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Introduction - Business Development 
Objective: To identify sources of business and integrate them into a business strategy for growth. 

Method: This reference manual contains documentation to be used in conjunction with a Business Development overview presentation.
Modules & Content:

· Business Development…The Basics 
· Marketing 
· Prospects & Lead Sourcing
· Making the Call

· After the Call
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Section 1: 
Business Development…

The Basics

PREPARING FOR BUSINESS DEVELOPMENT
Business Development Skills

After completing this Business Development program, you will change your current thinking and behaviour to develop a success-oriented approach to your new customer relationships and sales activities.  You will develop better, more effective communication styles, and learn how “customer focused communication' enhances relationships and pays off in improved business outcomes.
This program will help you grow customer loyalty, delight customers with excellent service, and enjoy greater satisfaction and reward in your sales role.  You will learn the importance of: 
· Consistency in business development through planning and execution

· Active listening to determine customer needs 
· Establishing mutually beneficial partnerships
· Developing rapport with customers
· Generating a relationship of trust and respect
· Motivating customers, and understanding the power of speaking their language.

· Translating your company's features into value & benefits 
· How to increase repeat and referral business through follow-up
Existing Customers vs. Prospects
Existing Customers are individuals with which you are currently doing business.  These individuals can be valuable sources of referral business and can provide you with great testimonials.  Prospects are individuals with which you are not currently doing business.  These individuals can be within organizations where you already have existing customers.

Creating Business

Any business needs to actively pursue expansion, growth and diversification tin order to remain competitive.  The challenge lies in achieving that growth while successfully managing the day-to-day operation of your business.  New business opportunities are everywhere!  They can be found in stronger partnerships with other businesses, finding niche markets for your products and services, or growing your market geographically.  Whichever direction you choose to create new business opportunities, one thing is certain, without a clear and communicative business development understanding, you will be limiting your chances for success before you even get started.

In business, your company image and marketing strategy is just as important as your product or service.  Upon completion of this program you will be able to explain your competitive advantages, how to effectively employ low or no-cost marketing methods, how to manage sales efforts and the importance of that positive, defined image.  

A positive image combined with an effective sales and marketing plan can help you create and maintain a professional and customer-focused company that stands out from all of other competition. 

Section 2: 
Sales & Marketing
Sales & Marketing 

The key to successful sales and marketing lies in realistic plan that you can manage along with the day-to-day operation of your business, using many tools you have in place today.  Companies often focus on sales or marketing when business is slow, putting the business on a roller coaster ride of activity.  A consistent sales and marketing plan helps you build and maintain sales year-round.  Business becomes easier to manage as it becomes more reliable and predictable through managed, controlled growth.
The best sales and marketing programs are successful through a combination of efforts. A single, sustained idea or tactic rarely generates significant improvement.

Most current or prospective customers fall into one of three categories, cold, warm and hot.  Cold prospects know little or nothing about your business.  Warm prospects are familiar with your company, perhaps existing customers with steady yet limited activity.  Are there other uncovered areas of opportunity with these “warm” prospects?  Your company's hottest prospects are those that frequent your company or have done so in the past.  Sometimes this success is due to marketing messages, sales contacts, word of mouth or referral.

When creating your sales and marketing program, it's essential to reach out to all three of these customer types using different tactics.  Cold prospects, for example, might be reached through direct mail, warm prospects via an e-mail marketing campaign, and hot prospects might respond best to in-person sales calls.  Choose a tactic or combination of tactics appropriate to each type of prospect; create a plan for each that you can comfortably execute within your budget.  Whether your budget is big or small, there are strategies and tactics that are right for you. 
Successful execution means careful planning.  Your company's sales marketing plan should be simple to create, easy to follow and contain these five parts:

1. SWOT Analysis: This is a brief overview of your company's Strengths, Weaknesses, Opportunities and Threats. This is a helpful benchmarking tool because when you review your plan a few months from now, you will be able to see how your situation has changed.

2. Target Audience: Determine the types of customers or businesses you will target.  This description will provide the foundation as you plan specific sales and marketing activities.

3. Goals: Write a short, bulleted list of your company’s marketing goals.   Use specific, measurable goals such as "increase overall revenue by 10 percent by December 31," so you can measure your performance according to the criteria and terms you set.
4. Strategies and Tactics: Outline your company's overall sales marketing strategy and the list of tactics and methods you can use to reach prospects and existing customers.  You can then develop specific action items using the Action Plan form provided at the end of this program. 
5. Budget: Determine the costs of the sales and marketing activities you've chosen.  If they appear to take you over budget, don't get discouraged.  Remember, there’s a plan to fit every budget.  Retool your plan until you have solid, affordable strategies that create consistent awareness appropriate to all target groups.
Branding

A successful, consistent brand means you know who you are and show who you are in every aspect of your business-but especially in your promotional and sales materials. Are you an innovator in your business?   Do people choose your product because of its quality?  Do people choose you because of price?  Convenience?   You can't be all things to all people, so you have to decide exactly who you are and what you represent.  Defining your niche in the market will greatly simplify all your branding efforts.  Every component of your brand – every sign, email, postcard, business card, should consistently point in the same direction.  But when you're first starting out, how can you do this quickly and cost effectively?

When it comes to branding your business, keep it simple!   Besides conserving your time and your budget, simplicity will quickly solidify your brand in the eyes of your customers and prospects.

The first step in defining your brand is asking yourself a simple question.  What makes you better than your competition?

Your company is special--it has to be in order to succeed.  If it's not special in some way, if you can't set it apart from your competition, it won’t survive in business today.

So what makes your company unique?   You've got to determine what differentiates your company in your market in order to create a brand that focuses on your advantage(s).  Your brand building starts by defining simple, specific competitive advantages. 

Here are some common competitive advantages:

· high-quality 

· low-cost 

· convenient  location 
· Convenient hours
What are some others?

What makes you and your location unique?  What are you and your location really good at or known for?  It’s important that you can explain your products, services and how you are unique. 

	Your Car & Truck: Features & Benefits

	
	

	General Features 
	Benefits

	
	

	
	

	
	

	
	

	
	


Fill out the features of your products and services below, and then list the benefits of those features in the column on the right.

Your Brand Message

Advantages can also be both your current and your potential offerings--as long as you really plan to follow through with what you say you will offer.  After all, branding is for the long haul.

When you're trying to decide just what makes you stand out, remember that a brand normally can't be both the high-quality and low-cost customer provider. You can be either the high-quality choice, or you can be the low-cost choice, but you normally can't be both in a customer’s eyes.   If you really think you could be both, your best bet might be to focus on value.  What is value?  Quite simply value is good quality and good service at a good price.  Value is something that many customers seek and appreciate.

If you're having difficulty identifying your key advantage, start by answering this: What makes you personally different?  Most businesses take on the personality of their managers and employees, so your unique traits really do matter.  Another option is to list all the advantages up for consideration, and then choose the strongest, or the most interesting, or the most profitable.

Start by selecting one advantage for your brand.  When it comes to marketing and advertising, the ability to prioritize is key, even though choosing one strong advantage can be challenging.   Your potential customers don’t have time to sift through a list of advantages you may actually offer.  They need to file your brand in their minds according to one advantage so they can retrieve it quickly and easily.  Remember, you don’t own your brand.  Your customer owns your brand!
Once you've determined that one advantage, sum up your brand's value in an “elevator speech” – a 60 second summary of what makes you great.  Start with a sentence or two, and try to include your product's principle features or benefits.   If you have multiple product lines with multiple advantages, each may require a separate “elevator speech”. 
Here's a sample, fill-in-the-blank formula: "[name of brand] provides [name of target market] with [advantage to target audience]."   For instance, "IBM provides Fortune 500 corporations with the highest-quality laptops" Then go further by stating the benefit your clients derive from your advantage:"... by providing portable data access to increase business efficiencies."   This brand statement becomes the foundation of all of your sales and marketing efforts.
Write a draft of your brand statement here:

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Email Marketing
Remember, before you start to use email as a marketing tool, you must have the customer’s permission to send them your email messages.  After collecting their email address, you can obtain their permission by using the “double opt-in” process.  That means you first obtain their email address either verbally or in writing.  Then you follow up with a confirmation email that they reply to if they want to be included on your distribution list.  You should also include directions on how to “unsubscribe”.  This can be as simple as replying to your email with the word “unsubscribe” in the subject line. 

Also, to avoid winding up in spam folders, avoid words like “free”, “save”, and “discount”.

The good news about e-mail marketing is you don't have to be a design expert to create great-looking campaigns.  Follow these five rules and you will create e-mails that not only look great, but also get great results.

Rule 1: Always include an offer and redemption instructions.  How many emails do you receive in a day?  A week?  A month?  Why should a customer open yours?  If you always include an offer your customers are far more likely to open your email, especially if you make that offer only through email.
Rule 2: Always include a “call to action”.  What do you want the reader to do after reading your email?  You want them to print the coupon, call you, visit the website?  The goal of your e-mail is to get your readers to take some kind of action.  A well-designed e-mail will get your readers to pay attention and make it easy for them to take the action you desire.

Rule 3: Include your logo.  Every email you create is a reflection of your brand.  Your logo should be clean, easy to spot and in the same place every time you create a new email.  Use smaller versions of your company logo.  If you use the logo in your signature, make sure the logo is the same size as the signature.
Rule 4: Remember, email readers are “scanners”.  Get to the point quickly.  And that means many use the “Preview Pane” function to read only the first portion of the email. When creating messages, make sure the first part of your email compels the reader to open it and read it in full.  

Rule 5: Keep fonts and colors simple.  Pick a font and stick with it.  You can use a maximum of two fonts, one for your titles and another for the body of the email.  Pick something like Arial, Times New Roman or Verdana.  And stay away from bright colors.  Fonts in bright colors are very difficult to read.  You can always create more visually appealing message by carefully using pictures to reinforce your message.  But remember, white space is your friend!  It’s a place for the reader’s eyes to rest so use it!
Local Public Relations

You don’t have to be a large corporation to build strong public relations in your community.  There are many local organizations, events, charities, sports activities that you could use to your advantage.

Consider your overall business objectives, and use these as a basis for developing your key media messages. Make sure that what you say and how you say it reflects what you’re trying to achieve. Your messages will form the backbone of your communication activity for the year.

Finally, develop a plan of attack. Review your business plan through the eyes of a journalist or reader of a local paper.  What would be of interest to them? 
Always remember to put your goals and objectives in writing so you can refer back to them throughout the year and evaluate your success.

Once you’ve sketched out your plans for the year, it’s time to consider the activities that'll enable you to achieve your objectives.  Here are a few ideas:
· Contact your community newspaper or radio station and let them know you are planning an event.  Maybe it’s time for a grand “re-opening” at which you will give away prizes or offer refreshments.  This is an ideal opportunity to display all of your products – cars, trucks and equipment – to your community.
· Reach out to a local high school or charity and discuss using your location for a fundraising event.  How about a car wash to support the local high school band?  Or a canned food drive to support the local food pantry?  Again, this is a great way to create awareness around your store.

· Do you have a child on a sports team?  Do you have an employee or neighbor who has a child on a sports team?  Offer o cook hot dogs for the kids and parents on the team during a game.  Or sponsor a “scoreboard” – a dry erase board they can use for keeping score during the games with your logo on it!

Planning your PR strategy now will not only help generate new ideas and opportunities for you and your business to shine, it'll give you peace of mind in your day-to-day operations. While PR plans are always subject to change, planning ahead will enable you to stick to your overall goals and maintain your focus.

Customer Service

Put yourself in your customer’s shoes.  Would you refer a friend or co-worker to a business that provides “OK” service?  Of course not!  People don't refer business to you because you meet their minimum expectations.  They refer you because they expect you to do a good job which, in turn, enhances their relationship with the person they are referring.  They want the prospect to come back to them and say, "Thanks for sending me to Joe Smith.  He had just what I needed, and the service was great."

We all know of companies and salespeople that couldn't stay in business, despite having superior product.  We're also familiar with companies and salespeople that were remarkably successful with just an average product.

Talking about what you do does not motivate people as much as what happens to their client or friend as a result of what you do. It's part of what creates that end result.

Unhappy customers are ten times more likely to talk about your business than happy customers.  Good customer service only reduces negative word-of-mouth; it doesn't necessarily increase your business through positive word-of-mouth.

If you provide excellent service, and your referral partner has experienced that as a customer, it can definitely increase the number of referrals you receive.   As already mentioned, good customer service is a prerequisite for cultivating your referral network. 
Section 3: Prospects & Lead Sourcing

Business Development Lead Sources

	Affinity Sources
	Internal Referral Sources
	Others

	Local Businesses
	B2B
	

	Banks
	Sphere of Influence
	

	Credit Unions
	
	

	Colleges/Universities
	
	

	Local government agencies
	
	

	Church Groups
	
	

	Local Youth Sports
	
	

	Chamber of Commerce
	
	

	Rotary
	
	

	
	
	

	
	
	


Prospecting: The How’s and Where’s of Prospecting and Research  

There are several areas that impact the growth of a business.  In this section we will focus on one area, business-to-business (B2B) prospecting.  The opportunities generated from this type of business development are unlimited in any marketplace or for any professional willing to devote time and effort to the process. 

One of the biggest challenges for any employee or manager is finding more customers.   Surprisingly there are pockets of potential customers waiting to hear from you. These groups are employees going to work in businesses in your market area every day.  B2B development is a process to reach out to these companies and educate them on your company’s expertise in helping them add an employee benefit and as a service provider to the company itself.   You will also increase your customer base by adding their employees to your marketing database.   The target company offers another benefit to their employees and you increase your reach of potential customers. It is a true win-win for everyone participating.

The process used for B2B prospecting is divided into four steps; identify companies in your market area, divide the companies up into small, medium and large, identify the person or people to contact, contact the prospect(s), follow up with the prospect(s), reach out to the employees.   In the next section we will walk through the steps and develop a plan for you to start prospecting this exciting opportunity.

The process starts with identifying other businesses in your market area.  Two very good sources of business contacts are your local Chamber of Commerce and your local Rotary.  The Chamber is a great organization to meet other business managers and to be plugged into what’s happening in your market.  Once you join the chamber they will provide you with a member roster.  The roster is your B2B guide to your city.  In a larger city you will want to find chambers that represent a section of the city.  Another function of the chamber is to participate in events that gives you access to other business owners and contact people with other companies.  Don’t sell at these events, meet people and add them to your contact list for prospecting later. 
Now you have a list of prospects. Before you start calling, organize the list into three categories: small (1-100), medium (101-1,000), large (1,001-up). The size of the company determines how you approach them and what you offer.

· The contact for small companies will likely be the owner.

· The contact for medium companies it may be the owner or a manager

· The contact for large companies will most likely be a manager

The size of the company is going to determine how you ask for and what you say.  If you identify the company but you don’t have the contact information, call and professionally ask for the information. For the small companies you will want to reach out to the owner.  Call the company and ask for the owner’s name, correct spelling, and verify mailing address.  It’s important that when you make calls that you are prepared.  Don’t wing it.  Learn and practice a short script and stick to it. Get the person’s name that answered the phone.  You have their contact info and you can add them to your database.

Hello my name is ______. Who am I speaking to? Thank you. I’m the manager of _______ Car and Truck Rental and would like to send the owner a note. May I have the correct spelling of their name? Would they be the person I could speak to about car and truck rental needs? Thank you.

For medium size companies you will want to ask for the owner’s name, if they have a human resources manager and what their name is or the person who takes care of employee benefits.

Hello, my name is _______. Who am I speaking to? Thank you. I’m the manager of _______ Car and Truck Rental and I have some information on how we can assist you.  I want to send information to the right person. Who determines employee benefits or car and truck rental needs? What is the owner’s name? Thank you for your time?

Once you have the contact person and the person that helped you put both their names into your database.  Now that you have your prospect list, start contacting them:

· Send postcard(s) or brochures

· Send a letter describing your company and indicate that you will call for an appointment.

· Call and ask for appointment

· Send a thank you note

· Keep in your database and continue to reach out. Things change!

Babe Ruth had 1360 strike outs and 714 home runs.

Remember, business development is a direct result of activity. The more you do the more will happen. It’s also a numbers game. Not everyone you talk to will want to talk to you.  That’s ok.  You will find that it will take a 500 leads to generate 50 prospects to generate 5 sales.   No one bats 1000 in prospecting. 

500 Leads
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50 Prospects
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5 Sales

Finding Prospects

Powerful relationships aren’t random.  They don’t come as the result of one sales call.  And they need to be developed and maintained.  Everyone has contacts and connections.  So how do you make those connections grow and work for you?  It's not as hard as you think if you have a plan.   Here are four tactics for developing those prospects:

1. Build your “Sphere of Influence”.  It's your sales lifeline.   Your sphere of influence includes business colleagues, professional acquaintances, prospective and existing customers, partners, suppliers, contractors, family, friends and people you meet in your community.  These contacts are potential customers waiting for you to connect with their needs. How do you turn these contacts into customers?   Networking is a long-term investment that requires constant attention.  Add value to the relationship and that contact you just made can really pay off.   
2. Communication is a contact sport, so do it early and often.  Communicate frequently and effectively.  Your business depends on it.  Relationships have a short shelf life.  No matter how charming you are, people don’t remember you based on a business card or a single meeting. One of the biggest mistakes people make is the failure to follow up.  Make the connection immediately.  Send a "nice to meet you" e-mail or let these new contacts know you've added them to your distribution list.  This will immediately reinforce who you are, what you do and solidify the connection you've made.  Remember, you rarely meet people at the precise moment that they need your services.  When they're ready, they will think of you if you stay on their minds.  It's easier to keep a connection warm than to warm it up again once it’s cold.  So take the time to turn your sphere of influence into educated customers.

3. E-mail marketing helps to build and maintain strong relationships on a modest budget.  Build your reputation as an expert by giving away some free insight.  You have interesting things to say!   An easy way to communicate is with a brief e-mail newsletter that shows prospects why they should choose your company.  For just pennies per customer, you can distribute an e-mail newsletter that includes tips, advice and valuable offers to entice consumers.  E-mail marketing is a cost-effective and easy way to stay in touch with your customers.  And it's viral: Customers who find what you do interesting or valuable will forward your e-mail message or newsletter to other people, just like word of mouth marketing.  The only way they can say, "Wow, I met somebody who's really good at XYZ. You should give him/her a call," is if they remember you. Then your customers become your sales force.

4. Reward loyalty and loyal customers will reward you.  On average, repeat customers spend 67 percent more than new customers.  So your most profitable customers are repeat customers. Are you doing enough to encourage them to work with you again?  Stay in touch, and give them something of value in exchange for their time and business like a coupon, notice of a special event you’re hosting, helpful insights and advice, or news they can use.  Keep in touch with your customers – your competitors are!
Remember, business development is relationship development. Find those relationships, maintain them, grow them and watch your sales soar!
	Company
	Potential Rental Volume
	Weaknesses of Current Provider
	History with Budget
	Time & Effort Required
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Prioritize Your Prospects 

Use this page to rate each potential prospect, with regard to each criterion on the basis of 0-5 with “0” being the lowest grade and “5” being the highest. After you have completed this step, determine an overall grade for that prospect and record it in the far right column.

Section 4: 
Making the Call

Sales Techniques: Breaking Through Your Customers' Defense Barriers
By Tom Hopkins

Entrepreneur Magazine, October 2004
When you initially meet a potential client, the first thing you must do is establish rapport. The faster you can make this happen, the more sales you will make. The only way to accomplish this is through practice. The more you practice your sales techniques, the faster these proven strategies will become ingrained in you. 

Let's say a new customer has just called you or entered your place of business. The steps to rapport-building are pretty much the same in both instances. The first thing you do is smile. This may sound trite, but look around you. How many people do you know who naturally smile when they meet someone new? If the answer is a lot, you're working with a great team!  It's important to smile even on the phone-people can sense it in your voice. If you're not naturally a very smiley person, practice in front of a mirror. Don't laugh! This is critical to your ability to sell products. You must be able to see your smile in your eyes. That means it's genuine. If you're not genuine, your prospects will spot it a mile away and write you off as a stereotypical salesperson. Their defenses will go up, and you will have to work hard to break them down.

If you're meeting in person, make eye contact. Don't stare them down, but make comfortable eye contact.  Then introduce yourself, ask for their name, and ask for permission to use their name. What I mean by that is, if a woman introduces herself to you as Jane Thompson, say, "It's nice to meet you, Ms. Thompson. May I call you Jane?" This simple courtesy demonstrates professionalism on your part.

Now you need to use her name. Repeat it to yourself four times-silently, so you don't forget it. With everything else you will have on your mind-qualifying your prospect, presenting your product properly and closing the sale-it's easy to forget the name of the person you're dealing with. Repeating it to yourself will help plant it firmly in your mind.

Try to match the speed and volume of your speech to theirs for the first 90 seconds. Then, if you naturally speak either faster or slower, you can gently move into your typical style. Here's a warning, though: If the potential client speaks very slowly, don't allow yourself to speak too quickly. They may not follow what you're saying, and while they're trying to catch up mentally, they're missing the next point you make.

Next, search for common ground. Why are the two of you talking with each other right now? What similarities are you discovering? Does this person live close by? Are they about your age? Do they work for a company you're familiar with? Find something you share in common and say something relevant-this helps the client see you as someone "just like them." This is crucial to the selling process because people are more likely to buy from someone like them than from someone they don't relate to.

Next, give the person a sincere compliment. It might be a compliment on their foresight in calling your company. It might be something about an item of clothing or jewelry they're wearing. "Your purse really caught my eye. It's a great color." Maybe you notice the logo on the man's shirt, something from a golf course or a sports team. Comment on it. But beware of saying anything for or against any sport or sports team until you know where your prospect stands because for some people, their feelings about sports teams are as strong as their feelings about religion and politics-two subjects you will want to avoid unless they're part of your business.

This next step might be difficult, especially if you're new to the business, but you have to act relaxed. If you're nervous and your customers sense it, they'll get nervous, too, even though they might not know why. They'll pick up on your vibe and become wary of everything you say and do.

Once you've reached this point, it's time to get down to business: Too much rapport-building can be a waste of time-both yours and theirs. Move on to business with a simple statement such as, "Jane, let me thank you for the time we're about to share. I hope we can consider this meeting somewhat exploratory, meaning my job is to analyze your needs and show you how we at (name of your business) can help you. Now you can begin asking questions relevant to your product or service to determine if it's right for them.

The Presentation
Regardless of how much time is scheduled, you really only have 17 minutes.  That’s the average adult attention span.  So you have 17 minutes to engage your prospective client in all the wonderful things it can do for them.

Your presentation should be 50/50 – equal taking and listening.  Clients know when you're not listening. You don't really understand what they want and need and they'll shop elsewhere as soon as you take a breath in your monologue.  It's wiser to invest the bulk of your time in qualifying and determining the needs of the client than in demonstrating something that might turn them off--even if it is the coolest feature on the planet.

If you're going to get your points across to your potential client, you have to follow these steps:

1. Tell them what you're going to tell them. This is your introduction. 

2. Tell them what you're there to tell them. This is your presentation. 

3. Tell them what you just told them. This is your summary.

Controlled repetition is used in all successful speeches, training, presentations and demonstrations.   Don't say the same thing three times exactly the same way. Use the first five minutes to convey the overview of new ideas. Then use ten minutes to cover your points in depth and relate them to your customers’ wants and needs. In the last two minutes, summarize you points and review next steps.

While you're presenting, you must keep your customers involved in the presentation by asking questions that will keep them thinking about how they'll use your products and services. Pay attention to the answers and make notes.  By asking and listening you are making a commitment to follow-up and follow through.
To become an effective sales person, you have to practice until you are comfortable with the pace, flow and content.   It may be a challenge, but your ability to do this, while effectively communicating your brand message, will separate you from the field. 
Practice, practice, practice!
Pre-Call Planning Form

Customer Frank Lewis

Date of Call 


Organization Natl. Assoc. of
 Insurance Underwriters

Purpose of Call

To determine what potential business is available for you, and get the client to agree to a follow-up meeting to present your proposal.

Possible Benefits of the Meeting to the Prospect

Better understanding of the competitive strengths and weaknesses of the various rental car providers. 

Questions to Ask


What do you see as the strengths of your current rental car provider?


Ideally, what might you want to change about the service from your current rental car provider?

Possible Objections
Ways to Overcome

“We’ve always used ________________ 
Show benefits over _________. 

and we’re very happy.”


“Your company  is not able to provide
Stress other benefits. 

the same pick up service 

as our current provider.”

Possible Next Steps


Talk to and/or meet with Lewis’ associates to gather additional information for your proposal.

Pre-Call Planning Form

Customer

Date of Call


Organization

Purpose of Call

Possible Benefits of the Meeting to the Prospect

Questions to Ask

Possible Objections
Ways to Overcome

Possible Next Steps

WAYS TO IMPROVE YOUR SALES SKILLS

· Make a list of companies to call on and update it frequently.

· Screen everyone on the list; find out if they currently have a car and truck rental provider? 

· Recognize that corporate calling is not easy. You may hear “no” many times before you hear “yes”. Don’t get discouraged.  It takes time but will pay off once the business starts.

· Create a “leave-behind”.  Have pens, brochures or small office supplies with your brand and contact information on them.

· Create a database of customers in which you provide marketing materials first then follow up with a telephone call. This way you’re not constantly “cold calling”.

· Treat corporate calling as a long-term goal. Sometimes you can’t get into a company for a few years. Have short term and long term goals.

· Do an analysis of the marketplace and yourself. How much potential business is out there?
· Play is straight with corporate clients. Don’t inflate the services you can provide.

· If you’re sincere; they’ll recognize it. Offer something up that keeps you coming back to their company such as providing a candy dish and coming in to refill it!

· Stand out.  Know what you offer that others don’t offer.
· Keep track of your results and how you achieved them.  Repeat what works for maximum effectiveness.

Section 5: 
After the Call
Innovative Ideas for Building Referrals

· Develop a database of at least 50 people who like you and will help you succeed.  Import this list into your database.  Send them something every other month, call them quarterly and visit them personally at least once per year.

· Develop a 60-second description of what you do—“I help people find the home they’ve always dreamed of”—and use it to describe your work to new acquaintances. 


· Attach a Post-It note reading “FYI” and your initials to your newsletter or to an article of interest, and give it to clients. 

· Contact your local paper or radio station to establish your presence in the community.

· Choose a unique gift to send to past clients and referral sources each year

· Volunteer your time with a local charity (make sure to wear your logo’d apparel!) 

· Work with local real estate brokers to provide moving trucks to buyers and sellers. 


· Take up a new interest. It will expose you to a different group of people that you might not otherwise encounter. 


· Ask. Let people know that you welcome referral business. 
· What are some others?

· 

TIP: Don’t take referrals for granted. It’s five times more profitable to spend advertising dollars retaining current customers than acquiring new ones, according to Bane and Co., a Boston-based strategic consulting firm.

Asking for Referrals



Don’t be afraid to request referrals before, during, and after working with a satisfied client.

A few customers give referrals without prompting. Unfortunately, most won’t think to do so, even if they loved your service. The fundamental rule of sales is: you have to ask to get, and that’s definitely true for referrals.

If you feel a bit awkward asking for referrals, here are a few scripts to help you become more at ease. All of these scripts are used by top-producing practitioners to help them generate new business.

It’s easy to ask for referrals even before you get the business if you also are taking the opportunity to sell them on your exceptional service, like this example:

“My goal is that at the end of the marketing and selling process, you will be delighted with our service and the price you received. We want you to become an advocate of ours by sending us referrals. That’s how our business grows. We will work hard to make sure that you are delighted both with the process and the product, and we have no doubt you will send us referrals.”

Or try this shorter version: 

“As much as we enjoy and appreciate your business, our business depends on referral business. We don’t get that unless you are happy.” Finish with a pointed request: “If you are pleased with our service, will you refer us to your friends?”

In addition to building in conversations to drive referrals throughout the transaction, there are a number of other opportunities to reinforce the request for referrals. Some of these include:

· Asking for referrals on your marketing materials. Add the following to your brochures, letters, and on the back of business cards: 

“The highest compliment a customer can give us is to recommend us to someone else. I appreciate your referrals!”

· Updating everyone who gives you referrals. People love to be appreciated. When you get a referral, thank the person who gave it to you and keep them updated. Call up and say:

“I really appreciated your referring John Smith to me. I want to give you an update on how that’s going. But first, how’s your family? How is your new job?” 

Call again with another update when the sale is complete. Continue to show interest in people who send you business, and they’ll send you even more just because you showed you cared!

The idea is simple: ask and you shall receive. It can’t be emphasized enough the importance of asking for referrals. Even though it is one of the easier prospecting methods, it is sorely neglected. Reap what you sow by keeping in touch with everyone you have helped and asking from time to time if they know of others you might help. That follow-through will pay dividends for a long time to come.

Stay in Touch

You don’t have to invest in an extravagant piece of software to stay in touch with your customers or prospective customers.  Microsoft Outlook or Excel will do just fine.  Make sure that you capture information such as spouse’s name, children’s names and ages, birthdays, anniversaries, etc.  Drop a simple email or send an Ecard on special occasions.  Consider sending a gift on milestone occasions.  Your customers will remember that you remembered!
Go do it!

If you’ve followed this outline, you’re ready to go!  Use the Action Plan on the following page to start the process.  Give a copy to a co-worker, friend or spouse so they can hold you accountable.  Ask them to check in with you every few days.

Effective marketing and sales are like anything else in life – the more you do it the better you will be!  So go do it and good luck!

Action Plan 

	Action Item
	Resources Involved
	Target Date
	Potential Obstacles/Challenges
	Notes
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