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Preface

People waste their lives trying to sell. They get confused
between persuasion as a belief system (“You have to
believe in what you sell.”) and persuasion as a natural
talent (“'You can’t teach anyone how to sell.””). Sort
SELLING IN A HARD WoRrLD™ is designed to clear up that
confusion.

If you aren’t selling up to your potential, you probably
don’t understand that selling is a game. Most people
don’t. Those who do make 85% of the money, become
executives, or run their own successful businesses. This
book is about that game—how to play it, when to play
it, where to play it, and with whom.

This book is about fulfilling your potential without
resorting to “motivational” and “inspirational” beliefs.
As in sports, you’'ll find that certain mechanical moves
need to be mastered before your inspiration or genius
can shine. A dog can become inspired to chase a car but
doesn’t know what to do with the car once it's caught it.
This knowledge is about what you do when you catch
the car, that thin slice of face-to-face time with the Buyer
when persuasion actually occurs.

This is a handbook. There is very little theory—it is
nearly all mechanics. While there is a certain primitive
logic in the way this story is told, you can begin to read
on any page and profit.



This is a perfect book for the bathroom. Studied and
practiced in small bites over time, the culturally awk-
ward acts required to persuade others will become
automatic. The selling trade takes practice. Everything
worthwhile does. Sex and selling are the only endeavors
that the human being is expected to perform perfectly
the first time without practice. By now, you know the
fallacy of the first illusion. The second illusion is even
more embarrassing.

Read gently. Enjoy your profession, for the selling
profession is really about making more trusting friends
than you ever thought possible.

THANKS

A heartfelt thanks to my loyal clients. They paid me
well and kept me alive long enough to learn the stuff |
pass on to you. Their high expectations and uncompro-
mising performance standards made me good.

And thanks to the brightest people in the country, those
super-salespeople, the front-line street-soldiers who
were my students through the years. This book is for
them. They taught me how to sell. They made me laugh.

J.V.
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HOW TO GET RICH QUICK!

It's just around the corner . . .

There are few legal ways to get rich quick. Your chance
of finding one is approximately one in 2 million . . . or
about twice the odds of getting hurt in a commercial
plane crash. Now, the bright side. Getting rich slowly is
fun, too, yielding thousands of little adventures along
the way. Hot pursuit of the almighty buck is the Ameri-
can way. Yet, when the pursuit is over, it’s hard to
remember exactly how you made the big money or
where it went. But you’ll always remember your great
selling presentations.

There are only three ways to make exceptional money:
= To work in a place nobody wants to be
= To perform work nobody else wants to do
= To perform work nobody else can do

It’s the last two conditions for making extraordinary
money that we will explore here.

Learning to sell softly isn’t only about money—it’s

about enjoying life’s working trip. This little manual is
about reality. It’s a survival guide for the strange, hilly
country of persuasion. It shows you how to work less,




How to Get Rich Quick!

enjoy more, and have a great journey. Its goal: to
destroy selling illusions and replace them with selling
tools that work.

Unless carefully trained, ordinary salespeople use their
egos to sell; their egos appear at the wrong time, at the
wrong place, and for the wrong reason. That’s why
ordinary salespeople don’t make much money, and
Buyers shut them down without mercy.

SoFT SELLING IN A HARD WoRLD™ is about redesigning
how we sell. This redesign has proven to be exceedingly
effective for salespeople of every experience level—
from high school kids selling magazine subscriptions to
chairmen of the board selling mergers and acquisitions.

This book is about mechanics. It is designed from the
street up—tactics, not strategy. You won’t find magic
here; there is none. Nor will you need a Kierkegaardian
leap of faith. There is no underlying motivation or belief
system. It isn’t about something larger than yourself.
You don’t have to believe in it to make it pay. You don’t
even have to believe in yourself. You just have to use
the mechanics.

You will find Sort SELLING IN A HARD WORLD™ exciting
because nothing motivates like unbridled success—the
success of persuading people to do what you would like
them to do.




HOW SELLING GOT TACKY

It's a dirty game . . .

Selling is the highest paid profession in the world. Our
leaders in business, politics, research, and the arts are
all great salespeople or they have great salespeople on
their payrolls. In our culture, skillful persuasion is an
integral part of any successful endeavor. At some
critical point in their careers these leaders needed to sell
their ideas. Doing so turned the corner for them and
carried them above their competitors.

Even if you have a world class idea and want to give it
away for the good of humanity, you will have to sell the
concept. If you can’t sell it, you’ll be stuck with your
idea, poorer for your brilliance and generosity. It seems
unfair but even freebies must be delivered with a
certain salesmanship or the receiver does not perceive
the true value of the gift.

Everything has to be sold. Yet so few people sell well
that 15% of them make 85% of the available money. At
your next sales meeting with 20 people, three will take
home the money of 17 others. What is it that allows
these three people to have all that money flow their
way? Is it luck, hard work, and a good attitude? Or is it
persuasive skill—understanding the transactional
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dynamics of the selling process? After teaching sales for
20 years, | have found that the people who succeed
consistently are skillful in verbal communication and
understand the game dynamics of the transaction.

As a child, you are taught a popular illusion by anxious
parents and tenured professors—if you learn a profes-
sion well and work hard, your future is secure and you
will inevitably rise to the top, drive a fast car, and find
beautiful people of the opposite sex pursuing you
relentlessly. Like so many romantic promises, this is
only an illusion. What parents and professors don’t tell
you is that the closer you get to the top, the better you
must know how to sell because everyone at the top sells
better. If you are going to the top of your profession,
you must sell well, too.

I have a friend who is the president and chairman of the
board of a large banking institution in the Northeast.
Historically, bankers are the third worst salespeople in
the world. (MBAs are first and engineers are second.)
One evening over beers, | asked him how he perceived
his job. “I am a salesman,” he said. “I have to sell policy
changes and new ideas. | sell the board of directors, the
stockholders, the branch managers, the tellers, the
cleaning crew, and the customers all at the same time.”
Incidentally, this salesman’s salary is well over a million
a year. Does he know something about banking? “Yes,”
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he says with a big grin, “. . . but there are many people
who know more about banking.”

So you need two professions: the one you have studied
all this time, and your “other profession"—the profes-

sion of persuasion that allows you to make good use of
all those years of education, practice, and dues-paying.

Obviously, it is important to learn and refine the skills
of your chosen profession. Unfortunately, many of these
skills will go wasted if you cannot get others to see and
use the benefits of your knowledge.

Certain perverse people believe selling should be fun. |
am one of them. Inside most firms and institutions
selling is looked upon as a dirty but necessary business,
tainting all those designated by bad luck or low station
to pursue it; a demeaning job to be handed off to
someone else as soon as you are kicked upstairs.

Horror stories of the unwilling and unprepared sales-
person who is trapped in a presentation and must
perform or lose the farm is grist for the humor writer’s
mill. Since sales is a game like any other sport, these
poor folks lose at a game they do not realize is being
played.

Life is not designed to be a miserable existence; it is
designed to be enjoyed. The enjoyment includes work




How Selling Got Tacky

and especially persuasion. Selling is fun when you learn
the game. Persuading other people to do what you want
is a terrific sport. You don’t believe it? The folks who
sell well are having a wonderful time. Whether they
were good at sales first or had fun first is unclear. But
the message is clear—selling well means laughing a lot.

The seriousness with which management, sales manag-
ers, and motivational speakers address this most joyful
of trades is depressing. The promise of a good time after
becoming successful is not nearly as much fun as
having a good time while getting there. Like life, it isn’t
the destination, it’s the journey that counts.

In our culture, salespeople have a dubious image—Ilazy,
disorganized, uncontrollable, unaccountable, unable to
hold a regular job. If you can’t do anything else, you can
always be a salesperson.

Just the opposite is true. The best salespeople are so
good (and often so far up the ladder) they don’t appear
to sell.

The selling profession has at least a five-year appren-
ticeship under good management. The best salespeople
are trustworthy to a fault, conscientious, and
hardworking. They make money the old-fashioned way:
they earn it.
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Ordinary people sell poorly because they don’t under-
stand that sales is a technical transaction. Good talkers
often choose to become sales professionals. Unfortu-
nately, they confuse talk with persuasion; they don’t
understand that selling well means listening well.
Selling is problem solving, not hustling. Aggressiveness
propels you into the mean streets but ruins sales.

Most salespeople won't stop talking long enough to let
the Buyer make a decision. They fear the silence re-
quired for the Buyer to think. They guess at the Buyer’s
needs, and guess and guess and guess. And they are
nearly always wrong. They work as if the Buyer cared
about establishing a long term relationship with the
Seller. To compound the error, they attempt to direct
the Buyer into a decision using cheap semantic tricks
taught to them by pots-and-pans salesmen.

Because Sellers are so often rebuffed or ignored by
Buyers, the salesperson feels that selling is warfare: the
Buyer is the enemy and words are ammunition. The
Buyer knows the selling tricks and feels he is simply a
mark for the Seller’s commission check. The Buyer’s
defenses go on full alert. The Seller’s advances are
turned aside because they are so predictable, amateur-
ish, and easily deflected.
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Since the Buyer has so much more resistance than the
Seller has stamina, the Seller runs out of courage,
becomes listless and loses more often. And then the
downward spiral begins. It’s burnout time. A job
change is in the wind. Again. Salespeople are cannon-
fodder for the capitalistic warfare between Buyer and
Seller.

The single reason for a salesperson’s existence is to get
the Buyer’s commitment. Just how poor are salespeople
at their jobs? In a study of professional salespeople
(those who sell full time), 50% failed to ask for the
Buyer’s commitment to buy. This low level of perfor-
mance is a waste of their company’s money and a waste
of everyone’s time.

Our culture has repressed our listening skills. The
media background noise, movies, TV, radio and print
advertising all cater to that passive part of our mind
that slows down for entertainment. In the ceaseless
search for entertainment, we have lost the skills to listen
critically to our conversational partner. We no longer
actively listen to stories as we did before electronics. We
passively watch them artificially reproduced as ab-
stractly polished images moving in the two dimensions
of the projection screen rather than the three dimen-
sions of our minds. Whole lives are portrayed in two
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fast-paced, glitzy hours. We don’t listen to what people
say even when our livelihood depends on it. We have
become a nation of 260-million talking heads.

Studies show that the higher in business people get, the
more information they obtain by listening. In tests at the
boardroom level, executives retained 90% of the infor-
mation delivered in a 45-minute presentation. Assembly
line workers retained 25%. Which came first: listening
skills or promotion? Who knows? For the average
person, improving listening skills is a reasonable
ambition. You may never make the boardroom, but it
may get you off the assembly line.

Since birth we have been told the cultural fairy tale
about the “born salesman.” Many people who say “I
can’t sell a thing” compare themselves with these few
shining lights. There are exactly as many born sales-
people as there are born neurosurgeons, about 2% of the
total. The rest of us must learn the selling profession.

Formal schooling doesn’t offer degrees in sales. There
are degrees in marketing but none in persuasion.
Usually persuasion is learned on the street or from
veterans who took their hits on the sidewalks. Be at
ease, my selling friend; good salespeople got good by
getting killed, learning why they died, and then vowing
never to die exactly the same way ever again.
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WHY THE SOFT SELL WORKS

Living well is the best revenge . . .

The “hard sell” approach has developed as a natural
outgrowth of the American culture. It sounds normal to
us as Buyers because our defensive agents are calloused
to the constant attack of hard-sell messages. While
defending ourselves against attack and sorting the
puffery from representation, we make mincemeat of the
salesperson. The hard sell doesn't work well anymore.
Buyers are hardened to attacks on their common sense.

Even though Buyers may not like the hard sell, they
accept or reject it with a certain practiced comfort. They
have heard it all before and their minds are prepared to
deal with it. They listen and look for anything that
triggers their defensive mechanisms—wrong tone of
voice, negative body language, doubtful words—any
attack, direct or implied. When their defensive agents
spot something aggressive, Buyers reflexively erect
armor against the Seller.

However, when the mechanics of the sales presentation
are changed to deliver messages to the Buyer that
bypass the usual attack routes, they flank the defensive
armor. It is possible to have Buyers commit to a pur-
chase rather painlessly, sometimes without even
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knowing it. Even when Buyers realize they are being
persuaded, they still enjoy it. Their “soldiers” are not
prepared to mount a defense to say nho—they just stand
around and watch.

When you learn to sell softly, you retrain the old hard-
sell habits you’ve built up over years of living in our
culture. In learning the Soft Sell, first you learn new
moves, how they are constructed and when to use them
based on the Buyer’s usual hard-sell responses. Then,
you practice to get your new habits in place. Once in
place, your new habits do the selling work for you
almost effortlessly.

It is much easier to teach soft selling techniques to new
salespeople than to experienced, “high-mileage”
salespeople. The new kids don’t have all those hard-sell
habits getting in their way. High-mileage salespeople
are a seething mass of illusion, bad information,
enculturation, poor role models, flaky images, and
hardened habits. They confuse motivation with sales
training. They feel that they are so good and so experi-
enced they don’t need to practice. Their hard-sell agents
tell them that really good salespeople don’t need to
study the profession of persuasion, which is like saying
the quarterback for the Super Bowl team doesn't need to
practice and should only play during the game itself.

11
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WHAT IS A SALESPERSON?

If you can’t get a regular job . . .

My young daughter asked me for career advice. | told
her, “Go into sales. Pick a profession that feels that
selling is a sleazy activity, below its professional stan-
dards. Study that profession with the idea that you’ll
make your money selling. There will be little competi-
tion and your colleagues will be delighted to pay you
handsomely, even more than they earn themselves.”

When asked what they really do, most top executives
admit, “I sell.” During selling courses, they often make
the most convincing presentations. Of course, occasion-
ally, they make the worst presentations.

Sales is a profession identified with the worst of its
practitioners, not the best. Because they sell so well, the
public doesn’t identify those at the top of the cultural
heap—the politicians, movie stars, talk-show hosts,
televangelists, and business leaders—as salespeople. As
outstanding salespeople, they are rarely caught practic-
ing the selling trade.

The best of them are so good that people simply like
their “personalities.” People easily confuse skill with
personality. When you study the best, you find they

You need two professions: Your profession and the
“other profession,” the profession of persuasion.



What is a Salesperson?

make many mechanical selling moves exactly right. Is
this due to practice or coincidence? Natural talent or
learned response? Only they know for sure how much
is talent and how much is learned. The results are the
same. They convince, move ideas, create change, and
solve problems. We love them for it and reward them
with the best our culture offers: fame, fortune, cool
clothes, and big houses.

13
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THE CULTURAL CONTRACT
Made to be broken . . .

Except for some cultural snobs, every home has at least
one television and several radios. Cable and satellite TV
surrounds us. Billboards, newspapers, magazines,
internet, direct mail, even clothes attack us.

The advertising industry reports that the city person is
bombarded by 61,000 advertising messages every day.
Us consumers handle the overload by not handling it at
all. Targeted by this media assault, they tune out
civilization. They refuse to carry the load because they
can’t carry it and stay sane. Besides, who cares about all
that drivel?

The industrial revolution and mass production brought
mass selling. Until then, selling was personal: food-
stuffs, handicrafts, tradesmen's services, livestock, etc.
Goods and services were sold by the producer directly
to the user. When mass production grew it predictably
overloaded inventories and someone was hired to sell
the overstock. Voilal—a new profession was born.

That new pox upon the land, mass merchandising,
erupted with newspapers and radio. The television
huckster—strident, price-conscious, aggressive, and
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abrasive—embodied the new image of the salesperson
and replaced the wagon-bed snake-oil salesman and the
side show barker.

As children, the cultural stereotype of the American
salesperson became part of our lives. We watched
continuous commercials interrupted every few minutes
by Road Runner and Bugs Bunny. Even the pre-TV
Bugs adopted his unique brand of urbane shyster
slickness from real hustlers. Later, he was perfectly
copied by real-life TV hucksters, completing the circle.
The selling stereotype became ingrained in us.

When we find ourselves selling, the image of the TV
pitchman is our subconscious role model. As the
stereotype, we envision ourselves pitching to a willing,
watching audience, mesmerizing them with the power
of our golden words—Iike a rock star.

As Buyers, we endure pitching; we ignore unprovable
claims; we suffer abrasiveness. We know it’s just the
selling game, but we distrust salespeople who work like
this. They don’t get to us very often. When they do, it’s
usually an unhappy experience, leaving us with the
vague feeling that somehow we lost and they won. A
classic zero-sum game—the Seller wins, the Buyer loses.

The best salespeople are so good, they don't appear to
be selling. 15
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We are so convinced that sales is pitching, we accept
low levels of sales success and think nothing of it. Put
on your selling hat and your personality changes.
Suddenly you are the goal-striver, the attacker, the
shuck-and-jive pitchman of your business. Glossy
words and a forceful stance in thought and deed
become your stock-in-trade. The exhortations of the
sales manager, the motivational speaker, or your own
rampant ambition must be heeded. Still, you hate the
feeling. Even winning doesn’t feel as rewarding as it
should. Why do you feel like you are losing? Is it a
double bind—the Buyer and the Seller both lose? Is it
selling warfare?

Those reactions are cultural. In our cultural agreement,
“The Seller attacks—the Buyer defends.” As Buyers, our
emotions are armor-plated just like a medieval knight.
We see and hear little. We are totally self-involved. The
defending armor is built to protect against unskilled,
aggressive salespeople hammering at us . . . beating us
until we are numb. The Buyer’s armor is a mind-callous
developed from rough handling. For salespeople, that’s
bad news.

But there is good news: the armor covers only the front
of the Buyer. Behind, their unprotected bums flap in the
open breeze, willing and waiting to be seen by anyone
who shows enough sense and technical selling skill to
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get behind their frontal armor. Why no armor-plate
back there? Because salespeople skillful enough to get
behind the Buyers’ armor treat them gently, tactfully,
and respectfully so there is no ugly armor buildup. The
Buyers find no need to defend themselves. This tech-
nique of flanking the Buyer’s armor is called the Soft
Sell.

17
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WHAT DO YOU SELL FIRST?

lllusion to the death . . .

About the only thing ordinary salespeople agree upon
is the idea that you must sell yourself first. This notion
seems to have universal acceptance.

Here is a short drill. Do this drill. Don’t skip over it
searching for some career-altering magic bullet later on
in the book. It is a short and relatively painless exercise.

Here’s the scene: You just received a call from a lawyer
representing your Uncle Willy. Your uncle became
estranged from the family when you were a child,
moved to the West, and got rich in the junk business.
He’s just passed on to the great junkyard in the sky.
Since he smelled bad, never got on well with the ladies,
and never produced heirs, you are named in his will.

His lawyer tells you that you have been left a legacy.
(““Oh, boy,” you think, “here’s the new BMW I've been
lusting after.””) The lawyer goes on: Uncle Willy knew
you were in sales and, in the spirit of America, left you
the greatest gift he knew—the gift of opportunity.

So instead of leaving you a pile of cash, Uncle Willy
bought you a 60-second TV commercial on the most
popular late night talk show. You don’t get any money




What Do You Sell First?

but you do get the opportunity to stand up and sell
yourself to thirty-million people watching you between
their toes.

Write a one-minute television spot selling yourself. It
should run about 120 words long—about one page of
double-spaced typewritten copy. (This is perhaps the
most valuable lesson in this book so don’t turn to the
next page until this assignment is done. Remember,
trustworthiness is a trait of the superior salesperson.
Also, don't cop out. Don't let a little thing like having to
write one page of copy delay your success. )

Write your 60-second commercial here (or use a sepa-
rate sheet of paper):

19
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Now look critically at what you have written. Answer
the following questions:

1. Taking the global view, that is, compared to other

people in the world, would you buy from this
person?

. Since the only reason for being a salesperson is to

get a commitment from the Buyer, did you ask for a
commitment? Circle your closing statement or
guestion asking for the Buyer’s commitment.

3. What was the most used word in the commercial?

Circle every “I” in the script.

Here are the typical responses from students in VASS®
ExecuTive SALEs TRAINING Workshops:

1. Without any warning, | ask students to give their

presentations verbally; most are poorly thought out.
You would think that after two or three weak
commercials, everyone else would frantically
prepare. They don’t. They wait for the train to run
over them. It seems a simple exercise. It isn’t. While
salespeople agree that they must sell themselves
first, it is an unusual case, even remarkable, when
they actually know how to do so.

. Getting the order is the raison d’etre for the sales-

person. Out of a hundred students, only four or five
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will ask the Buyer to take any action toward com-
mitment, even to calling an imaginary toll-free
telephone number.

3. The most used word: “I.”

The obvious question arising from this exercise: If you
believe you sell yourself first, why aren’t you better
prepared to do so?

You have believed this illusion without questioning the
validity of the idea. Tell a lie often enough and every-
one will believe it. You’ve heard that before. Here it is
in living color. To most of us, “selling yourself” means
being friendly or professional or technically competent
or having a dynamic personality. Maybe a great smile
or dressing correctly or marrying the boss’s favorite
offspring helps.

The reality is that selling yourself is a technical exercise
requiring transactional mechanics. Properly done, your
personality, smile, connections, and technical knowl-
edge become secondary issues.

If half of the professional salespeople in America never
ask for the order, the remaining half usually ask for the
order crudely and abrasively, attacking the Buyer at the
pivotal moment of seduction. In spite of this childlike

21
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awkwardness, those who ask for the order most often
close the most sales.

A sale is closed the moment the Buyer’s mind agrees
with your presentation. What you, the Seller, are
looking for is Buyer commitment. If you aren’t looking
for the Buyer’s commitment, then you are a professional
guest, a hanger-on in the business world, a nonproduc-
tive sycophant searching perpetually for the free gift of
business from a merciful Buyer. Good luck! You’ll need
it.

About the word “1.” If you learn nothing else from this
little book, learn this well: When you are selling,
nobody cares whether you live or die as long as you
don’t die on their property. The Buyer prefers that you
die on government property where someone will take
care of your untidy remains.

Let’s examine this for a moment. Who is the Buyer
worried about most? Who concerns the Buyer day and
night? Whose pocketbook and prestige are at stake?
Whose career is most important? Who is the Buyer
thinking about while talking to you?

The Buyer’s single, ongoing, residual concern in the
entire world is that individual’s own interest. Just like
you. Buyers aren’t “them.” Buyers are “us.”

22
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The Buyer has three questions: “So what?”’, “What’s in it
for me?”, and “Can you prove it?”

As Buyers, we don’t give a skinny rat’s behind about
salespeople, only about the benefits they offer “us.” So
here is the rule: The word “I”” has no place in a sales
presentation.

At best, “selling yourself first” is a shaky idea on which
to base a profession: it is a myth. You do not sell your-
self first. In real life, you sell Buyers the benefits of your
solution to their business and personal problems.

So, on the premise that Buyers are us, let’s discuss how
we got to be the way we are.

And about your commercial—even great execution
cannot save a poor concept. Even when attempting to
sell yourself, you must put your ego away and sell the
benefits you bring to the Buyer.

Return to your 60-second commercial and underline the
Benefits you wrote for the Buyer.

The Buyer's questions are, “So what?”, “What's in it for
me?”, and “Can you prove jt?” 23



THE “1” CHART
Stealing back the spotlight . . .
The ordinary presentation includes innumerable

references back to the salesperson. Usually “I”” is used.
We more sensitive types substitute “we.”

The Salesperson's | Chart

Stay off the | Chart. Eliminating | from your selling
24 presentation increases your sales.



The “I” Chart

Sprinkling “I” throughout the presentation like raisins
in oatmeal constantly shifts the emphasis away from the
Buyer back toward the Seller. The phrase, “I think .. .”
is most common.

Here are three reasons not to use “I think . . .”:
1. Redundancy. If you say it, you must think it.
2. Professionals don’t think; professionals know.

3. Pulls the center of attention toward you rather than
the Buyer.

Since the Buyer’s whole being is self-seeking, stating
what you think weakens your presentation and easily
raises arguments in the Buyer’s mind. Even when the
Buyer asks, “What do you think?”” they really mean,
“What do you know?”’

“I think . . .” is deeply buried in our everyday usage. It’s
a habit you probably own and just never noticed. Start
noticing it now. During my selling courses, each time
someone uses that self-serving qualifier, everyone in
class snaps their fingers. Within two hours all students
begin to alter their behavior away from themselves and
closer to the Buyer’s point-of-view, putting their own
opinions aside in an attempt to find the Buyer’s.

When you're selling, nobody cares what you think.
25



Twelve Most Persuasive Words

According to a Yale University study, the twelve most
persuasive words in the language are:

- you

= money

- save

* new

= results

* easy

= health

= safety

= love

= discovery
= proven

= guarantee

Proctor and Gamble, which spends billions on advertis-
ing added “free” and “sex” to the list.

You will notice the word “I”” appears neither in this list
nor will it appear in a list a hundred times as long.

26



PUFFERY AND REPRESENTATION

The expensive warm wind . . .

Puffery is hot air. Webster's Dictionary defines it as,
"Flattering publicity, exaggerated commendation
especially for promotional purposes.” In selling, it is
claims that are unproven as stated. Some typical puffery
words and phrases:

* “We’re Number One . ..”

= “We’'re the best in our business (city/region/
nation/galaxy) . ..”

e ...save big money
e ...alot
= ... high profits

e ... the fastest, etc.

While these examples of puffery are stock-in-trade for
the advertising business, as a Buyer you don’t take
them seriously. No one else does either. As Sellers, we
want to be taken seriously by everyone we meet. We
have tons of money involved, oft times survival itself.
The fastest way to break trust with your Buyer is to
waggle your verbal finger high in the air and claim that
you or your company is “Number One.”
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Puffery and Representation
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Representation, on the other hand, is provable, defend-
able, and believable. Webster's defines it as, “Statement
of fact.”

Representations are facts proven as stated—figures,
testimonials, expert opinions, published articles, or any
other hard information about the product or service
from a reputable source.

Some typical representational statements:
= Increase profits by 8%

= Cut labor costs by 4%
= Save 45 minutes per day
= In the same location since 1970

In sales, puffery is a way of life. The Buyer’s armor-
plated defenses expect puffery. The Buyer is rarely
disappointed. The Buyer also expects to distrust you or
what you say. (You know how salespeople lie.) With
much justification, the Buyer shrugs you off. This is a
significant reason salespeople are perceived as bother-
some clones. Most of us make the same mistakes and
use the same words; we sound interchangeable. We
sound like a poorly conceived TV commercial.

Salespeople use puffery—words like “the best” or
“fastest” or “Number One.” Nobody believes
them.



Puffery and Representation

Puff statements:

“Because we have been in business for so long, you can rely
on us to be there when you need us.”

“As you may know, we are Number One in the market.”

There are other puff words that, like a black hole in the
universe, absorb more energy than they transmit. Like
any new trend, these energy absorbers develop cur-
rency and become fashionable. People use them to make
themselves sound important as full service, proactive,
professional marketing folks trying to be creative in the
way they change the paradigm and add value to
customer relations and increase total quality through a
partnership with their clients. For example:

full service total quality family values
proactive re-engineering luxury
professional consultant all natural
creative relationship on sale
paradigm rightsizing sales training
value added win-win high-tech
customer relations  recycleable partnership

There are a whole long list of others you can build once
you understand the problem from the Buyer's point of
view.

29



Puffery and Representation

30

Because of their indefinite or complicated meanings,
these words often leave larger implications of what
isn't, rather than what is.

For instance, the word “creative” can raise serious
doubts in a Buyer. As we used to say in the design
business, “People who use the word ‘creative," ain't.”
Those who easily use the word (usually about them-
selves) are often the least creative. People who create for
a living struggle with the word because it implies
giving a star performance on demand under impossible
conditions. Genuinely creative people know how hard it
is to make rain by request.

You'll notice that professionals, consultants, politicians,
motivational speakers, and advertising agencies love
black-hole words; they think these words can't come
back and bite them. Not true. Scary lawsuits with fangs
spring from puffery.

Avoid black-hole words. From the Buyer's point of view
they are heavy with baggage.
Representational statements:

“In the 15 years we have been in business, we have devel-
oped a response team that responds to our customers® calls
within two hours.”




Puffery and Representation

“In a study of our industry, Metropolitan Business News
found that we were first in sales in our market.”

Puffery makes you look weak and not very bright.
Representation makes you look strong and smatrt.

If you want to be believed, obey this law of the street:
LAW OF CREDIBILITY

Don't say anything you can't prove.
Be able to prove everything you say.

Every game needs some ground rules. Before building

a presentation, we'll start out by telling the truth—
Representation—and selling the right stuff—Benefits.
We’ll develop some elements that make you look honest
and competent—Proof Statements. And we’ll discuss
how your business can be made unique and different
from the competition.
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FEATURES AND BENEFITS
Sell the right thing . . .

In any business, the only benefits that sell are power,
profit, prestige and pleasure, or some permutation of
these four basic human needs. Salespeople are mediocre
at translating the Features of their product or service
into Benefits for the Buyer—they end up trying to sell
Features. By converting your business Features to Buyer
Benefits, you can reposition your business to differenti-
ate you from your competitors.

Features and Benefits are used throughout the selling
presentation. In this Buyer-response form of selling,
you’ll use Benefits far more often than Features. The
rules are:

= Features and Benefits always go together . . . like

Mom and Dad or ham and eggs
= You may sell Benefits alone
= Never sell Features alone

= The more Benefits you sell, the more likely you are
to close

Learn to sell Benefits to the Buyer, and you’ll earn
32 Benefits for yourself.



Features and Benefits

The Features are about your stuff, your products' or
services' physical attributes—color, size, frequency,
cost, activity, etc.

The Benefits are about the Buyers' stuff—what your
products or services do for Buyers. Do the Benefits
make them feel better about life—give them power;
make them sexier, prettier, richer, more comfortable or
secure, smarter, more competitive? Do they save time,
money, fear or hassle?

Benefits move the dialog to the highest level of verbal
communication—persuasion. Generally, Buyers are
more interested in the Benefits of your product or
service (in terms of power, profit, prestige, or pleasure)
than in the Features of the product or service itself.

Any discussion of Features and Benefits can easily
become an argument because they are really two
different points of view. Simplify the discussion by
asking the question, “Is what we are discussing for the
Seller or the Buyer?” If for the Seller, it's a Feature; if for
the Buyer, a Benefit.
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Features and Benefits

Example of Features and Benefits
PanDowdy Computers:

Feature:

Model # 2100 SuperSpeed Computer Intuitive Interface

Benefits:
= Reduce training time per program by 30% (profit)
«Decrease downtime by 50% (profit, power)
=Reduce operator stress levels by half (profit,

pleasure)
Feature:

Model #2100 compatible with both PanDowdy and IBM
programs

Benefits:

= Choice of best software yields increased productiv-
ity (power, profit)

=Maximum flexibility in business (power)

=Saves 25% of the investment in programs (profit)

You can tell the class of the salesperson by the Buyer
34 Benefits used in the presentation.



Features and Benefits

Rocksolid Malpractice Insurance:

Feature:
24-hour approval for new-hire physicians

Benefit:

<Puts your new doctors in the treatment room six
weeks sooner, creating up to $45,000 in practice
revenue per new physician (profit)

Feature:
Aggressive claims management policy

Benefit:

= Settles 95% of all claims without an indemnity
payment (profit, power, prestige)

= Eliminates four to five claims per year and subse-
guent complaints to the National Physicians Data
Bank which can cost a doctor as much as $350,000
over five years (profit, prestige, pleasure)

Great Benefits = Great Salesperson.
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Features and Benefits

Zoom Ball Bearing Company:

Feature:
Zoom TefSlick hardened surgical steel balls

Benefit:

=L asts 10% longer and reduces bearing failure by
65% (profit, pleasure)

Feature:
Just-in-Time Inventory program

Benefit:

= Reduces paperwork, shipping, and warehousing
costs by 10% or more (profit, pleasure)

Pinstripe Management Consulting:

Feature:
76 Years in Business

Benefit:

= Experience shortens the time needed to complete
mergers and acquisitions by 43% (profit, pleasure,
power, prestige)

Except for the Benefits you sell, nobody cares about your
36 message.



Features and Benefits

Feature:
International operation
Benefit:

= Provides the same array of services to global
companies and makes it easier for your offices to
communicate with each other, saving time (profit,
power, prestige)

= Helps avoid expensive delays and missteps that can
add one to three years to the acquisition process
(profit, pleasure)

To be heard and remembered by the Buyer, often
Benefits must be quantified, that is, expressed in num-
bers, ratios, percentages, and dollars and cents.

Examples from other businesses:
Feature:
Home near public school
Benefits:
= Property maintains value
= Value increases 3% per year (profit, prestige)
= Convenience (pleasure)
= Safety for children (pleasure)
= Family neighborhood (profit, pleasure)
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Features and Benefits

Feature:
The Uptown Fitness Club
Benefits:
= Save time: only 10 minutes away (profit, pleasure)
= Many exercise options (pleasure)
= Pleasant surroundings (pleasure)
= Member-oriented facility (pleasure, power)
= Prestige of upscale club (pleasure, power)
= Quality membership (pleasure, power, profit)

= Business opportunities with other members (profit,
pleasure)

= Wide choice of equipment and courts (pleasure,
prestige)
Feature:
“Cash Track Program”: a business-loan plan for small
businesses
Benefits:
= Increases efficiency by 6% (profit, pleasure)
= Speeds cash flow by 15% (profit)

= Offers quick answers that ease management worries
(pleasure, power)

= Enhances competitiveness (power, pleasure)
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Features and Benefits

We see many businesses caught up in the breathless
race to create new features for their products and
services. This continuous upgrade path winds through
our economy because your Buyer demands it. Surpris-
ingly, there is little long term selling advantage created
by new features because they are usually matched by
competitors within six months; sometimes within days.

Hot new features by themselves offer an unreliable
short-term advantage; perhaps even a disadvantage if
not sold well. Selling your new unique Features can cost
you money over the long run. However, these same
new Features, combined with refined and persuasive
Benefits, can create a reliable competitive edge. The
Buyer is not persuaded until you translate your hot new
Features into hot new Benefits.

When you become expert at this you may choose to use
only Benefits quantified in dollars, percentages, or
ratios. It's faster and easier for everyone; Buyers love to
see and hear quantified Benefits because your presenta-
tion sounds so intelligent.
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THE PROOF STATEMENT

Looking good, sounding honest . . .

Use a Proof Statement whenever the Buyer expresses
doubt about your product or service.

A Proof Statement is a statement containing facts,
figures, testimonials, parallel circumstances, and
anything else that is tangible, quantifiable, or real. It is
good to use expert opinions from someone who does
not have a direct involvement in your transaction. A
Proof Statement is a material representation and the
opposite of puffery.

When the Buyer expresses doubt about your presenta-
tion, program, benefits, company or math, you are
compelled to use facts. The Buyer is directing you to
deliver a Proof Statement. It can be used as part of your
answer to a Buyer’s objection to prove the Benefit you
are selling.

The Proof Statement is constructed in the following
fashion. First, state the Benefit (not the Feature) you are
about to prove. Then prove that Benefit using facts,
figures, opinion of experts in the field, testimonials of
others in the industry, or other tangible information that

Say only what you can prove. Be ready to prove every-
thing you say.



The Proof Statement

is quantifiable and real. Using those facts, apply the
Benefit to the Buyer (personally, if possible).

Proof Statement components:
= State the Benefit you are going to prove.

= Prove the Benefit for the Buyer.
= Apply the Benefit to the Buyer.

A Proof Statement example:

“PanDowdy Computer can save you 65% of your computer
support costs (State the Benefit) according to an Iris &
Company survey of 62 user firms (Prove the Benefit). In
your firm, that can mean a time savings of 1,160 man-
hours every year or about $45,000.” (Apply the Benefit to
the Buyer.)

Using the Proof Statement helps you persuade in
several ways. It makes you look honest. It also makes
you look prepared and competent. Honesty, prepara-
tion, and competence—these traits take salespeople to
the top. There is no way to stop them. On this level of
sales, there is little competition.

The Proof Statement is such an obvious selling move
one would think that most folks have their Proof
Statements together. And of course they don’t. Their
Proof Statements are in the file cabinet back at the office

Proof Statements make you sound honest and competent
as few other things can. 41



The Proof Statement
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hiding under last week’s moldy lunch bag in a ragged
envelope labeled “Industry Stuff.”

Salespeople sound remarkably incompetent when they
sell in the accepted “shuck-and-jive” style. The verbal
dancing—all those wonderful little tricks of syntax that
sales managers devise—can be easily dropped with the
development of some reasonable and logical Proof
Statements. Puffery, that sudden burst of warm wind
blowing unprovable claims, is the standard currency of
ordinary salespeople. Puffery is the stuff sold to a
suspicious public.

You’ve seen puffery in action. You are the Buyer.
Flashing a big smile, the Seller says to you,

“You’re making a terrific buy here and | think you are going
to make a ton of money with this service. That’s the reason
we are Number One in the business.”

You look back at all those shiny teeth and shake your
head slowly, hoping your real feelings don’t show. You
don’t believe anything. You understand it's only a
salesperson trying to make a buck.




The Proof Statement

Same scene but this time the Seller says,

“This service has proven to work 84% of the time. A study
published by the National Professional Services maga-
zine indicate that most services have only a 61% efficiency.
That 23% difference will allow you to look at more year-
end profits.”

As a Buyer, the Proof Statement responds directly to
your doubt; it relates directly to your condition and
shows how the product or service can solve your
problem or answer a need.

Well-constructed Proof Statements dispense with
puffery; they make the Seller credible. A study con-
ducted in the Northeast found 75% of first-time Buyers
bought because they believed the Seller was honest.
Proof Statements make you look honest. But, if you
want to be a crook, well-prepared Proof Statements can
help you there, too.

Major companies with high-profile names still sell with
shuck-and-jive. Imagine what they could achieve if they
were prepared to prove everything they said. Unfortu-
nately, today’s Buyers expect you to puff them. They
are rarely disappointed. There is no faster way to break
trust with the Buyer than to say that you or your

43



The Proof Statement
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company is “Number One” or “the best.” This is such a
phony ploy that inside, your Buyer is laughing at you.
Occasionally the Buyer is even less subtle. Sometimes
they will laugh right in your face.

Don’t puff. Relying on puffery is a dangerous and
expensive game. Misrepresentation (that can develop
into lawsuit) is easy when you are puffing. Develop a
Proof Statement that goes with the answer to each
Buyer’s objection. You should also have one for every
representation you make about the Benefits of your
product or service.

Proof Statement examples:

The Buyer says:

“I’'m not sure your product is as good as you say.”

You say:

“The Acme Autoslotter can save you time and money (The
Benefit you are going to prove). World Hardware
Magazine said the Acme is 22% more efficient to operate
(Proved the benefit quoting an accepted source). That
saves you time that you can use to increase profits in other
areas.” (Applied the Benefit to the Buyer.)




The Proof Statement

Rocksolid Malpractice Insurance:

The Buyer says:

“How do we profit from your insurance coverage?”

You say:

“Rocksolid"s services increase profits for medical groups and
hospitals (Benefit you are going to prove). Mercy
Hospital in Berry, Rhode Island saved $27,000 in direct
costs of risk management while increasing managed care
services by 8% (Proved the Benefit quoting an accepted
source). This range of services can increase profits 20% to
30% for medical groups like yours while helping you
practice better medicine.” (Applied the Benefit to the
Buyer.)

Zoom Roller Bearing:

“Zoom TefSlick bearings can reduce your assembly line
downtime. (Benefit you are going to prove) Metallurgi-
cal Testing Magazine showed that surgical steel balls
gave 10% longer wear than competitive brands. (Proved
the Benefit quoting an accepted source.) That 10%
longer wear means about a 2% gain in total assembly line
production for your company.” (Applied Benefit to the
Buyer.)

Often, the Buyer is shopping for a salesperson, not a
specific company or a product. 45
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Pinstripe Management Consulting:

“Pinstripe can help you shorten your merger time (Benefit
you are going to prove). With our last three Fortune 500
clients, we were able to shorten their merger time by an
average of 43% (Proved the Benefit). That means you can
get your company productive after merger and save nearly
four months of downtime that usually occurs while people
figure out their new job.” (Applied the Benefit to the
Buyer.)

A final note: It might seem there are few Proof State-
ments you can use when selling ideas.

“But ideas don’t have solid proofs available,” you say.

Of course they do. They have renderings, projections,
market studies, other related ideas, case histories, pro
formas, and opinions from disinterested experts. Selling
ideas is the most fun. If properly prepared and pre-
sented, an idea is the most exciting product in our
culture. Ideas fire the imagination and allow Buyers to
become involved with their own concept of how the
idea might apply. Just because an idea doesn’t exist on
the physical plane doesn’t mean it need be vaguely
presented.




Proof Statements

Three Underlying Assumptions

To build a powerful, honest presentation suitable to any
profession, whether you are a bricklayer or an actuary,
design your presentation around the following underly-
ing assumptions.

Use:
* “You” not “I”
(Focus on your Buyer.)
= Representation, with proof, not Puffery
(Don't tell lies.)
= Benefits not Features
(Sell the right thing.)
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MARKET DIFFERENTIATION

Sounding like the Joneses . . .

Market differentiation allows you to position your
selling effort so that your product, service, or company
shows up as a separate entity from all your competitors.

Let’s complete another short exercise. In 40 words or
less, and without puffing, write a statement explaining
how your product, service, or company is provably
different from your competitors:

In your Marketing Statement . . .
= Did you use puff words like “the best .. . .,”” “Num-
ber One...,” “only...,” “honest...,” etc., that
aren’t provable?
= Did you quantify and prove everything in your
statement?

= Does it contain a compelling Benefit for the Buyer?

If your business is similar to your competitor's, don’t be
discouraged. Ultimately, the Buyer’s perception of
differences between one business and another hinges on
how well they are treated by the salespeople. Buyers
shop for salespeople more than anything else.




