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Key Concepts:

1) Peak performance is not a system or a method; it is a state of mind which results in very high standards of personal performance, which are evidenced by the following characteristics.  Peak performers:

a) Sure of their ability

b) Always willing to participate

c) Have high moral and ethical standards

d) Willing to accept targets and objectives

e) Always work hard

f) Work well with others to succeed

g) Constantly search for new ideas, trends and changes

h) Are leaders, not followers

i) Are confident of their own abilities, but humble in the way they reflect that confidence

j) Network constantly to create influence

k) Exercise strong discipline in their life and ongoing learning – kaizen

2) Creative thinking – being able to see threats as opportunities – pays highly, because the world pays a higher price to those who are willing to think and express themselves differently and constructively.
3) Personal achievements derive from the power of human spirit.  Life really is a self-fulfilling prophecy, and the greatest sin we can commit is to fail to build the life we want.

4) Making food plans, writing them down and making a commitment to carry them out has no substitute as a vehicle for success.

5) There are only three ways to improve your personal sales productivity

a) Increase the value of your prospects

b) Improve your selling performance

c) Work harder

6) Thinking Big – always think big about positive possibilities – be receptive to change, to new ideas

7) Paying the price for what we want in life is a key issue for those of us who want to succeed above the ordinary…It is paid in knowledge, activity, creative thinking, innovation, identification, preparation, commitment, compromise and a willingness to change.

8) Identification – Do you know what you want? Written down goals, clearly defined objectives and specific dates for accomplishments.  See it, believe it, Live it.
9) Preparation – prepare for the journey
   10) Commitment – is the most important.  You will need absolute dedication of purpose to stay with your plan long enough to make it count.

   11) Prospecting is the most important skill in selling and the most neglected.  Peak performers are always looking for ways to help their clients increase their productivity and profits.  They see their customer’s business as being their own – when it grows so does theirs.  The quality of our prospects decides the level of our success.

  12) 3 Aspects to prospecting – organizing prospect and client information, analyzing your sales performance and organizing your daily and weekly activity.

  13)  Methods of prospecting – cold calling, observation – often it is unrelated things we do to show that our main interest is to help the client succeed in business- referrals – ask your clients for them – most powerful method – center of influence – networking lifestyle – direct mail – consider lists of people who have the same occupation, but different recreational pastimes and interests or different occupations and incomes but a similar lifestyles – segment your markets and become a specialist in a least one of those segments.
  14)  Servicing existing clients – it is six time as easy to maintain an existing client as to find a new one – research show that they desert because they believe they are not treated as someone of value.

  15) 8 Steps to a great direct mail letter – promise a benefit, enlarge on the benefit, be specific, and give proof, what happens if they don’t act, repeat the offer, ask for the order and summarize the offer.
  16) Prepare a prospecting plan – my business marketing plan
  17) Sales Process – preparing to sell,  the approach - making contact, making your offer, reaching agreement, the buying decision, after the sale - 

  18) Making appointments by telephone – be prepared – know the name of the person, when to call and why you are calling – be prepared for doubts and objections – try alternative approaches, ask if they want to be one a newsletter list  with benefits.
  19) Be a master at making the sales approach.  75% of lost sales are lost during the first 45 seconds of the initial contact, because that is how quickly a prospect makes a decision about you.  Buyers first decide on you, then on your ideas and finally on the product or service you are offering.  Make them feel important.

  20) The letter approach.  You need to match your words to the market you are approaching. Scripted with at least the answers to 4 objections.

  21) Face to Face – have an opening approach story – not more than 70 words that are interesting and will get their attention – always go prepared.
  22)  Make and approach with an appointment….greet your client, identify yourself, state who you represent and what you do, state your purpose in arranging an interview, ask an involved question or whatever approach method you decided on during your preparation….What is the most important thing my service should do for you.
  23) Know sales story…Focus on solutions.  Stories work because life is a story…AIDA attention, interest, desire, action.  The key issue is desire for a benefit: money, power, beauty, safety, ego recognition, prestige, or any other benefit. RDRC relax disturb, relieve, close. Emotive desire for wealth and success, pride and personal independence.

24)  If you want to win more often, find out what the prospect wants and then give it to them… be a peak performer, be prepared and then make a perfect presentation. Logic and high in emotional appeal.  Make it about life.

25)  Master the art of using word pictures and then build them into your story. People see what you say. Paint pictures – use alliteration

26) Sell the idea…is the emotive part, but you can’t until you know what the prospect wants or what problem they want solved.

27) Overcome objectives…cost, fear, risk…Cost versus benefits, always focus on the benefits from investing.  Research on lost sales indicates 75% of lost sales are lost in the approach, no matter when the decision not buy is made.
28) Seminar selling – ensure you have testimonials given by persons who attended a previous seminar.

29) Taking away – people are more motivated when confronted with loss than when they have an opportunity of making a gain…when used at the right time it can increase your selling performance dramatically.

30)  Feature is a fact about a product or service. Benefits are 75% of the emotion in a sale.  Focus on benefits…identify all the emotional reasons why a prospect should buy your product.  Make a benefit list from logical and emotional reasons, close with a strong commitment question.  Use connecting words like “Which means…., And demonstrates…, You will ind that…, In other words…, Because of these…

31) Commitment question….That would be important to you, wouldn’t it?....That would be helpful, wouldn’t it?...This will be of value, don’t you think?...That’s a first-class solution, isn’t it?
32) Show me how to get rich, show me how to enjoy myself, show me how to develop my career, show me how to feel more important, sell me ideas, a philosophy of life that will enable me to grow and reach my potential as a human being.
33) True success is being in a position to make the choice to do with your life something you truly enjoy and feel food about doing, and preferable that something should allow you to care for and provide will for you loved ones and for others who may be dependent on you.

34) Prepare great visuals.
35) The first principle of dealing with objections is to listen and learn.  Deal with objections as they come up.  Be honest and helpful.  Reasons for objections: There is something the prospect doesn’t understand, there is something they don’t believe, there is something they are trying to hide.
36) Types of Objections – no desire, no need, no money, no time.  Highlight benefits to overcome no desire.  No need or time demonstrate the cost of waiting – lost in terms of money, security or hardship.  

37) Use the “I understand how you feel.  However…. Have you considered,  and then benefits….or…would you consider…

38) I understand how you feel, and I felt that way until I found out how much more value there was in ….Feel, felt and found.

39) Value is a perception, not a reality…build for money perception at every opportunity.

40) Building value with features and benefits….performance, quality, satisfaction, profit on saving.  Market leaders are rarely the cheapest.  Focus on features and benefits – emphasize the difference.

41) Only two reasons why people buy…to solve a problem or make themselves feel good.

42) Each new encounter is a first impression. The customer buys you, your ideas, and your product or service that order, and everything the customer sees, feels, hears or smells will shape their opinion of how they feel about us, our product, our service and the business itself.

43) Discover what they want and how willing they are to solve their problem is easy if you ask the right questions: soft questions, attitude questions, feeling questions.  Selling wants.

44) Why do you feel that way?  Pause and gain eye contact.  Who, What, When, Where, Why, Which, plus How questions. How do you see yourself achieving your goal of getting rich?  What, in your opinion are the other 

alternatives?  Which do you favor?  Why didn’t you include…?

45) Directive questions….the client sells themselves….You mentioned before that you thought you might…Earlier in our discussion, you raised…How would you define the problem?  LISTEN to the ANSWERS!!!
46) Use the power of soft questions to match your presentation to the wants, needs and beliefs of your prospect.

47) You have to find out what motivates your prospect.  Then you are dealing with people’s emotions.  What is their dominant urge to buy?

48) Focus on the client, their problems and then want to solve those…find out what they really need.
49) Verbal presentations – be prepared, than make a perfect presentation structured to match your prospect’s thinking process, strong in logic with high emotional appeal.  Make it about life.
50) Greet your prospect standing, read your material while you wait, be positive, walk straight in do not hesitate at the door.  Walk with assurance to where you will be sitting.  Move your chair into position beside the client, sit tall.  Dress equally
51) Call me back….instead of calling back for a decision, get back to your prospect and sell them again, with more enthusiasm and additional benefits.
52) Seek solutions, clear communication, discuss alternatives.  Sell solutions, philosophies, ideas and concepts.
53) Magic of 72 – if you make an investment with an interest rate of 4% and you want to know hoe long you will have to leave the money invested before it doubles, divide by 72 by the number = 18 years.
54) Create wealth two ways – first way is to work and the second is to put your money to work. Encourage them to pursue a course of action to achieve goal
55) Live Die or Quit – 

56) Four ways to fund a purchase – use income, use capital, borrow, and sell assets.

57) Be your own sales manage – lead, direct, develop, motivate
58) Commitment is the key.  Life is a self-fulfilling prophecy, and as you think, so it will be.  Visualization is the process of creating pictures in our imagination.  We need to learn how to use them effectively.  Affirama6ion is the act of affirming by way or writing, or speaking aloud what it is you want to accomplish and have manifested in your life.
59) Sales flow into my life…Every day my life is illed with love and abundance, I am filled with energy.  Learning new sales techniques are easy for me.
60) Focus on result not the process.  Ten ways to achieve your goals – Balance your picture, align your goals, co-operate with others, visualize what you want, not what you want to avoid, have a clear image of what you want, accept responsibility, set a time for accomplishment, measure your achievement, check your progress, write down your plan

61) Managing your territory – know its geographic makeup, the number and location of your customers, the number and location of prospects you would like as customers, the dollar value of the sales you must raise from this territory, the dollar value of your present customers, the names and locations of your competitors and who represents them in your territory, anything else that will be of value to you in terms of local knowledge  - Create market segments
62) The higher the quality of the work you o the more you will be paid to do – improve your abilities so that you will be paid more.

63) Always seek more precision and knowledge in your life.  Knowledge removes fear and reluctance and frees you psychologically to act with inner conviction and to be more powerful and effective in your work and your life.

64) Your future depends upon what you see, what you hear and who you associate with.
5 Statistics / Quotes / Comments

1) Results are the outcome of process.  Focus on the result, for it is the only purpose of process.
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