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You are always selling something
You are always selling something, every day, and every person you meet is either a prospect or someone connected to a prospect through a social network.

Making a pitch

Short one (15-sec.) or long (60-sec.)

There are two types of pitches, the 15-second elevator pitch and the minute-long pitch. Because your 15-second pitch is a few sentences long, it has to be air-tight. If your listener forgets everything else, what one point should he remember? This 15-second pitch often makes a great first or last line(s) to your minute-long pitch, which is usually a paragraph or two. 

Four phases to every pitch

1. Issue: Explain what the problem is in the current context. What's broken?
2. Solution: How is what you’re offering going to solve the problem? Discuss the process, be specific, and use language that a sixth grader would understand.
3. Impact: How will this make a scalable difference and change the world? 
4. Ask 

a. (for a sale): What is the cost and how do the benefits outweigh the cost?

b. (for a donation gift): How much do you need and what are you going to spend it on? 

Write it out
Determine the key benefits that make your product attractive, and explain them in terms of how they will help your listener. Try to include all “5W’s and how” in your wording. However, use “I” and less “you” or “he/she/they”. People will perceive you to be more trustworthy this way. 
…and rehearse 

Once you've figured out the words, practice your delivery, both silently and aloud. When speaking aloud, speak through your belly for more resonance. Then start pitching to everybody, everywhere. The more often you pitch, the sooner you'll know what works and what doesn't.
… publicly in another city

Give an impromptu sidewalk speech, maybe in a city where you don’t know anyone. It will be very difficult. You will be constantly judged by strangers based on how you look, the way you carry yourself, and what you are asking for.

Importance of going for no

Selling is a percentage game, a game of numbers.  You make more money by seeing more prospects and facing more rejections and more noes.  With every no you hear, you are one step closer to hearing a yes and vice versa.  If you call on enough people and can muster the desire to fail repeatedly, you will eventually succeed.  

Mining for gold metaphor

Assuming that we are all standing above the same gold mine, the one who removes the most dirt unearths the most gold. 

Realistically label the no
A no is up to you and the other party to define. Make your own meaning. It is never the truth with a capital “T.”

Four benefits of any no

It…
1. improves the product, your character, and your motivation for the future;

2. measures accurately your resolve and belief;

3. enables you to ask for whatever you want and to accept yourself as is; and

4. detaches you from the uncontrollable outcomes of acceptance and rejection. 

Reframe no and failing
No and failing can be defined neutrally or even positively.  No can mean not yet.  Failing is just learning how something doesn’t work; eventually you will learn the right way.

Thomas Edison and the light bulb

Edison failed 1,000 times with the light bulb before he succeeded.  Asked how he felt after those failures, Edison said, "I did not fail 1,000 times. I only learned 1,000 ways it wouldn't work." 

Affirmations and prayer

Affirmations:
· “I am enjoying rejection.”
· “I am energized by being rejected.”

· “I am enjoying being told, ‘no.’”
· “I am being empowered by ‘no.’”
· “I am being amused by being rejected.”
· “I am seeking rejection.”
· “I am seeking noes.”

Prayer:
“Lord, help me enjoy rejection.”

Go for no 100 days in a row

This can build up the muscle of effortlessly going for no.

Climb the five awareness levels of failing
Ground level: Ability to fail
Like all of us, you have the ability to fail but want to avoid failing at all costs.  

2nd level: Willingness 

You are willing to fail and accept failing as a by-product of seeking success.  

3rd level: The desire 

You want to fail because you know that failing will lead to personal and financial growth.  

4th level: Faster and bigger 

You know that failing leads to success, and thus you want to fail faster and for worthier goals.  A no is a no regardless of the size of the account or the cause, but the rewards for the yesses are now larger.

5th level: Exponentially 

You know that massive success requires multiplication of effort.  You enlist others to fail with you because the worthiest goals require a group, and for the group to succeed, the group first has to fail.  Exponential failing requires someone in the organization to be an exponent, an advocate or spokesman, of the failing concept and to champion it.  Great leaders help everyone in the organization fail faster.  

Example

Take a company with a sales force of 100.  Imagine that each of the organization’s salespeople increase the number of noes they receive by five a day - not the number of people they sell to, but the number of noes they get during their current sales opportunities.  100 salespeople multiplied by 200 working days a year multiplied by 5 additional noes per day equals 100,000 additional noes per year, without increasing costs whatsoever.

Increase your failing quotient

Consciously or subconsciously, you already have your own personal failing quotient, the number of times you are willing to fail in order to succeed.  This ratio is the biggest determinant of whether you will achieve everything you want in life.  Increase the ratio as much as possible.

Set “no” goals

Set goals for the number of noes you are going to collect.  If you set your “no” goals high enough and do your best in each and every sales or fundraising situation, then you will succeed.

The formula

1. Set your “no” goals on a daily and weekly basis.

2. Use your current failing quotient to determine the number of sales or fundraising opportunities you need in order to get the number of yesses you want for the week.  For example, if your failing quotient is 10:1 and you want to make two sales, then you would need to make a sales pitch to 20 people at your current rate.

3. Here you have three options:

a. To arrive at your minimum “no” goal for the week, subtract your anticipated number of yesses from your total opportunities.  In this case: 20-2=18.  This option keeps you from having bad weeks that occur because you get off to a great start and then slack off.  

b. To insure your chances for success, make the number of people you need to see – 20 in this case - your “no” goal.  This option builds in a 10% increase in the number of calls and will provide a safety net for hitting your goal and probably a small increase.  

c. To plan a sales increase, increase the number of noes you need to get.  For example, if you would like a 30% increase for the week, multiply 18 (your minimum “no” goal) by 130% (or by 1.3).  This option increases your sales or donations to whatever level you desire. 

Going for no protects a hot streak

When you are going for no and you hit a hot streak of yesses, you have to increase your total number of pitches to hit your “no” goal.

Reward others’ failed attempts too

You get what you reward.  If seeing lots of prospects leads to success and you want that to continue, reward the behavior of seeing lots of prospects, regardless of the immediate results.  Definitely reward people for their successes, but not to the exclusion of recognizing those who display a true willingness and desire to fail.  Don’t neglect them just because their yesses haven’t occurred yet. You may even want to have an award for the one who gets rejected the most.  Call it, “The ‘Go for No’ Award,” a validation of that employee’s desire to fail. 

Similar but different: The calibrated “no”

Sometimes it is easier to get a “yes” when you design your opening pitch to get them to say “No.” You show respect for their intelligence by asking, "Is it a ridiculous idea for you to ...," or "Are you against..." 
The instinct is to always say “No” to a salesperson, but here, a “no” to a “calibrated ‘no’” question can catch them off guard and make them more open to the eventual “yes.”

General preparation

Keep entries updated in your sales or donor database
Make a spreadsheet showing your prospects, the dates of contact, and the different things you are doing in each step of your sales or fundraising process.  By putting down the date, you build a sense of urgency for the next move.  You also learn how long it takes to move a prospect through your process. 
Know your product

· What are the 5-10 most attractive features of your product or nonprofit, in order?  

· How do these benefit most prospects’ needs?   

· Are your prospects aware of what you have to offer?  

· What will be the prospects’ likely answers when you say, “So what do you think?”

· What will be their questions?  

· What are your best questions for your prospects?   

When focusing on a certain prospect

Give a “because”

Explain why when you make the request.  “I’d like to because…”. People’s responses to a request are influenced by knowing that there is a reason behind it, no matter what the reason is. When you give a reason for your request, you are far more likely to get a yes.
Send information before calling
You can greatly increase your number of scheduled appointments by first sending prospects a cover letter, your newsletter, and a couple of articles or other materials about your organization. 

The cover letter

Send a letter to the prospect stating the problem she is facing and how your product or nonprofit can solve it.  Do not apologize for bothering her. Ask for an in-person appointment for a specific amount of time with her and state that you will call on a certain day to schedule that appointment.  You might write, “I will just need about ten minutes of your time in person to explain this, and then you can judge for yourself whether this is a good idea or not.”

Then keep your promise and schedule the time in your planner to make that phone call. If you only have an address for her but not a phone number, request that she calls you. To have the envelope look personal, use a first-class postage stamp and handwrite the address. 

Your newsletter or, if a nonprofit, your case statement

This can be a one-page newsletter or an in-depth one.  In it are quotes and information from books and articles you read.  The newsletter’s purpose is to brand you as a source of expertise and intelligence.  It might include

· Facts from industry trade publications

· Facts from Internet searches

· Facts from business publications

· Quotes from business experts

· Information on your competition

· Research on the prospect's customers

· Research on the prospect’s competition

· Focus group information    

· Facts from the prospect's annual report or website

· Recommendations that affect cost savings, efficiency, and profit enhancements

Call for an appointment
If you call unexpectedly, ask if it is an okay time to talk, or if you should call later.

Concisely explain why you are calling and that you would like to set up an appointment to discuss this issue and your product in person.  Ask if he currently has any questions.  Keep this pitch to 30 seconds; in advance write it out, memorize it, and rehearse it.  

Build rapport over the phone
· Use her name and ask if you say it correctly.

· Explain how you found her.

· Mirror her tempo and volume.

· Silently breathe once after she finishes speaking and before you reply; do not interrupt.

· Be enthusiastic when you speak.

· Explain your training, experience, and general background.

· Explain what your competitors’ product can do that yours cannot – for integrity purposes. 
· Ask about her needs and desires and stay focused on that. Never explain their interests without genuinely knowing them.

· Share similar-situation stories about those who said yes and who are glad they did.  

Ask for the appointment

Ask for an appointment at least a week in advance and give two options with regard to dates and times.  Say something like, "I have an opening on Tuesday at 9:30 a.m., or would Wednesday at 3:00 p.m. be better for you?"  This will make him look at his calendar and consider the open blocks of time in his schedule.  If you just say, "When can we get together?" he is more likely to realize how busy he is and will hesitate to commit.

Then thank him for his time and re-confirm the date before hanging up.

Advance homework for prospect

You may want to give the prospect a preparation task to make the meeting more productive.  This can be as simple as sending over the four or five bullet points of your agenda by email and asking her to add her agenda items to it.  Even if she doesn't add agenda items, she will have read your ideas and thought about the meeting in advance.  

Confirm the appointment

Booking the appointment for the next week gives you an opportunity to confirm the appointment the day beforehand.  Confirm the appointment by email or telephone, including the time, location, and directions.  Confirming says that you have something valuable to say and that you should not be the one who gets bumped if he needs to adjust an overloaded schedule.

When meeting in person

Minutes before you meet

Less than five minutes before seeing the person, breathe deeply several times and smile repeatedly.  The brain doesn’t register stress when you smile. Now ground your feet, tuck your tailbone, pull your shoulders down and back, lift your chin, and loosen your lips. Lastly, when you see the person, smile and look into their eyes

Mirror their physiology

Start with his voice.  Mirror his tone and tempo, volume, favorite phrases or words, and the frequency of pauses.  Add to that your mirroring of his facial expressions, body language, posture, and breathing patterns.  Then sidle with him by sitting or standing alongside him.

Once you have mirrored him for a while, you can change your physiology and behavior almost instinctively as he changes, and you create a link that can almost be felt.  You reach a point where you initiate change rather than just mirroring him; you have developed so much rapport that when you change, he unconsciously follows you.  Sometimes by mirroring a person’s anger, you can do it so well that when you relax, he will relax as well.  At this point he will be most agreeable to whatever your request or demand is.
Your note-taking

Ask permission to take notes.  Some people get nervous when you start writing down what they tell you.  Bring a protective writing pad with you.  You may want to ask if you can orally record notes into a pocket recorder; doing so will save you time vis-à-vis written notes.    

Involve the prospect in the sales demo

Invite the prospect to stand or sit beside you while you show what your product does or has.  This way, you look at it together.  Encourage her to put her hands on it, push buttons, turn dials, etc.  If you have a webcast presentation, sit with her and answer her questions as the two of you watch it.  This will help her feel confident about her decision to work with you.

Making the sale

Your beliefs

You must believe that what you are offering is right for the prospect and you have to communicate that and not just speak the closing words.  Assume that everyone will say yes.  

Making the request itself 
Your request will not come as a surprise if you have already explained and demonstrated the product and answered all questions.  Asking can be as simple as saying, "Would you like to buy the product?” or “Would you like to help us in this effort?” 

Use silence
Silently inhale and exhale after everything the person says before responding. 

Also, use an extended silence after your closing request. Wait long enough, and the prospect will speak. They can’t read your mind.  

If they say yes

If someone says yes, do not be overly enthusiastic. This is very important!

Objections and noes

Say, “May I ask why?”

Listen well, silently. Rephrase what you heard back to him.  Get clarification if need be. When rephrasing, aim to get them to say, "That's right."  

Then respond to that objection and then ask if she is ready to go ahead and sign the contract or make the donation.  
Too ____!

When others say "too much, too many, too expensive," a comparison is being made. Find out what the person is comparing. "Compared to what?"
You feel--I felt the same--We found

I understand how you feel.  I felt the same way.  We found that…

Other ways to handle objections
· Write the objections on a flip chart.

· Ask her what her alternative is.
· Modify your request for something less. “Well, then how about…?”  People are less likely to say no the second time after you make a concession.

Get five noes or objections from each prospect

Get at least five noes from everyone you ask.  92% of all salespeople and fundraisers give up without asking a fifth time, but 60% of all prospects say no four times before they say yes.  Keep records so that you know exactly how many more noes you need to make it five noes.  

With certain personalities
· Hostile aggressive: Stand up for yourself; use self-assertive language. 
· An extremely agreeable person: Don't allow her to make unrealistic commitments. 
· Indecisive stallers: Raise the issue of why he is hesitant.
· Complainer: Listen well, acknowledge her feelings, and avoid complaining with her. State the facts calmly and be a problem solver. When options are discussed, bring up the negatives yourself.  
· Clam: Keep asking open ended questions; be patient in waiting for a response. If he doesn’t respond, tell him what you plan to do since no discussion has taken place. 
Last resort: Tag your tag-team partner

Have a colleague call the prospect in case it is a personality clash between you and the prospect.

After discussing the sale
For both noes and yesses
Ask for referrals

Ask the person if they know of someone else who might say yes. “Well, do you know someone else who might like it/me?”

Or in a more formal setting, you could ask, "Would you mind sharing the names of others who might be interested?"  She might be willing to make a call or send a letter on your behalf.  Eventually work your way up to asking for three referrals from each prospect.  Carry a small blank card like this:
To: ___________   (next person’s name)   

Introducing _______   (your name)

From: _________  (last person’s signature)

Telephone number: ___________

Send a thank-you note 

A three-line, handwritten thank-you note has more impact than a computer-generated one.

Just for firm noes (after your 5th no with that prospect)

1. Thank him for the no by saying that that is more helpful than a “Maybe.”  

2. Politely ask for feedback.

3. Recover quickly by focusing on the next prospect.

Giving a no to someone else
Be direct with the reason, and then politely and patiently use your problem-solving skills to help them a find yes elsewhere. Avoid “yes…buts” where you acknowledge or even validate the request and then use “but” or “unfortunately” to deliver the rejection.

Reflection and self-assessment
Look for feedback from each no, either from the other person directly or from reflecting on it. To get it from the exchange directly, perhaps you can plan in advance to audio-record it and then analyze it.

Each no is surrounded by many interesting but invisible yeses that are up to you to uncover.  How exactly did the person say no?
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