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NETWORKING ... 
By Dianna Thornton - Sales Manager 

I  n a slower economy, or an economy that FEELS like one, there is one thing for sureé. Your competitors are circling your customers like sharks to chum! 

 

If you donôt see the value of networking, consider this:  If there is a room with 100 people and you have two hours to 

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 people you NEED to 

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 30 seconds to tell 

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 summary, just in case they say ñTell me moreò.  Remember that your goal at a 

networking opportunity is to do nothing more than get an appointment, so you need to get their interest fast and move on.  They need 

their networking time too, so donôt monopolize their time. 

 

3)  Donôt eat, donôt smoke and donôt chew GUM!  I have never understood how someone can talk while 

they are stuffing their mouths.   

 

There is far more to effective networking, but if I can cut it down to the smallest idea it is this:  Choose 

well, donôt waste time (your or anyone elseôs) and go with the goal of getting appointments.  It is also the 

way to make sure that your competitors are not circling your best customers! 

THE M ISCONCEPTION  HOW DO YOU L OOK? 

YOUR business.  The question 

is ñDo YOU know what they 

are, and what have you done to 

kill them?ò 

 

In Lake Havasu City, we have 

an appliance dealer named Sun-

belt Appliance.  The misconcep-

tion they deal with is, that be-

cause they are small, that their 

prices are higher than the huge 

Home Stores.  So what did Sun-

belt do?  Mike Shuler started 

marketing his business as hav-

ing the selection AND prices 

that compare!  He saw it, he got 

it and he answered the question 

(Continued from page 2) hanging in peopleôs minds.  

THAT is how you kill a miscon-

ception. 

 

Oh, and as for my competitor 

and their sales positioning state-

menté  while it IS true we 

present annual sales campaigns, 

we also sell a great number of 

shorter schedules.  So, for our 

customers who want to buy 

advertising the way they buy 

much of their general inventory, 

we do offer a ñCase Lotò dis-

count, if you will, for long term, 

or multi station, or larger 

weekly bulk advertising.   

better.  Scuffed paint out front, windows that could use a better 

cleaningé tile that needed steaming, doors that needed a better 

washing and some paint, and oh yes, posters.  The phone call 

that kept me on the street made me look at a customerôs 

business closer than I ever have, and then our own offices.  I 

think what we could all do 

a bit better is, deciding if 

our place is inviting from 

the street, and then if it 

invites people to stay and 

shop!  I have added to my 

calendar a monthly task 

that says ñwalk aroundò.  I 

will do that and I will look 

at our place of business as 

a customer, trying to take 

it all in. 
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THE M ISCONCEPTION ... 
   By Chris Rolando - CEO 
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Never Assumeé 

By Rick Murphy - Grand Poobah 
 
Because of the nature of what I do, Iôve become an 
amateur student of negotiations.  Over the years I 
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!!! 
 
Karrass negotiators suggest to never assumeé 

 
1.  They will never pay that much 
2.  They donôt want to do business with us after the last mess-up 
3.  There is a lot of competition 
4.  They would never be interested in this option 
5.  He doesnôt have enough money 
 
When Iôve made assumptions like this, I was demoralized before I even 
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. 
 
I 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 
outcomes.  And, isnôt that best in the long haul? 

T his month I was in a 

customerôs store, and 

after I left, I happened to get 

a phone call.  As I stood on 

the street talking, I had the 

occasion to look back at the 

business.  The phone call 

took some time and as I was 

talking, I was taking more and more in, 

looking at the business. 

 

The funny thing about our businesses is we 

donôt often take a good looké just standing 

and looking.  In the case of this business, there 

was an awning.  I remember when it was put 

upé it was an incredible shade of maroon.  

But today as I look at it, the color is a washed 

out and frayed in a few places.  The front 

window of the business seems to me to be 

more posters for ñeventsò than a well thought 

out display of what their business has to sell.  I 

hung up the phone and walked back in the 

business.  Choosing my words carefully (as no 

one wants to hear that they have an ugly 

baby), I took the owner aside and we went for 

a walk around his business. 

 

After I finished this walk around with my 

customer, I came back to have a look at our 

offices and studios.  Guess what?  Not much 

(Continued on page 1) 

HOW DO YOU LOOK? 
   By Ron Nickle - Senior VP, General Manager 

L ast week, a long time customer and I were out for lunch together.   This customer noted that our sales practices are 

under attack from a competitor and he asked me what I 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 positioning statement that basically said éòResults without a con-

tractò.  What did I think?  I thought it was GENIUS!!  They picked up a point in our way of doing advertising with our 

partners, and exploited the misconception. 

 

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