
   

Get Engaged to Make the Sale
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Saturday 20 February 2010

Ordinary salespeople make cold calls. Smart salespeople  
make 15-minute speeches to seminars, conferences and  
business network groups during breakfast or lunch and 
collect 50 or more leads.  Think about it...

What is the dumbest question you've ever heard in sales?

"What  will  it  take  to  get  your  business?"  This  is  sales 
stupidity.   It's  usually  asked  at  the  end  of  the  sales 
presentation; and no matter how intelligent you looked at 
the beginning, all that is thrown out the window when you 
make that mistake. 

You  should  know  what  it  takes  to  get  their  business. 
Salespeople never cease to amaze me when it comes to 
losing a sale.   Let’s  talk about "intelligent engagement". 
It's a sales process. It’s simple, it’s effective, it’s applicable 
to  any  sales  situation  and,  most  importantly,  it’s 
transferable.
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Your ideas

The creative side of the process is what you bring to the 
table.  If you bring up an idea about how the other person 
can profit, or save on their expenses, you will immediately 
boost  your  credibility,  separate  yourself  from  the 
competition and earn your prospect's respect. Over 98% of 
all  salespeople bring their  sales kit,  their  business cards 
and their brochures (and a load of old sales tactics) but no 
ideas.

They leave their brains in the trunk of their car.  Why?

Ideas require work and thought.  Your prospect is looking 
for ideas and ways to make a profit, and save on expenses 
while doing it: not a sales pitch from you.

Here it is in a nutshell:  if  you walk in with information 
about you, prospects consider you a salesman. If you walk 
in with ideas and answers to their questions about ways to 
profit and save on their  expenses, and solutions to their  
problems, they consider you a resource.  People are willing 
to pay for ideas.  How much would they pay for your sales 
presentation?

Your communication skills and your presentation skills

Your  ability  to  convey  your  thoughts  and  concepts  in  a 
persuasive,  understandable  and  compelling  manner  will 
give your prospect confidence in you. As you know, one of 
the biggest fears in the world is the fear of speaking to a 
group, and the only reason that fear exists is because the 
people  presenting  either  have  low  self-esteem  or  they 
haven't properly prepared. Preparation includes not only 
having  the  knowledge  but  also  having  studied 
communication or presentation skills.  It works the same 
for one-on-one presentations as it does for a large seminar 
or conference.
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If  you  want  to  become  good  at  communication  and 
presentation skills, you first must study them. If you want 
to become great at communication and presentation skills, 
then you must combine study with practice.

Ordinary  salespeople  make  cold  calls.  Smart 
salespeople make 15-minute speeches to seminars, 
conferences  and  business  network  groups  during 
breakfast  or  lunch  and  collect  50  or  more  leads. 
Think about it...

Your positive attitude combined with your enthusiasm

The combination of your positive attitude and enthusiasm 
creates  your  passion.   Attitude  and  enthusiasm  are 
contagious, either by presence or absence.  If you look at 
any personal development master from the last 100 years; 
Wattles, Hill, Peale, Carnegie, Nightingale and Ziglar, they 
all begin and end with  the power of positive attitude and 
the transference of enthusiasm. 

Those two elements, when combined, will provide enough 
electricity  in  a  room  to  transform  anyone  into  a  more 
willing  listener  and a  more acceptable  buyer.  You've  all 
experienced  it:  people  who  capture  your  imagination 
because  they  are  so  positive  and  enthusiastic  that  you 
can't help but be drawn toward them. If your attitude is 
great  and  your  enthusiasm  is  evident,  then  your 
preparation,  your  questions,  your  ideas  and  your 
presentation will be compelling enough to create a buying 
atmosphere.

The concept is to "engage" your prospect(s) and it's one of 
those  aspects  of  selling  that  is  so  obvious  that  hardly 
anyone  ever  focuses  on  it.   The  more  you  focus  on 
"intelligent engagement" the easier  the sale will  be and 
the faster the prospect will want to buy.  Engagement sets 
a buying atmosphere.
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If  you bring ideas to the table,  you can engage.  If  your 
presentation  skills  and  your  communication  skills  are 
superior, you can engage. And if your attitude is positive 
and your enthusiasm is high, you can close sales.

Engage intelligently in sales

A common question asked is if there is a secret to making 
the sale.  The secret of sales is the salesperson's ability to 
engage the prospect, and to engage them intelligently.

Here are the four elements of intelligent engagement

• Preparation
• Questions
• Ideas
• Attitude.

Divide a sheet of paper into four quadrants. Write "my 
preparation" in the top left. Then put "my questions" in 
the upper right. In the lower left goes "my ideas," and in 
lower right " my communication skills."  Then put "my 
attitude" in big bold letters at the bottom of the page.

SEE YOUR PREPARTION CHART ON THE NEXT 
PAGE
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MY PREPARATION MY QUESTIONS

MY IDEAS MY 
COMMUNICATION 

SKILLS

MY ATTITUDE
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The concept  is  to  engage your prospect  and it's  one of 
those aspects of selling that is so obvious, hardly anyone 
ever  focuses  on  it.   The more you focus  on  "intelligent 
engagement," the easier the sale will be made; or should 
we  say,  the  faster  the  prospect  will  want  to  buy. 
Engagement creates a buying atmosphere.

This  is  not  a  system  being  described  here.   It's  a 
philosophy;  a  strategy  that  says  "if  I  am  ready,  I  can 
engage".  If I ask great questions, I can engage.  If I bring 
great ideas to the table, I can engage. If my presentation 
skills  and  my  communication  skills  are  superior  to  my 
competitors, I can engage.  And if my attitude is positive 
and my enthusiasm is high, I can engage.  And if all these 
elements are present, the prospect is likely to buy.

What is the first question of engagement you ask?  Is it 
intelligent?  Or is it the same as your competition's first 
question?  What are you asking your prospects that you 
are certain your competition is not asking?  Questions are 
the  heart  of  the  sale  and  the  soul  of  intelligent  
engagement.

Your  preparation must  include 10 power  questions  that 
make  the  prospect  stop  and  think,  and  then  answer  in 
terms of you. Here are a few examples. They are excellent 
questions in general. They are designed to make you think 
on your own. 

● If you want to establish rapport, ask such questions 
as, "What made you choose this career?" Or say, 
"Tell me about your first week on the job." Or ask 
questions about things you may have in common 
with  the  prospect.  Many  of  the  most  powerful 
rapport  questions  begin  with  the  word  "how." 
Examples:  "How  did  you  earn  that  award?"  or 
"How did you accomplish that?"
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● If you're starting your sales presentation, you might 
ask, "What would happen if you lost two of your 
top 10 customers?" Then follow up with, "What's 
your plan to keep them loyal?" Or you could try, 
"How  much  does  one  hour  of  productivity  cost? 
How many hours a week do you lose?"

● If  you're  trying  to  solidify  the  transaction,  ask, 
"Would you rather have price or profit?" or "How 
will the decision be made? Then what?" Or you can 
try,  "How did you decide last  time? What would 
you change?"

Engage  the  prospect  by  making  them  think  about 
themselves... not you.

Engage your prospects to buy

Most salespeople are never taught engagement.  They're 
taught  to  present,  probe,  close,  overcome  objections, 
close again: old sales techniques that make people wary of 
you... including your prospects.

The key to any sale is how well you engage the prospect:

If you engage the prospect, you create an atmosphere to 
buy.   If  you  just  present  the  typical  product  or  service 
feature  or  benefit,  you  are  trying  to  “sell”.   "Sell"  and 
"engage" are two horses of a different color.  If you are 
selling, at the end of the presentation you have to ask for 
the sale.   If  you  engage,  at  the end of the meeting the 
prospect is asking you how to purchase your product or 
service.

People  don't  like  to  be  ‘sold’,  but  they  love  to  ‘buy’. 
Intelligent engagement makes the customer want to buy. 
The question is, how engaging are you? 
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Here's the meaning:

To engage means to attract and hold someone's attention, 
to  involve and  generate eight  other  interactive  actions. 
Add intelligence, and they will buy.

Here's the premise:

How can you ensure that intelligent engagement will take 
place? You have to  look intelligent,  act intelligent,  speak 
intelligently  about  your  product  or  service,   and  be 
perceived by the prospect as intelligent, the last being the 
test of the other three. 

This method will make the sale 50 percent more often, yet 
less  than  2  percent  of  sales  people  will  ever  master  it. 
Sounds almost unbelievable, but it's true.

Here's  the  answer: Make four  quadrants  on  a  piece  of 
paper (see page 3), leaving a little room at the bottom of 
the page. In each quadrant, write one of the following:

● My preparation

● My questions

● My ideas

● My presentation skills and communication skills

Now  at  the  bottom  of  the  page  write  in  bold:  My 
enthusiasm and positive attitude. 

Enthusiasm  and  positive  attitude  are  the  characteristics 
that bind all  the others together like glue.  They provide 
the  contagious  energy  of  your  presentation  and  your 
information.  All that sounds pretty simple until you look 
at  the  work  involved,  because  less  than  2  percent  of  
people will do this.
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Here's  the  work  in  each  quadrant  it  takes  to  produce 
success: 

Quadrant 1 - Your preparation.

What do you need to know about your prospect's business 
in order to engage them?  If you don’t know anything, how 
unprepared does that make you look? Totally unprepared. 
Being prepared is  going  to the prospect's  Web site  and 
printing out several important pages, reading about them 
and making notes so you can ask about what you don't 
understand or need elaboration.  Being prepared is doing 
your homework!

It is not intelligent to ask the prospect about his business 
without  knowing  a  little  something  about  it.  It  is  not 
intelligent to tell the prospect about your business: as a 
matter of fact… it's dumb.  They don’t care!  All they care 
about  is  their  business!  Not  yours.   Other  research  is 
important  too,  such  as  calling  a  few  suppliers,  a  few 
customers, and getting vital information that way.

One  more  thing  is  preparation.   Be  prepared  with  an 
objective in mind about what you want to achieve in the 
meeting  with  your  prospect.   Correct  preparation  takes 
time, but it's impressive to the prospect.  He or she will 
realize that you have prepared and will be impressed with 
your professionalism.

Few  salespeople  use  this  strategy.  They  make  the  fatal 
error of getting all their own things ready like all the same 
things the competition is doing. This is the biggest mistake 
in sales, and almost every salesperson makes it.

One last word: work    smart  .   When you have made your 
preparation, have listed your questions, ideas and know 
your presentation and communications skills, you will have 
more in your favor than your competition could ever hope 
to have.
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Make your list hotter than your competitor's list

Make a list

In sales there is the  hot prospect list.  That's a list every 
salesperson  makes:  it's  as  old  as  the  hills  and  twice  as 
dusty,  but  it  still  works.   Those  prospects  or  existing 
customers are your prime targets for the week.  A  To Do 
list,  a  prospect list,  a  customer list,  a  contact list—call  it 
what  you  want  to—but  make  one.   What  lists  are  you 
making?  Are they helping your business?  Or are they just 
getting in your way?

Why don't you make a list of  customers and prospects 
that are hot for you?

That's a better, and more honest, definition of the word 
"hot list" isn't it?  It's also a much smaller list.  Here is a list 
of lists!  And it  will  probably hurt your feelings (or your 
pride) to learn how many people are (or, are not) beating a 
path to your door.

But... you'll get over it.  Eventually the pain will go away 
because now you will have the motivation to build a true 
hot list.   The pain of why you don't  have a “hot list”  is 
disgustingly obvious.  This list will help you build a hot list 
and make more sales—and keep customers loyal.

They  will  also  improve  your  company  and  keep  your 
employees  happier.   However,  they  will  require  work. 
Individual  work  and  teamwork.   These  lists  are  not 
optional.  If your competitors read this and make the lists, 
and you don't, then you will have a problem.

The first lists are about the sale:

• List  your  10  most  powerful  questions.   Remember: 
we've been over this before.  (Note: If you can't pull 
the  list  off  your  computer  or  out  of  your  briefcase, 

Page - 10 -



don't even bother reading the rest of this; it will only 
make you angry.)

• List  the  questions  you  ask  that  your  competition 
doesn't ask.

• List  what  you  say  in  your  sales  pitch  that  your 
competition doesn't say.

• List  what  your  ads  say  that  your  competition's  ads 
don't say.

• List what your brochure says that your competition's 
brochure doesn't say.

Blank paper so far?

Easy list:

● List your 10 most common sales objections. 

Hard list:

● List  your  best  responses  to  common  sales 
objections. 

Harder list:

● List  the  best  responses  to  your  most  commonly 
asked questions. 

Hardest lists:

● List your most powerful sales statement.
● List  your  most  powerful  business  attraction 

statement. 
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Five lists of five:

● List five ways you ask for the sale.
● List  five  ways  you  follow  up  after  the  sales 

presentation but before the sale.
● List five ways you follow up after the sale.
● List  five  personal  ways  you  provide  value  to 

customers between sales.
● List  the  five  best  places  you  network  for  new 

prospects. 

The big three.  The sales three.  The three that answer 
the question, "Why should I deal with you?"

● List  the  differences—the  real  differences—
between  you  and  your  competition.   These 
differences can be both real and perceived.

● List  the  value  you  provide  to  the  prospect  or 
customer before the sale.

● List the value you provide after the sale.

And a list that could be the most powerful of them all, if 
enacted:

● List the profit you can make the customer.

(Note:  Do  they  want  your  product  or  do  they  want  to 
make a profit?) There's a list of lists. Most of them are as 
painfully obvious as they are painfully blank. Fill them out 
as fast as you can.

And a final list: A personal one.

● List the ways you intend to get better at what you 
do over the next six months. Limit the list to less 
than five workable actions or tasks. Do one of the 
improvement items a day, each day of the week.

One small dose of everything each week. One of the best 
parts  of  lists  is  that  they both remind and memorialize. 
Your opportunity is to take advantage of the information. 
Before your competition does.
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An easy way to get this started is by going in to your office 
on a Monday morning and put your lists  together.   Call 
some of them if you can and get some appointments for 
the  rest  of  the  week.   If  you  can  schedule  1  or  2 
appointments for Tuesday, Wednesday and Thursday, you 
will have made 3 to 6 appointments.  If you can schedule 
more, that's great.

If you can get some appointments for Monday afternoon 
and on Friday mornings and afternoons, all the better!

Why did I mention that last sentence?  It seems so “out of 
place,” doesn't it.  Well, think about what YOU are doing 
on  Monday  morning  and  Friday  afternoons:  your 
prospects are probably doing the same.

Monday  mornings  are  usually  spent  “mapping  out”  the 
rest of the week.  Friday afternoons are spent “wrapping 
up”  the  week  so  you  can  head  home  and  have  a  free 
weekend.

Try  to  follow  the  same  pattern  of  your  prospects  and 
clients, and you will maximize your sales to close ratio.

Get the “edge” on your competition by integrating 
Unified Communications into your business.

Ernest O'Dell – CEO
Guerrilla Internet Marketing
E-mail: GuerrillaInternetMarketing@gmail.com
Guerrilla Internet Marketing
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