NETWORKING ...
By Dianna Thornton Sales Manager

In a sl ower economy, or an economy that FEELS | ike o
circling your customers like sharks to chum!

I f you dondét see the value of networking, consider th
network, you can probably speak to 50% of them and make about 30 contacts. How long would it take you to make
50 contacts in ANY other environment?

Many people go to networking events. Darn few know how to effectively network. Here are some ideas to help you
better take advantage of networking opportunities:

1) Pick the right networking events! Find out what kind of people will be there and figure out which ones are the peopEDymu NE
be in front of.

2) Have your 30 second speech ready. Imagine you are in an elevator, and your best prospect walks in. You have 30efleconds to t
them what you do in a way that makes them want to talk to you more. You need to have the speech and have it down pat! You
should also have a two and a half minute executive sammary,
networking opportunity is to do nothing more than get an appointment, so you need to get their interest fast and mey@aeed Th
their networking time too, so dondt monopolize their ti me.

"3) Dondt eat, dondot smoke and donodt chew GUM! |
they are stuffing their mouths.

There is far more to effective networking, but if | can cut it down to the smallest idea it is this: Choose
wel |, dondét waste time (your or anyone el seds) an
way to make sure that your competitors are not circling your best customers!

.........................................................................................................................................

THE MISCONCEPTION How Do YOU LookK?

(Continued from pag#) hanging in p e ¢Qonitineed feom pag®) n d s .

YOUR business. The questionTHAT is how you kill a miscon- better. Scuffed paint out front, windows that could use a better

is ADo YOU knogaptiowhat they cleaningé tile that needed steam

are, and what have you done to washing and some paint, and oh yes, posters. The phone call

kill them?o Oh, and as for my competitor t hat kept me on the street mad:
and their sales positioning state- business closer than | ever have, and then our own offices. |

In Lake Havasu City, we have me nt é whi | e ithinkwh& wetcould all dow e

an appliance dealer named Sunpresent annual sales campaignsa bit better is, deciding if
belt Appliance. The misconcep-we also sell a great number of our place is inviting from
tion they deal with is, that be- shorter schedules. So, for ourthe street, and then if i
cause they are small, that theircustomers who want to buy invites people to stay ang
prices are higher than the hugeadvertising the way they buy shop! | have added to m

S
e-Press
Home Stores. So what did Sun-much of their general inventory, calendar a monthly tas

belt do? Mike Shuler statedwe do offer a fiilcasesdypds of No Spam
marketing his business as hav-count, if you will, for long term,  will do that and | will look [ENECIEIRNERTIRECIITE = ET]
ing the selection AND prices or multi station, or larger at our place of business 3 FREE!

that compare! He saw it, he gotweekly bulk advertising. a customer, trying to tak
it and he answered the question it all in. www.JustSayNews.co
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THE MISCONCEPTION...
By Chris Rolande CEO

L ast week, a long time customer and | were out for lunch together. This customer noted that our sales practices are
under attack from a competitor and he asked me what | thought about that.

Specifically, this competitor was talking about the fact that our reps present annual sales contracts for advertising. The
competitors seized upon this and came up with a posit
tracto. What did | think? I thought it was GENI US!!

partners, and exploited the misconception.

This brings me to the most important marketing tool we all have: The misconception. There are misconceptions about
(Continued on pagg)

How DO You LooK? Never Assumeé
By Ron Nickle Senior VP, General Manager By Rick Murphy - Grand Poobah

Because of the nature of
amateur student of negotiations. Over the years |
have learned to be somewhat leery of my
assumptions. Maybe it is just a man thing, but my
intuitions are weak at best. Mine are likely to be as
wrong as right. Just ask the women that know me!!!

his month | was in a

customer 0s

after | left, | happened to get

a phone call. As | stood on

the street talking, | had the

occasion to look back at the

business. The phone call

took some time and as | was|

talking, | was taking more and more in,
looking at the business.

Karrass negotiators sugg

. They will never pay that much

They dondt want to do bwpiness
. There is a lot of competition
. They would never be interested in this option

He doesnodt have enough money

The funny thing about our businesses is
donodt often take a ¢
and looking. In the case of this business, the
was an awning. | remember when it was p
upé it was an incr eq
But today as | look at it, the color is a washe
out and frayed in a few places. The fron
window of the business seems to me to b
more posters for HfAev
out display of what their business has to sell.
hung up the phone and walked back in th
business. Choosing my words carefully (as
one wants to hear that they have an ug
baby), | took the owner aside and we went fg
a walk around his business.

When | Ave made assumptions |ike th
started the process. These will lower your own expectations, influence the
outcome; and, in fact, you may be dead wrong.

These assumptions can:

* Cause you to make high offers when low ones are called for.

* Influence you to make low demands and quick concessions when opposite
actions are warranted.

* Seduce you into believing deadlines when patience is by far the better
course of action.

* Create potential hurdles that can move you in the wrong direction.

After | finished this walk around with my
customer, | came back to have a look at o
offices and studios. Guess what? Not mud

(Continued on pag#)

| try to not fall in love with my assumptions. Assumptions place boundaries
on the potential outcomes of a negotiation. The better you validate these
boundaries, the better position you will be in to create truly Both-Win
out comes. And, i snot t hat best i n

g
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