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UPCOMING SEMINARS

Recruit and Retain Great
A/E/C Talent: The Business
Development Approach

A Longview Group and the Society for
Marketing Professional Services
national seminar.

Philadelphia, PA
March 28, 2008

Tampa, FL
April 25, 2008

Chicago, IL
May 30, 2008

Essentials & Proposals
Attend just one day or both

DAY 1 - AJE/C Essentials: An
Introduction to the Design and
Construction Industry

DAY 2 - Powerful Persuasive Proposals

Atlanta, GA
April 17 & 18, 2008

Columbus, OH
May 14 & 15, 2008

San Diego, CA
June 4 & 5, 2008

For more information, go to:
www.longview-group.com/seminars.html
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Tel: 319.351.6510
Free: 866.351.6510
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Over and over and over;
frequency builds trust

by Dennis Schrag

Jeffrey Gitomer, the noted popular press sales guru, authored the Little Black Book of
Connections. The premise of the book is simple. People prefer doing business with
their friends. Clients strongly prefer service providers whom they trust. Trust is the

result of building business relationships.

I like Mr. Gitomer’s rule of “The More the More:
The more people are attracted to you, the more solid
connections you make.” Solid connections result in

trusting relationships.

“It’s not who you know, it’s who knows you,” he
yells. And he is correct. Branding means establishing
your reputation so that your organization has top of
the mind presence with clients. Guess what? Getting
people to know you takes creativity and hard work.
And it takes repetition. But it is much faster, easier
and much more fulfilling than cold calling and most

other sales techniques.

Al Lautenslager, guerrilla marketing coach at
Entrepreneur.com, reminds us that it all goes back to
Basic Marketing101. It takes a minimum of six times
of contacting a prospect before they're ready to trust
you. It is a simple premise — connect with your
audience over and over and over and over and over.
Find some reason to garner their attention, and then
leave a positive, valuable impression. But you must
do it frequently.

The legendary Jack Welch from General Electric
understood this concept. Mr. Welch was an engineer

by training and a manager by default. He knew you




had to deliver the message over and over and over
and over. He use to say he had to send the same
message at least seven times before the senior

executives at GE really believed him.

Isn’t there a chance that prospects will
confuse your persistence with
peskiness?

The short answer is: perhaps. However if you have
a friendly demeanor, a short message and offer
some help to make the prospect more successful,
you always will be welcomed. That is why help-
oriented newsletters (as opposed to bragging

newsletters) are so powerful.

Mr. Lautenslager says most marketers stop after
just three contacts. Research reported in The
Marketing Handbook for the Design and Construc-

tion Professional provides the following statistics:

43% of business developers make

one call and quit
25% make two calls and quit
12% make three calls and quit

80% of all sales are made after the fifth call

Selling is not begging.

When you add value to your client’s organization,
you are a very welcome guest. Be a friend and a
problem solver first. Think of yourself in those
terms.

Remember the 80/20 rule when
interacting with prospects. The prospect
should talk 80 percent of the time. You listen and
ask the right probing questions, then verify the
information you acquired. With the right informa-

tion selling is simplified.

Make no presumptions. Don’t provide the
solution until you discover the prospect’s
problem.

Do not answer unasked questions. A
prospect’s statement does not always demand a
response. “Your price is too high” is a statement

of opinion and does not require a response.

Have a systematic approach to
selling. You must be organized, prepared and
efficient when meeting with prospects. Control
each step of the meeting. Encourage the prospect

to provide information. Be professional.

Foremost, build trust by having frequent contact.

WHAT IS THE LONGVIEW GROUP, LLC?

Seeking more efficiency and effectiveness in your professional service business?
The Longview Group, LLC provides you INSIGHTS through training, on-the-job
coaching, expert counsel, and extra-hands services.

Don’ts for
Success

Sam Deep-Lyle Sussman, Yes You Can!

1. “Don’t discount your ideas before your
express them. “You may not think much
about this idea, but...”

2. Don’t discount yourself before you give
your opinion. “While I'm not an expert on
this topic...”

3. Don’t qualify your message with wishy-
washy modifiers. “Sometimes, but not
always, this is true.”

4., Don’t seek permission to speak.

“I wonder if I might be allowed to say
something.”

5. Don’t rehash, repeat, and paraphrase
unnecessarily. State your idea once,
concisely, and directly.

6. Don’t connect tag questions to the end of
your statements. “This is an important
idea, don 't you think?”

7. Don’t demean or belittle your listeners.
“Let me put this in terms you can
understand.”

8. Avoid clichés. You won’t impress people
by reminding them that you can lead a
horse to water but you can’t make it drink.

9. Use positive statements. Change “I don't
mind helping you” to “I would enjoy
helping you.”

10. Avoid participial forms. Say, “I plan to do
it,” not “I am planning to do it.”

11. Avoid the passive impersonal voice.
Replace “a decision was made” with
“we decided.”

12. Use the word you three times for every time

you use the word /.
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