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Six Steps To The Top

Dr. Jeff Salz And The Way of Adventure

When Dr Jell
Salz spealks about
injecing adventure
into one’s profes-
sional lile, he's
§ talking about more
than team-huilding
exercises on obsta-
{ clo courses.

“Most of us tend
o live msulated
lives in which the
inputs that we
access are limited,” Salz cxplains, “Our
senses of aliveness and creativity are less
than they might be. We must get out there
and push at what is familiar and comfori-
able in order 1o go beyond those things.
When we do that, we open up larger possi-
bilities and can become more effective ancd,
ultimately, more successful”

Action And Adventure

Salz knows about pushing the envelope. As
a traveler, explorer, corporale speaker. business
consultant (to such heavyweights as AT&T,
AML Mobil Oil and IBM), journalist and edi-
tor, Salz has amassed a résumé that 1s equal
parts ). Pelerman and Indiana Jones.

His new hook, The Wiy of Adventure, pre-
sents a kind of consolidation of his experi-
ences. 11 1s o reatise on the ole of rsk-taking
in personal and professional dealings, com-
plete with a host of dead-on insights on inne-
vitlion, metivation and service that make the
hook a must-read for sales managers and thedr
reps alike.
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Six Steps To The Top

At the center of the book 15 an action
plan [or achieving success through adven-
ture. which Salz calls “The Six Steps to the
Top.” This 15 as much a reference to the
peak of one’s profession as il is (o the
Celestial Mountains of China {(whaose
peaks Sals has scaled )

Step 1: Leap Before You Look

Even the heartiest salesperson may con-
sider anylhing entailing nsk with a certain
amount of trepidation. Salz advises never o
let caution keep vou from thinking and act-
ing oulside the box,

“In sales or any Kind of corporale selting.
it"s the quality of risk-taking, of leaping hefore
you look, that will bring the ultimate success,”
he explains.

1L creates a sense of excitement and possi-
hility, a sense of aliveness, It overcomes this
“paralysis through analysis,” in that we step
inler something perhips even before it's timely.
By thrusting ourselves into the thick of the
gelion, we mow into 4 new awareness and
new capahilitics.”

Such an approach to risk has clear impli
catons W siles professionals who act as
coaches or mentors, This helps their charges
et beyond any initial uncertainty and take
soimc 1isks.

“Certainly for people who are helping oth-
ers grow o a more successtul sales role, T do
think vou need o cngagee in helping people
recognize that there always will be doubt or
uncertainty, YWe may tuil, but the tailure itself
can be a catalyst for new growth.”

Step 2: Aim Higher
Than Everest

Salz’s concept of “action orientation” is par-
tcularly pertinent to sales managers. In Salz’s
view, safe objectives are pointless; the more
unrealistc the goal, the hetter,

“People T find wheo are less than successtul
have set low goals and have been successtul at
llaining that low level of success.” he
explains. “Whereas people who are. in a great
sense. successtul over the long term, sel unre-
alistic, enormaous, larser-than-Everest goals.
Even if they come up short, they have been
transformed by the magnitude of the jourmey
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Six Steps To The Top

{continuwed from page {)

and the possibilities.”

Realistic goals do not force people
inlo new behaviors, he says.

“Big goals, even if we don’t achieve
them, [oree us 1o change our modus
operandi,” Salz explains. *T don’t think
wvou can taly understand what you're
cupable of unil vou give something
miore than what vou think yon'ne capa-
ble of in the atempt to reach a zoal. It's
only then thal you discover thal vou
have capabilities vou never realized you possessed.”

Hitting Your Peak

Salz illustrates his poine with the words of another risk-
taker.

“Linterviewed [noted explorer] Bob Ballard Tor my
hoolk,” Salz notes. “He says that mastering the art of peak
performance begins with selling exlraordinarily elevated
gouls. He said. “Why not set your sights on a 10.000-foot
clift instead of a 3.(000-foot clift”? Because if you tall,
you're still going 1o die.”™

Salz laughs at the thought, *“You might as well go for
something great. The sheer size of your undertaking elimi-
nates compeddon, s not crowded al the top of the moun-
tain; it’s crowded at the base of the mountain, By setting
really large goals, if vou succeed, you wind up somewhere
really incredible”

Step 3: Give It All You've Got

Unselhshness is also a mark ol a well-rounded profession-
al. “In my experience in sales.” Salz explains, *'ve found that
it people determine that what you're all about s giving rather
thin receiving, they 'l espond in kind. You ofien have tw put
aside a lot of old, worthless attitudes in order to recognize
this. When vou're n rough couniry, it becomes obvious Lhal
the more baggage you've got, the sloweer vou're going to
move and the less yvou're going to accomplish.

"I it sales management capacily,” he contnues, “you must
encourage people to leave hehind the old hehaviors that
weigh them down, the old patterns and assumptions. Only
then can they discover how new, exciting and innovative
behavior can be theirs.”

L]
Step 4: Work Some Magic

Opening oneself up o risk-taking and to the possibilities of
new ideas is not an unusual act of magic. Salz explains, but a
mitlural process of allowing yoursell o fnd the excellence
within you. He illustrates by discussing a trip he made to
Peru o study with a shimman in a remote location.

T waent (o learn what it was Tike o be this otherworldly
character,” Salz recalls, “a sort of supernatural person, a
superhuman individual, What T found was a superbly natural
human heing. | got an insight that when you are fully vital
and vou ve really evolved from the inside out, you really
attract success by the person you've become.

“IF a sales manager is acting as 4 mentor. there will be a
kind of magnetc foree W him or her, where people will be
attracted to him or her, and the amount of directorial man-
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agement style he or she would have to assume would be
less and less. Working magic is really aboul being the
kind of productive, enjoyable person that you would like
tr have learned from and worked with, The best salespeo-
ple 1 know and the best sales managers are the ones who
arc committed w that life-long education, to taking on
new skills and new challenges.”

Step 5: Keep On Your Bearing

Salz notes that the service component to selling is of
utmmost importance., bul is sometimes overlooked.

o times of competing priortes and wondering how to
organize our to-do lists, we sometimes forget iCs nol about
us; it's really about others.” he says. “That's important to rec-
ognize, from a sales or sales munagemenl perspective.”

He: continues, “Pam Meyer who gives wonderful talks
addressing creativity in husiness, has a litle picee of paper
thitt she always puts on her podivum that reads, “IUs not about
you, Tt's about them.” Keeping on vour bearing i really about
service. where we can look at whatever it is we're doing —
whether in sales or sales management — and recognize i
must be about making someone else’s life better. In the
process Of doing that, our work Gakes on new meaning, and
we gain a new enthusiasm and encrgy.”

Step 6: Enjoy The View

Finally, Sale proclaims a necd (o stop and appreciate work
well done, and not just at the end of a campaign or when a
goal is achieved,

“Ome of the issues | have about how business is mn today
is that we always wait until we've reached the mountaintop w
say we'te successtul and enjoy the view!” he says. “The truth
of the maiter is that we need (o make Teguent stops alony the
way toward our goals, That's where we really get a perspec-
v that we wouldn't get by just trudging mindlessly along.
It's also where we get a chance 1o look at not just where
we're going, but where we've heen.

“There’s a centain anxiety and pain that comes from
alwiays being doven upward, looking al what we've not yet
accomplished. There's a cortain joy and staming that comes
from the celebratory moments in which we can look around
and say, Look how far we've come.” Enjoying the view is
not just about patting yourself on the back, but T think it's a
necessary step in making it to the top. In these moments, we
get a beter perspective, but also we allow ourselves the sense
of accomplishment.”

A Good Equilibrium

Salz implores sales managers to take a good ook at those
soals o make sure reps are achieving the kind of balance
reguired to siay effective over the long haul,

“The storics that T hear that are the saddest stordes,” he
says, “are the people who have committed too much (o a goal
thiat wirs 100 numenc — oo gquantitative and not qualitative
enough. And the time has come for them (o retirg, and
Lhey ve gol the boal and the second home, but they're on their
third relationship — and that’s falling apsart - and their kids
don’t talk to them because they weren't there when the kids
were growang up. They ve had no balance,

“Tell them it's never oo lake W re-approach vour life, 10y
never too late to have a happy childhood, As long as there's
life. there's hope”” &




Do Your Reps Lack
Relationship Building Skills?

Four Concerns To Think About

Consultative selling is built
on relationships — your reps’
ahilities to engage a customer
in such o wiy that he or she
becomes a kind of partner o
that customer, providing
ddvice and puidinee and gen-
erally becoming an asset to
the customer™s business.
When a rep s in that Kind of
a relationship, he or she 15, in
eysence, o seed om which o
tall ree of continuing sales
CHTL ZTOW,

What Makes A
Great Relationship

Relationships are built on
trust that is eamed through
repeated interactions and
engagements, through expen-
ence s the sharing of
expertise. There is also a per-
sonal quality to rust. and i is
a variable that can make or
break a relationship. depend-
g on whether your reps ane
able o create a bond with
those customers,
Tn the pursuit of
business, some
brisic concens are
often overlooked
by salespeople
and their man-
agers, Don’t make
the mistake of
overlooking these
tour essentials, in
particular;

v’ A positive outlook, A
straightforward, positive atti-
tude is a prercguistle for any
salesperson, particularly those
whi want to engage in deep,
busting relationships with
customers. Just as people
tend to gravitie away fom
others who are always down
Or negative, customers are
less likiely o engage m con-
sultative partnerships with
reps who sinularly exude
downbeat, pessimistic, unen-
thusiastic demeanor, Such an
atlitude is not construcive,
and it is likely to come out in

negative wiys, through a
rep's service, advice and
work habits.

v’ Politc manners and
behavior Those things our
parents teach us from the
time we're first introduced
inter soeial situatons have a
tremendous impact on the
quality of interpersonal sales
relationships. Say “please™
and “‘thank vou” Shake
hanls Gronly and wanmly, Be
comrteonls with evervone,
[rom administrative assistants
to chief executives, Lisen
betore yvou speak, and most
of all, know when to sty
quiet. Reps need 0 be mind-
tul of these things, it they're
ever poing 1o be aceepled as
valued pariners in consulta-
tive selling relationships.

v’ First-rate appearance.

First impressions docount for

a lot, so reps need o look
bhd.l.'p in their imitial dealings
with customers
However, the Last
UTIPTESSIon CAITICS
an equal amount of
wedght. Simply put.
reps mnst look their
professional best
each me a cus-
tomer encounters
therm. This is partic-
ularly pertinent if
rep regularly visits a client
with a “business casual”
dress eode. Sales calls should
always be made in business
profussional dress,

v Excellent communica-
tion. Customers are more
likely to meamtan close tes
with sales professionals who
initiate those close ties and
help the customer maintzin
them through clear, regular
commmumication. You can't
CVET=COMMUncale n 4 con-
sultative relationship: the
door miust always be open,
and the phone line must
always be clear. 4

- enting aspects of technology overload is the manner with

- you Lo schedule a meeting with a rep using your Palm Pilot

_ all the new. coot bells and whistes, you'll spend as much

How To Avoid
Information Overload :

Oine of the great aspects of cormpuler and elecommuni-
cations technology is the fact that, with the right tools at
your disposal, you can be reached, quite lierally, any-
where, at any time. Clients who have problems can page
yori; reps who need o-check in can call you on your cell
phone; anyone can e-mail you and know vou’ll receive il
gquickly on vour wireless organizer.
You cin be almost instantly reach-
able, wherever you go.

| Beyond Double Duty
1 Of course, that fact is also one
[ of the negative aspects of technolo-

- &y, You're on duty, in effect. 24
- hours a day, seven davs a week,
| Youcan be connected to a confer-
 ence call meeting while shopping
for lettuce. Thinking of taking the family to the Bahamas
for some rest and relaxation? Don’t even think of not
taking the cell phone and the laptop — you’ll miss oo
much. If the mere existence of a cellular phone that
accesses e-mail, calendars and a paging system doesn’t
intimidate you, it may very well pummel vou into sub-
mission with its omnipresence. ;

Just because you can take your technology with you
evervwhere doesn’t mean you have 1o be overloaded with
the volume of data it throws your way. Here are some tips
for managing your information and dvoiding overload:

Keep your priorities straight. Onc of the most dison-

which it entices users (o multi-task when mult-tasking is
not called for, If a call on your cell phone interrupts your
typing of a memo on your laptop and that action reminds

before he or she pages you again, vou're doing way oo
much al once. Set task priorities and give yourself ample
free time in which o do them, I your gadeets provide oo
many distractions, ium them off, .

Lay down the rules of contact. Let people know how
you prefer to be reached, and what tmes are off-limits for
any contact. For example: if you wear a text pager, cll
your subordinates and associates that you would like to be
reached by that methed. Also, give them a time afier which
they s.hm.i]d not expect to have their message retarned until
the next business day — alter dinnertime, for instance,

Give yourself time away from technology. No one can
or should need to be available seven days a week. Give
yoursell at least one day each week when you don’t have
to touch a computer keyboard or wear o pager. ;
Maintaining at least a little distance from technology will
keep you from overloading and burning out.

Use only the features you need. You don't need to have
the up—lu—ﬂle—:mnute latest and greatest version of vour
favorite gadeet o be effective. Learn o use what you have
until just before it clearly loses its effectiveness to meet the
needs of vour business. I vou focus too closely on having

time upgrading as you do responding to the technology. &
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Observe The Golden Rule For Your Vendors
Are You Treating Them As You Want To Be Treated?

Your reps probably know what it's
like to chase a customer who stiys in
the game to see how far down he or
she can drive your price. only Lo select
another vendor at the last possible
minute. As a sales manager tasked
with monitorng
accounts receivable,
vou know the frus-
tration of having o
wait for o perpetual-
Iy tardy cuslomer
who just can’t seem
(o pary his bills on
time, or who claims
he never received an
voice, And every-
one has probably dealt with customers
[ior whom every shipment is a rush
shipment, cvery order an opportumly
to push tor more favors, more freebics
OF TTHUTE CONCESSIoNS,

Do Unto Others ...

These circumstances provide very
challenging scenarios for you, your
reps and your organization as a whole,
Butl have you ever considered how
vour actions and habits are viewed

when you are the customer, rather than
the vendor? What do vour vendors
think of you? Consider the ever-perti-
nent golden rule in your engagemenl
and rekuonships with those vendors.
Do vom, as the customer, treat them the
Wiy vou want your reps and
organization o be treated by
wour clicnis?

Think about the most frus-
trating clients you have, then
consider your own actions and
delivitiey as a customer. Make
sure, i the course of your rela-
tionship with vendors, you do
the following:

Make an arrangement and
stick to it. Containly, i market changes
or fluctuations make rencgotiating 3
deal oo valuable an option to pass up,
pursue renegotiation on fur terms.
Avoid hageling with vendors just o
see how low they'll go on price, Put all
wour mutial expectations down on
paper. sign that paper, and stick to your
end of the bargin.

Keep special requests (o a mini-
mum. While emergency situations call
for flexibility and, on occasion, special

consideration from vendors (particulars-
Iy customer-centric ones), try 1o keep
requests for unusual or extaordinary
perks Lo a minimum. I venve mun oul
of an important component to your
product or have a breakdown of vour
cormpuler system during a husy time,
wou have cause 1o reguest extra effort
trom a vendor or to call in a favor.,
Those should, however, be exceptions,
rather than the rule,

Pay on time. When your cus-
tomers don't pay their bills on tme.
vour organization 1s denied money
that it counts on to maintain viability
and reach its goals, Likewise, if vou
are consistently laie paying your ven-
dors. you set your organization up for
a bad relanonship, reputation and
credit rating,

Be good to your vendor’s reps.
Consider the golden rule again when
you're dialing with o vendor’s rep. ina
meeting, presentation or even over the
phone, Treat him or her the same way
wou wonld want your reps treated in a
similar simation. Let hasic, good, pro-
fessional behavior prevail in every
interaction, every ransaction. A

“
How To Outsource Sales Help
Points To Ponder When Augmenting Your Rep Force

15 wour sales force a bit stretched,
due o expansion into new tepritories
or new sales channels? Why perpetu-
ite 1 burdensome situation that will

make, howeyer, o mike sure you're
properly engaging these resources and
mcorporating them into the equation of
your busingss, in order 0 maximize

lead o burnowt and nefficiency, when  their contributions to your goals;

there is a pertectly viable alternative
available o you if vou use
outsourcing?

Bringing in independent
teps to help with a new or
restructured territory can
help your organization
tremendously, and it
endbles your reps to con-
centrate on their current
rerritories, or o acclimale
themselves to their new
ones, Independent reps bring thedr own

e

¢ Treat them like any prospective
employees. Examing any
¢ patential rep from outsourc-
- ing as carelully as you

- would a prospective
 emplovee who had submit-
e a résumé o you, Also,
make sure he or she has
experience in selling prod-
ucts like yours, or in selling
~ in the territory into which
| vou wanl o move,

v Make them prove themselves,

experience, networks and client base 10 Onge they re on board, monitor their
the table, and they present you with the  progress, particularly i the carly

possibility of extending your reach
even [urther than was possible with
your in-house sales force.

There are some considerations o

going, Give them a short rope at first,
particularly with decision-making
about things like discounts or giving
perks o altract new business — if they
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can't sell without those things, chances
are they 're not the kind of salespeople
vou're looking for, Also. make certain
they buy into your process, using the
tools and methodologies your organi-
zation supports.

v Keep agreements short and
simple. The rep should be engaged
for short contract periods. especially
carly on. and these periods should be
renewable at your option. This allows
you sorme flexibility in either keeping
the rep om if things are going well, or
opting out it they're not. Make sure
all performance expectations arc
spelled oul in these contracts and that
the rep knows exactly what you
expect the outcome of his or her
engagement (o be.

v Make decisions with yvour orga-
nization’s best interest in mind.
Keep the overarching goul of engaging
outsourced help in mind. You want (o
enhance the perlormance of your rep
force while it is in an expansion peri-
ol T, for whatevier reason, that goal is
not being met, do not hesitate to recon-
sider the wisdom of bringing in out-
side help. A




Riding A Knockoff Product To Success

While just about every organizaiion
wants [0 be innovative and original,
artracting customiers with unigue prod-
ucts and model sales approaches, itis a
simple fact of lite that not every orga-
nization can [ulhll this desire all the
time. Original product designs —
plans and projects that have

with customers, knockott products can
present a sales bounty that can help
buiald a foundation for future innova-
tions and success.

It wou have such a product. consider
the Tollowing:

You must project l:hffcrmtmlmu.
I you've made an

never been seen before — are
are; rarer still are the compa-
nies that can leveragze that origi-
nality o sales success.

Not Always Negative

It is another Lt of Life that,
while most companies may not .
always be able 1o come up with
i umiggue and successtul product,
many of them will copy their
competitors” designs and try to
grab as many customers as they can
with their knockoft products. Indeed,
the term “knockoft™ has many negative
connotations {Take jewelry or cheaply
made appliances ). when some knock-
off products can, it properdy manutac-
fred, present an improverment over the
original design. Even if the designs are
the same. when properly positioned

i provement m the

e o that improve-
ment is front-and-
center in your differ-
entiation stratesy.
Setting vour product
apart from the origi-
nal as an improve-
ment over the origi-
nal is key — vou
need to let customers know, through
demnonstraton or inference, that you
are selling the hetter product.

You must promote your product
well. You'll have to pull out all the
stops 1o get vour product i front of as
many custormers as possible by use of
in-store displays, commercials, Web
sites and demonstrations, This is par-

i ¥

e E

The Self-Propelled Sales Team

What Do They Need To Succeed?

Like a parent who is finally com-
fortable leaving a child at home unsu--
pervised, there is a sense of calm or
relief when you have a sales team that
can be left alone to mun dn account.
This doesn’t mean you, as sales man-
ager, need to take a completely hands-
oft approuch (even parents call home
sometimes, o check up on things). It
simply means the team, on ils own,
can handle both the rowtines and sur- -
prises inherent to dealing with a long-
term elient account, withoul much (if
any) imtervention at the management
level, They run the show themselves,
and you gel (o tum your attention )
other marters.

- That doesn't absolve you complete-
Iy of invalvement with the account or
- the team, 'Tham*;neetinmtunng m
order to suceeed, bul even before that,
they need a sound beginning, & moti-
 vational infrastructume. i, you will, that

term sales engagements. Here me
some things (o consider when building
the self-propelled team:

Whao gets to supervise,

Although many teams work
well as a collective of equals, you
should pick one person to act as the de
facto team leader. You need someone
to take the lead on client contacts and
to act a8 the mermediary between the
team and management. Look fora
solid, motivated person with qualides
that will help inspire, challenge and
encourage the reps on the team; in
good times and bad.

What tools are required.

Mever send a team ot reps
into the field without the tools they
need 1o do their job properly: such
inattention can onby frustrate and de-

mnativale your people. IF they need
-tECI’mnlng}; in the form of cell phones,

laptops and other devices {(and they

allows them 10 propel themselves and probably will), make sure they get
meet the challenges inherent (o long-  what they require to succeed,
-:'\T FL & ANSEFRRS IV BALES MANACGEMENT [ IALLE 5

original desigm, make

ticularly the case il enough time has
clapsed between your competitor’s
launch and the launch of yvour copy
proxduct 1o allow vour cornpetitor (o gel
a good head start with the public, their
perceptions and their wallets,

You must have reps and middle-
men onboard. Part of your efforts at
getting your product cut in front of the
public must be directed at the people
who stock and sell your product. You
must convince them that vour product
is salable. Once they are on board, they
can help stir up demand and get your
product on store shelves, In displeays
anel in the hands of costomers,

You must be prepared to move on
price, Olten. knockoll products ane
soled ar lower prices (hecause they tend
o have lower manufacturing costs), so
the makers/sellers of the original prod-
uct will sometimes launch a preemp-
mve strike al competiors by lowering
their prices first. This could get danger-
ous for hoth vou and your competitor,
as boltom line profits will crode for
both over time, Monitor your cnmpeti-
tor's moves, but be |ud14;1m|k. when it
cornes 1o slashing prices, There are
betier, more effective ways to differen-
tiate your product. &

How to identify needs

within the team. In order to
leverage the srengths of your rep
force, for the good of vour organiza-
tion and clients, you need to know
what those strengths are. By the saime
token, you cannot address the neads of
your people (for maining, rewards, per-
sonal and professional edification)
without keeping up with what those
needs are. Make sure your team leader
keeps a finger on the pulse of the ream
and am open ling of communication
with you, in order to satisty this moti-
vational requirement.

How to provide stimulat-

ing work. Reps will not feel
motivated if they are forced to do
paperwork ll day. They need stimula-
tion: interaction with people. opportu-
nities (o fex their skills at needs analy-
sis and dozens of other things that
comprise a motivated selling environ-
ment, IF you don’t provide therm with
interesting tasks on accounts and with-
in tearmns where they cim vse their skills
to shing, vou won't be able to keep
them happy and engaged, This will
tesult in sub-par effort and service and.
consequantly, in an unhappy client. &




Use E-mail Newsletters To Generate Sales
0ld Techniques, New Technology Add Up To Unique Tool

Your Web site can and
should be more than simply a
means by which customers
can purchase vour products,
In erder o hring customers
back to vour site, vou have 1o
provide continued value cach
time they visit. The nature of
the ¥eb as a communiciion
tool enables this kind of flexi-
hility and constant updating,
but your range ol content
opticns 15 5o wide, it may be
difficult to choose how 1o
best engage your customers
consistently.

One excellent way 15 10
take the customer newsletter,
a tool that is often used in
attracting and informing cus-
tomers, and use it in a new
context — over the Web —
Lo increase its ability to
attract and inform. There are

Use Your Travel Downtime Wisely
You’ll Never ‘Kill Time’ In An Airpurt Again!

s0 many user-friendly, rela-
tively inexpensive software
applications currently on the
market that enable you to
create. format, and post your
own Web conlenl, 1t's 4 won-
der more sales organizations
don’t pursue this value-added
Web feature, Here are some
things to consider:

Stress the “free” nature
of your content. Lt Web
customers lkknow you're giv-
ing them something for
nothing and that you will
continue to do so at regular
intervals, With this informa-
tion. they Il visit your site
repeatedly.

Stress the value of vour
content. Your articles and tips
necd w0 speak o the needs
and concems of your cus-
tomers. I they do not, there

is little value for those cus-
torners and, conscquently,
yvou will not likely et repeat
business at your
site that often.
Make cus-
tomers the
“stars™ of your
newsletter. With
each issue,
include an inter-
view or article
that features a cus-
lomner, olfering frst-hand tes-
timonial of the worth of yow
products, Indeed. testimonials
can also be spread around
each issue, n smudler pieces.
or even just in “filler”™ blocks,
interspersed berween articles,
throughout the issue.

Introduce new or upcom-

ing produocts. Everyone likes
o be in on o big secret, o be

Have

_ete.) on hand in case the short delay
- stretches info two hours or mon,

your briefcase and/or laptop case with

one step ahead of the person
nexl door. Bewand customers
who read your newsletter
with “inside” information on
upcoming products. You can
also mun “easers” and ofter
additional mlormeation via e
miail. thereby enabling vou to
collect c-mail
addresses for
YOLUT prospect
database,

Make
greal offers.
Add to vour
database by
offering spe-
clal discounts to customers
via e-mail, when they give
their addresses to you.
Make 1 worth their while
by actually making the
ollers somelhing special —
a deep discount or free
item — that customers will
find valuable, Your site, as
a result, will also be viewed
as more valuable to those
Cusiomers, A

what you need handy. Pack

So many time-management books
and seminars focus on findng litde
pockets of Gme mone’s day 1o perform
small tasks that, all told, can add
up to big successes, Got fve
minutes to kill before a inch
meeting? Call a prospect or
touch base with someone in
your professional network, Got
a l0-minute commute on the
tramn? Read over that wemitory
report vour rep just handed you.
Five minutes here, 10 minuies
ther¢ — even the briefest por-
tions or smallest blocks of your day cin
be spent doing something productivie,

You don’t get to read a whole lot
about how to best spend an enonmous
and unexpected chunk of time when it
falls in your lap, although most business
travelers are experiencing such chunks
with increasing frequency. Between late

flights, canceled. flights and rescheduled

ﬂlghlzs, such travelers (a gmd number
ol them sales professionals) can find -
thmwcah'm waylaid for hours upon

; hours with virually no
end in sight.

used wisely, wind up
being some of the most
productive hours of
your day. Before your
next business trip, think
about these points:

Treat delays as.

inevitable. Go into your  get out. Before you leave on your trip,

mp knuwmg }-:_m‘re going o have some

period of downtime, and plan according- passing through and keep them handy,
- Iy to have some material available 0
work on during that dovwntime. Bring

lighter wark (reports to read, perfor-

- mance reviews to fill out. etc.) to fill in
- periods of an hour or less, but always

have something a little more weighty
fprnje:.h{m ﬁgureb planning materials,

These perifmiq can, if

downtime work in mind, keeping the:
materials you need to do both light and
heavy work in appropriate spots where
they can be accessed with ease.

Look around for opporiunities,

Conversations with other business tray-

 elers can be effective uses of downtime
as well — opportunities you
might otherwise never have had. Keep.
business cards close at hand and pen and
paper within reach, (o make for casy
name dnd number exchanges.

Know where vou are, and how to
download maps of the airports vou'll be

in case the amount of downtime makes
it more efficient for }w to rent & car o
get to your destination. And for those
hng drives, keep a couple of book- or
seminar-on-tape sets tucked away in
vour briefease to make produetive use of
‘that time as well. A
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