable, on a day-to-day
basis, fo no one but themselves. That's not enough.

What happens when you need to do more to understand your
clients’ changing needs¢ What happens when you need to re-
view your strategic plan and make adjustments? Wouldn't it
help to have someone there to watch your back? To keep you
on track? To hold you responsible to your plan of action2 Bot-
tom line: Accountability keeps you focused—on your clients,
on your plan, on your activity and on your goals. Rainmak-
ers know that accountability is crucial to their success. In our
coaching model, accountability keeps the rainmaker focused
and working smart. Time and again, accountability reminds the
rainmaker of what's really important.

It is imperative that you develop some type of accountability
program for yourself. Perhaps you seek out a mentor; this per-
son could be your manager or the company owner. You might
look to an experienced and knowledgeable colleague at your
company or an outside-of-the-company sales coach. Just
make sure you find someone who is willing to be authentic with
you and provide you with open, honest feedback. And make
sure this is someone who can give you accurate feedback.

Don’'t pick a friend. Sometimes, feedback from friends is viewed
as crificism. Often times, they tell you what you want to hear.
And yet, at the same time, we know that you “sharpen iron with
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iron.” So seek out someone you respect, honor and trust but
who isn't a buddy.

Here's something else we know absolutely: Leave out account-
ability, and you'll fall short of your goals and your dreams. Ac-
countability—on a regular basis—is key to Doing What You Do
Better.

Sales Stages of the Best Bets™
Opportunities Pipeline

We'd be remiss if we talked about the sales process and the
Best Bets™ Pipeline and we didn't discuss sales stages. In our
advisory approach to sales, you have to understand where you
are in the sales process at all times. Then you have to know
where you're going next.

Every company we work with has some variations and excep-
tions to the sales process. We've worked with organizations that
had four simple steps to their sales method; others have more.

Here is a simplified Best Bets™ Sales Process:

Potential Opportunity (identified but have not met yet)
Prospect (have met; Future Best Bets™)

Assessing Their Business / Actively Gathering Information
(Best Bets™)

Proposing / Recommending (Best Bets™)

Closing (Best Bets™)

Win / Loss / No Decision

From that simplified model, you can add multiple variations to
the sales stages. The more advisory/consultative your role, the
more stages you can establish. We've worked with people who
have had 20 stages in their sales process.

ok W&

Here is a more detailed Best Bets™ Sales Process:

New Opportunity
Pre-Approach

Initial Communication
First Interview
Opportunity Analysis
Solution Development
Solution Presentation
Client Evaluation
Negotiation
Commitment to Invest
Follow-up
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Our only word of caution is to keep your sales process as simple
and straightforward as possible. Traditionally, salespeople per-
form better if the sales stages are easy for them to understand
and remember.

The purpose of any number of sales stages is to give everyone
involved with a current or future opportunity a clear under-
standing of where you are in the sales process. The sales stages
become the road map to moving the business forward. By doc-
umenting them, everyone is moving in the same direction.
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SELLING SUCCESS

“Successful selling is not just about getting the client to buy.
Exceed their expectations, and become a partnerin their
success. You'll both come out winners.”

— Marc Corsini

INSIDE
Sales Success: Corsini’'s 125 Sales Tips

As we've already discussed, success in sales, like in any other
profession, depends upon how well you can execute the Fun-
damentals of your work. We're talking about those day-to-day
tasks that add up to a job well done. Now, just about anyone
can be successful at doing something for one hour or for one
day. True success comes from focusing on and then success-
fully executing these fundamentals of work time after time, day
after day.

The rainmakers we've coached have these Fundamentals of
Sales well in hand. They know what works for them and how to
work it. They've developed a sales system.

Through years of coaching these top producers, we've gleaned
a number of tips that focus on the fundamentals of selling. You'll
find 125 of them on the following pages. These tips come from
hundreds of coaching sessions with thousands of top salespeo-
ple. They will show you that often your success comes down to
how you work, not necessarily how hard you work. These ideas
will help you go for quality not quantity in your sales meetings.
You'll see the importance of focusing on the client’s needs. And
you'll realize the value of always being authentic. Do that and
the client will trust you, and then the sale will come naturally.

There's something here for salespeople with all levels of experi-
ence.

For young and inexperienced salespeople, we challenge you
to read, reread and then commit to memory the principles in
this section. Quite simply: If you put them to work, they will cer-
tainly work for you.

Our rainmakers will find timely and useful reminders of highly
effective techniques. You'll recognize ideas that might already
have proven to be useful and profitable. You'll be reminded of
others that perhaps you need to try again. And you'll surely find
something new here, too.
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You might want to take the time to read through all 125 sales
tips in one sitting. There is a lot of information here, and a quick
read-through will give you a foundation of understanding. Next,
we suggest focusing on 10 tips at a fime. You might take 10 fips
each week and then incorporate them into your schedule and
sales activities. Or you might want to take a larger, shared ap-
proach. Have your sales team read 10 tips and then discuss
them in depth at a weekly sales meeting.

No matter what method you use, we suggest a systematic ap-
proach to putting these tips to work. Follow them with thought
and focus. They will help you Do What You Do Better.

Sales Success:
Corsini’s 125 Sales Tips

Salespeople are always asking for tips and techniques they can
use to do what they do better. In answer, many times over, the
CCG coaches have compiled 125 of our favorite and most ef-
fective sales tips.

Working Smart

1. See the people.

Make at least one business-related appointment every busi-
ness day. This allows you to move the business forward with
at least one opportunity or referral source each day. Also,
your sales-related skills will remain sharp.

2. Make success a habit.

Establish and maintain good working habits. Remember that
it takes 21 days to establish a new, good habit and only five
to seven days to lose an existing one.

3. Ask and you shall receive.

Asking for—and acting on—referrals is the most effective
tool you have for moving your business forward. Get in the
habit of asking for referrals. Then follow up on your leads.
Also, ask every businessperson you talk with this: “From a sell-
ing and business-development perspective, what's working
for youg”

4. Do what you do better.

Always keep productive reading or listening materials with
you. That way you won't waste time in traffic, at the airport
or in your office.
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10.

11.

Take one step.

You don’t have to move mountains. Instead, you just climb
them one step at a time. Don’t worry about the impossible;
act on the possible.

Look inside.

“Inside a cold callis an appointment; inside the appointment
is an objection; inside the objection is a need; and, finally,
inside the need is a beautiful sale.” (from a cartoon in the
Overcoming Objections newsletter)

Move on.

Forget failures. When considering your performance, do
you think about your successes or your failurese¢ Continued
rewinding and replaying of past failures causes despair, fear
and call reluctance. Visualizing successes leads to confi-
dence, assertiveness and positive self-esteem.

Be a Bubba.

In the movie Forrest Gump, Forrest’s friend Bubba had a
passion for shrimp. He lived, breathed and dreamed about
shrimp. Be a Bubba. Be passionate about something. Be an
expert, and success will follow.

Expand your mind.

Read, watch and pay attention to “odd stuff.” Talk to people
in other fields. Ideas, opportunities, new products and new
customers are everywhere and anywhere. Visit your local
library, get on the Internet and read “stuff” that you normally
would not read.

Dale’s idea.

When faced with a difficult task (customer problems, cold
calls, getting a check from a client behind on paying, etc.)
ask the question Dale Carnegie made famous, “What is the
worst thing that could happen from this situation2” Answer-
ing this question places the problem in perspective and
allows you to move to action.

95% win rates.

Whenever we hear a salesperson say, “I win 95 percent of
the times | engage in competition,” our response is, “l am
sorry to hear that.” Winning most all the time indicates you
are not competing enough. Likely, you only go after “safe”
opportunities. You will never hit “the big, long-shot deal”
with this attitude.
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12.

13.

14.

15.

16.

17.

18.

19.

28

Increase your at-bats.

Just as in baseball, the more times at the plate (we're talk-
ing about face-to-face sales calls, phone calls, emails and
proposals presented), the more hits (revenue, gross profit,
money, new relationships) you will get.

Too much white in your calendar?

When sales are down, check your appointment book
or electronic calendar to see how much open time you
have during the day. Maybe you are not seeing enough
people.

Be authentic.
Be authentic with all of your relationships. Period.
Drive-by viewing.

Want to know how many people work for your competition?
Drive by, and count the number of cars in their parking lot.
Do this two or three times. Notice the make of the cars. Often
that's a reflection of the firm’s prosperity.

Be accountable.

Be 100 percent accountable for your actions. Don’t blame
the boss, the economy, technology, the company or your
products/services for any problem you encounter. Take
responsibility for your own success.

Put yourself in your clients’ shoes.

Have empathy. Care about what they want to accomplish.
Understand their concerns, dreams, wishes and fears.

Lead clubs.

Organize or join a club of people in related but noncom-
petitive fields with the goal of sharing leads and prospecting
tips. (Make sure you join a club of “rainmakers.” Clubs are
not created equal—some are better than others.)

Do the things you fear.

People often fear cold calling and rejection. Consequently,
they don't prospect new opportunities enough, and they
fall short of their revenue goals. Usually, doing something is
better than doing nothing at al—even if your actions are
not perfect. If you don’'t know how to do something, get
training today.
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Practice Pareto’s Law.

In 1895 Italian economist Vilfredo Pareto said, “Eighty per-
cent of the value comes from 20 percent of the efforts.” This
idea still holds true and applies to many things—you prob-
ably wear 20 percent of your favorite clothing 80 percent
of the time, and, likely, 80 percent of your selling success
comes from 20 percent of your clients.

Take charge.

Remember that you manage the sales call. You are the
facilitator. Treat each call as an interview—and you are the
interviewer.

Create conflict.

Conflictis the difference between expectations and reality
(performance). Expect people (and yourself) to perform at
a higher level, and they (and you) will.

Automate your sales process.

Use one of the many electronic contact relationship man-
agement (CRM) systems to increase your productivity, aid
in relationship management and automatically provide you
and management with your sales-process reporting.

Continuous improvements.

Henry Ford said, “The only thing worse than losing a frained
employee is keeping an untfrained one.” Attend some type
of professional development every six months. Never stop
learning.

Keep ‘em happy.

Unhappy clients are expensive negative advertising. Stud-
ies show unhappy clients complain to eight people, while
satisfied customers boast to three.

Look alike.

Generally, your best opportunities look like your best clients.
Learn to recognize that look, and then focus on the look-
alike.

Love your work.

Do what you love to do, and commit to becoming excel-
lent atit. The financial and/or emotional rewards will follow.
Discover the right livelihood for yourself, and the rest will take
care of itself.
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Clean up your act.

Keep your office and work area clean. If they are dirty or
messy, that gives the appearance of lack of detail and
laziness.

Create your own franchise plan.

Create and execute a sales business plan for yourself. If you
were a franchise and we looked at your sales business plan,
would we buy your franchise or would we take a pass?

Big differences.

Focus on your uniqueness. Figure out what you and your
company do best, and focus on doing that. Don't try to do
everything. Become the best at something.

Dine out.

Eat out with clients and prospects as often as possible. There
is a classic adage: “Do you know the most expensive lunch
asalesperson can have? It's one with three other salespeo-
ple.” It's hard to sell to someone who sells the same thing
you do. Remember, you need to eat breakfast and lunch,
and you might as well spend some portion of those meals
developing or nurturing relationships.

In focus.

Focus on outcomes and results. Learn the client’s desired
outcome, and make that outcome what you sell.

Write it right.

Take notes during a sales call, and keep records for future
use.

Hindsight is 20/20.

Evaluate each call. Ask yourself what worked and what went
wrong. Determine or find out how to correct your mistakes
and emphasize your strengths. And take time to routinely
evaluate your marketing/sales tactics.

Encountering “no.”

Remember, if you are frying to add new clients you likely
will hear “no” 95 percent of the time. Stop worrying and
don't get discouraged when you hear the word “no.” Con-
centrate on turning it into “yes” or moving on to the next
opportunity.
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Keeping score.

Make sure you are working with enough opportunities
(customers and prospects) to achieve (and better yet,
overachieve) your goals. Determine whether your contact
list is growing sufficiently (know whom to add and whom to
delete). Also, define the number of face-to-face meetings,
proposals, demos and closings that must be made in order
to achieve your goals.

Hurrah for youl!

Be your own cheerleader and coach to keep active and
energetic when involved in a task.

Never quit.
Be persistent but not obnoxious.

Communicating
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Hour of power!

Use the telephone wisely every day. Set aside time daily to
develop and increase your business using the phone. Make
one more call every day than you feel comfortable making.
Soon you'll raise your “telephone-pain threshold.”

Head gear.

Wear a headset to call people. You will be more comfort-
able and productive, better able to make notes, and you
won't have the tendency to procrastinate. Also, stand up.
We sound more confident while standing up.

Voice-mail messages.

Start with a “headline” when leaving a voice-mail message.
By quickly and briefly explaining the nature of your call, the
recipient can decide whether to listen to the remainder of
the message and if they want to take action.

Party lines.

Get everyone involved when demonstrating your “value
add” to a prospect. Have your IT manager, customer-service
representative, president, administrative manager, etc. give
the prospective client a call. Let them explain how they can
help the client, too.
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Think on your feet.

Don’'t panic when someone asks you a difficult question or
makes a request and you're not prepared to answer. Give
yourself fime to respond by saying, “That is a great question.”
Or, “Let me think about it, and I'll answer in a minute.” Or
say, “I'll write down your question now and ask someone
back at the office how we can best help you.”

Be an information sponge.

Constantly solicit information from your customers, pros-
pects, vendors, tfrade groups, etc. Include short question-
naires with invoices, place suggestion cards and “How'd we
do?2" notes with correspondence so customers can easily
and quickly let you know what kind of job you're doing. Hire
a market-research firm, and have the folks there contact
your customers.

Beware of the 500-pound receiver.

Don’'t hang up the receiver between telephone calls. You'll
avoid interruptions by quickly pressing the button down
and dialing your next call. Also, informal studies show that
if you put the receiver down, procrastination often sefts in
and causes you to look for something else to do rather than
make that next call.

“Y'all come see us.”

Send postcards to people before you go to a trade show.
Include dates, times and your booth location. This increases
traffic at the show, and it keeps your name in front of those
people who don’t attend.

Simply smile.

Smile when leaving messages. You'll have an upbeat-
sounding message that stands out from other “call me
back” messages.

Getting attention.

Capture your readers’ attention with the first sentence of
your letters. Studies show the opening sentence of your
direct-mail letter is the most important part of the entire
letter.
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Don’t ask.

Avoid trite sayings such as “How are you doing today?2”
when cold calling. It sounds phony and alerts people that
you're a salesperson. ldentify yourself in a professional
manner, give your name and company name, and lead
with a benefit-and-result statement.

“To be honest with you.”

Avoid the phrases “honestly” and “fo tell you the truth” when
talking with people. Think about what that says to people.
Has everything up to that point been dishonest? (We know
that's not what you meant, but still.) Use “candidly” and “as
a matter of fact” to emphasize your poinfts.

Conference calls and video conferencing.

Use conference calls and video teleconferencing as an inex-
pensive and readily accessible means of bringing people
together. You'll avoid travel-related expenses, save time,
and provide resources needed to educate or solve problems
for customers and prospects. Many office-support stores
have these tools and facilities for you to rent by the hour.

Talk about “us.”

Hl”

When giving a presentation, replace the words “I"” and “me”
with *we"” and "us.” Your prospect will feel you're working
toward a common goadl. “I need you to order the product...”
doesn’t sound like teamwork; “We can start the process as
soon as we have your agreement signed,” does.

Keep in touch.

When going out of fown on business, send an email to your
best customers informing them of this. In the text, ask if there
is something they would like for you to do for them while you
are in that area. They'll be impressed that you are thinking
of them.

Congratulations.

Anytime you read, hear or see something positive about
someone, send them a note or email them about it. Con-
gratulate them on their successes. They will be much more
receptive to you when you try to market to them next
time.

33



55.

56.

57.

58.

59.

60.

61.

62.

34

Share the wealth.

Always provide value when you meet, see and talk to
people. Give them an idea, an improvement, a new
approach to problems. Always add value. Do not waste
people’s time.

No dead letters.

Include the words “Address Service Requested” on all mail-
ings if you plan to continue additional mailings. With this
service, the post office will forward the mail, if possible, and
then send you notification of the new address. There is a
charge for each address update, but it's worth it.

Exira, extra—send newsletters.

People do read them. Consider mailing, faxing or email-
ing informative newsletters regularly. Today, there are
several services you can use to send out correspondence
“automagically.” Just tell them who you want to send to,
what you want to send, when you want to do it and how
often. They'll take care of the rest.

Picking up signails.

Know, read and respond to body language. It's a sure way
to gauge a person'’s interest.

| object.

Be prepared to counter any objections. The more game
experience you have, the better you will be at handling
objections.

Perfect endings.

End eachsales call with a “call to action” such as a signature
on a contract, another appointment or an agreement to
talk on the telephone, etc. And recognize that sometimes
the “call to action” will be no future action required.

Listen up.

Never interrupt someone. God gave you two ears and one
mouth. You should listen twice as much as you talk.

Follow up with a call.

Calling people after you have sent them direct-mail pieces
can double your response rate.
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Call on the president.

It was good advice 30 years ago, and it is still sound today.
You can always go down the organizational chart, but once
you start somewhere in the middle it's hard to go up.

Avoid sharks.

Call people in the early mornings and after hours. Normally,
the “telephone screening sharks” won't be there, and you'll
get through. As a rule of thumb, executives and entrepre-
neurs either come in early or work late.

Play the odds.
Typically, 10 calls will yield one face-to-face appointment.
“There you are!”

When visiting with people, do you have a “There you are!”
or a “Here | am!” attitude when you first see them? People
like to feel special. A “There you are!” kind of greeting will
do it.

Wish you were here.

While on vacation, send your best clients thank-you notes
teling them you appreciate their business and you value
your relationship.

“I hear you, BUT...”

When someone is complaining about your company,
product or service, resist the temptation to justify or defend
yourself. Listen actively, take notes, and think in terms of a
solution orimprovement. This is contrary to what you willwant
to do. Salespeople think in terms of overcoming objections.
Remember that an angry client might leave permanently.

“Hello again, I'm Marc Corsini with Corsini Consulting Group,
LLC.”

When seeing people in business settings you know only casu-
ally, always state your name and the company or service
you represent. They will appreciate the subtle reminder;
and after a while they will remember your name. Except
for close relationships, we recommend doing that with all
of your encounters in business settings.
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Throwback to the past—fax fixes.

Tired of leaving a message with the secretary or on voice-
mail2 Try faxing your message with your reason for calling.
Don't forget to emphasize the benefits to the customer—not
your product or service. Surprisingly, faxing might sometimes
be more effective than emailing with today's overloaded
in-boxes.

Don’t email or fax proposals.

As a general rule, don't email or fax high-dollar proposals—
especially to potential new clients. If it was worth your time
to prepare a proposal, it's worth their time to see you face-
to-face.

“Pardon me?”

If people regularly ask you to identify yourself again after you
state your name and company, you might be talking too
fast. Slow down. Then give them your name and company
name again toward the end of the call.

Getinvolved.

Get the potential buyer involved in the sales process. Most
sales take time. Use a combination of phone calls, letters,
faxes and email messages between face-to-face meet-
ings.

Be diplomatic to everyone.

When making sales calls, be as gracious to the receptionist
as you are to the president. We've heard time and again
about assistants who eventually become the bosses. Who
can blame them for firing the salesperson who was rude or
ignored them before the promotion?

Getting formal.

Err on the side of formality when using people’s names. Col-
lege buddies might call the person “Hambone,” but that
doesn’t automatically give you the right to do the same.

Getting personal.

Be personable in your correspondence with prospects and
customers. Avoid “corporate speak” such as, “We at Corsini
Consulting Group, LLC..."” Build a relationship between the
prospect and you—not between the prospect and your
company.
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Warm up the room.

Ease info follow-up calls. Remind the person(s) of previous
conversations, notes and commitments.

Table talk.

Invite customers and prospects to your office for a meal. It
will give you a chance to show them your office, your team,
etc. and develop the relationship(s) at the same time.

Network constantly.

Join tfrade, civic and professional organizations. Talk with the
rainmakers and movers and shakers in your field. Ask them
for advice—and stay in touch. Continuously expand your
center of influence.

Be specific about what you want.

According to Bob Burg, author of Endless Referrals: Network
Your Everyday Contacts into Sales, you should be specific
when asking for a referral. Do not use the vague line, “Do
you know of anyone | should talk to¢” Help the prospect
by narrowing his or her frame of reference. Consider asking
specific questions such as, “Do you know of a small- to
medium-sized entrepreneurial company in this area that is
growing beyond its internal expertise2”

Win or lose, send an old-fashioned thank-you note.

Send a handwritten thank-you note every time you com-
pete on a proposal—win or lose. Sending a thank-you note
when you lose shows you have class and you appreciate
the opportunity and the person. Plus you'll stand out.

Make the most of a move.

When moving or changing phone numbers, imprint your
company’s new information in a letter, brochure, email,
etc. and distribute these items to customers, prospects and
people within your circle of influence. Also, consider send-
ing postcards, novelty items and e-cards announcing your
move. Use your move as an opportunity to communicate
with customers and potential customers.

Avoid chitchat.

Ignore the company break room and hall talks. Get in the
habit of making conversation with customers, not the office

gossip.
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Modest expectations.

Under-promise and over-deliver. It's a great way to keep
‘em satisfied.

Plan it out.

Have a pre-call game plan every time you make any type
of call. Know what you want to accomplish. Then, have a
post-game plan, too.

Marketing
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Just pennies a day.

Justify the cost (return on investment) of whatever you are
offering. Explain how your products/services will help a cus-
tomer’s business. Show the cost savings, productivity benefits
and revenue increases.

More than just a name.

Use your business cards, letterhead, email signature, etfc.
as fools to communicate what your company offers—
especially if your company has a name that doesn’t give
a clue as to what you do. Don't make people try to figure
it out. Tell them!

Recent purchases.

According to database experts, people who have bought
from you recently are statistically much more likely to
respond to a new offer than someone who had made a
purchase a long time ago. Spend more time, money and
energy on these recent clients.

Follow up after the call.

After talking to someone, send some type of correspon-
dence such as email, fax or an “old-fashioned” letter with
a formal infroduction and a brief description of what you
offer. The repetition will help your sales efforts, increase your
brand’s awareness and keep you “top of mind” with the
potential customer.

Team work.

Team your outside salespeople with inside salespeople.
Have a fluid strategy between them. Maybe the inside
salespeople can send out routine information, infroduction
letters and product literature while the outside salespeople
are making sales calls, executing contracts and uncovering
new opportunities.
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Contact 250 new prospects a year.

Try following up with five new people a week. A typical year
has about 50 working weeks, so if you are disciplined and
systematic, you'll get there.

Tag along.

Ask your clients if you may include your company brochure
when they send out their statements. You'll create additional
opportunities with little investment. In return for helping you
out, provide the clients with incentives such as discounts
and training seminars.

Clients on board.

Create and maintain a “client board of directors.” Make
it informal, informative and meet regularly with a planned
agenda. Use the sessions as a chance to gain insights into
their needs, frustrations and attitudes. Another version of this
is a “board of advisors.” Similar to a board of directors but
more informal and less structured, in the right format and
situation, it can be extremely beneficial.

Put a face with the name.

Include your photograph on brochures, flyers, press releases
and articles submitted. Folks like to do business with people
they canrelate to and see as “real.” We live in a visual soci-
ety. Also, most contact-management systems today allow
you to add pictures of your contacts. Keep a camera with
you on calls, and take photos of your valued relationships.

Speaking of clients.

Take advantage of your clients’ testimonials. Get them to
write their positive comments down, or take notes and write
their comments down for them. Also, consider videotaping
their comments.

Elevator messages.

Create a 15-second commercial that succinctly states what
you do for a living. The statement should define your busi-
ness, your type of clients and the results people can expect
from you. It's called an “elevator message” because you
should be able to recount what you do in the time it takes
to ride an elevator to another floor.
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Simply centralize.

Centralize your contact information (database). Mailings
will be much easier to manage and produce if you keep
your contact info in one place. Continuously update the
information. Do it every day if necessary.

Outsource your mail.

Use a mail-fulfillment house for large mailings. They are inex-
pensive, experienced in dealing with the post office and
they have bulk-mail permits.

Hello, stranger.

When out of the office networking for new opportunities
or expanding your circle of influence, spend 80 percent of
your fime with people you do not know and 20 percent on
current relationships.

All for a good cause.

Donate your product or service as a door prize for trade
shows, civic auctions and your target-market industry orga-
nization. If what you offer isn’'t appropriate for the event,
consider DVD players, iPods, etc. that were paid for by your
company. The cooler the prize, the more memorable for
the company.

Here’s my card.

Include your business card when paying bills, sending
invoices and in general correspondence, when appropri-
ate.

Be a guru.

Become a “guru” in your industry. Seek out speaking
engagements, write articles, teach a class, write a book and
become an active member of your tfrade industry group.
Be the “go-to” person in your industry.

Pay attention to your mail.

Before you just throw out your junk mail, ask yourself, “How
has direct mail changed over the past yearz What frends
are developing?” And most importantly, “How can | utilize
these new frends in my businesse”



104. Happy anniversary to you!

Take advantage of your company’s anniversaries. Especially
the 10™M, 15", 20™, etc. It doesn’t cost much, and it is proof
of your longevity. Stick-on seals denoting your anniversary
can be attached to stationery, brochures, invoices, etc.

105. Promote locally.

Advertise in regional and local business magazines, newslet-
ters, church bulletins, civic and volunteer newsletters, etc. It
is a good reminder for people who already know you and
who might need what you offer.

106. New channels.

Develop alternative ways (channels) to sell your products
or services. If you have outside salespeople calling on busi-
nesses, consider starting a division selling over the Internet.

107. Produce a movie.

Are your customers and prospects too busy to read your
literature or newsletterse Consider putting your message on
your company'’s Website, on a CD, DVD or on YouTube. That
way, customers can get your message while in their cars, at
home, at the office or while on vacation.

108. Say, “cheese.”

Take pictures of clients using your products for your reference
materials. Use their quotes, photos and stories to verify and
support your claims.

Selling

109. Create success.

Create special deals, pricing arrangements and packages
during your downtime or slow times. Boat dealers have been
doing this for years by hosting boat shows during the winter—
which is the slowest time of the year for boating.

110. Tupperware parties.

Preview new products, models and value-added services
for existing clients at preferred-client shows. Keep it light,
friendly, informative and fun.
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“Free, free, free.”

Use magic words like “free,” “no-risk,” “*guaranteed” and
“limited-time offer” to tempt people to buy. Avoid the small
print with all types of disclaimers whenever possible. The
stronger the offer, the more likely people will buy. Offering
a money-back guarantee is as strong as it gefts.

Sell memories.

Remember the classic sales adage to sell the “sizzle” and
not the “steak.” Kodak used to say that they made film—but
they “sold memories.”

Quote prices.

Do give exact pricing over the telephone. Failure to give
any pricing or being evasive breaks down trust with people.
You can give arange of prices and use pricing as a way to
qualify an opportunity.

Sell futures.

Don’'t forget to sell future events, products, classes, etc. to
people. During a World Skating Tour held throughout the
United States, people at the event were asked to order tick-
ets for the next year’s tour. There were no announced dates
nor were there any guarantees, just the opportunity to get
what the organizers called “preferred priority tickets.”

Product knowledge.

Know your product. Then know the competition’s product.
Never talk negatively about your competition, but be able
to clearly differentiate between what you offer and what
they offer.

Conduct dress rehearsals.

Before someone arrives for any type of presentation, demo
or client visit, do a quick run-through in advance. Have an
agenda with contacts, titles and a timeline. Distribute a copy
to everyone involved. Give them instructions or suggestions
about what you want each of them to cover.

Success times two.

Use two types of media to keep a meeting focused. You
might use a flip chart to document the to-dos and the main
outline of your meeting. And then you could use a Pow-
erPoint presentation for background information or future
objectives. This system makes it easier to focus on the desired
outcome. And it keeps people’s attention.
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Perfect practice makes perfect.

Several surveys confirm that effective executives ranked
communication and presentation skills as the No. 1 factor
conftributing to their success.

Time Management
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Be selfish with your time.

Try to spend every available minute of your day on urgent
and important tasks. Delegate the rest. Simply don’t do the
ones that don't really matter.

Timing is everything.

Schedule an appointment on Friday affernoons and Monday
mornings with someone you are pretty sure you can finalize
a deal with (or have a positive outcome like moving the
business forward). Your confidence will increase, and you
will end and begin each week on a positive note.

Keep it short.

Try to limit your actual presentation to 20 minutes then allow
time for questions, and you usually will stay within the opti-
mal half-hour to forty-five minute timeframe. When multiple
people are giving presentations, this is even more critical.

Time allotment.

Tell people in advance how much time you need for your
conference call, presentation or demonstration. Then keep
your promise. If you find yourself going over the fime allotted,
for whatever reason, ask them for more time or schedule a
time to continue the presentation.

Add an exira month to your year.

Increase your productivity by one hour a day each work-
ing day, and you will add the equivalent of 28 eight-hour
workdays in a year's time.

You gotta wanna.

After working with thousands of salespeople, we've learned
the most important ingredient to success is the desire to be
successful. You gotta wanna get there. Next, it takes disci-
pline, resiliency and daily game experience.
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125. Live a life of abundance.
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Our experience is that people who are underachieving are
living a life of scarcity, and rainmakers come at life from the
standpoint of abundance. Rainmakers find opportunities at
every turn because they are constantly looking for them.
Also, they expect to find them. Underachievers overwork
current opportunities, don’t seek out new opportunities and
depend on luck to be successful. Live a life of abundance
(both in and out of the office), and you will forever be doing
what you do better.



WINNING PRESENTATIONS

“The most exciting presentation tools available
are only as good as the person using them.”

— Marc Corsini

INSIDE
Bits, Bytes and Timely Tips for Perfecting Your Presentations

With today’s high-speed, highly portable technology, a win-
ning presentation is literally right at your fingertips. But good,
old-fashioned preparedness still has a place in modern presen-
tations. Without it, you could be tripped up by something as
simple as an extension cord.

As we all become more media savvy (and saturated), presen-
tations have become more complex. And with that complexity
come new problems to be solved.

One thing about asuccessful presentation that hasn’t changed:
You've got to present something that captures your audience’s
aftention and makes them want to listen to what you have to
say.

As a sales professional, you'll be called upon, sooner or later or
even regularly, to put together and then present information to
your clients. This is fundamental to your success in sales. As we
all become more accustomed to the loads of new information
we receive in the course of an ordinary day, it's just going o be-
come more difficult to make what you have to say stand out.
Audiences today, whether they are business clients or church
members, want to be entertained and learn something at the
same time. The entertainment value is almost as important as
the content in some of foday’s presentations.

You'll need to keep this in mind as you prepare your presenta-
tion. Also, realize that a presentation has a beginning, a middle
and an end. Each of these parts needs to be strong:
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* Theintroduction:Be enthusiastic,andthankyouraudiencefor
having you there. Be sure to give a quick acknowledgment
to the people who made that happen.

* The main point: Be clear and concise with your information.
Emphasize your expertise, and talk up how what you offer
can help the client do what they do better.

* The conclusion: Summarize your main points, highlight once
more the benefits of doing business with your firm and thank
your audience sincerely.

* The Q&A session: Try fo anticipate important questions that
are likely to be asked. Keep your answers brief and on point.
If you don’t know the answer, don’t fake it. Tell the person
you'll get back with them.

And you should know that there is a formula to point you in the
direction of a winning presentation. It's called the “10/20/30
PowerPoint rule of thumb.” According to Microsoft, PowerPoint
produces more than 30 million presentations worldwide every
day. The 10/20/30 PowerPoint rule of thumb says a PowerPoint
presentation should have 10 slides, the presentation should last
no more than 20 minutes and it should contain no font smaller
than 30 points.

Now, whether you present your information with PowerPoint,
through virtual presentations via Webcast or teleconference,
or with charts and a projector, is up to you. Increasingly, people
are turning to on-line solutions like Google Presentations with
their cool animation and easy video integration.

As you prepare, consider how you can extend the conversa-
tion you start with your presentation. Maybe you can share por-
tions of your presentation through interactive tools like your cli-
ent’'s company intranet. Web-savvy audiences often want to
interact. Give them the means to do so.

Just remember to use technology that makes you feel comfort-
able. Giving a presentation can be nerve-wracking enough as
is without using a tool or technology you don’t know well. And
speaking of nerves, don't worry about having butterflies; just
make sure yours are flying in formation.

Whatever tools you use, and however far you extend your mes-
sage, the tips on the next few pages can help make your pre-
sentations easier and more effective.

Following the advice in these tips will result in better, stronger
and more effective presentations. And this will help you Do
What You Do Better.
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Bits, Bytes and Timely Tips

for

Perfecting Your Presentations

The following tips — technical and common sense — will help

you
tion:

1.

and your audience get the most from your next presenta-

Advance notice.

Prepare an agenda in advance, and gain approval with
everyone (especially the client) before continuing the pre-
sentation. And know exactly how much time you'll have
available for your presentation.

Have an outline.

You don’t have to follow an outline religiously, but you can
use it to prompt you when discussion or questions interrupt
your flow.

Practice makes perfect.

Rehearse every part of your presentation from set-up to the
Q & A session. Practice in front of a mirror, and read your
presentation out loud. Better yet, practice in front of a friend
or colleague who can give you constructive feedback.
Pay aftention to your voice — your most valuable tool as a
presenter. Don't be too loud, and mind the tone, pitch and
pace of your talk.

Have a look around.

Preview the room in which you'll give your presentation;
do this 24 hours in advance, if possible. And make sure you
arrive at least two hours before any important presentation.
If possible, conduct a dry run of your presentation in the
room where you'll be presenting.

Know your audience.

Consider what they need from you, and use terminology
they’ll understand. Know their business jargon, but don't
use it too much. Sprinkle it into your presentation for great-
est impact.

Stay focused.

You must narrow the focus of your presentation to what's
important to your audience. Don't bombard them with
information. Since you are the presenter, they know you are
the expert; you don't have to prove it to them.
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Personality plus.

Presentations allow the speaker’s personality to shine and
facilitate immediate interaction between the speaker and
the audience. A good presentation will carry more weight
than a good report because of the person giving it.

Don’t talk to strangers.

Establish a rapport with the audience before the presenta-
tion begins by greeting people individually as they enter the
room. You'll connect before you even begin.

Listen up.

Use the casual greeting time before the presentation to
chat with people, keeping your ears open for information
that might bolster your presentation. Use that information
to personalize and customize your presentation by recall-
ing a conversation between you and one of the audience
members about something pertinent to the audience you're
addressing.

What do they want?

Before you even begin, establish the client’s goals and your
goals for the presentation. Write them down, and refer to
them often. Don't leave the meeting before reviewing and
verifying whether the goals have or have not been met.

Where do you stand?

Know where your Best Bets™ opportunity is in their decision-
making process. If you are the first of several presenters, they
likely will not make a firm decision directly after you finish.
Don't worry about it. Better yet, try to be the final presenter.
Your message will remain fresh when the client is ready to
make a decision.

Back to basics.

It is absolutely essential that you don't get so caught up in
sexy technology that you forget the basics. The best com-
puter graphics in the world won't matter if you need an
electrical socket and it's out of reach. Pay attention to the
smallest details.
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Mix master.

Enhance your presentations with clever uses of newspaper
clippings, cartoons, music, appropriate quotes or relevant
experiences. Use yourimagination. At a minimum, do some-
thing as simple as writing descriptive captions for slides rather
than just giving them fitles.

Be flexible.

Clients’ needs often change between your initial contact
and the final presentation. Make sure you're ready and
prepared to make any necessary changes.

Equip yourself.

Make sure you have a “computer jock” with you forimpor-
tant presentations or at least have someone available by
telephone who knows your technology and communica-
tions needs.

Double up.

For a “jumbo” opportunity, take two extension cords and
two copies of your presentation on disc or CD. And since
Murphy was a speaker, take a hard copy that you can hand
out. If everything goes wrong, at least you'll have that.

Don’t get too comfortable.

Beware of a false sense of security. Unless you are dealing
with an audio/visual professional, do not assume anything
will be ready for you. Most people do not understand your
needs for presenting a high-tech talk.

Get comfy.

Make sure your environment is in your favor. Adjust the ther-
mostat so the presenters and audience are comfortable,
check for flip-chart paper and usable pens, monitor outside
noises, etfc.

Help yourself.

Put everyone at ease by providing snacks, drinks, fruit, etc.
If the presentation takes more than 30 to 45 minutes, plan
for breaks. Don't provide heavy foods — they make people
sleepy.
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A picture is worth a thousand words.

Make your presentation as visually pleasing as possible.
Use images whenever you can. Make your message more
appealing with some type of audio/visuals such as inter-
active white boards, overhead transparencies, flip charts,
slides, posters, large screens/monitors, etc.

Time does matter.

Get to your point quickly; stay within your time limit; and
avoid complex, difficult-to-understand presentations.
If you're given 45 minutes for your meeting, plan on a
30-minute presentation and leave 15 minutes for questions,
answers and surprises.

No feature presentation.

Don’'t ramble on about every feature of your product or
service. In fact, don’t focus on the features. Instead, point
out how they will help your client succeed.

Solicit input.

After major points, get some audience reaction. Ask how
what you've just presented will help the client or how it can
be improved. This back and forth makes for a relaxed pre-
sentation and keeps your audience focused.

It's not about you.

Put yourself in your client’s shoes. Build your presentation
around their needs and wants. Emphasize what your product
or service does for them and their company. Bottom line:
Concentrate on your client’s problems and your solutions to
those problems, and the sale will naturally follow.

Be authentic.

If you don’t know the answer to a question, don’t fake it.
No one knows everything, and there’s nothing wrong with
telling the person you'll get back to them personally with
the answer to their question. Always be authentic with your
clients. Always!

Stay off the Internet.

Areal-time visit o the Internet sounds exciting, but there are
just too many things that can go wrong. Besides, it’s just foo
complex; in addition to a modem, you also heed a good
telephone line or Wi-Fi, a reliable Internet connection, and
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the site has to be up and running. It's just too much to deal
with. If showing a Web site is crucial to your presentation,
save the pages and graphics on your computer.

Don’t let computers replace creativity.

Technology can become gimmicky, and sometimes it's
downright distracting. Let your creative ability shine — not
just your technical savvy.

Engage your audience.

Remember, we are influenced only 10 percent by what we
hear and 90 percent by what we see and feel. Engage the
audience. Include slides with questions directed to your
audience during the presentation. This keeps your audience
involved, and it checks their retention of the information.
Give prizes for correct answers.

Oops.

If any or all of your equipment fails, have an emergency
plan. Have back-up plans for broken audio/visual equip-
ment, late presenters, early clients and anything else you
think might happen. Bring handouts or charts — anything to
get your point across. Don’'t make excuses for the problem;
act as though nothing has gone wrong. Likewise, if you make
a mistake, don’t let the way you handle it compound the
error. If you shrug it off and move on, the audience most
likely will, too. Anticipate problems, and you'll be ready for
them.

Don't just stand there, do something.

Once the presentationis under way, move around the room
rather than staying planted behind a lectern. This makes you
seem more accessible. Also, make eye contact. But don't
just focus on the decision-maker. Assistants and secretaries
might also have some say in what happens next.

Special delivery.

Your poise, gestures and speaking ability will reflect on
your competence and your product’s quality. For a really
important presentation, videotape yourself delivering the
presentation and evaluate the tape for ways to improve.
You also might want to seek professional coaching in order
to improve your presentation technique.
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“That's a good question.”

Don't let the “um’s” and "“ah’s” ruin a great presentation.
You can use statements like “That's a really good question”
or “I'm so glad you asked that” to buy some time while you
organize your thoughts during the Q &A session. Also, this
affirms the person who asked the question.

Get feedback.

Hand out an evaluation form after the presentation so you
can get feedback on how you did. But don’t get defensive
about the evaluation comments. Learn from them; don't
try to justify your mistakes. This allows you to get better and
better.

Murphy was right.

Things will go wrong, but be tenacious. When you branch out
into more technically challenging presentations, chances
are you'll experience some problems at first. But anficipating
problems allows room for error, and the problems themselves
allow room for growth. Don't get discouraged and fall back
into the comfort zone of a podium and 3x5 cards.

Have fun.

To persuade other people, you must connect with them
on a personal level. If you enjoy what you're doing, they
will recognize this and are more likely to respond favorably.
You must believe that what you have to say is important —
because itis. If you present your information with enthusiasm
and a firm belief in yourself and your company, you'll deliver
a successful presentation and make a lasting, favorable
impression at the same time.



JOINT VENTURES

“In sales and in life, a successful and significant negotiation
is truth-based, fair and ultimately mutually beneficial to all
parties.”

— Marc Corsini

INSIDE

Joint Ventures: Corsini’'s Guide to Negotiating
for What You Want in Sales (and in Life)

Sample Negotiation

If you live and work with the abundance principle in mind,
sooner or later, you'll find yourself in a negotiation situation. Op-
portunities, no matter how abundant, aren’t always there for
the quick picking. Sometimes you have to negoftiate for them.

Matter of fact, life is full of disagreements and differences, con-
cessions and compromises. You might run into contract dis-
agreements and have to make price concessions. You might
navigate a disagreement over compensation one day at work
and later that same day deal with a bedtime compromise at
home with your child. Being a skillful negotiator impacts many
areas of your life—in and out of the office.

We believe negotiating to be of such importance to a rainmak-
er's arsenal of work tools that we're giving you an entire chap-
ter on achieving effective negotiations in sales. We're giving
you the means to help you avoid “an old-fashioned whipping”
in an important negotiation with a potential client or a current
one; we'll show you how to avoid being emotionally “held hos-
tage"” over specific terms and conditions of an agreement.

Being a good negotiator means you can meet your needs while
working to ensure that the other person’s needs are met as well.
How do you do this2 First of all, you approach the process by
taking responsibility for the success or failure of the negotiation.
You enter info a negotiation situation with truth as your guiding
principle; you should act in a spirit of fairness; and you should
strive for an outcome that is mutually beneficial to all parties in-
volved. Many people go info a negotiation thinking that there
will be winners and losers. That's not the goal. That will not serve
you well in the long run, and it doesn’t foster good working re-
lationships. A win-win situation is what you're after.
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It all comes back to this idea of abundance. Not just for you,
but for the other party, too. If you approach any negotiation in
this way, over time, you will be known as someone who is fair,
authentic and trustworthy. If you don’t, well, you will be seen as
self-serving, false and dishonest. (And maybe some other de-
scriptions that are even worse.)

A lot of salespeople today are ill-equipped to negotiate effec-
tively and successfully. So, on the following pages, we'll look at
the various aspects of a successful negotiation. We also offer
proven, productive techniques and ideas for negotiating and
resolving conflict quickly and effectively in almost any situa-
tion.

But know this: We are not offering silver bullets or tricks. There
are no constant answers or concrete ways to handle complex
negotiations—every situation is different. Participants vary. On
the other hand, if you're looking for a proven process to help
you (and others) get what you want in a sales situation and in
life outside the office—you will be satisfied.

Go into every negotiation with the abundance principle in mind
and use our Joint Ventures model. | can assure you that you will
Do What You Do Better.

Joint Ventures:
Corsini’'s Guide to Negotiating
for What You Want in Sales (and in Life)

What comes to mind when you think of a complex negotia-
tion2 Problems? Differences? Battlese Angere Anxiety?

Did you happen to notice that these words all have a negative
connotatione That's because negotiating, especially in a sig-
nificant sales situation, is often perceived as a negative occur-
rence. And that doesn’t need to be the case. Negoftiating is a
way to give all parties what they ultimately desire in any given
situation.

Our mission is to provide you with a proven, proactive model to
help you successfully negotiate present and future opportuni-
ties and situations. This model works with existing clients as well
as new opportunities. It also works with co-workers, managers
and vendors—whomever you interact with in sales. As a matter
of fact, our ideas even apply to negotiations you might have
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at church, at the ballpark or within your own family. But since
we are focusing on the Fundamentals of Work for Salespeople,
we'll primarily look at how these ideas help you succeed in the
workplace.

Better Than Nothing?

Historically, salespeople have been given very few lessons on
how to negotiate during the selling process. And if they have
aftended any type of negotiating training, it has probably in-
volved negotiation seminars with names such as:

e “Knowledge is Power”
e “Win the War: Tips to Win Your Battles in Business”
e “Negotiate Your Way to #1”

These titles offer a great jumping-off point for discussing why
manipulation and tricks aren’t effective. First, let's look at
“Knowledge is Power.” This idea is based on the concept of
“he who has the most information has the advantage.” Now,
being informed is a positive thing. And in a negotiation, having
truth-based information is absolutely necessary. But information
is just one part of a negotiation. It is by no means the be all and
end all.

The “Win the War” approach to negotiating implies that there
must be winners and losers. According to this model, one par-
ty is dominant and the other is submissive. Perhaps this is what
Frederick Sawyer had in mind when he lightheartedly defined a
contract as “an agreement that is binding only on the weaker
party.” You can’t establish successful, productive, long-term re-
lationships in sales by having winners and losers. That's why our
model is not a winner-takes-all-approach.

Finally, the “Negotiate Your Way to #1" model defines negoti-
afing as a game where each party jockeys to see which de-
mands and interests will be traded, eliminated and obtained.
Success is measured either by how little was given up or by how
much was obtained. Partnership doesn’t exist in this method of
negotiating.

Interestingly, one of the most popular approaches to negoti-
ating has nothing at all to do with any of the aforementioned
methods. I'm talking about avoidance. Given the choice, most
people would avoid negotiating whenever possible. The idea
is that if you ignore the situation, sooner or later the other party
will lose interest and simply go away or perhaps the situation
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will magically come to a successful resolution. | can tell you,
from coaching people through hundreds of negotiations, situa-
tions rarely—if ever—come to a satisfactory conclusion on their
own. Negotiation by abstinence only allows a problem to get
bigger and uglier, or it often means the opportunity goes away
altogether.

Say you did decide to act and you followed one of the con-
cepts we just talked about. Well, at best, they would offer only
short-term and ineffective ways of dealing with relationships.
With these methods, negotiating is based on harming, weaken-
ing or even severing a sales/business relationship. It has nothing
at all to do with creating, developing and deepening a rela-
tionship. With the latter in mind, let’s look at a different kind of
approach to significant sales negotiating.

People Working Together

First, we refer to our negotiation model as a “joint venture.”
Right off, you can guess that it entails fairness and parity. A
productive, motivated negotiation involves two or more par-
ties working together to deal with their differences, embrace
their commonalities and enhance their overall relationship. As
a matter of course, joint ventures are fair and trust is present. A
negotiation looks at the situation in terms of the overall relation-
ship. That's because differences aren’t necessarily bad; often
they can be complementary. If you only focus on the divisive
differences, you will have tension and conflict. If you focus on
the overall relationship, you can see where differences can
add up to combined strengths. If you look at a negotiation as a
way of building and strengthening a relationship, you increase
your chances for success tenfold. Guaranteed.

Let’s begin looking for effective ways to negotiate as a part
of the relationship-enhancing process. If you think about your
own career and your business relationships, some of the deep-
est and most solid associations involve people with whom you
have had lots of experiences—both positive and challenging.
I've heard many rainmakers comment on a valued relation-
ship by saying, “He and | have been through a lot together—
both ups and downs—but he remains one of my best clients
year after year. It's been great for both of us.” Notice the words
“been through a lot” and “ups and downs” in the comments.
In business, just as in a marriage and in life in general, you have
challenges. How you deal with those challenges determines
the strength of the overall relationship.
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Building and maintaining a healthy business relationship involves
accentuating the positives and finding common ground. These
things are connected and are an integral part of the relation-
ship. Differences, then, are not “bad” (which is what most peo-
ple assume when they think of a negotiation). They are simply a
natural part of a relationship. Dudley Weeks, a professor of con-
flict resolution at the American University, defines conflict as,
“an outgrowth of the diversity that characterizes our thoughts,
attitudes, beliefs, perceptions, social systems and structure.”
That's a mouthful. But the important part of that definition is the
word "“diversity.” Attitudes, beliefs and perceptions are going to
diffe—from person to person and from company to company.
If you look at this in terms of what you can bring to the table—
instead of what will keep you apart—you’ll see how differences
can be a positive thing.

Behavior & Workplace Motivators

It's important to think of differences in a positive light because
they make up who we are. An attitude is a viewpoint, a para-
digm of thought, a way of judging or a mindset. It is the personal
filter through which we view life. Stephen Covey said this about
attitudes: “We see the world not as it is, but as we are.” Our at-
titudes are formed by what we hear, see, read and experience.
Your life experience forms your attitudes. Your beliefs are state-
ments in which you have confidence. Therefore, a person’s be-
liefs are important to them. When dealing with someone in a
negotiation, you have to recognize, understand and focus on
what's important to the other person.

We often use an instrument that measures a person’s motiva-
tors/values at work to help us define and understand how that
person can do what they do better. That instrument helps us
identify intensity of values in such areas as truth and knowledge,
money motivation and practicality, appreciation of beauty
and forms, social issues, power and position and finding mean-
ing in life. In a negotiation, understanding the other person’s
values helps you recognize what's important to them. This helps
you understand their point of view concerning the situation at
hand. At times in our coaching business, we have had all par-
ties involved in a significant negotiation take this assessment
before we facilitate. Next, we review the results to identify key
value similarities and differences. And then we have a place to
start the negotiation.
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We also want to stress the importance of understanding every-
one's behavioral styles in a negotiation. Based on their behav-
ioral style, people react differently in the same situation. How
they act under stress differs. How they respond to a certain situ-
ation differs, based on their individual behavioral style.

Behavioral styles have the following four tendencies: First is the
person’s need for control and challenging activities. Second is
the person’s need to interact or persuade to their point of view.
Third is the person’s need for security and stability. Fourth is the
person’s need to comply with standards and their need for ac-
curacy and cautiousness.

Do not underestimate the power of understanding a person’s be-
havioral style. Studies show, if you don’t understand and adapt
your style to the other person, you will only be connecting with
25% to 50% of the people you negotiate with. Our rainmakers
strive to connect with 100% of current and new opportunities.
They do this by first understanding the different behavioral styles
and, second, by adapting their behavior based on the situa-
tion.

And finally, instead of thinking of a negotiation as involving
two different (and opposing) teams, visualize how the offense
and defense can work together as one team to be success-
ful. Thinking in positive terms, your goal is not to beat the oth-
er party, but, instead, to collectively work together toward a
shared, mutually beneficial goal. It's a joint venture; you'll share
the success.

That said, here are what we see as the necessary steps for a
significant, successful negotiation:

Corsini’s Guide to Effective Negotiations
Create an efficient, open atmosphere.
Clarify perceptions.
Focus on the needs in every relafionship.
Build positive momentum for all parties.
The relafionship: Past. Present. Future.
Brainstorm options.
Work out an overall, lasting and satisfying solution.
Monitor the success of the new solution.

VO NN

Focus back on enhancing the overall relationship.
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Now let’s break it down.

1.

Create an efficient, open atmosphere.

Pick a time, a place, a day of the week, opening comments,
etc. that are conducive to open dialogue and eventual suc-
cess. For example, you might get together at a local hotel
meeting room that both parties enjoy. You might meet early
in the day when everyone is fresh and free of daily hassles.
Finally, you might meet on a Monday, when everyone has
had the weekend to recharge their emotional and physi-
cal batteries. Most people make the mistake of meeting at
the office of one of the parties involved. And, more often
than not, they get together at the end of a day—after the
usual work-related challenges, distractions and stresses have
taken their toll. From the beginning, the negotiation process
will be flawed simply by the atmosphere.

Once you decide upon an agreeable, neutral setting, make
sure you are free of distractions and you have allocated
enough time to talk. Turn off your phone, shut down the
emails and all other distractions that block your concentra-
tion, positive energy and creativity.

Realize your initial comments are key to starting off on a
positive note. Remember, usually by the time you get to
the negotiation, people have their guard up. You need to
establish that you are interested in enhancing the overall
relationship through the negotiation. It's OK and healthy to
let the other party know you might agree to disagree on
certain points, but make sure they understand that you are
interested in deepening the overall relationship.

A typical opening might go something like this: “Bob, thanks
for meeting me here this morning at the Ritz. | want you to
know I'm not looking for some type of ‘boxing match’ with
a winner-takes-all approach. We are in this together, so let’s
work together. Our relationship is important to me. We both
might have some strong feelings and opinions, but I'm bet-
fing, as we put our heads together, we will come up with
some fresh ideas and a positive outcome for both of us.
Maybe we can't agree on everything, but | know we can
come to a positive understanding that makes our overall
relationship betterin the long run.”
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The positive atmosphere and open dialogue promote a
partnership, an esprit de corps, and a willingness to negoti-
ate and improve the overall business relationship. This fosters
a “we-are-in-this-together” kind of attitude and not a “me-
versus-you' mentality.

Clarify perceptions.

Perceptions are the filters through which we see ourselves,
others, relationships, our company and its products and ser-
vices and the day-to-day situations we encounterin business.
Itis imperative that you clarify the other party’s perceptions
and don't assume that your own suppositions accurately
explain what each party wants out of the negotiation. The
perceptions of what each party wants vary greatly from
person to person. Ted Koppel said it best: “We see the same
events through different lenses. We live in the same country
but different worlds.” Never assume anything.

Ask yourself: Am | assuming anything about the other party’s
wants, desires and goals? Am | reading something into the
negotiation that might or might not be there?

Remember, it's important to differentiate between needs and
wants. You'll have to figure out which points of the negotia-
tion are about “needs” that are vital and immediate. That
involves focusing on the most important “needs” within the
many “wants” at hand. Think of it this way—you might want
$1 million this month—and yet you need to cash flow your
expenses. One is nice and optimal, and the other is urgent
and needed. (In some ways you can think of this in terms of
“non-negotiable” items and “negotiable” items.)

A lot of company-to-company disputes in a negotiation
focus on individual wants without asking which of those goals
are helping or harming the overall relationship. Going back
to the idea of the two parties as one team, it's important to
recognize that healthy, vibrant companies need long-term
clients, vendors, advisors, employees, etc. in order to be
successful. Looking at the negotiation in terms of a glitch in
an otherwise healthy and productive long-term relationship
sometimes can change the perceptions of each party.

Bottom line: You need to look authentically inward at your-
self and understand what you really need, what your goals
truly are and how you can negotiate successfully. Next, try
to understand the other party’s needs, wants and goals by
listening without judging, if possible.



3.

Focus on the needs in every relationship.

In any successful negotiation, the energy and focus has
to be placed on the different needs operating in every
relationship—your needs, the other party’s needs and the
overall relationship’s needs. This is where a working knowl-
edge of “internal wiring” comes into play. Taking the time to
understand the other person is the first step toward shared
success. Think about the other party’s behavioral style and
workplace motivators and how they express these things.

Based on their behavioral style, try to understand their need
to control a situation; their desire to persuade you to their
point of view; their need to help others, their motivation for
security and stability; and finally, their need to comply with
standards and maintain accuracy.

Next, understand what motivates you in the negoftiation
by understanding your workplace motivators. And what
values the other party (or parties)have at work. Remember,
the six values that drive people are theoretical, utilitarian,
aesthetic, social, individualistic and fraditional. People with
high theoretical values love knowledge, ideas and exploring.
High utilitarians desire wealth and expect areturn on invest-
ment of time, energy and money. High aesthetic people
place value on form and function—like the arts, gardening,
interior design, etfc. Social people value helping others like
the poor or doing social work. Individualists value winning
and power. And finally, high traditionalists value living by a
set of rules and encourage others to accept those same
values. Many people equate this to religion, but it applies
to conservatism.

In any negotiation, you must determine if your needs are
being met or being ignored. Are you satisfied with the rela-
tionship? Does the negotiation seem fair to you? Is the pro-
posed outcome reflective of your values? These questions
help you understand if you have a needs issue; whether or
not there are significant misconceptions; or if the negotia-
tion involves worthwhile and shared goals, values, etc. Ask
yourself: Is the other party aware of my needs? You might
want to better communicate your needs and offer a clear
action plan that can help fulfill those needs.

Next, focus on the other party’s needs. Do you have a clear
understanding of those needse What do they need from the
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relationship that you might not be giving? Remember to think
in terms of your overall relationship as you listen closely to
the other party’s needs.

Now you are ready to focus on the needs of the overall
relationship. What might, at first, look like a critical need of
an individual might be discounted or minor when looking
at the big picture or overall relationship. Simply put, a need
that initially satisfies you might not be that important in the
context of the bigger picture and a long-term relationship.
The overall relationship becomes the reason for successful
negotiation—not the initial points.

Once you have addressed your needs, the other party’s
needs and the overall relationship’s needs, you have the
foundation for a successful negotiation—and a stronger,
deeper relationship.

One word of caution: You might do everything right and
still not come to a satisfactory conclusion in your negotia-
tion. That's because this action doesn’t exist in a vacuum.
There might be relationships or factors outside the room—
and your negotiation efforts—that have influence over the
outcome.

You could do an effective job of clarifying your needs,
understanding the other party’'s needs and attending to
the needs of the overall relationship. Yet, there could be
another relationship outside of the negotiation with sway.
For instance, the company CEO might favor a competitor,
for a variety of reasons. You could do everything right, and
yet that relationship outside of the room could ultimately
overshadow everything you are working toward. This is why
we challenge people to maintain multiple opportunities in
their Best Bets™ Opportunities Pipeline and live and work
according to the abundance principle. Sometimes business
isn’t fair. But if you're prepared, you can simply regard the
negotiation as valuable experience and move on to other
opportunities.

Build positive momentum for all parties.

In any negotiation, you have positives and negatives. That's
where the compromise comes in! But there's no need for
negative energy. Itis up to each party to focus their energy
and creativity on the positives. At least one person has to
focus on the positives and make certain to use the energy of
the negotiation to move forward. Be that person! Encourage



the other party to use positive energy to look for solutions,
too. If you keep reaching, eventually they come.

One of the most dramatic examples of the power of positive
energy on a negative situation involved a Christian prison
ministry called Kairos, which | was involved with several years
ago. We worked in a maximum-security facility with many
inmates who were serving life sentences without parole. They
faced a bleak situation. Many were in their early 20’s. On a
typical four-day weekend retreat we spent with them, the
inmates invariably began the weekend angry, detached
and disinterested. All during the weekend, we continuously
encouraged them by showering them with love and atten-
tion in a non-judgmental way. We encouraged them to
open up about their feelings. By the fourth day, most of the
inmates were smiling, engaged and clearly affected by our
efforts. | contribute this transformation to positive Christian
energy. Talk about positive momentum!

Now if we were able to create positive momentum with men
who were in an undeniably grim situation, certainly you can
create positive energy in your business negotiations.

The relationship: Past. Present. Future.

Every meaningful relationship has a past; present; and, man-
aged correctly, a future. The negotiation involves all three.
Sometimes starting with the past (or even the present) bogs
down both parties or involves too much negativity. Look-
ing forward can create a positive, hopeful environment
for improving past and current behaviors. This view is one
of better tomorrows (an important part of the abundance
principle). It focuses the attention on what can be done
now and in the future, no matter what has happened in the
past or is going on in the present. If you can find a couple of
positive steps with which to proceed, then you can use that
momentum to move the entire negotiation forward.

But consider this: Sometimes by looking at the past, you
can find common ground. Perhaps you can identify past
positive experiences. Talk about how you both got together
initially. Remember how you effectively worked together
on a successful project in the past. Then, remembering the
good things, you might want to explore your differences.
Learn from the past, acknowledge the present and focus
on a shared vision for the future.
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Brainstorm options.

You came into the negotiation with some predetermined
options and so did the other party or parties. Now that you
have laid the foundation for mutual success, focus your
attention on generating new options, new solutions, and
new ways of resolving the negoftiation and enhancing the
overall relationship. Brainstorm. Challenge each other to
come up with mutually beneficial ideas. (Notice that ideas
is plural. Create options.)

Before using this model of negotiation, you might have been
inwardly focused and perhaps even mentally blocked from
moving forward together. With this shared positive energy
and a real understanding of individual and shared needs,
you now are ready to explore new and exciting shared solu-
tions. Work together as you brainstorm these options, and
write them down as quickly as you think of them.

Work out an overall, lasting and satisfying solution.

After brainstorming options to complete the negotiation,
it's now time to reach an agreement on an overall solution.
This is when you address the finer points in the negotiation.
Seek a positive result by working on the finer points with the
overall (and now-agreed-upon) ultimate solution in mind.
Remember, this is still part of the negotiation process (per-
haps the hardest part), and you both are still moving forward
to a deeper relationship and a satisfying final solution. It is
imperative for both parties to be involved and mutually ben-
efited; trust and confidence must be gained and maintained.
Without trust and a mutually beneficial outcome, one or
both parties might fall back into their previous positions.

Keep this in mind at this point in the negoftiation: Don't
attempt to tackle major differences until you have expe-
rienced some new successes in the negoftiation process.
You're not there until you're really there.

Also, make sure you are not just coming up with a quick fix
or temporary solution to the problem at hand. That is why
both parties must be involved in the development of viable
options. Look long-term. Act with the big picture in mind.
Work toward solutions that are both mutually beneficial and
long-lasting.



Continue to work toward an overall solution, addressing all
the final, finer points. You have positive momentum going
for you. Use it to come to closure on the negotiation.

Before you know it, your negotiation is finished.
8. Monitor the success of the new solution.

So you've completed the negotiation, and it's a win-win
for both parties. You worked hard using the truth, positive
energy and understanding. You acted in a sprit of fairness.
The result mutually benefits both parties. Congratulations!
The negotiation is over, but your work is not. Now it's time
for both parties to deliver what they promised and agreed
upon. You approached the negotiation from a standpoint of
abundance—and you both ultimately got what you wanted.
Now you need to move forward in that same mindset.

Delivering what you promised is critical—plus it's the right
and authentic thing to do. Monitor your progress. Come
through. Do what you said you were going to do—and then,
perhaps, do more.

9. Focus back on enhancing the overall relationship.

The reason you decided to negotiate at all is because you
value your relationship. Otherwise, why bother¢ Enhance
and strengthen this relationship by focusing your time, talents
and resources on making it better. A significant negotiation
takes a lot of energy and effort. Chances are, your “emo-
tional batteries” could stand to be recharged. Consider a
meal at a restaurant you both like, go hunting, go fishing,
whatever. Just do something that will focus on the relation-
ship and remind you both of why you made the effort to
negotiate in the first place.

Sample Negotiation

Each and every negotiation is different because each one is
influenced by various skills, attitudes and style. There is no ab-
solute right way to negotfiate. The guidelines we've discusseq,
however, can make your efforts more effective and enjoyable.
Yes, enjoyable. We often look at negotiating as unpleasant, be-
cause itinvolves differences and conflict, but negotiating need
not be characterized by bad feelings or angry behavior. To
bring together the concepfts we've discussed and to show that
negotiation can be a positive experience, let’s look at a hypo-
thetical negotiation situation:
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Please note, this sample negotiation takes place during sev-
eral conversations over a period of time.

1.
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Create an efficient, open atmosphere.

You: “Susan, thank you for meeting with me today at the
Summit Club; the view from up here is spectacular, and the
food is good, too. | think it's a great place for a discussion.
When we talked on the phone the other day, you said that
you were going to ask some otherinsurance agents fo quote
your insurance since you haven't evaluated other proposals
in five years. Well, | want you to know I'm not going to try to
put a guilt trip on you for wanting to do that. lunderstand that
business is business. You and | have been working together
for these past five years, and we have been through a lot—
some of it good, some of it challenging. | value you, and |
appreciate your business. That's why | want us to talk foday.
Let's see where the conversation takes us.”

Susan: “That sounds like a fine and fair idea. But | want you
to know up front we want to talk to other agents. ”

Clarify perceptions.

You: “As the CFO, | know your job—or better said, your
responsibility—is to be the financial steward for the com-
pany. I've always admired how capably you look after the
company'’s well being. Bob has always depended on you
for that, and | know this involves getting the best deal on
your insurance. Without me assuming, what is the thinking
for getting other proposals2”

Susan: “Bob and | talked in our last executive board meet-
ing, and we realized that it has been a long fime since we
reviewed our insurance programs. With the economy tight-
ening and our banker looking closely at our financials, we
want to make sure we are saving money and reducing costs
wherever possible. As Bob said, ‘It doesn’t hurt checking
the market to make sure we are paying the least we can
for insurance.’”

You: “Obviously, | don’'t blame you for wanting to save
money. There is a reason your company has thrived for over
50 years; you don't get to be as good as you are in your
industry by chance. Other than reducing costs, is there any
other reason you are going out intfo the market? Please be
authentic with me.”



Susan: “No, you and your agency have done a great job.
We just want to make sure we are getting the lowest price
possible for insurance.”

You: “Susan, that certainly helps me understand your moti-
vation. Based on the annual client surveys you've filled out
over the past two years, you told us you were very satisfied
with our efforts to help you manage your risks and ultimately
keep down the cost of your insurance. Since we are having
this conversation, something has changed. Please elabo-
rate.”

Susan: "It just comes down to dollars and cents...”
Focus on the needs in every relationship.

You: "l hear you saying you want the lowest price for insur-
ance, and that’s fair. You and | have talked about my phi-
losophy on our business relationship—I| want to continue o
be yourinsurance and risk-management advisor. | consider
your success to be my success as well. | feel we're a team,
and our relationship is based on fruth and fairness and is
certainly mutually beneficial. | do value that. What are your
thoughts on our business relationship?2”

Susan: “You know | appreciate what you have done for us
over the years. You have worked in an advisory role, and
that means a lof...”

You: “You've been in business a long time, and you and |
both know that major change is disruptive and often takes
alot of energy and time. Remember what we went through
two years ago when you agreed with my recommenda-
tion to switch carriers¢ You ended up with a much better
program for just a litfle more money, but it took some work.
What would it cost you in fime and resources if you changed
agencies and started with a new carriere”

Susan: “I hate to even think about what it would take to start
all over with two new relationships. But for the right savings,
we might be forced to change. Of course, we need vendors
like you who we can count on to have our best interests at
heart. | feel like I'm in a ‘push-pull’ situation right now.”

You: "l don’t want to pressure you. In fact, | won't. But let's
keep talking and see where we end up ..."
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Build positive momentum for all parties.

You: “Think back for a moment to last year when you had
that fire in the restroom of your call center. There wasn’'t much
fire damage, but the smoke damage was significant.”

Susan: “Oh yes, | remember. We were lucky it happened
during the shift change and nobody was hurt—or even
worse. | appreciate your being on site within two hours of
that fire.”

You: “I came as quickly as possible. If the shoe were on the
other foot, | would have wanted my agent to be there right
away. Of course, prompt follow-up was important, too. That's
why when we first started working together | asked you to
put my personal contact information in your cell phone.”

Susan: “l remember when you asked me to do that—I| must
say, initially, | was surprised by your request.”

You: “Remember how Allen, our agency claims person, was
all over the carrier the next morning to cut you a checkright
away so you could begin the clean-up? I'm happy we were
able to come through for you in your time of need.”

The relationship: Past. Present. Future.

You: “You know, the more we talk, the more I'm reminded
about what we've been through during the past five years.
Remember three years ago when you made the acquisition
in Atlanta?2 You and | worked hard to consolidate all of their
coverages into your current policies.”

Susan: “Yes, | remember. It took us 18 months to negotiate
the deal, and we only had three days to convert them over
to our policies. | appreciated your help.”

You: “We'll always be there for you and your company. As
| said, your success is our success. Let’s continue our discus-
sion..."

Brainstorm options.

You: “Susan, as an agency, part of our job is to take your
insurance out to the marketplace and make sure you are
getting the very best value. We do that every year. | also
feel a personal responsibility to you and Bob to make sure
we are taking care of you. But price is only one piece of the
risk-management game.”



Susan (somewhat jokingly): “You aren’t going to give me
the risk-management talk again, are you?2”

You: “Yes, |l am. I raise that topic because if you are really seri-
ous about saving money, | have a betteridea. Let’s focus on
what you and | can do together to reduce your company’s
risks because that will, in turn, save you money..."”

Work out an overall, lasting and satisfying solution.

You: “As we discussed several times in the past, we have vari-
ous initiatives at the agency directed at helping our clients
reduce their risk. With so many female clerical employees
in your call centers, you, like most companies in your line of
work, have an increased exposure for sexual harassment—
especially since 68% of your supervisors are male. I'd like for
us to look at the anti-harassment fraining proposal | gave you
sixmonths ago at our mid-year ‘How are we doing?’ session.
When you reduce your risks, you can save money..."”

Susan: “OK, OK. | get the picture. I'm going to go back to
Bob and remind him of all the things we've accomplished
together over the past five years. And I'm going tfo recom-
mend to him we conduct the supervisory training you sug-
gested...”

You: “Great.”

Susan: “| can’t promise you we won't meet with other bro-
kers, but | am going tfo revisit this with Bolb and I'll call you
next week."”

You: “OK. | would love to talk with the two of you together
after you meet...”

(Two weeks later after the advisory salesperson met with
Susan and Bob, they decided to stay with their agent,
conduct the training with their supervisors and renew their
policies.)

Monitor the success of the new solution.
(Three months later.)

You: “Susan, it's been a month since your renewal. How do
you think it went2 Your company is better because of the
supervisory training your people went through. Over time,
you will save money by avoiding or reducing any harassment
claims and complaints. What else can we do for you?2”
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Focus back on enhancing the overall relationship.

You: “Mary and | would like to take you and Charles to
Ocean next week for dinner. Look at your schedule, and
let us know what evening works best for you. We can just
spend the time enjoying each other’'s company. I'm looking
forward to that.”



REFERENCE POINTS

“Selling through referrals is the most effective
and efficient way to grow your business.”

— Marc Corsini

INSIDE
Reference Points Overview

Good References: Corsini’'s Guide
To a Successful Referral System

There is nothing more fundamental about the sales process
than an effective referral system. Nothing. Nada. Zip. This is how
yOuU grow your business.

We've been fortunate to work with some of the top salespeo-
ple in the United States. And over the years, our research shows
that even these rainmakers with their high degrees of skill and
years of proven success don't take full advantage of the No. 1
selling tool available to them—referrals. They don’t ask for, ob-
tain and then follow up with referrals on a regular basis. In fact,
fewer than 3 percent of the people we coach use this powerful
tool as much as they should. And it's costing them additional
relationships, sales, income, profits and precious selling time.

In this section, we'll explain exactly why referrals are so impor-
tant. Then we'll show you the best ways to go about getting
them. We see it as a four-part system:

1. Understand the referral process.

2. Ask for and obtain referrails.

3. Follow up promptly with those referrals.
4. Repeat the process every working day.

Understanding the referral process means realizing the value of
being proactive. You are creating your own Best Bets™ oppor-
tunities. We encourage you to live a life of abundance and rec-
ognize that opportunities to succeed and grow your business
are everywhere. So, too, are prospects to improve your life (in
and out of the office), enhance your relationships (business and
personal) and simply be happier. But although these opportuni-
tfies are out there, they don’'t always come directly to you. You
have to be proactive and take charge of your own success.
One thing leads to others in the referral process.

71



To make the referral process work, you must be wiling to ask
for and obtain referrals. This might be something you are unac-
customed to doing. As you'll see on the following pages, we're
not asking you to do something that will make you inordinately
uncomfortable. You will be approaching friends, family and
people you work with closely. These are people who want you
to succeed, and so they should be willing to help you.

You must follow up on the referrals you receive and do this
promptly. Otherwise, your requests are a wasted effort. Get into
the habit of obtaining the referral and then acting quickly.

Finally, a successful referral system depends on your repeating
the process every day. You'll need to do this even when you're
enjoying an abundance of business. Regular requests for refer-
rals will keep you sharp and focused on your success. Plus, as
with just about any endeavor, the more you practice, the bet-
ter you become.

To help you make the most of this effective and essential busi-
ness tool, you'll find an article in this section titled Good Refer-
ences: Corsini's Guide To a Successful Referral System. It fea-
tures 20 smart, practical tips you can put to work immediately
to start obtaining referrals today.

If you follow our advice in this section, faithfully document your
referrals and then follow up on them, success will come. That's
because the information here will help you work smarter. It will
help you Do What You Do Better.

Reference Points Overview

For most people, business development is usually a “new rela-
tionship™” type of activity. You are trying to grow your business by
establishing new Best Bets™ opportunities through new clients.
Simply put: The more relationships you have, the greater your
potential for success. The fewer relationships you have, the less
chance you have for growing your business and achieving your
goals—never mind overachieving.

It's all about increasing your “center of influence” where one
contact leads to others. Business development involves adding
tfo the number of people in this important network. This happens
when current relationships lead you to new business connec-
fions — and profitable new business.

Traditional models for adding new prospects (and growing your
center of influence) include:
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. Telephone prospecting time (your daily “Hour of Power”)

2. Drip marketing (a combination of media including emails,
traditional post office mailings, newsletters, personal notes,
novelty items with your company’s name on them, etc.)

3. Trade shows
4. Advertising
5. Good, old-fashioned “knocking on doors”

Now all these activities work just fine. And we're all for them.
But there is a more effective and efficient way to grow your
business.

The thing is, these aforementioned activities, and others like
them, normally involve a whole lot of action taken in anticipa-
tion of producing the desired results. Mind you, there is nothing
terribly detrimental about this approach to selling. It is the tradi-
tional way of business solicitation for a great many people. The
downside is that it takes an enormous amount of effort, money
and time (and some level of frustration) to produce profitable
results. In many ways, the return often doesn’t justify the effort.
The pain-to-gain ratio doesn’'t add up for most people, and
that's why they don’'t grow their businesses as much and as
quickly as they should on a yearly basis.

But as we said, there’s an easier, more effective way to get the
results you want and need.

By asking for, obtaining and following up with a referral, you are
bypassing all of the traditional sales steps to establishing a new
relationship. If someone gives you a referral, they essentially
are giving you an endorsement. They are validating you and
your work by allowing you to use their name in reference. And
the tfrust, respect and admiration they have for you can get a
new business relationship off to a very good and solid start.

To illustrate this point, let's consider two very different strategies
for approaching the same new-business opportunity.

Let’s first look at the typical way most people go about selling.

Let’s say you work for a company that designs Websites for
businesses. You, just like everyone else in your field, want to
increase your business by adding new clients. So you de-
cide to send out a packet of information to Carol Walls, the
president of a large construction company. You have iden-
tified this company as a potential customer; it is in your Best
Bet's™ Pipeline of opportunities. You work with lots of con-
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tractors, and you know you can help this company develop
a better Website and increase its own business.

A couple of workdays after you've mailed the information
to Ms. Walls, you call her to arrange a face-to-face appoint-
ment. When you finally reach her (you've probably played
a bit of phone tag by now, and you've had to make your
way past the assistant or telephone receptionist), you tell
her your name, the name of your company and that your
company designs Websites for contractors.

Ms. Walls might take the time to listen to this much of what
you have to say. But you're more than likely going to get
a “Thanks, but no thanks—we already have a Website” re-
sponse.

Now let's say you take a different, more targeted and per-
sonal approach. Rather than begin your prospecting efforts by
sending out a packet of information, you first call around to
several people you know and work with (this is your “center
of influence”) to see if any of them know Ms. Wallls. It turns out
that Richard Goodman (one of your best clients and known as
“Rick” to those close to him) happens to go to church with Ms.
Walls. What's more, they are in the church's Wednesday Night
Supper Club together. Rick agrees to call and tell his friend
Carol about how much he admires and trusts you, how great
your company is and that he thinks you can help her grow her
own business with a more exciting and more easily navigated
Website. Now let’s replay the call.

You: “Ms. Walls, this is Mark Sites. Rick Goodman gave me
your name and suggested | call you.”

Her: "I saw Rick on Wednesday night; he sure thinks the world
of you.”

You (humbly): “Thanks very much, Ms. Walls.”
Her: “Call me ‘Carol.’”

You: “Thank you, Carol. Now | know you're busy, but | hoped
| could come by for 20 minutes sometime next week and
talk about how your company’s Website can help you at-
tract new business.”

Her: “I'm not sure we are interested; we already have a
Website.”
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You: “Yes, I've been to your Website. It's good, but | believe
we can make it better. All of our clients already had Web-
sites when we first started working with them, but each of
them has seen increased traffic and more clients after we
made their sites more interesting and easier to access. But
we can talk more about that when we get together.”

Her: “"OK. I'll give you those 20 minutes. Let’s say Tuesday at
10 a.m.”

You: “Great. I'll see you then. I'm looking forward to showing
you how we can help you do what you do better.”

As you can see, a personal connection (achieved with a simple
referral) puts an entirely different spin on the same type of sales
call. The referral-aided call allows you to immediately establish
a connection. It opens up the door for a faster and deeper
relationship—one that would have taken months to develop
with fraditional business-building activities.

Now Ms. Walls might or might not buy from you this year. But
even if she doesn’t, your efforts yielded favorable results. What
has happened is that you, with very little fime and effort, have
expanded your center of influence. And with that expansion,
new business will follow over time.

Why Not Just Ask?

So if getting referrals is such a powerful business-building tool,
why don’t people do it more ofteng Well, we think it's because
while asking for referrals is easy to do, it's just as easy not to
do.

Think about it. If you don't ask for referrals, nothing different or terribly
bad happens in your day. There are no immediate consequences.
Your spouse generally does not ask you at the end of the day: “Hon-
ey, how many referrals did you get today¢” or “Did you call the two
referrals you received yesterday?”

On the other hand, she, your boss, other salespeople and even per-
haps your children often will ask you: “Did you sell anything today?”

It's little wonder then, that we tend to focus on the immediate action
(and gratification) of closing the sale. And we don't bother to ask for
and obtain referrals that will pay off in the future.

As we've shown, that's not the way to build your business and in-
crease your sales. The information on the next several pages will help
you get in the habit of asking for (and utilizing) referrals. Good Refer-
ences: Corsini's Guide To a Successful Referral System is a list of 20

75



highly effective and workable tips to help you better develop your
own profitable referral system. Read these tips, and implement them.
Then keep track of your efforts. Begin today, and you'll Do What You
Do Better.

Good References:
Corsini’'s Guide To a Successful Referral
System

1.
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Ask and you shall receive.

Sounds simple, and it is. But most people don’'t bother to ask
for referrals. Therefore, they are unable to take advantage
of this obvious and powerful business—development tool.
Ask. And ask often.

If nobody gives you referrals, something ain’t right.

If you're asking for referrals but you're not getting them,
then you should find out why. You might have customer-
satisfaction difficulties or perception problems you need
to address. Ask those clients, with whom you have a deep
and authentic relationship, why they are hesitant to give
you a referral. Consider sending out a client survey to figure
out what's going on. There are several good Web-based
surveying companies, and the investment is low. Solve any
problems that exist, and then start asking again.

Be specific.

When salespeople finally do ask for referrals, they generally
say: “Do you know of someone | should call2” Their clients
oftenrespond: “Let me think about if, and | will let you know.”
And that's the end of it. Help your clients help you. Be spe-
cific. Guide them to an answer you can use. Describe your
ideal Best Bets™ opportunities and your optimal client. Give
them something to go on.

Keep asking.

Most people treat referral campaigns like the health club
in January. They are fired up when they first begin, and
then they start to slack off. Continuing to ask for and obtain
referrals is the most important rule. Collecting referrals, like
being fit, is not a one-time exercise. It's a long-term (and
career-long) practice.



Keep score.

Track your progress. Use an organized system as an account-
ability tool to keep track of how many referrals you are
getting on a monthly basis and the status of those referrals.
Hold yourself accountable to someone about the number
of referrals you plan to pursue each month and whether or
not you consistently reach your goals.

All referrals are not created (valued) equal.

Some referrals are more valuable than others. And some-
times it's a matter of timing. Prioritize prospective clients
according to time of year, level of importance, their centers
of influence, how well you know them, etc. For example, if
someone refers you to a CPA during tax season, don't try to
set up an appointment to talk about how you can help him
or her until after crunch time. Timing can be everything.

Establish your “Go-To Group.”

This will be your primary network of referral sources. Make
a list of people who think you “hung the moon.” These are
people with whom you enjoy a strong, meaningful relation-
ship. These people want to see you succeed. They care
about you and your success. They probably know lots of
other people, too. Use this center of influence as a start-
ing point to begin accumulating referrals. These are your
best clients, closest friends and business associates, people
you've helped over the years, etc. Think big; this list could
include your minister or rabbi, former Boy or Girl Scout leader,
someone you serve with on a civic or volunteer board, etc.
Start your referral search with this group, and go back to
them periodically for additional referrals.

Identify your “Go-To-Next Group.”

Consider this to be your secondary network of referrals.
These are businesspeople and ofther acquaintances you
know (maybe some even casually) who are willing to help
you. They have a center of influence that includes lots of
people, but you need to further develop arelationship with
them (and gain their frust) so that they will feel comfortable
referring you to others. While we call them your “Go-To-Next
Group,” you should follow up with these people at the same
time you're working with your “Go-To Group."” This list will fake
more time to develop, so begin today.
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Ask for referrals in writing.

Do not assume you always have to verbally ask for a refer-
ral. Consider sending a one-page letterrequesting referrals.
Mark Sheer, a referral guru, suggests using phrases like, “I'm
expanding my business, and | need your help. Who do you
know ..."” And then you provide a specific profile of the par-
ticular kind of ideal Best Bets™ opportunities you're after. He
suggests asking for at least three names.

Look to unusual sources for referrals.

Include in your referral source list association executives,
editors, chamber of commerce people, industry groups
and people who sell to you. People who sell to you are a
tfremendous source of referrals. They certainly have a vested
interest in your success—they want you to succeed because
they want to grow their business.

Get ‘em before you need ‘em.

Most people stop asking for referrals when they get busy and
have a backlog of Best Bets™ opportunities. The best time
to build a solid foundation of referrals is when you do not
need the business. If you wait until you need the business, it
will be too late. Referrals obtained today generally pay off
in the future, and we're not talking about within a month.
Remember, Noah built the ark before it was raining.

Your competition can be a referral source.

Do not think of your competition as “the enemy” all the time.
In many fields, a portion of new business comes when the
competition does not have the expertise or fime to solve a
client’s problem. Working jointly on projects often leads to
referrals, too. Let your competition know you are open to
opportunities that are a win-win situation for both parties.
Trust and respect are key to the success and cooperation
between any groups.

Ask for advice instead of a referral.

When calling someone for a referral, consider asking for
advice instead. Even if you want referrals from them, say:
“What would you do if you were me and you wanted to grow
your businesse¢” They might lead you to additional referral
sources, give actual referrals or offer some great advice on
how to do what you do better. Make sure to be authentic
when asking for someone’s advice. And listen carefully.
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People can always tell if you are genuinely interested in
what they have to share.

Send thank-you notes.

When someone gives you a referral, send that person a
handwritten note thanking them for the name(s). If the refer-
ral becomes a client, call the referral source and give them
the good news. If it's a big enough deal, consider sending
the referral source a small thank-you gift. Do not, however,
give the appearance of buying help or paying them off.

Explain what you do.

Send new referrals a letter, CD, video, or direct them to a
Website, and then candidly discuss how you have helped
other people. It would be great if you could include a client
testimonial or a letter of recommendation, too.

The message maitters.

This is key. What you first say when you call the referral is
very important. Establish your connection immediately. Use
a phrase like this one: “Isabella Wold asked me to call you
because she thought you might benefit from some of the
same things we did for her company...”

Have confidence when you call or meet someone.

You only get one chance to make a firstimpression, so make
the most of it. Everyone is busy today. Your presence should
reinforce your professionalism, confidence and ability to
help.

Timely follow-up is critical after calling.

Often people will tell you that now is not a good time for
them to talk or meet, and they will ask you to send them
information and call back in a couple of weeks. Make sure
you have the ability and materials to do this. Follow up with
a fimely email, letter, informative e-newsletter, etc. the same
day you initially call someone. Next, schedule a follow-up
(by phone or, better yet, face to face) in whatever contact
management system you use.

Have fun, but expect rejection.

Do not let any lack of excitement on behalf of the person
you are calling lower your own energy level. People get lots
of calls and emails; you can’trealistically expect them to be
eager to talk to you. Use your positive energy level to cap-
ture their interest and turn your call into a positive one.
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Start today, and remember it's an “everyday thing.”

Obtainingreferralsis a lot like exercising. If you do it regularly,
you will get stronger. Then you'll be able to accomplish more
and build an abundant pipeline of Best Bets™ opportuni-
ties. If you don't, you become weak. Even the easiest tasks
become difficult, and you'll be looking at a life of scarcity.
Focus on obtaining useful referrals, and then put them to
work. That's how you live a life of abundance with oppor-
tunities everywhere—they are yours for the asking.



PRODUCE RESULTS

“Rainmakers have an abundance mentality. They see
opportunities in everything they do.”

—Marc Corsini

INSIDE
Abundant Living and the 80/20 Principle
Rainmaker Productivity Test

An Abundance of Workable Tips
(and Some Commonsense Sayings)

Successful people know that in work—and in life—there is op-
portunity everywhere. We call this an “abundance mentality,”
and in this section, we'll explore how it applies to your day-to-
day productivity and your long-term goals of reaching your
potential as a salesperson. Please don't think the abundance
principle is some type of “new age” mumbo-jumbo. It's not. It
is, however, a positive attitude toward life that all winners share.
The abundance principle is based on living life to the fullest. It
is nurtured when you expect success to result from your efforts.
In this section, we're going to take this concept and expand
it to your Best Bets™ Opportunity Pipeline. We'll look at how it
applies to fime management and being as productive as pos-
sible. And all the while, we'll keep in mind a steady focus on The
7 F's of True Success. That's because the abundance principle
doesn’t just apply at work—it touches all aspects of your life.

People either live and function in a place of abundance or a
place of scarcity. Rainmakers approach what they do from an
abundant-life perspective. They see opportunities everywhere,
and they work to make them pay off. They work smarter rather
than harder. They expect to succeed, and they work toward
specific goals in order to make that happen. They think strategi-
cally, develop a plan, and they work that plan in an optimistic,
deliberate way.

Underachievers, on the other hand, come at work (and some-
times at life) with a scarcity mentality. Often they function in
a haphazard and lackadaisical way. Success with a scarcity
mentality depends on a vibrant economy, the perfect product
mix and a 95 percent Best Bets™ Pipeline win rate year after
year. In short, it depends on luck. This is why those salespeople
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with a scarcity mentality usually have a yo-yo history to their
performance efforts. They range from good to bad and per-
haps back to bad again year after year. A rainmaker’s per-
formance record just gets steadily better—going from good to
great and then even greater from one year to the next.

Someone working under the scarcity model might have a day
like this: They're at work, and around 10:20 a.m. they look up
and realize suddenly how little they've accomplished. Then
they wonder, “Where has the morning gone?2” They've been
busy enough, but they've gotten very little done. It's kind of like
that movie Groundhog Day when Bill Murray is forced to live
the same day over and over until he gets it right. Unfortunately,
a scarcity mentality—with insufficient planning, a less-than-pos-
itive outlook and little focus—doesn’t often result in getting it
right.

In general, most rainmakers know exactly where their fime goes.
The day isn't scripted for them, but they do approach it (and
work it) with deliberation and with focus.

If you already work with an abundance mentality, good for
you! Keep it up. (You will because you know it works.) If you
have more of a scarcity mentality, let's work on that. And know
this: You can become more effective and productive. It's a
matter of pinpointing how you spend your day, overcoming
time-wasting hurdles and focusing on the Sales Fundamentals
of Work. An abundance perspective enhances your produc-
tivity, and that franslates info more Best Bets™ Opportunities
in your Pipeline. Your daily “hour of power” contact time be-
comes easier to accomplish and more rewarding. You'll have
more face-to-face visits, deeper relationships with the clients
you currently have and you'll find that more deals come to frui-
tion. Ultimately, you'll discover true success—in and out of your
office because a hopeful, positive outlook affects all areas of
your life.

As you read this section, we encourage you to reflect on how
you spend each day. Coming to a true realization of how ef-
fectively and efficiently you work allows you to see whether or
not your time and talents are really being used in a productive
manner. You'll need to check your attitude, too, and work to
develop a mind-set of abundance.

Our ideas on the abundance principle and productivity (and
consequently, your performance) are based on our proven
sales coaching methods as well as our experience working with
thousands of talented individuals at hundreds of companies
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all across the United States. While coaching some of the top
rainmakers in the country, we've seen what works—and what
doesn’t. We'll share some of those sales dos and don'ts here.

But first, we'll offer you a step-by-step guide to realizing just how
productive you really are. With Abundant Living and the 80/20
Principle, we'll look at the classic and highly successful (and
true) 80/20 Principle and how it applies to what you do. Sales-
people at any level can utilize the many applications of this
smart approach to work.

Then there's our Rainmaker Productivity Test. Take it, and quick-
ly see just how effective and efficient you are at work.

Finally, we offer An Abundance of Workable Tips (and Some
Commonsense Sayings). These words of wisdom and proven
ideas on productivity and tfime management are here to make
you think (and perhaps even grin a little). Read them with the
abundance principle in mind. Then get out there and Do What
You Do Better.
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Abundant Living and the 80/20 Principle

To get the most from the abundance mentality way of life, it's
important to approach this from a sensible standpoint: Not all
opportunities are alike. That's where the 80/20 Principle comes
in. It's one thing to live and work with a positive, winning atti-
tude; it's another to function in a smart, discerning way—know-
ing just where you need to focus that positive energy.

The 80/20 Principle states that 80 percent of the results, outputs
or rewards are derived from only 20 percent of the causes, in-
puts or efforts. Simply stated, only a few major things make up
the maijority of any success. This idea has a multitude of appli-
cations for all salespeople.

Vilfredo Pareto (1848-1932), an Italian economist, studied the
pattern of wealth and income in 19" century England. In 1897,
he found that most income and wealth went to a minority. For
example, his logic was that if 20 percent of the population en-
joyed 80 percent of the wealth, then you could reliably predict
that 10 percent would have 65 percent of the wealth and 5
percent would have 50 percent and so on.

While he was onto something, Pareto neverreally used his 80/20
formula in any practical way. Eventually, he moved on to other
research, and his findings were forgotten until the late 1940s.

In 1949, a Harvard professor named George K. Zipf came up with
the “Principle of Least Effort.” Zipf's principle said that resources
(people, goods, time, skills or anything else that is productive)
tend to arrange themselves so as to minimize work, and that
approximately 20 to 30 percent of any resource accounts for 70
to 80 percent of the activity related to that resource.

But it wasn't until 1951 when Romanian-born Joseph Moses Ju-
ran, a quality-control guru and U.S. engineer, published the
Quality Control Handbook citing Pareto’s 80/20 Principle. Ju-
ran’s concept used the 80/20 Principle to root out quality faults
and improve the reliability and value of industrial and consum-
er goods. Juran's theories were not initially embraced by U.S.
industries. But starting in 1953, while working with several Japa-
nese corporations, he is credited with transforming the value
and quality of their consumer goods. It wasn't until the early
1970s that he brought his quality model to the U.S.

These great minds call this theory by different names and ap-
proach the idea from various angles, but they all agree on this:
Some opportunities are more lucrative, rewarding, fun, worth-
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while, etc. than others. So thinking in ferms of your time and
productivity and coming at this with an abundance mentality,
let’s figure out how you should spend 80 percent of your time,
talents and resources. We'll look at the 80/20 Principle in rela-
tion to several aspects of your business life.

The 80/20 Principle certainly applies to current clients and cur-
rent and future Best Bets™ Opportunities. We all know there
are lucrative clients and then there are those who prove to be
a waste of fime. Applying Pareto’s principle, we find that 20
percent of your clients will generate 80 percent of your revenue
and income. So, according to the 80/20 Client Principle, the
majority of your time should be spent with a few specific clients
and potential clients.

Understanding and recognizing which clients generate the
most revenue/profits allows you to better decide how to struc-
ture and schedule your face-to-face sales calls and who to
call during your “hour of power.” Commit to focusing on the
right Best Bets™ Opportunities, and let someone else have the
rest!

Next let’s apply the 80/20 Principle to your productivity. From
this standpoint, we see that 20 percent of your time, talents and
activities generates 80 percent of your revenue and income.
The challenge with the 80/20 Productivity Principle is to clearly
identify which of your many daily activities are actually helping
to generate that revenue and income. From our sales-coach-
ing experience, we've established that the following activities
generate an inordinate amount of revenue and income. No
matter how you look at it, you'll do well to spend time doing
these things:

* Build solidrelationships. Spend most of your time, talents and
resources with quality clients and potential opportunities
that you know have a future with you. These relationships
are based on ftrust, respect and admiration by both
parties—and they are mutually beneficial. That's how you
recognize them.

* Focus on your best opportunities. Best Bets™ Opportunities
look like your best clients. They want and need what you're
offering—ijust like your current best clients do. These are
the opportunities that will ultimately generate 80 percent
of yourincome. Identify them, and then spend most of your
time nurturing them.
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* Be an adyvisor to your clients. You should be more than just
a supplier of goods or services. Be a partner in your clients’
success. Work to gain and maintain their trust. Act with
their best interests in mind. With commitment and absolute
authenticity on your part, you'll become as trusted an
adyvisor to your clients as their CPAs and attorneys.

» Solve problems for clients and potential clients. Make
yourself indispensable to your best clients and your most
promising opportunities. Put yourself in their shoes, and
approach what you do from their company’s perspective.
What problems do they face?¢ How can you help them
solve those problems?2 Make their issues your issues, and
you both profit.

* |dentify market changes, and then act. Constantly look for
better ways to do what you do better. Be proactive in your
efforts rather than just reactive. Embrace change, and put
it to work for you.

* Delegate. Let others work hard while you work smart.
Again, focus your fime and talents in the most effective
way possible. Concentrate on that rewarding 20 percent.

» Simplify your life. More is not necessarily better. Sometimes
it's just bigger, takes additional effort and burns up your
energy. Figure out what's really important to you, and focus
your time, talents and energy there. Think of this in terms of
life outside the office, too. It impacts each of The 7 F's of
True Success.

Now let's apply the 80/20 Principle to your decision-making
process. The 80/20 Decision-Making Principle states that only 20
percent of your decisions are really important. So don't sweat
every decision that comes your way. Focus your main energy
on the few really crucial decisions that you have to make. Just
work through the others, and move on. Or better yet, delegate
them.

The 80/20 Principle even applies to days of the week. The 80/20
Productive Days Principle states that only 20 percent of your
workweek generates 80 percent of your revenue. Which days
are most productive for you?2 Do you start each week with focus
and determination? Do you work up to a big finish by week’s
end? Is the middle of the week when you hit your stride? Every-
one is different. Figure out your own timing, and then work the
week in a way that works for you.

The 80/20 Principle, in all its applications, allows you to under-
stand whom your best clients and opportunities are, how you
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work best, what exactly requires your strict attention and when
you're most productive. This knowledge lets you work with focus
that ultimately will translate to increased success. And when
this 80/20 approach is coupled with an abundance mind-set,
you'll see which of your many opportunities will best help you
achieve your goals and reach your full potential. You can work
with increased focus and more purpose, doing the activities
and targeting the clients and opportunities that are right for
you.

Rainmakers know this. But it's no secret. It's just how you Do
What You Do Better.
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Rainmaker Productivity Test

How do you measure up in terms of being a rainmakere The
key is not only working hard, but also working smart. Our Rain-
maker Productivity Test is a simple but eye-opening exercise
that will indicate which specific parts or activities in your busi-
ness day need some extra attention and more effort. Once
you know your strengths and weaknesses, in terms of working
smarter, you can do what you do better.

Ready to learn?2 Rate yourself on 10 different activities/aspects
of a typical business day using the scoring system below:

Possible score for each question:
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e 10 points if you can answer: “always”

e 7 points if you can say yes: “most days”

e 5 points if your answer is: “depends on the day
and week”

e 3 points if your answer is: “not usually”

e 1 point if your answer is: “never”

Do you arrive in the office at your target time? “Target
fime"” is defined as the fime you should be in the office
in order to make the most of your day. (For most people,
7:45 a.m. would be a good target fime.)

Score:

Do you thoroughly work through each day’s To Do list,
daily planner & your Best Bets™ Opportunities?

Score:

At the end of your current workweek, do you schedule
face-to-face sales calls for the next week?

Score:

Do you limit your non-business phone calls, emails, efc.
to no more than two a day during office hourse (Personal
callsin the car while driving or at lunch don’t count, but
we don't recommend the driving ones.)

Score:



10.

Do you spend fime every day on your “hour of power”
callse And do you schedule—and accomplish—regular
follow-up with your current and future Best Bets™
Opportunitiese

Score:

Are you “in your sales zone” before 9 a.m.2 (Do you make
at least five business-related calls by ? or 9:30 a.m.?

Score:

Do you stop and take time to review your To Do list, daily
planner or Best Bets™ Opportunity Pipeline at least once
a day so you can stay on track?

Score:

Do the co-workers or other salespeople who know you
and watch your progress consider you “in the game” on
a daily basis?

Score:

Do you enjoy going to work?2 Are you enthusiastic about
your work and the selling process? (Think about this
carefully, and be totally authentic with yourself before
you answer this question.)

Score:

Are you able to leave the office at your targeted time?
“Targeted time” is defined as the fime you ideally want
to leave in order to spend quality time with family or
friends, or to exercise and do the things you want to do
after work.

Score:

Now, total up your points and see where you stand.

Score
Score
Score
Score
Score

: 90 - 100 Points — Rainmaker

: 80 - 89 Points — Rainmaker Potential

:70 - 79 Points — Above Average Performance
: 60 - 69 Points — Average Performance

: 59 or Fewer Points — Out of the Game

89



An Abundance of Workable Tips
(and Some Commonsense Sayings)

1.
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Forget your past—there’s no future in it. The skills and habits
that got you where you are today are, in many cases, not
necessarily the skills you need in your future. Embrace (bet-
ter yet, seek out) change. Don't be afraid to try new ways
of doing what you do better.

Time is a perishable resource—use it wisely. That is why
God gives it to us one second at a time. Do not waste it or
take it for granted. Take control of your time.

“There is no waste of time like making explanations.” —
Benjamin Disraeli

Work smarter—not harder and longer. Remember Parkin-
son’s Law: “Work expands to fill the time available for its
completion.” Accomplish (not work) as much as you can
in the shortest amount of time. There's a huge difference.

Prioritize. You only have enough time in your day to do the
important and urgent things. A day consists of three kinds
of activities: Have to do, need to do and nice to do. Forget
the nice to do’s. Start with the have to do's and work your
way backward. Spend your first hour at work on your most
important activity of the day. Then pick the next most im-
portant and so on. (And don't begin your day with 30 min-
utes of emailing. Once you start to get return messages, it's
hard to stop and move on to more important things.)

“You can gauge a person’s ambition and competitiveness
by whether they hate their alarm clock or consider it a re-
source to help them do what they do better in life.” — Marc
Corsini

Delegate to others—inside and outside of the organization.
Ask yourself with every activity: “Is there someone else who
could do this better, faster, easier or cheaper (hourly cost)
than 12" Look for help inside your organization as well as
outside. In the past, most people only used outside sources
for things like accounting needs. Today, you can find peo-
ple who, on a freelance basis, will write, produce graphic
artwork, perform secretarial and IT tasks, handle your pub-
lic relations and human-resource needs, run errands, man-
age your database and schedule appointments for you.
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Remember the 3Ds of delegation. Do it, delegate it or ditch
it. Work with the 80/20 Principle in mind, and don’t waste
time on things or activities that aren’t rewarding for you.
Delegate what you can, and focus your energies on what
really matters.

“If there is no wind, row.” — Latin proverb

Do itright the first time. Our experience shows it takes about
15 percent more time to do a job right the first time. We all
know people who don’t have time to do a job/task right—
but they seem to have time to do the job over again. That's
no way to work. It's not fair fo the client or to you. Besides,
doing something right the first time is consistent with the
idea of being authentic in all you do.

Finish what you start. As Napoleon Hill stated, “Most of us
are great ‘starters’ but poor ‘finishers’ in everything we do.”
Be the person others count on.

“In the morning be first up, and in the evening last to go to
bed, for they that sleep catch no fish.” — English proverb

Channel your energy. Experts used to tell us to spend one
hour each day concentrating on a single important task.
But few of us have an extra quiet hour in our day. Don't
worry about finding and spending a quiet hour in order to
complete an important task; just concentrate on spending
all your available time on a single, important task between
interruptions, phone calls and meetings.

Focus on outcomes, not activities. Nobody cares how
hard you're working—nobody. They only care about what
you're accomplishing.

“Unless you're serving time, there’s never enough of it.” —
Malcolm Forbes

Look for robbers. Some people can—and will—rob you
of your time. Time robbers can be anyone—co-workers,
friends, vendors, family and some clients. Avoid, ignore,
put off and manage those who rob you of your time.

Learn to say “no” or “not now.” Only be overly accessible
to your Best Bets™ Opportunities and clients. Learn to say
“no” or “not now" to the requests of others. Agree to meet,
but at a later time or date when someone requests your
time for help in tackling a problem. Most likely, they will
figure out the answer by themselves before you have time
to meet. This saves you fime and teaches them problem-
solving skills, too.
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“Until you value yourself, you will not value your time. Until
you value your time, you will not do anything with it.” — M.
Scott Peck

“Quick questions” are never quick. Quick questions do not
mean short interruptions. Watch out for that trap.

End your “pilot” program. We all know people who have
multiple “piles” on their desk. Tame the paper tiger—clear
the clutter off your desk. Get rid of all those distractions.
Throw it all away. File it. Just make sure you act onitin some
way. Completely clear off your desk once a week or at a
minimum once a month.

“Fifty percent of a salesperson’s time is wasted on poor
opportunities. The problem is, you often do not know who
these useless opportunities are until after you finish the sales
cycle.” — Marc Corsini

Give yourself margin. Schedule margin on your calendar
and in your meetings so you can handle unexpected cli-
ent and Best Bets™ Opportunities activities and issues. No
margin—no peace. Have margin—have peace.

Make appointments with yourself. When you have an im-
portant project you need to work on, schedule time on
your calendar to complete the task. Also include time for
your “hour of power” so you can consistently follow up with
opportunities in your Best Bets™ Pipeline, send thank-you
notes, etc.

“Time is what we want most but what we use worst.” — Wil-
liam Penn

What's more important than a To Do list? It's the “stop do-
ing"” list. Think about the things you do today because
you're simply used to doing to them. If they don’t matter
anymore, stop doing them.

Stop filing! A Stanford University study found that only 13
percent of filed papers are ever looked at a second time.
Maybe it's time to get rid of most of your paper files.

“Time is like money, the less we have of it to spare the far-
ther we make it go.” — Josh Billings

Develop a sense of urgency. The best cure for procrastina-
tion is to develop a strong sense of urgency.

Be a planner. You might be shocked to know that for every
one minute of planning, you save 10 minutes in execution.
Set aside the last 15 minutes of each business day to evalu-
ate what you have done that day and what you plan to
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do the next day. Establish and prioritize your objectives,
to do’s and appointments for the coming day. Avoid the
“planning paradox” of failing to plan because it takes time.
Include short- and long-term planning. Try using Monday
or Friday as the day you consider long-term planning.

“Know the true value of time; snatch, seize and enjoy ev-
ery moment of it. No idleness; no laziness; no procrastina-
tion; never put off until tomorrow what you can do today.”
— Lord Chesterfield

“We all suffer the pain of discipline or the pain of regret.”
Jim Rohn, the legendary speaker, was right. Either we can
take control of our day and have the temporary pain of
discipline to accomplish what's important to us, or we can
experience the more lasting pain of regret for not being all
we can be.

Weekly or monthly vacations. Many people are the most
productive right before they go on a vacation. They have
a heightened sense of urgency. They delegate. They fo-
cus. They work on the most important projects and forget
the other stuff. Pick one day a week (or at a minimum, a
couple days a month), and work like you are about to go
on vacation for a month.

“If you want to know a person’s values, look at where they
spend their time, money and energy.” — Unknown

Leave an hour early. Having trouble getting it all done?
Plan to leave an hour early. If you're still having trouble,
leave two hours early. Having less tfime to get things done
forces people to only work on the really important tasks. By
reducing the amount of time you have, you force yourself
to work on results—not merely work.

Throw out your electronic day timer. Most people use their
day fimer to fill up their day, and that keeps them from re-
ally focusing on results. They include all kinds of to do's that
are not helping them get to where they want to be. Use a
3-x-5 index card instead. On one side, write the three most
important things you need to do that day. Use the rest of
the space to make notes as people call you. On the other
side, list your appointments and meetings. Review the card
at the end of the day, and decide on the three most impor-
tant things you need to do the next day.

“Time is really the only capital that any human being has,
and the only thing he can’t afford to lose.” — Thomas
Edison
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Stop playing telephone tag. Minimize telephone tag by
improving your timing and scheduling calls when you are
most likely to reach someone. You also should develop ad-
ditional contacts within an organization; get to know your
contacts’ assistants. Leave careful, creative voice mail
messages defining exactly what you need and your time
frame. Establish regular "“in-office hours” so people know
when they can reach you. Update your outgoing message
daily to reflect changes in your schedule. And use email to
better communicate. Set up your email to auto-respond to
messengers when you are out of town. Caution: Email does
not deepen relationships—that requires face-to-face time.
Remember this.

Simplify your life. Simply remove those activities that take
up your time and yet have low payback or do not add
value to your work and personal life. Ask yourself: “Which
activities make me money¢ Which help my career or pro-
vide value to my family, clients or employees2” Remove
those activities that don't.

“If you want to make good use of your time, you've got
to know what’'s most important and then give it all you've
gol.” — Lee lacocca

Take time off. Take time for yourself to dream, pray, relax,
learn, exercise, nurture relationships and have fun. All work
and no play will make Johnny unhappy and not a fun
person to be around. Be good to yourself. Live the life of
abundance.



FINANCES

“Don’t follow a money trail. Take charge of your finances.
To get ahead and stay ahead, you must know where
your money'’s going.”

— Marc Corsini

INSIDE
10 Tips for Financial Success

We've spent several sections and a lot of positive energy on the
Sales Fundamentals of Work. This makes sense since, together,
we are working on the essential elements of your being effec-
tive and successful at work. But in keeping with a whole-life ap-
proach to your success, we should address the other factors to
a life of balance. The Fundamentals of work is only the first com-
ponent of The 7 F's of True Success. In the next several sections,
we'll look at the other F's—sound Finances, the importance of
Family (and friends), Faith, Fitness, Fun and Fusion (the balance
of all this).

We devoted an entire book to this method. Do What You Do
Better With the 7 F’s of True Success addresses the key common
elements to any life of real success. But here's the neat part: With
this book, you can easily make our 7 F's system your own. Various
sections in this book require serious thought. You fill in the blanks
with information that is specific fo you and your own success.
Your financial goals are yours alone. How you do what you do
better with them is up to you. As you use this book each month,
you'll narrow your focus on what truly matters in your life—both
in and outside the office.

By the tfime this year of improvement is up, you should have your
finances and financial goals organized and working for you.
Possible information and reports to consider when addressing
this Finances secftion include:
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» quarterly or annual records or knowledge of personal
net worth;

» statements with your account status from financial
institutions;

* insurance policies;
* an updated will;

* articles and financial newsletters with tfips on creating your
financial legacy.

Be creative; use your financial imagination. You'll find other tips
in this section, too.

Let’s begin by talking about your personal Finances and where
you are in creating your financial legacy. We're not going to
walk you through the mechanics of developing a budget (but
there are some tips on the following pages). We will stress that
using your money wisely and living within your means are cru-
cial to frue financial success, but mainly we're going to look at
the bigger picture.

A long-term financial strategy not only offers you personal se-
curity and comfort, but it also can provide a lasting legacy for
your family and even your family’s family. It's pretty exciting to
think about how your actions today can benefit your children’s
children 30 to 40 years from now.

In order to leave a legacy, you must accomplish something
significant. It will tfake planning, smart decisions and hard work.
This sort of achievement doesn’t happen overnight. It evolves
over time.

Your financial legacy could grow from something as simple as
an educational savings plan for your child in which you put
aside $100 each month starting the very month the child is
born. If you did this—utilizing one of the many different types
of educational investment programs available today—you'd
have a substantial amount accumulated by the time the child
is ready for college.

Or let’s say you are just out of college yourself, and you decide
to purchase a rental property every five years until you reach
retirement age. (This might mean you defer living in a home
you actually own for a period of time while your earnings and/
or savings accumulate enough to allow you to purchase your
own home.) If you purchase your first rental property at age
22, by the tfime you are 52 you'll have seven rental investments
providing you an ongoing income stream.
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Both these examples start with a simple idea. They involve a
series of small steps, and they evolve into a large, long-term
plan.

A smart, goal-oriented financial strategy yields more than mon-
etary results. First, it allows you to create your financial legacy.
Second, it provides your children with a model for establishing
their own spending and saving habits. You are leaving not only
a legacy of wealth, but also one of knowledge about financial
stewardship that could impact many generations.

For more on this topic of creating wealth, we suggest reading
or listening to Rich Dad, Poor Dad by Robert T. Kiyosaki.

Remember, sound financial habits don't just happen. Financial
legacies aren’'t established by chance. Financial freedom is
created through planning, discipline and action. It can take
a long fime to become significant. But it won't happen if you
don't take charge. Do something financially significant, and start
today. It's part of Doing What You Do Better.

10 Tips for Financial Success

1. Get paid what you're worth and spend less than you earn.

No matter how much you're paid, you'll never get ahead if
you spend more than you earn. Make sure you know what
your job is worth in the marketplace. Do this by evaluating
your skills, productivity, job tasks, contribution to the com-
pany, and the going rate (both inside and outside the com-
pany) for what you do. Being underpaid even a thousand
dollars a year can have assignificant cumulative effect over
the course of your working life.

2. Create and stick to a budget.

Everyone needs a budget, whether you make thousands or
hundreds of thousands each year. How can you know where
your money is going if you don’t budget?¢ How can you set
spending and saving goals if you don't keep frack of your
finances? To establish a realistic budget, keep track of all
your bills and write down everything you spend for several
months. Then, start living with your budget by writing checks
(or setting up automatic bill payment) for necessities and
give yourself a cash allowance for everything else. Spend
only what you have readily available each month.
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Getrid of credit card debt.

Credit card debt is the number one obstacle to getting
ahead financially. Those little pieces of plastic are so easy
to use. Some cards you only have to wave over the credit-
card keypad; it's like magic. And so it's easy to forget that
we're dealing with real money when we use them. Here's
the reality: If you don't pay off balances quickly, you end
up paying far more for things than you would have paid if
you had used cash.

Plan ahead for your retirement.

Create a vision for your retirement—not only how you want
to live and where, but also what you want to do. Then plan
to fund your future by contributing to a retirement plan. If
your employer has a 401 (k) plan and you don’t contribute
to it, you're throwing away a great opportunity. If you're
already contributing, try to increase your conftribution. If
your employer doesn’t offer a retirement plan, consider an
IRA. On a related note: Employment benefits like flexible
spending accounts, medical and dental insurance, etc.,
are worth big bucks. Make sure you're maximizing yours and
taking advantage of the ones that can save you money by
reducing taxes or out-of-pocket expenses.

Have a savings plan.

Pay yourself first! Set aside a minimum of 5 percent to 10 per-
cent of your salary for savings before you start paying your
bills. Consider having this money automatically deducted
from your paycheck and deposited into a separate account.
If you wait until you've met all your other financial obligations
before tending to what's left over for saving, you'll probably
never have a healthy savings account or money-making
investments. If you're contributing to a retirement plan and
a savings account and you can still manage to put some
money into other investments, do it.

Do your homework.

Whatever you're planning to do—buying a home, buying
a car, investing in the stock market, whatever—do some
research first. Educate yourself before you take action.

Build an emergency fund.

Save at least three to six months of living expenses in case
of job loss, health problems or family emergencies. Prepare
for the unexpected.
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Schedule a financial check-up.

Review your credit report annually for inaccurate informa-
tion as well as signs of identity theft. Also, invest in a paper
shredder at home, and use it to shred all those pre-approved
credit card offers and old financial documents.

Take care of those you love.

Estate planning isn’t just for those with very large estates. It's
a sad truth that 70 percent of Americans don’t have a will.
If you have dependents, no matter how little or how much
you own, you need a will. Protect your loved ones. Write a
will. On a similar note: Review your insurance coverages.
It's important that you have enough insurance to protect
your dependents and your income in the case of death or
disability.
Keep good records.

That budget-building exercise of keeping frack of your
expenses over several months can get you into this good
habit. Here's the thing: If you don't keep good records,
you're probably not claiming all your allowable income-
tax deductions and credits. So set up a system now, and
then use it all the time. You'll find that tax time is easier, too,
when you don't have to scramble to find everything and
risk missing items that might save you money.
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FAMILY

“Strong relationships depend on loyalty, shared experiences,
and simple kindness and consideration. Forging solid ties
with family and friends takes some work (and time)
on your part. But it's well worth your effort.”

— Marc Corsini

INSIDE
Strengthening Family Ties
Life in a Jar

We've focused a lot of energy on the Sales Fundamentals of
Work. And in the last section, we discussed the powerful (and
lasting) impact you can make with your family (and your fam-
ily's family) by being disciplined enough to create your Finan-
cial legacy.

We know that a balanced life also includes focus on the other
F's—Family, Faith, Fitness, Fun and Fusion (the balance of all
this.) As you move through the year with your goals and to-dos,
you'll make these elements your own with your specific infor-
mation, reports, graphs, etc.

Now, let’s turn our attention to Family (and friends).

When we talk about “family,” we mean the families we're born
into as well as those we create with our spouses and children
and with our friends. We include this broad definition because
most of us have had at least one frue friend who has brought
us as much joy, fulfllment and support as any family member
ever could have done.

Most of us have more to do than there are hours in which to
do it all. Meetings, emails, reports, appointments and more all
need your attention. If you don’'t watch out, you'll find yourself
expanding your work time beyond the traditional 50-plus hours
a week, and that cuts into your family fime. With today’s tech-
nology, your office can be anywhere you choose to open up
your laptop—at the ballpark, library, playground and at home.
All these areas were traditionally considered to be family sanc-
tuaries.

We realize that frue success is more than having a corner office
on the top floor. It's more than all the financial rewards that go
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with that achievement. Succeeding at work while life at home
suffers might produce a large bank account, but a messy di-
vorce can shrink that hard-earned wealth with the stroke of a
pen. This doesn’t even take into account the heart-wrenching
costs that go with the breakup of a family.

Our whole-life approach to coaching considers happiness at
home an important part of true success. For greater success
in the office, you have to get to work outside the office. That
means giving regular and undivided attention to family and
fiends. Work hard and smart, and know when to shut down
the computer, take off the headset and turn off your portable
phone. Living a life of abundance means you can have it all—
but you have to do your homework.

Realize that little conversations, small gestures of comfort, sim-
ple things that you do every day (whether for an hour or for
just a few minutes) are often enough—especially when these
things are done with sincerity and commitment to building and
strengthening the bonds that you have with your family and
friends.

Sit back, and think about your family and friends and what they
mean to you. What parts of your relationships need your atten-
tion2 What is important to you all2 What possible information
can you keep close at hand to help you in your close relation-
shipse We suggest this list as a start:

1. Alist of birthdays and anniversaries of family and friends
5o you can send them cards on their special occasions.

Pictures of your family—for sharing and for yourself.
Family-tfree diagrams to remind you of ties near and far.
A running list of school functions.

Clothing and shoe sizes so your surprises will delight (and
fit).

You, of course, can come up with many more. But attention
to these things is more important than the length of the list. Be
creative, and then act. Consider the tips beginning on the next
page as you develop and strengthen your all-important family
ties. And then read the inspiring story at the end of this section.
It is simple but full of useful truth.

Focus on your family and friends every chance you get. Make
those chances happen often. That's how you Do What You Do
Better.

ARl
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Strengthening Family Ties

1.

102

Make small talk.

Talk in the car on the way to and from school. Talk around
the dinner table. You can learn a lot from small, informal
conversations. These are the times when kids talk about their
life in school or some incident on the play area. Often, it is
in these conversations that parents find out about bullying,
difficulties in school and problems with friends. Think about
each member of your family. During the last week, what
are the things you have talked (or yelled) about? Make a
note about whether the talk was friendly (helpful, happy) or
unfriendly (angry, hurtful). Make a list like this: (a) name of
family member, (b) what you talked about and (c) was the
talk friendly or unfriendly2 This exercise will do a great deal
to help you see how communication works in your family.

Spend time away from the television.

Just turn it off, and tune intfo each other. Limit your television
time to just a few hours a week, and you'll be surprised how
close you become. Take a trip to a state park cabin without
a television, and make your own fun. (It's not as fraumatic as
your kids might initially think.) Don’t play movies on car trips.
Instead, play tried-and-true travel games like the license
plate game. Make your own fun.

Hug.

There is so much good in giving a hug. According to
research, touch therapy is very effective in building family
relationships — especially those bonds between parents and
their children. Hugs, or other simple, friendly touches like a
pat on the back, are an excellent way of expressing your
love and concern. Hold hands with your spouse. Develop
signals that say, “I love you.” Kiss goodbye in the morning
and hello every evening. That's a nice habit to have, and
you can say a lot without saying a word.

Leave messages.

Maintain communication in whatever form you choose to
use. Parents can use their mobile phones to keep track of
their older children through their mobile phones. Messages
left on a family bulletin board or posted on the refrigerator
are also great ways of maintaining your presence in your
family’s life. Put messages in school lunches. Hide them
beneath the breakfast plates. Leave unexpected notes of
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praise. Put your thoughts for your family down on paper.
Go out on a date with your spouse.

Fun fime alone together is especially important if you have
children. A date also is an excellent time to share dreams
with each other. Pick something both of you enjoy. Com-
promise. Avoid conflict of any sort on your date, and simply
concenfrate on enjoying your time together.

Treat each other with respect and kindness.

Too often we talk to our family one way and to our business
acquaintances in another (more considerate) way. Strange
but true. Treat each family member with the same degree
of respect you have for your most valued clients. Compli-
ment each other often. Say “thank you” for little kindnesses
and “please” with any request. Showing kindness in little
ways strengthens any relationship and it also keeps minor
annoyances from being blown out of proportion, Daily acts
of kindness also can promote the growth of romance in the
marriage. Respect and care for each otherin ordinary ways.
You'll end up with extraordinary results.

Establish your own family traditions.

Traditions and rituals serve important functions in families.
First, they enable us to figure out what's really important to
us. They also give meaning and predictability to family life.
Rituals help make special fimes more special and ordinary
times less stressful. Studies show that relationships that are
marked by numerous traditions and rituals are often richer
and more purposeful than those that are not.

Be with them.

Despite your busy schedule, make an effort to be there
for your family whenever possible. Show up at the school
festival. Coach your kid's soccer team if you can; seasons
aren’'t very long. A once-a-month family getaway can
greatly strengthen family ties. This can be something as
simple as a night out at the movies or as big as a weekend
trip to the beach. Find common ground within the family,
and learn to make compromises not only on your schedules
but also on your various interests. Take turns going to your
favorite places when out on a family trip. Better yet, let a
different family member plan each outing from start to
finish.
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9. Celebrate special occasions.

School presentations and sporting events are big things in
the life of a child. Sharing them as a family strengthens your
bonds. It is important that you support your children in their
various projects. Also, take the initiative when planning a
birthday or anniversary celebration. Make the reservations.
Hire the sitter. All this shows your family that they matter to
you and that you are wiling and happy to give them a
portion of your very valuable time.

10. Recipe for a happy marriage:

Combine two caring hearts. Meltinto one. Add alot of love.
Mix well with respect and trust. Add gentleness, laughter,
faith, hope and joy. Pourin much understanding (and a lot
of patience). Sprinkle with kisses and a dash of hugs. Bake
for a lifetime. Yield: One Happy Couple. Sure it's cute, but
it's also frue. Even if you can’t cook, you can make this
happen.

Life In a Jar

When things in your life seem too much to handle, when 24
hours in a day are just not enough, think about this life lesson
from a very smart teacher:

A professor stood before his philosophy class with some items in
front of him. When the class began, he wordlessly picked up a
very large and empty jar and proceeded to fill it with golf balls.
He then asked the students if the jar was full. They agreed that
it was.

The professor then picked up a handful of pebbles and poured
them into the jar. He shook the jar lightly, and the pebbles rolled
into the open areas between the golf balls. He then asked the
students again if the jar was full. They agreed it was.

Next, the professor picked up a box of sand and poured it intfo
the jar. Of course, the sand filled up every other space. He
asked once more if the jar was full. The students responded
with an enthusiastic “yes.”

The professor then set two cups of coffee on his table. Then
he poured both cups into the jar, effectively filing the empty
space between the sand. The students laughed.

“Now," said the professor, as the laughter subsided, "l want you
to recognize that this jar represents your life. The golf balls are
the important things—your family, your children, your health,
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your friends and your favorite passions—and if everything else
were lost and only they remained, your life would still be full.

“The pebbles are the other things that matter like your job, your
house and your car. The sand is everything else—the small stuff.
If you put the sand into the jar first,” he continued, “there is no
room for the pebbles or the golf balls. The same goes for life.
If you spend all your time and energy on the small stuff, you
will never have room for the things that are tfruly important to
you.”

He told them: “Pay attention to the things that are critical to
your happiness. Play with your children. Take time to get medi-
cal checkups. Take your spouse out to dinner. Play another 18
holes. There will always be time to clean the house and fix the
disposal. Take care of the golf balls first—the things that really
matter. Set your priorities. The rest is just sand.”

One of the students raised her hand then and asked what the
coffee represented.

The professor smiled. “I'm glad you asked,” he said. “It just goes
to show you that no matter how full your life might seem, there's
always room for a couple cups of coffee with a friend.”

— Avuthor unknown
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FAITH

“Faith provides guiding principles to help you make
decisions in life—in and out of the office.
Follow your faith’s principles, and you won't go wrong.”

— Marc Corsini

INSIDE
Talking About Faith

While this book mainly is about the Sales Fundamentals of Work,
that is just the first component of the larger, 7 F's of True Suc-
cess method of achieving a balanced life. We've talked about
the benefits of sound Finances and having a Financial legacy.
We've addressed the importance of Family (and friends). Now
let’s look at Faith—in and outside the workplace.

Operating with faith in a business environment can be tricky at
times. Let's face it; you might risk making some people uncom-
fortable. Of course, there are much worse things than that, but
you do want to be respectful of others. We've found in this hus-
tle-bustle world, now more than ever, people want work that fits
in with a larger sense of purpose in life. Working with a spiritual
atftitude can make this happen.

At some time or another, all devoted people struggle with in-
tegrating faith and work. Most of us know exactly how to be
religious out of the office and how to be successful at work. But
sometimes it's hard to know how to do both at the same time.

You've probably heard the saying, “God on Sunday; and by
God, watch out on Monday.”

We all realize this is not the way it should be. To be fruly happy
in your life (and not torn by conflict), you have to “walk the
talk™ of your faith. If you fruly believe in your faith, it's a 24-7-365
proposition. If you act one way on your weekly holy day and
differently the other six days of the week, there's no way you
can ever be authentic with yourself or anyone else.

We have an uncomplicated solution: When faced with some
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hard choices—in or out of the office—ask yourself three simple
questions to see if your planned course of action passes a mor-
al litmus test and aligns with your faith’s beliefs:

Would my parents be proud of me?
Would my spouse respect me?
Would my children look up to me?

And the final test, of course, would be to ask yourself: Would
God approve of me?

Now, think about your faith and what's important to you spiritu-
ally on a day-to-day basis. As you reflect on your spiritual life,
what do you want to keep track of2 What things can help you
walk the talk at work2 Perhaps you want to pray about it. Then
come up with some daily reminders of your faith. Some possible
things you might consider are:

* a prayer list;
* religious sayings;
* spiritual notes;

* a calendar marking religious celebrations (familiar and
obscure).
Know your faith’s commandments, and follow them. Your faith
will keep you grounded and guide you to do the right thing.
Use your “spirifual muscles” daily. That is a sure way to Do What
You Do Better.

Talking About Faith

“I tell you the fruth, if you have faith as small as a mustard seed,
you can say fo this mountain, ‘Move from here to there’ and
it will move. Nothing will be impossible for you.” — Matthew
17:20

We think this verse speaks to the power of faith as if relates to
the workplace, no matter what the job. You sometimes might
feel like you are called upon to move mountains. Have faith,
and work with faith. Do that, and you can work wonders.

Here are a few smart, inspirational sayings that also apply to
faith in the workplace:

e Dear God, | have a problem. It's me.
* Growing old is inevitable. Growing UP is optional.
e There is no key to happiness. The door is always open.
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Silence is often misinterpreted but never misquoted.

Do the math; count your blessings.

Faith is the ability to not panic.

Laugh every day, it's like inner jogging.

If you worry, you didn't pray. If you pray, don't worry.

As a child of God, prayer is kind of like calling home every
day.

Blessed are the flexible for they shall not be bent out of
shape.

The most important things in your house are the people.

When you get tangled up in your problems, be sfill. God
wants us to be still so He can untangle the knot.

A grudge is a heavy thing to carry.

Here are some Bible verses, quotes and faith-related notes

we'’

ve taken over the years. Get in the habit of jotting down in-

spirational conversations or just snippets of conversations. Carry
a favorite Bible verse with you in your wallet. These are acts of
faith with immediate and long-term rewards.
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Why did God create us? To know Him, love Him and to
serve Him.

Don't try to impress people with what you have; instead,
impress them with your life.

“Hail Mary, full of grace; help us find a parking place.”
— uttered by a 3-year-old child

We sometimes buy things that we do not want in order to
impress people that we do not like.

Christ didn’t promise you a smooth road in life; He
promised to walk that road with you.

God Answers Knee Mail — seen on a bumper sticker

“A priest’s job is to comfort the afflicted and affect the
comfortable.” — spoken during a sermon

“You can cafch more flies with honey than with vinegar.”
— St. Francis de Sales

"Vice hurts, virtue heals.” — Father Jim Hedderman
There is hope for the hopeless.

“In thinking of death, | can’t wait to meet Jesus.” —
Monsignor Martin Muller repeating a statement a lady told
him

Mother Angelica’s definition of faith: “One foot on the



ground, one foot in the air and a queasy feeling in your
stomach.”

When we pray to God for something, God gives us one of
three answers:

1. Yes.

2. Not yet.

3. I have a better way.

“An attitude of gratitude leads to the Beatitudes.”
— Father Jim Hedderman

“In life, there is more inspiration than temptation.”
— Father Jim Hedderman

St. Anthony of Lost Items revised prayer:

“Tony, Tony come around; something'’s lost and needs to
be found.”

— spoken by a visiting priest at a Mass at OLS in 2004
“No prophet is accepted in his own country.” — Luke 4:24
Five Stages of Dying:

1. Denial.

2. Anger.

3. Bargaining.

4. Depression.

5. Acceptance of God’s will.

“"God must have loved beauty because he made so
much of it.” — repeated by Monsignor Martin Muller after
a comment made to him
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FITNESS

“Being fit — emotionally and physically — is crucial
fo achieving your ‘everything.””

— Marc Corsini

INSIDE
Success in Motion
Healthy Thoughts: 10 Ways to De-Stress

You might be wondering why a business coach would make
such a big deal out of Fitness. That's because we recognize
that good health—emotional as well as physical—is necessary
for a life of frue success. When you are emotionally and physi-
cally fit, you are more able to achieve your goals and you're in
a better position to enjoy them.

Fitness is one of The 7 F's of True Success in our approach to a
balanced life. We've devoted many sections of this workbook
to the Sales Fundamentals of Work. We looked at the impact
you can have on your family and your family's family by be-
ing disciplined with your Finances and creating your Financial
legacy. We focused on the importance of Family (and friends),
and we've discussed the power of leading and working each
day with Faith.

So let's continue to be faithful to our whole-life approach, and
look at how to make physical and mental fithess two of your
greatest strengths.

There's an Arabian proverb that goes like this: “He who has
health has hope; he who has hope has everything.”

Emotional and physical fitness take into account mind, body
and spirit. It's about feeling good and feeling good about you.
This frame of mind influences so many things: your work, financ-
es, family relationships, your spiritual life and your ability to enjoy
all that life has to offer. Fithess is absolutely key to achieving suc-
cess through the 7 F's.

Think about your levels of physical and emotional fitness. Are
you happy with how you look and feel? Are you happy period?
You should know that even people who are thin need to think
about physical exercise because of the benefits to their body.
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Some of the items that can help you get fit (and stay on track)
include the following:

* an exercise chart;

* results of your latest physical checkup;
* articles on reducing stress in the office;
» asteady supply of good books;

* maps of local walking and biking frails.

The American College of Sports Medicine and the Centers
for Disease Control and Prevention have published national
guidelines on physical activity. According to these guidelines,
all healthy adults aged 18 to 65 need moderate-intensity aero-
bic (endurance) physical activity for a minimum of 30 minutes
five days a week or vigorous-intensity aerobic physical activity
for a minimum of 20 minutes three days each week.

Breaking up your activities into short bursts, such as two 15-min-
ute sessions in a day, has about the same benefits as one
30-minute session. Combinations of moderate- and vigorous-
intensity activity also will meet this recommendation. For exam-
ple, a person might walk briskly for 30 minutes twice during the
week and then jog for 20 minutes on three other days. Mod-
erate-intensity activity, which is generally equivalent to a brisk
walk and noticeably accelerates the heart rate, can be done
in several bouts each lasting 10 or more minutes. Know that
moderate physical activity includes things like walking up a few
flights of stairs, mowing the lawn, washing the car, vacuuming
the house. It's mainly about moving.

In addition, every adult should perform activities that maintain
or increase muscular strength and endurance. This should be
done a minimum of two days each week. Activities like yoga or
Pilates or weight training will take care of this.

You'll want to make fitness a priority in your life. Get moving,
and get fit. But don’t stop there. Use the abundance principle
to take a mind, body and spiritual approach to fitness. Look
for ways to decrease your stress. Laugh. Take time just for you.
You'll work smarter, and you'll Do What You Do Better.

Success in Motion

Whether it is a structured exercise program or just part of your
daily routine, all exercise adds up to a healthier you. Here are
some ftips for exercise success:
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Exercise should be fun, not exhausting. Add variety.
Develop a repertoire of several activities that you can
enjoy. That way, exercise will never seem boring or
routine.

Wear properly fitted footwear and comfortable, loose-
fitting clothing appropriate for the weather and the
activity.

Find a convenient fime and place to do activities. Make
exercise a habit, but be flexible. If you miss an exercise
opportunity, work activity into your day another way.
Don't beat yourself up or get sidetracked from your fitness
goals.

Use music to keep you entertained while you workout.

Surround yourself with people who can give you the
support you need. Do you want them to remind you
to exercise? Ask about your progresse Participate with
you regularly or occasionally2 Allow you time to exercise
by yourselfeg Go with you to a special event, such as a
10K walk/rune Spend time with your children while you
exercise? Tell your support people what you need to
succeed. Then consider sharing your activity time with
others. Make a date with a family member, friend or
co-worker. Be an active role model for your children.

Don't overdo it. Do low- to moderate-level activities,
especially at first. You can slowly increase the duration
and intensity of your activities as you become more fit.
Over time, work up to exercising on most days of the
week for 30 to 60 minutes.

Keep a record of your activities. Reward yourself at
special milestones. Nothing motivates like success (or a
new exercise outfit)!

If you've been sedentary for a while, are overweight,
have a high risk of heart disease or some other chronic
health problem, see your doctor for a medical evaluation
before beginning a physical activity program.

Healthy Thoughts: 10 Ways to De-Stress
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There are many things you can do to promote emotional well-
being and restore a sense of control in your life. Here are some
tips for coping with job-related and general life-related stress:

1.

Write it down.

Make a list of the stressful factors in your life, and then brain-
storm for ways to cope with each of them. Recognize those
things you can change, and then change them. Deal with
the rest with healthy coping skills like exercise, talking with
friends, reading for pleasure and listening to music. (You'll
want to practice these coping skills every day, even when
you're not stressed. They'll help keep you from becoming
overwhelmed, and you'll know what to do if you are.)

Think happy.

Maintain a positive attitude. In addition to simply making
you feel good, this can nurture self-confidence, which can
empower you to befter deal with problems. Along these
same lines, avoid self-criticism, and be proud of your accom-
plishments no matter how big or small.

Seek a workable balance.

Each day, seek a balance between your work and personal
time. Achieving this balance is very important. If you are
constantly focused on work, you'll have little time or energy
to spend with family and friends. Plus, you risk job burnout.

Relax.

Practice relaxation techniques, such as biofeedback, mas-
sage therapy; meditation or yoga. These can help reduce
stress and alleviate anxiety; insomnia; depression; and physi-
cal manifestations of stress, including high blood pressure
and headaches.

Take a break.

Do something you enjoy. Go for a walk. Meet friends for
coffee or lunch. Take a weekend trip with your family. Step
out of your routine for a while, and let yourself regroup.

Don't just sit there.

According to many psychologists, motion creates emo-
tion. You might notice that when you are idle, it's easier
to become depressed. Your heart rate slows down, and
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less oxygen travels to your brain. Get up, get out and get
moving.

Be in good company.

Call your friends, and share your problems. The wisdom of
a crowd is always better than the wisdom of one. Ask for
their advice or input. While their suggestions might or might
not be helpful, often just talking about your issues will make
you feel less stressed.

Help others cope.

Be there for your friends. Helping others with their problems
can be extremely therapeutic. You will be surprised how
many people’s problems are worse than those you might
be facing. There are many charitable organizations that
can use your help right now.

Laugh.

Turns out that laughter is good medicine. If relieves tension
and loosens muscles. It causes blood to flow to the heart
and brain. More importantly, laughter releases a chemical
that helps rid the body of pains and depressed feelings.
Strive to laugh (and laugh hard) every day.

Wear out your knees.

Pray. Take your problems to a higher power. Your faith can
see you through many a stressful time.



FUN

“You have to love what you do. You spend more time
working than at any other single activity in your life.”

INSIDE
Fun at Work
A Lesson on Siress

This is a business book for busy, effective professionals, but, seri-
ously, we should have some Fun with it.

Fun happens to be one of The 7 F's of True Success, and it is just
as important as the Fundamentals of Work; sound Finances and
a Financial legacy; being someone your Family (and friends)
can count on; living a life of Faith in and out of the office; and
the coming together, or Fusion, of all these elements. If we're to
be authentic here, we need to stress the importance of having
Fun.

Now, we're not talking about the giggly kind of fun, but rather
we're referring to smart fun that works in a business setting and
also to the relaxing kind of fun that brings tfrue happiness to you.
Having fun at work is just as important as setting aside time for
diversions, hobbies and recreation. We believe you have to find
joy in your work. You spend the majority of your waking hours
doing it. Here's a relevant quote that is just true enough and
funny enough to resonate: “Son, you might as well enjoy what
you do because you are going to do a hell of a lot of it.” That
bit of homegrown wisdom is from a man who owns a very suc-
cessful construction company in Alabama.

In this section, we're going to explore what brings you joy in
your life. This is a deeper concept than it might first appear. Of-
ten people confuse the emotional ideas of “juice” and “joy."” In
our coaching sessions we generally ask the participants, “What
brings you joy2” And then we usually hear about what brings
them a rush of excitement or the exhilarating feeling of winning.
That's “juice,” not real joy.

We want you to think for a moment about what gives you a
feeling of true joy. Whatever it is, that's the kind of fun we're
talking about. It's not necessarily the rush of being named #1
in your industry by a local business journal or winning a large,
sought-after account. It goes deeper than that. Having fun
and finding joy in what you do positively impacts all the other
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important aspects of your life—in a big way.

It's all connected in our whole-life approach to success. Real
fun—fun with a lasting impact—brings you a deep, undeniable
sense of satisfaction and happiness. We're talking about things
like sharing a weekly lunch with a favorite co-worker, attending
your book group, singing in the church choir, playing football
with your kids. Notice that these are examples of fun that hap-
pen in a lot of different places—at work, with friends, at your
place of worship and at home with family.

Figure out exactly how fun fits into your life with this exercise:
Looking back over the past five years, what were the three to
five things you did each year that were absolutely enjoyable?
Chances are, some of these fun things are recurring. Good for
you! Now look at your list, and see if it's balanced. Are you hav-
ing fun in the various areas covered in our 7 F's approach to
successe Each aspect is important. You should be doing some-
thing you love in relation to all of them.

We want you to take some meaningful time and reflect on
where the fun comes from in your life. Gather things that remind
you of these fun times. You might include:

* photos of your family during vacation,

e an art project from your child,

e alove letter from your spouse,

e a birthday card from a friend,

* a favorite Bible verse.

It's really up to you. Only you know what fruly brings you joy.
Pinpoint those things, and then strive to do them more often.
That’s how you Do What You Do Better.

Fun at Work

Work doesn’t necessarily have to be work. You should truly en-
joy what you do. If you don't, you'll be stressed, anxious and
downright exhausted by the end of each day.

Those people we've coached who love what they do are in-
credibly positive people. And what's more, their positive atti-
tudes rub off on everyone around them. Positive people ac-
complish things. People want to help them. Employees want to
follow them. Employers want to reward them.

Here are just a few of the reasons why fun at work is so very
important:
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* Employers can better keep their most talented people
happy (and content to stay put) by creating an exciting
atmosphere where employees want to come to work. The
intentional use of fun and play on the job is a great way to
create an enthusiastic and committed workforce.

* Happy and healthy employees are more creative, more
productive, get along better with co-workers, are better at
customer service, and have greater corporate loyalty and
a healthier work/life balance.

* Anatmosphere of fun at work, in any organization, facilitates
flexibility; change; and better communication.

The best type of fun for the workplace is playful fun—competitive
or noncompetitive—that generates congratulations and
cheers from co-workers. Sporting or performance types of fun
fit well within the workplace where employers generally want
employees to be goal-orientated and to have energy, drive,
talent, determination and a competitive spirit.

The employees, not management, probably should generate
fun at work. Otherwise, it seems dictated, and that's never
fun. Management should simply not get in the way of an
appropriately fun time.

Here are some ideas for bringing a little joy to the workplace:

* Celebrate any success—no matter how big or how small—
with an enthusiastic fist-in-the-air *YEESSS!” Do this regardless
of the size or importance of the success. Maybe you finally
finished a report, or you made a great pot of coffee. It
doesn’t matter; celebrate.

* Bring in a bouquet of flowers, a pretty plant or an impressive
tfrophy and present it to one of your co-workers. Say, “I want
you to keep this on your desk for the next half-hour, and
then pass it on to someone else and tell them to do the
same.”

* Hold a lottery where the winner gets driven to and from
work in a limousine.

* Employees can enjoy a day off at the spa (they can draw
for various services), or arrange a fishing trip with a BASS pro.
Go to a nearby amusement park, or get outside on a nature
hike and end with a picnic. The possibilities are endless.

* Have a drawing once a month for some unusual gifts (like
free housecleaning certificates or a catered weeknight
dinner).

* Hire an on-site massage therapist for the day.

117



* Ask your competitor over for lunch, or invite your vendors
to your potluck. Then guess who made what, with all the
dishes set anonymously on the table. Have everyone bring
a dish with a personal story behind it—an ethnic specialty, a
family favorite, a special dish from a local restaurant—and
then share these stories.

* Invite a local chef to your company for a lunchtime
demonstration/lecture  about “fast meals for busy
professionals.”

Any of these activities will get you and your team out of your
usual routine. You'll find that you and your colleagues interact
with each otherin an entirely new way. You'll connect, and you'll
do it with energy, creativity and laughter.

So getready, get set and have fun.

A Lesson on Stress

A lecturer, when explaining stress management to an audi-
ence, raised a glass of water and asked, “How heavy is thise”

Answers called out ranged from just a few ounces to 16 ounc-
es.

The lecturer replied, “The absolute weight doesn’t matter. It de-
pends on how long | fry to hold it. If | hold it for a minute, that's
not a problem. If | hold it for an hour, I'll have an ache in my
right arm. If I hold it for a day, you'll have to call an ambulance.
In each case, it's the same weight, but the longer | hold it, the
heavier it becomes.”

He continued, “And that's the way it is with stress manage-
ment. If we carry our burdens all the time, sooner or later, as
the burden becomes increasingly heavy, we won't be able to
carry on.

“As with the glass of water, you have to put it down for a while
andrest before holding it again. When we're refreshed, we can
carry on with the burden. So, before you return home tonight,
put down whatever burden you've carried foday. Don't carry
it home. You can pick it up fomorrow.”

He concluded by saying: “Let's go ahead and give this a try.
Whatever burdens you're carrying now, put them down for a
moment if you can. Relax; pick them up later after you've rest-
ed. Enjoy your life.”

— Avuthor unknown
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FUSION

“True success comes from having balance in all areas
of your life. It's healthy, it makes you happy,
and it's how you Do What You Do Better.”

— Marc Corsini

INSIDE
Balancing Act

Fusion is the happy culmination of your work with all of the first
six of our 7 F's of True Success. Fusion is what happens when you
focus on, and successfully integrate, the Fundamentals of your
work with smart Finances; attention to Family (and friends); a
life of Faith; enough time to work on your physical and mental
Fitness; and a real sense of Fun in and out of your office.

In the whole-person approach we advocate in this book, fusion
is absolutely necessary if you're to be fruly successful.

A recent study of more than 50,000 employees from a variety
of manufacturing and service organizations found that two out
of every five of these employees were dissatisfied with the bal-
ance between their work and their personal lives. What causes
this lack of balance? It's due to long work hours, changing
demographics, more time spent in the car just to get to and
from work, the deterioration of boundaries between work and
home, and increased work pressure, just to name a few things.
The average workweek is now around 46 hours for most Ameri-
cans. You might find yourself working even more than that.

Sometimes this can't be avoided, but if you find yourself ne-
glecting otherimportant areas of your life such as family, friends,
your spirifual fime and your fun pursuits in favor of work-related
goals, that's a problem.

Bottom line: A life of balance is a successful life of significant
happiness. And this is most definitely within your reach. Our ar-
ticle, Balancing Act, in this section, will get you started with 10
targeted tips on achieving a workable balance in your life.

You might also consider some reminders of the importance of a
balanced life and ideas to help you achieve it. Consider things
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like:

* a current schedule of the classes at a nearby fitness
center,
a list of classic books you've never read but should,
alternate routes to work to circumvent fraffic tie-ups,
* inspirational spiritual messages,
photos of those you love the most.

Just considering a short list like this, there's no denying that fu-
sion means balancing a lot of things. And because there are
only so many hours in each day, this takes intensive planning
and finesse. You have to work to find balance, and then it takes
continued effort to maintain it.

But it's worth every effort. When you're happily doing well both
in and out of your office, you'll know the meaning of frue suc-
cess. You'll know how to Do What You Do Better.

Balancing Act

Here are 10 tips to help you achieve a better balance in your
life. Read, reflect, and then act. A life of balance is an ongoing
process. It's also a reachable goal.

1. Figure out what really matters.

Getting your priorities clear is the first and most essential step

toward achieving a well-balanced life. Figure out what you

want your priorifies to be—not what you think they should be.

Try this simple exercise, and ask yourself these questions:

* “If | could only focus on one thing in my life, what would
that be?2”

* “If | could add a second thing, what would | add?2”

* “If | could add a third thing, what would that be?2”

* “Whatif | could add a fourthe”

o “Afifthe”

If you answered honestly, you'll have a list of your top five

priorities. Resolve to focus your efforts on success in these

areas. Be present while you're doing this. When you're at

work, concentrate on work. When you're with your family,

really be there.

2. Bow out gracefully.
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Once you decide what really matters to you, drop those
activities that have no place on your list of priorities. You
might be devoting too much time to activities that are
causing you more problems than you realized. Adjust your
schedule—professional and personal—accordingly.

Do what you do differently.

Progressive employers recognize the value of good employ-
ees. Many of them are quite willing to help valued employ-
ees deal with changes (both short-term or permanent) due
to personal situations. Flextime, job-sharing, felecommuting
or part-time employment might be viable options. If the
need arises, approach this situation with a plan that shows
how you will be an even more valuable and productive
employee if you can modify your current work situation.

Change jobs.

Some jobs are simply more stressful than others. If you're
unable to find a workable balance doing what you do
today, maybe you should find a less-demanding job within
your chosen career. Maybe you can identify a new position
with your current employer. Maybe you need to do a full-on
job search. Think about it.

Protect your private time.

How much do you value your personal time?2 You make
every effort not to miss meetings or a parent-teacher con-
ference. What about your time at the gym?2 Or coffee with
a friend? Your private time deserves the same respect as
work and appointments. Set aside time for yourself, and
guard it carefully. Work your schedule around your exercise
class. Take time for a real lunch away from your desk. Stop
checking your phone and email messages so often. Create
boundaries that keep work from intruding on personal fime.
Until you get into the habit of taking time for yourself, set
aside space in your planner for relaxation and fun. Plan
what you're going to do, and make any necessary arrange-
ments to ensure you'll be able to keep your commitment to
yourself. Take those steps; you'll be glad you did. And your
family will be glad, too.

Slow down, and take time to enjoy your life.

Truth is, life is simply too short not to pay attention to all of
it. Enjoy the things and people around you. Schedule more
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time between meetings. Don’'t make plans for every eve-
ning or weekend. Schedule (go ahead and write it down)
quiet time or time for entertainment with family and friends.
Find some ways to distance yourself from the things that are
causing you stress.

Don't procrastinate.

It's pretty simple and, of course, easier said than done. But
make every effort to better manage your fime. For many
people, most of the stress they feel comes from simply being
disorganized and procrastinating and then struggling to
complete tasks on time. Learn to set realistic goals and
deadlines, and then stick to them. You'll work smarter and
better.

Share your load.

Chances are, you are not the only one capable of doing
most of the things you do each day. Delegate at work and
at home. Can someone else write the report that you need
only to then approve? Do you have to be present at all the
meetings, or can you rely on a quick, succinct update?
Ask family members to help you with your personal/family
responsibilities. Take turns making dinner. If you cook, have
someone else clean up. That can be a new rule. Taking
care of the household, children or parents should not be
the responsibility of just one person. Outsource whenever
possible. If you are feeling overwhelmed with your family
responsibilities, hire help. Most of the time, for most of your
problems, there are options. You just have to find them and
then act.

Stick to a schedule.

A schedule will help keep your boundaries clear. Figure out
a weekly schedule that will accommodate your work, your
family and your individual interests. A set routine makes it
easier to stop thinking about work while you're home. It helps
organize your fime and your mind.

Simplify.

We all take on too many tasks and responsibilities. We try to
do too much and also to own too much. Perhaps it's habit.
Maybe it's human nature. Stop. Simplify your life. Change
your lifestyle. Learn to say “no.” Get rid of the clutter and
baggage at work, at home and in your life.



Fusion, or balance inlife, isn't easy. But it is very possible. And it's
necessary if you are going to truly Do What You Do Better.
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Do What You

Do Better

Whoever you are, whatever you sell, you can
Do What You Do Better.

This hands-on, how-to book, designed especially
for salespeople, shows you the way.

Through a step-by-step process,
Do What You Do Better for Salespeople
focuses on the Fundamentals of Selling,
those basic elements successful salespeople perform
each and every day.

But there's more to life than professional success.
Corsini Consulting Group, LLC, uses a whole-life approach,
helping salespeople achieve success in all areas of their lives —
in and out of the office.

This book offers a balanced guide to a life of frue success.
It's how you Do What You Do Better.
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