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Leadership
According to James MacGregor Burns, who authored the Nobel prize-winning book Leadership, there are at least 130 current definitions of leadership; while Warren Bemis and Burt Nanus, in their book Leaders, claim there are at least 350. Here are a few:

· We have conceived of leadership…as the tapping of existence and potential motive and power basis of followers by leaders, for the purpose of achieving an intended change…

· Though leadership may be hard to define, the one characteristic common to all leaders is their ability to make things happen…

· Leadership can be defined  as the will to control events, the understanding to chart a course and the power to get a job done, cooperatively using the skill and abilities of other people…

· Leadership is the ability to get men and women to do what they don’t want to do and like it…

· Leadership appears to be the art of getting others to want to do something you are convinced should be done…

Here are the most frequently mentioned leadership traits: (not in any order)

• Courage  • Optimism  • Sense of duty  • Vision for the future - self and others 

• Unbending  character  • Strong faith  • Integrity  • Purpose  • Compassion  
• Realism  • Action  • Work ethic  • Spirituality  • Competence  • Charisma 
• Effort  • Service to others  • Self-discipline  • Moral excellence  • Ability to handle power, success and failure  • Influence  • Sense of humor  • Charity 
• Humility  • A learning attitude  • Endurance  • A builder of people and Enterprise  • Respect for others, life and principles  • Personality  • People skills  • Handling uncertainty  • An ability to control emotions  • Positive change agent  • Ability to foster trust  • Making difficult decisions

I would doubt you would find them all in any single person. So the questions for consideration are:

1. Which ones are absolutely required in every leader?

2. Which ones would be nice to have, but are not vital for effective leadership?

3. Which ones turn up the least in the average good leader?

4. Which single trait is critical if none others are present?

Why not give these questions a little thought. What do you think? 

The Strategic planning process

The benefits:  

An effective, realistic and accountable strategic, business and sales plan can mean the difference between success and failure in an organization – whether it operates profitably or at a loss. It is unfortunate today that many organizations are not committed to the development and successful implementation of the strategic planning process. In a rapidly changing world, these organizations are in jeopardy of becoming obsolete and a statistic. A well thought-out and designed strategic plan can ensure a productive, effective, profitable organization. It can also go a long way to guarantee that the products, services and policies remain relevant and the customers and markets satisfied. There is no substitute for effective planning. Companies that insist on running by ‘the seat of their pants’ will soon discover that they are increasingly vulnerable to competitive initiatives, shifts in markets, the economy and customer needs, wants and perceptions. Don’t become a casualty. Take the time, commit the resources and people, and set a precise, yet flexible, course for the future. 

The process:

In order to guarantee that the strategic planning process is effective, it is essential that it be completed prior to the fiscal or calendar year that the plan will represent. It is also important that ALL management staff contribute to the final process with the accurate bottom-up feedback of information that represents REALITY within the organization or market place that can be discussed by senior management at a retreat or planning meeting. The amount of time spent in the actual strategic planning discussions by management can vary from a single day to several days - depending on the current needs, circumstances and objectives. The purpose of the process is to guarantee closure on the various topics, agendas and objectives, and to commit to action. Leaving issues to be resolved ‘in the future’ or ‘tabled’ is a recipe for continued stress, wasted corporate resources of time, people and money and possible failure. Whatever time required resolving issues, challenges and action plans should not be short-changed.

The objectives:

The strategic planning process can include, but is not limited to the following:

The development of an internal and external mission statement.

The development of an internal vision statement.

The resolution and/or development of core corporate values.

The development and/or refinement of a corporate philosophy.

The development of a precise sales and/or marketing plan with programmed action steps.

The development of an overall business plan which includes a formula for follow-through.

The development of internal and/or external policies, procedures, approaches and tactics.

The discussion of growth plans including external and internal threats and opportunities.

Why use an outside facilitator:

Corporate America is riddled with politics, ego control, incompetence, poor judgment and uncertainty. Some of the biggest challenges facing leaders, executives, managers and supervisors today are: determining corporate direction, finding and keeping good employees and maintaining a competitive as well as profitable posture in the market place. Without the use of an outside facilitator at a strategic planning event or at the critical stages in the process, you are assured that sooner or later someone’s position, authority, ego, insecurity, poor communication skills, lack of understanding of the real world either inside or outside the organization, or any number of other personal or corporate agendas will sabotage the process and its successful outcome. As a result, any plan that is developed will usually lack accountability and any chance of long-term success once communicated to employees, customers, vendors or the market place. 

Vision
The world is changing at the speed of light. Everything is being touched by this accelerated pace of change. No industry, no profession, no part of the world and business entity can escape the impact.

Business leaders meet to chart the future of their organization when they don’t know what do with what is happening today. Government leaders stay mired down in philosophies and approaches that were held years ago when the rules were predicable. The rules are changing. The rules that are determining the rules are changing.

We are living in a crazy, frenzied time in history. The roller coaster left the starting point several years ago and it is poised for yet another rapid decent challenging what we know, believe, feel and have forecasted.

How then can today’s executive forecast any vision of what tomorrow will look like with any degree of accuracy? It’s anybody’s guess what the next 2-3 years will bring.

What you can do is stay loose, flexible, positive and optimistic. What you want to avoid is remaining stuck in yesterday’s paradigms, attitudes, philosophies and strategies.

What are some of the specific things to avoid as we move like a bullet into the future?

1. Believing that what worked last year or yesterday will work today or tomorrow.

2. Thinking that what you thought about the future yesterday will come to pass.

3. Status-quo thinking.

4. Conventional wisdom or thinking.

5. Using yesterday’s results as a benchmark for tomorrow.

6. People who refuse to think out of the box.

Just a few to get you started. Never before in the history of the human race has so much happened in such a short time. And you ain’t seen nothin yet…

Mission statements
In a highly competitive and rapidly changing world, organizations need focus, clarity and clear direction. One of the tools that can contribute to this outcome is a mission - vision, defining statement and/or statement of purpose. In my opinion, it doesn’t matter what you call it as long as you have some way of determining what you are, what you are becoming and why you want to get there. It is a statement of purpose. It is a statement that determines how all the little daily decisions are made by everyone in the organization.

This statement becomes the template by which conflicts are resolved, objectives are established, goals are made and tactics are developed.   

The process of developing this statement can be: bottom-up (including every employee in the organization), top-down, a management-mandated policy, or a combination of top-down and bottom-up. (I like the combination approach the best). The ultimate goal is a statement that accurately represents who or what you are or stand for, and what or who you want to become – your vision for the future. There are a number of critical issues that impact the effectiveness, accuracy or value of this process. They are:

-Ensure that reality is integrated into the process.  The reality of your philosophy, resources, the marketplace (customers,    

 suppliers, competitors), and your values.

-the process should include input from everyone who will be responsible for buying into the statement and/or  

 communicating it throughout the organization or to the marketplace.

-It should not be a quick exercise (just to get it done).  It should be a carefully thought-out process that ensures accuracy and   

 that can stand the test of any circumstance, so that actions and decisions become easy when measured against it.

-Once developed, it should be communicated to every employee (inside-mission statement) and every customer, vendor and  

  the media (outside-mission statement).

-It should be reinforced in meetings and discussions, on correspondence, banners and posters.

-It should be the standard on which goals are set, objectives are established, problems are resolved, actions  are taken, and   

 decisions are made.

-It should be re-visited at least yearly and rewritten if the current statement does not accurately reflect what or who you are   and what or who you are becoming.

Developing a mission / vision statement can contribute to improved team effort, focused behavior, improved decision making and reduced conflict, as well as create consistency and send a clear message to the world and your employees defining who you are and what you stand for.

Who are we and where are we going?
After over 26 years of consulting with clients and speaking to groups of managers, executives and salespeople, I have discovered that there is a common problem among many businesses today. It is a sense of identity, or, in the words of one manager I interviewed last year, “I don’t know who we are or where we are heading, and yet I am supposed to help us get there.”  These feelings are common among many workers today whether expressed or kept to themselves.

A clear lack of communicated, understood, reinforced and believed-in direction is at the root of many organizations’ problems today. Oh yes, they will say that turnover, competition, finding good employees, global issues, the government, the weather, suppliers, etc., etc., etc. is the real culprit contributing to their lack of profits, growth, market share or lack of competitiveness, but don’t be fooled. A lack of clear communicated direction and identity in an organization contributes to:

-Poor internal communication.

-Low morale.

-Poor productivity.

-High sales costs.

-Vulnerability to competition.

-Reduced market share.

-Employee turnover.

-Reduced sales and profitsigh sales costsH

5. .

-Mistakes and more mistakes.

-Wasted time and effort.

-Too many meetings in which nothing is accomplished.

-Redundancy.

-Customer dissatisfaction.

-Customer turnover.

-Vendor turnover.

-Poor quality.

-Poor customer service.

-High receivables.

-Poor external communication.

-Confusion internally and externally.

-A lack of positive growth.

-A lack of creative innovation.

-A lack of clear goals.

-Poor employee development.

-Failure.

If this list is not enough to give you, as a manager or executive, cardiac arrest, I don’t know what will. Any 3 of the above 20 items can put you in the dump.

Organizations in transition
During the past 26 years as a professional speaker, trainer and consultant to a wide variety of organizations, I have observed a range of corporate issues that management: endorses, contributes to, is unaware of, or is addressing as a part of its management strategy. One of the common themes I have witnessed is the transition of organizations through a series of stages or phases. These can best be described as: startup, early growth, early maturity, maturity, and either decline or ongoing success.  Every entrepreneur begins his or her enterprise with the vision, energy, effort, and determination and will to succeed. Unfortunately, not all enterprises reach the ongoing success stage. I have asked myself dozens of times why some organizations make the successful transition from one stage to the next, while others become a casualty. I don’t have all of the answers, but I have a few ideas that might be of value to you. They are:

1. Organizations that pass successfully through the early stages are run by entrepreneurs who can make the transition from entrepreneur to manager. Each of these roles caries different responsibilities. The entrepreneur is a “do it” type person, while a manager delegates responsibility, authority and empowers employees. Entrepreneurs tend only to trust themselves, while a good manager learns to trust his or her employees.

2. Organizations that become perpetual constantly look inward rather than outward for the cause of their struggles, failures, lack of success and problems.

3. Organizations that succeed see their human resources, their people, as their most important asset.

4. Organizations that pass through the difficult growth stages successfully are flexible, willing to adapt, shed old paradigms, let go of policies, products, services, departments, procedures and people that no longer serve the long term best interest of the whole.

5. Organizations that make it to the high ground keep their ego out of the management process and are only concerned with what is best for the health of the organization and not: whose idea it was, who is president, who did it or didn’t do it.

Why not take a serious look at your philosophy, attitudes, values and beliefs to see if you are in any way sabotaging the success of your organization.
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Purpose

In the classic bestseller Napoleon Hill discuss the importance of a “Definite Major Purpose” in life.  It would be difficult for me to improve on his words that were written over 40 years ago. I would like to give you my input this week on this vital concept and its relationship to motivation, success and life style.

Purpose as define by Webster is: “the reason for which something exists, is done, made etc.  An intended or desired result, aim or goal.  To Intend or resolve.”  Although I refer to my dictionary a great deal as writer, I am more often than not confused by the use of certain words to describe other words.  I am also finding the print is getting smaller and smaller (but that is my more recent problem)  Dictionary definitions leave so much out regarding the essence of the word as a concept.  Words are so much more than just words when you consider them more deeply.  Let’s take a few minutes and do that with purpose.

Purpose is the determining factor in goals and objectives.  If a person lacks a clear purpose in their life, career or business it is difficult to set and achieve meaningful goals.  Without purpose people easily lose their motivation or will to continue when life throws them a curve, pothole or difficult challenge.  Without purpose it is difficult to develop any sense of satisfaction for accomplishments along life’s path.  And, without purpose people will change direction in life when the whim inspires them.

Purpose is similar to a personal mission statement.  I will share mine with you to illustrate my points.  My personal mission statement for over 30 years has been and is today, “To learn as much as I can as I move through life and to share  what I have learned with others that cross my path.”  This mission statement has become the foundation for my speaking goals, writing goals, publishing efforts and even these Weekly Tips.  

When I don’t feel like writing, or would rather stay home than travel 10,000 miles to speak or I am not in the mood to put together another issue of my newsletter Life Balance, it is at these times when my purpose, Life Mission, kicks in.  The question that often comes up is: either change your mission or purpose or get to it.

How are you doing today?  Do you have a major purpose in life?  Do you have a personal mission statement? Have you converted these into practical, rewarding, and meaningful goals and objectives?  If not, what are you waiting for.  Get to it.

Do what you love.

Do what you love and the money will follow.  Spend time in a job, career, relationship, activity you hate and - guess what?  You guessed it – you will live with frustration, anxiety, stress, lack, fear, dissatisfaction, and feeling that you are not getting anywhere in life or are just marking time.  What a sad way to spend a human existence.  I have known many people who wanted to: be somewhere else, doing something else or be with someone else.  I have been in that mental place myself my friends and it isn’t fun.

Ask yourself…

-Are you where you want to be in life?

-Do you work with people you respect, trust, like?

-Do you spend time with people you want to be around?

-Are you living where you want to live?

-Are you spending your life with the person you want to be with?

-Are you spending your available time doing what you want to be doing?

-Are you in a career or business that you love and will be in as long as you live?

-Are you satisfied with all aspects of your life?  Mental, spiritual, financial etc.

-Are you satisfied with who you are?  How you look? What you believe? What you 

  know? How you feel?  Who you are becoming?

-There’s more but I am running out of space and time.

If your answer to all of these questions was yes - you are: really lucky, very blessed, a good liar, or living in denial. I have not yet in fifty plus years met anyone in life who was completely satisfied with all aspects of their life.  Either I travel in the wrong circles, there isn’t anyone or I just haven’t been fortunate enough to have met them yet.  Doing anything, being with anyone (see above list) etc. with less than full and complete love in your heart will negatively impact the quality of your life, your health, your financial status, your stress, your happiness, your success and more.

You have three choices in life when it comes to any of these areas:

1. Do it any way – even though you don’t like it – and learn to settle for less than you 

    really want and dream of.

2. Change it or change yourself.

3. Move on.  (Keep in mind that if choose this option  - you have to take you with you 

    into the new career, relationship, location, job etc.)

Passion.

If there is a fire in your gut there are bound to be a few sparked flying out of your mouth.  Passion is different than enthusiasm.  Passion is the fuel that drives you toward the finish line.  It is the reason why you do anything.  Without passion you are destined to a life of being ‘average’.  To a life of mediocrity. 

Who do you know that is on fire with passion?  Are you?  Have you at one time but lost it?  Do you feel in welling up inside you?  

Passion can make up for a lack of education, skill, opportunity and it can help you overcome adversity, failure and problems with ease.  Yes ease, because your attitude is I can handle it so bring on the challenges, problems and stuff.  I will overcome.  I will surmount.  I will find a way around, under or over it.  I will not be defeated.  I will not be deterred.  I will never quit. 

Here are a few words to consider when you think about how passionate you are.

Expectations  

Disappointment

Struggle

Pain

Problems

Resolve

Outcomes

Enthusiasm

Adversity

Risk

Winning

Overcoming

Self- belief

Self-confidence

Self-assured

Passion is the key to success.  It assures that no matter what you or don’t know, do, or don’t do doesn’t matter.  With passion you will do “whatever it takes, learn whatever you need to learn and use what you have to the fullest.  Passion gives no excuses.  Passion is not what you have only when things are going well,  It is a part of your cellular makeup.  If you haven’t got it, get it.  If you have it, never let it go.
Focus

You tend to bring into your life that which is consistent with you focus.  You can either focus on what is not working or what is, what you don’t have or you do, what you want or what you don’t, what you believe in or don’t.  There is a great line (can’t remember where I heard it, just know I am not taking credit for it) that says, be careful what you ask for, you might just get it.

One of my favorite quotes is by Arthur Ashe.  He said, “True greatness is, starting where you are, using hat you have and doing what you can.”  

Most winners in life are grateful for their blessings, focus on what they want, have and can do.  By the same token most losers, focus on what is missing, where they are not and on what they can’t do.

Let me give you an example:  

Salesperson A complains constantly about:  prices are too high, brochures are not up to date, they don’t have laptops or cellular phones, their territory is too small and has too few good prospects, there is inadequate internal support staff, it’s raining.  You get the picture, if they are doing poorly they can find a reason why.  (Other than themselves.)

Winners on the other hand learn to work with what they have.  They improvise, innovate, adjust, compromise, whatever it takes to get the job done with the tools they have.

Let’s look at one more quick example:

Manager A focuses on policies that are out dated, procedures that are no longer pertinent and yesterdays issues or problems.  Manager B understands a simple management truth:  It is easier to apologize than it is to ask permission.  They focus on getting the job done, the results while manager A is focusing on the process.  I am not suggesting that some of these policies might not need to be changed, however.  The key here is do what you can within the framework of what is available to you and get on with it.  Whining about what is missing or you can’t do keeps you stuck in the past.  You have three options in any situation or circumstance: Change it, accept it or leave it.

A key ingredient in all leaders, winners, effective people and productive and or successful organizations is focus.

What is your focus today?  Is it on what you can or can not do?  Have or don’t have? 

Action vs. intent-

Intent is important but your success comes from your action –what you do.  I believe it is important to have positive (good) intentions but show me what a person does and I will show you what their REAL intent was.  

-I have friends who have been going to write a book for years, but haven’t started 

  yet.

-I know people who consistently say – some day I will……..

-I have heard hundreds of times – I would like to start my own business, but….

-I have observed thousands of people say they want to lose weight but can’t give 

  up that last french-fry or piece of carrot cake.

-I have heard hundreds of commitments from people who said they would – call 

 me back, meet me at noon for lunch, send me something etc. etc.  and never  

 heard a word or saw them.

I will bet you have had many of the same experiences.  The real question is are you guilty of any of them?  I have been, many times. I Said for years I wanted to lose weight and kept eating and eating myself into oblivion. Said I wanted to write a book for over 5 years before I wrote Soft Sell  in 1981.  By the way its sales are now over 500,000 copies worldwide and still going strong.

A few questions for you:

1. Is your word your bond?

2. Do you make promises to pacify people?

3. Do you do what you say you will do?

4. Do you let little roadblocks keep you from taking positive action?

5. Do you vacillate back and forth on what you want to do and why?

6. Do you talk about doing things to see how other people will react?

7. Do you talk about doing something to convince yourself? 

To know and not do is to not know.  Do not tell me what you are going to do – show me.

For multiple copies of this report  or for a listing of reports on:  relationships, effective sales, leadership, management, motivation, success, managing change, teambuilding, or other sales, management, relationship topics or if you have a need for a speaker or trainer for a meeting, retreat or convention please contact: Tim Connor, CSP    

Voice – 704-895-1230 Fax – 704-895-1231  

E Mail – tim@timconnor.com Box 397, Davidson, NC  28036
www.timconnor.com

© 2001 Tim Connor, CSP Connor Resource Group

FREE Special Report 

No. 302
Positive Sales Relationships

Tim Connor, CSP

Speaker/Trainer/Best Selling Author

Close a relationship, not just the sale
Poor salespeople focus on just closing the sale. Successful salespeople focus on closing the sale and the relationship. Which is your approach?

Selling is not about only closing the current prospect on a particular product or service that solves one of their pressing problems, needs or desires. It is about building a trusting relationship and partnership with them, by becoming a resource, and helping them solve their on-going  problems, or satisfying their continuing and evolving needs and desires.  

You must first evaluate your selling intent or philosophy underlying the sales process, and how it impacts your ability to close this sale and the future relationship.

If your focus is on the short term vs. the long term, your intent is most likely only on moving products or services now. If your intent is to develop a long term mutually beneficial relationship with this new prospect, you may not sell this order, but that does not prevent you from beginning to build a positive relationship that can one day end in success.

It also depends on how you choose to define a successful sales relationship. All relationships, sales or otherwise, are dynamic. They are either getting better or getting worse. In order for a relationship to be getting better, there are several areas that need constant attention. They are: trust, respect, acceptance, integrity, communication, intent, the relationship direction, personal agendas and a willingness to make the relationship work.  

It takes more time, resources and energy to generate a new customer than it does in keeping an existing one. It is also easier to do more business with a present customer than it is to find more new ones. What is your approach? Are you investing a greater proportion of your time and resources to continue to find new business, or to satisfy, develop and keep existing business? I agree that a continual flow of new business is the lifeblood of growth and success in sales – however, don't underestimate the ability to use your present customers to help you with that mission. Next, few customers will just give you their business. You must ask for it, but you also have to earn the right to get it. In my opinion, closing is more of a philosophy than a skill.  It is more an attitude than a strategy. It is more about giving than getting, and it is more about service than your sales compensation.

People buy from people they trust
Has selling really changed all that much in the past 50 years?  Those of you who have been selling for less than 5 years most likely will answer that question with a “no.”  Those of you with battle scars going back into the 60s, 70s and even the 80s, may answer with a resounding “YES.”  Then there may be those of you who just are not sure or can’t articulate it.  

Some things have changed. Some have not. What has changed, from my perspective with over 35 years selling and teaching sales?  Here are a few:

1. People have better, quicker and easier access to information about your products/services and those of your competitors.

2. People want you to help them make better informed decisions.

3. There are three major segments of prospects: millions of baby boomers, millions of retired folks, and millions of people under the age of 35 who have lots and lots of money.

4. More women are in positions of influence.

5. There are increased opportunities to sell to people from different cultures.

6. There are fewer layers of management to go through to get to your decision maker.

7. Technology is changing buyer buying patterns and attitudes.

8. People will not live very long with poor quality or poor service. They will do business with your competitor.

9. Your prospects have an increasing number of options, choices and vendors to purchase from.

How about what hasn’t changed?

1. People still buy what they want and desire.

2. People still want a fair value.

3. People do not want to be lied to or misled.

4. People do not want to pay too much to solve their problem or satisfy their wants/needs.

5. PEOPLE BUY FROM PEOPLE THEY TRUST.

6. PEOPLE DO NOT BUY - JUST BECAUSE THEY MAY LIKE YOU.

7. PEOPLE BUY FROM PEOPLE THEY TRUST.

Promise a lot and deliver more. 

Many salespeople make lots of promises or benefit statements while trying to sell a new prospect. People like to buy, but resist being sold to. A key concept to keep in mind while selling is that the close of the sale is not the end of the sales process, but the beginning of the sales relationship. 

The purpose of the sales process is to discover how you can help a customer or prospect with a need, problem, desire or challenge, and then position your product or service in such a way that the customer discovers in his mind the value necessary in order to justify a purchase. Once the sale has been closed and the prospect accepts your promises, commitments or features as ones that will benefit him, he now moves into a limbo mode. He waits patiently to see if you meant all of that sales stuff or were just trying to get another deal.

One of my early sales lessons was that it is less stressful, less time consuming, less costly, easier and more fun to do more business with present clients than it is to keep trying to find and sell new ones.

After-sales service is the key to keeping sales closed and keeping customers satisfied. It is a test, in a way, to see if you can really deliver. If you don’t, you are outta there; if you do, you earn their respect and trust.  

One of the keys is to promise a lot and deliver more. In other words, exceed expectations. Poor salespeople continuously promise a lot and deliver less, or promise a little and deliver nothing.

Here are a few keys to effective after-sales service that can ensure repeat business, referrals and positive references.

1. Only promise what you can deliver.

2. Don’t over-commit other departments or divisions just to get the sale.

3. Communicate regularly with new customers.

4. Keep in touch with inactive customers.

5. Ask your new client how he would like you to service him.

6. Avoid quote ranges in dates, prices or other areas. You set the relationship up for disappointment when you do.

7. Communicate the commitments made to your customers to other departments that are affected.

8. Conduct an after-sales audit of the process and the customers feelings, opinions, etc.

9. Write down promises and commitments made to the customer in a file somewhere.

10. Check with your customer to determine the level of performance of your organization from his perspective.

Be a resource.
In a highly competitive international business climate, it is essential that salespeople become even more creative in finding ways to service their clients. One principle to keep in mind is that it is easier, less stressful, less time consuming and less expensive to do more business with a present client than it is to keep looking for new clients.

One of the best ways I have discovered to reduce client turnover and generate repeat business, referrals and the right to use the client as a reference is to be a better resource for your client. This newsletter is one example of being a resource. Within the past 60 days, I have sent three articles to other authors on a variety of topics that I thought would interest them. My cost, around $1 per mailing. The return – additional business, referrals and references. Find ways to be a better resource for your customers and watch your business grow.

Here are some examples to get you started.

1. Send articles that you think will interest your client.

2. Send books and  audio tapes that will contribute to their knowledge.

3. Conduct training seminars for their employees.

4. Keep them abreast of industry trends, forecasts and competitive information.

5. Bring them business.

6. Give them a subscription to a publication in an area that interests them.

7. Provide home and  mobile telephone numbers.

8. Be willing to go the extra mile. Promise a lot and deliver more.

9. Send special greeting cards. Birthdays, business, anniversary.

10. Share any information with your customers that will contribute to their success.

See if you can add at least 10 new ones to this list.

Being an active resource is one of the best ways to competitor-proof your relationships.  

What is a professional?
For years, I have been hearing people use the word “professional”  – especially when they are referring to salespeople. This doesn’t mean that it doesn’t apply to other professions. In this tip, I am going to deal only with it as it relates to the profession of selling.

How would you define professional? I have been asking my audiences for years how they would define this word or concept, and I get a variety of answers, such as:

· Well groomed

· Punctual

· Well dressed

· Honest

· Knowledgeable

· Good attitude

· Doesn’t bad-mouth the competition

· Customer focused

· Dependable

· Caring

· Creative problem solver

· Good at sales follow-up

This list could go on for several pages. Again I ask you, how would you define being a professional? To me, being a professional is not what you sell, but how you sell. Let me explain. Many people selling Amway, Tupperware, and Mary Kay cosmetics may think of themselves as less than professional because they sell soap, bowls or lipstick. By the same token, many salespeople selling for IBM, Hewlett Packard or Mercedes Benz may tend to think of themselves as the cream of the professional crop. Well I have news for you. I have met some pretty sleazy salespeople selling very expensive products and services, and I have had the pleasure of doing business with some really great people selling low cost consumables.

Selling is not what you sell, but how you sell what you sell. How are you doing when it comes to being a pro? How do your clients or customers think you are doing? How do you think your competitors think you are doing? How does the market place think you are doing? Don’t wait for the results to come in from these sources. If something needs fixing, fix it now.

Why people don’t buy.

In a previous Sales Tip, we focused on why people buy. Let’s flip the coin this week and take a look at why people don’t buy.

People buy for their individual and personal reasons, not for the reasons the salesperson’s (or the organization’s) marketing department think they should. You cannot turn a poor prospect into a customer with a great product or persuasive sales appeal. The key to increasing sales is to identify why people buy and what will cause them not to buy.  

People don’t buy for any number of the following reasons:

7. They can’t afford what they want.

8. They don’t really know what they want.

9. They have had a poor history with salespeople or organizations in general.

10. They don’t want it.

11. They don’t need it.

12. They have not been convinced that the value equals the price.

13. They are concerned with what others will think of their purchase.

14. They don’t trust the salesperson.

15. They don’t trust the organization.

16. They don’t like it.

17. The timing isn’t right.

18. They are indecisive buyers.

19. They don’t trust the salesperson  (repeated intentionally).

When a prospect doesn’t buy, I suggest that you do everything possible to determine what prevented the purchase – especially if this was a well-qualified prospect. This can be done with an after-sales call visit, telephone call, letter, or fax. Once you learn why many of your prospects are not buying, then, and only then, can you disarm these resistance areas during the sales process.  

Most poor salespeople give more information than they get.  They TALK TOO MUCH. You learn nothing while you are talking. You can learn a great deal if you can get the prospect talking and keep them talking. After every failed sales attempt, make it a regular practice to ask the prospect, “What was it about our product or service that prevented you from making a favorable decision?”

You will learn a great deal which can have a positive impact on future sales results if you will consistently determine why people don’t buy from you and/or your organization.
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Microscope or telescope
When girl meets boy, and they begin a new relationship with each other, they tend to look at their partner through a telescope. They only see the qualities, traits, habits and behavior that they want to see. For whatever reason, they fail to observe early signals regarding those qualities and behaviors that they either don’t like or want to see.

When love is failing, the same boy and girl tend to see each other through a microscope – micro-managing every trait, attitude, quality or behavior. It is almost as if they are looking for stuff not to like.

This simple illustration, both the relationships that are beginning and those that are failing, will repeat themselves thousands of times today.

Why do people fail to see the other person clearly in a new relationship and why do we lose tolerance of even the simplest behavior in a relationship that is in trouble?

There are three simple concepts that impact all relationships. They are: People only change when they feel a need to do so. People are always changing. Relationships are dynamic and evolving.  Most people in a new relationship put their best foot forward. They want to make a favorable impression on the other person. However, sooner or later, the masks come off and the REAL person will show himself.  This often happens early in a relationship, giving the other person a quick glimpse into who the other person really is. In order to not feel that you have been broad-sided by new behavior of the other person, it is critical that you observe carefully both what is said and what is not, what the person does, as well as what they don’t do, and how they behave, as well as how they don’t behave.  

There are always clues.  Not to see them, or to see them and hope they are only temporary, is to be naïve.  To believe he/she will change them with time is to live in fantasyland.  

One of the best recommendations I can make in any new relationship is to pay attention to early signals – both the ones given and the ones that are there that you, for whatever reason, don’t want to see.

We are all capable of changing behavior, but we don’t do it because our partner wants us to or thinks we should. We change when we are ready and not before. To believe that your partner will change according to your wishes is to assume that your behavior, attitudes, life outlook or whatever is either right or better than his/hers is. There is no such thing as right or wrong behavior. There is only different behavior, attitudes, feelings and so on.

Creating a safe environment.
The ability to share fears, hopes, dreams, frustrations, needs and wants in a relationship requires a safe environment. If a person feels that by sharing his/her fears, concerns or whatever he will be invalidated, judged or that these will be used in the future against him in some way, he will tend to keep things to himself.  I have often been accused by people in my life of shutting down or going into my cave – as John Grey would say in his great book Men are from Mars, Women are from Venus.  Although at times I have been guilty, most of the time it was nothing more than a protection device to preserve my self-esteem.

Let me give you a brief illustration. If every time you have an opinion about something, your partner challenges it, invalidates it or judges it in some way (he/she just can’t listen without having to put his/her own two cents in), eventually you will get to a point where you won’t volunteer your opinion when asked. It’s safer that way. Now I may be peculiar in some ways, but I believe a person can only take so much criticism before he will take evasive action. Some people lash out and defend themselves; others withdraw. Neither way is right or wrong, it is just how we have learned to protect ourselves.

A safe environment in a relationship is one that permits the honest sharing of anything without fear of condemnation, retribution, criticism, etc. I have observed hundreds of couples in my life, and I believe that few relationships have this kind of safety. A safe environment is possible, but it requires:

· Secure and mature individuals.

· Loving and kind individuals.

· Full acceptance of the other person: who he/she is, what he/she believes, how he/she feels, etc.

· A method or strategy for sharing information that is not perceived as threatening.

So if you are in a relationship that is not safe, you have four options – and these are in no particular order:

1. Leave the relationship.

2. Try and get your partner to see how his remarks (criticism, etc.) affect you, and that you want to share your feelings, pain needs, goals, etc., but you want the other to validate them. He/she doesn’t have to agree with them or even like them, but doesn’t have to judge them either.

3. Defend yourself.  Fight back.

4. Learn to overlook these slights and hurtful comments.

Presence Vs Presents.

There are a number of reasons why people give their loved ones or friends presents.  They are:

1. Because they love them.

2. Because they are thinking about them.

3. Because they feel guilty about not spending enough time with them.

4. Because they are trying to buy their love, admiration etc.

5. Because they want something in return (an act of barter).

6. Because they are thoughtful.

7. Because they have a hidden agenda.

8. Because they plan to leave them and are trying to ease their own guilt or 

     suppressed negative feelings.

9. There are others but I want to spend a little time on the subject of this week’s tip so I need to move on.

One of the reasons above that people use to justify their lack of presence with those they love is to bear gifts, lots of stuff.  In most case theses people would much rather have the gift of our presence than our presents.

Presents can never make up for the lack of presence.  People who (and I have been guilty of this many times) believe that they can justify the lack of presence with presents fail to understand what the special people in our lives really want.  They want more of us, or even some of us, or for some people even just a little of us.

You share yourself with others by “being” with them.  You are not with them if when you are with them you are mentally somewhere else.  I know this sentence may be a little confusing but those of you who need to do a better job of being present know who you are and I am confident you get my point.

Gifts are nice if they are given with no strings and no emotional expectations.  We are only fooling ourselves when we think we can barter our gifts to satisfy our own emotional weaknesses. 

Acts of barter are perceived as just that.  Strings attached to anything always dilute the true meaning and value of the gift and often the giver as well.

Don’t shortchange yourself or the recipient.  Give them gifts if you can do it without expecting anything in return.  Better still and cheaper in the long run is to give the gift of your time, compassion, understanding, help, love and a willing spirit.

Forgiveness 

One of the most difficult things for people to do is forgive others for their mistakes, transgressions or errors in judgment.  

Forgiveness is not about letting the other person off the hook for their behavior.  Forgiveness doesn’t say, what you did was OK or acceptable.  Forgiveness is about letting yourself off the emotional hook.  It is releasing its negative hold on your emotions, feelings or attitudes.

The value of forgiveness is for you not necessarily the other person.  For example, let’s say your parents did something to you years ago and you have not been able to forgive them for some reason.  Let’s also say that they have passed on to the next world.  How can you forgive them?  Isn’t it too late?  Yes it is too late to tell them you forgive them?  They have died.  But it is not to late to send forgiveness to them, thereby releasing the grief, pain or anxiety that holding on to this lack of forgiveness causes you.

Why is it so hard for people to forgive?  Do we really need to hold on to any un-forgiveness about anything anyone has ever done or said to us?  When we believe  someone needs our forgiveness we are assuming that they did something to hurt, disappoint us  or cause us pain of some kind.

Everyone is just doing the best they can to get through this life with as little stress, heartache, and trouble as they can.  When someone hurts us or causes us pain is it because we had too high of an expectation for them?  Is this issue really ours and not theirs?  One of the greatest causes of disappointment is the unrealized  expectations of another persons behavior.  Sooner or later everyone you know will disappoint you in some way.  It is inevitable.  Does this mean then that we will always be needing to forgive others all the time.  Or, would a better approach be to understand that these people do not meant to hurt you.  They are not setting out to give you grief,  (we are talking here about most people now.  Yes I will agree that there are people who have made it their life purpose to hurt us, invalidate us, and in some way reek havoc in our lives) but to just get through their life’s circumstances, dramas or issues as best they can.  

To see yourself as a victim is to wish your circumstances are to continue.

Who do you need to forgive and why?  Remember forgiveness is not about the other person  it is about you are and who you are becoming.

Selfishness vs. selflessness

I don’t know how the ‘professionals’ would define either of the above terms. I can only tell you that, from my perspective, when you give of yourself there is more joy, satisfaction and peace than when you give of your ‘stuff’ or hoard either for yourself.

My definition of selfishness is when a person is concerned about tomorrow.  These people lack faith in themselves, God, and others to give them what they need (not what they want) in the future. Therefore, these people must guard every cent and every emotion with the concern that their emotional or financial bank account may run dry in the future.

Selflessness is when you give of yourself - your support, guidance, love, time, ideas, and encouragement - without a concern for the expectations, demands, needs, or desires of others. These people do not give to get, but just to give. They find their rewards not in the giving, but in the development of who they are and who they are becoming.

During my life, I have had the good fortune to meet and come to know many people who are selfless in their giving. I have also known many who would not give you a nickel or a minute for fear it would bankrupt their emotional or financial bank accounts.

I’ll bet you, too, have met many of both kinds of these people. I ask you, whom do you want in your life?  Whom would you be willing to defend?  Whom would you like to spend more time with? Who has nourished your soul and contributed to your growth?

Now the critical question. Which of the two defines you and your approach to life and others? 

If you lack any sense of satisfaction in your life, you might want to take stock of how much of yourself you are contributing to others and the world – unconditionally – without a concern for what you will receive from these people or life.

Trust, patience and letting go of expectations are hard lessons to learn – believe me, I know.  But, if you can learn to trust the process of your life as it is unfolding day by day, you will be amazed at how whatever you need will appear at the right time - not your time, but the right time.

Your partner is in your life for a reason. He/she may be a wonderful companion, great sex partner, may provide you with financial or emotional security, or any number of other relationship benefits. But, in the end, he/she is with you to help you see more clearly who you are and who you are becoming. Don’t underestimate the power of this self-discovery. And - be sure and thank your partner from time to time for the willingness to be your teacher.

Passive indifference

Ever felt like; what’s the point? Why bother to share your feelings, views, opinions because your partner:

-doesn’t care

-doesn’t listen

-invalidates you no matter what you say

-is too wrapped up in their own world – beliefs, opinions, views etc.

-always disagrees with you

-there’s more, but I am sure you can relate to at least one of the above.

I’ve been there folks and I know the frustration of a partner who says they want to communicate with you, but whenever you do – WHAM – here it comes again.

There are many reactions to this type of behavior from your partner.  You can:

-ignore them

-fight back for what you feel or believe

-give in

-retaliate

-get even later

-punish them

-withdraw

-give up

or, develop the attitude of passive indifference.

I just made the term up so let me explain what I mean.  Passive resistance is when you want to preserve your self-esteem and self-image but you don’t want to fight anymore either.  

 So, you agree, nod, or send whatever sign you want that says to your partner: it’s not worth it anymore to continue this – whatever.  I can live without your approval, concern, interest, validation or positive feedback.  It is not worth ending the relationship, but I have a right to my views, emotions, feelings, opinions or attitudes without your constant negative or non-existent reactions.  

Some of you might feel that this is no way to build a positive, open, nurturing, growing and healthy relationship.   I agree, however I have learned that the other person if guilty of these responses seldom either changes or are willing to see their own behavior for what it is.  Their behavior therefore becomes something you just have to learn to live with. (If you can!)

There is obviously a better way to deal with these types of issues than passive resistance but I have yet to find them.  I have tried everyone in the above list and believe me it just seems to compound the problems. Counseling can work if both parties are willing to see how they are contributing to the problem.  

I don’t mean to imply that the receiving party is totally innocent.  All relationships have issues, challenges, problems as well as opportunities for growth.  Your partner is a teacher for you.  They can show you where you need to grow in various relationship areas.  But, you have to be willing to learn. Remember both of you are contributing to the problem and both of you have to work together to solve it.

Have you ever or are you currently in a phase of ‘passive indifference?’
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