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Praise for Never Cold Call Again!

“Cold calling has the lowest percentage of sales call success. If you in-
vest the same amount of time in reading this book as you do in cold
calling, your success percentage and your income will skyrocket.”
—Jeffrey Gitomer, Author of
The Little Red Book of Selling

“I don’t know about you, but I sure never buy from a cold call. Heck,
I’ll have fun with the cold caller in hopes of scaring him into another,
less annoying, job. Frank’s extremely detailed book will introduce you
to a new way of doing business that should break your company of the
cold-calling addiction and simultaneously increase your sales.”
—Mark Joyner, Author of The Irresistible Offer

“You can never get enough of a good thing! Read this book and use its
contents!”
—Anthony Parinello, Best-Selling Author of

Selling to VITO and Stop Cold Calling Forever

“Stop wondering what makes that other guy successful and start imple-
menting some of Frank’s proven strategies. This book will earn you
thousands more this year and open your eyes to the biggest deals in the
world.”
—Daniel Waldschmidt, CEO, ACCESS Litigation
Support Services, www.accesslitigation.com

“If youre demanding that your salespeople make cold calls, you need
this book. Frank Rumbauskas has created an outstanding plan that
eliminates cold calls and increases your team’s effectiveness while in-
creasing your corporate sales figures.”
—Leslie Hughes, President, Corporate Moves, Inc.,
www.CMISearch.com

“T've been using these concepts for my team of insurance agents. We
now have a national presence and have been able to accomplish this
while increasing profitability for the company, and more importantly
for the agents in the street.”
—TJeff McElroy, President, JD McElroy Financial
Advisors LLC, www.jeffmcelroy.com



“After implementing just a few of your techniques, I went from signing
5 to 8 clients per month to signing 16 to 20. When I finally caught my
breath, I tried some of your other tips and last month alone added
over 100 new clients!”

—LKathy Harper, United BankCard,

www.freecreditcardterminalsite.com

“The best sales professionals in the world are going nowhere without
the proper number of qualified prospects to speak with. Using Frank’s
systems, I now have my ideal prospects seeking me out. One simple
strategy grew my e-mail newsletter last month alone by 948 people . . .
who all sought me out as the expert. Thanks, Frank!”
—Tom Beal, Sales Coach,
www.THESalesChampion.com

“My interpretation of Never Cold Call Again is that most salespeople

need a marketing program. I think your advice is extremely practical

and important for 95 percent of the salespeople out there (myself in-

cluded as a small business owner) who cannot rely on their marketing

department to supply the leads they need to fill their sales funnel.”

—Nigel Edelshain, President, Ivy Tech Partners,

and Chairman, Wharton Business School Club
of New York, www.itsalesideas.com

“T ordered Frank’s course ‘in the blind.’ T am a very satisfied customer. I
have increased my business and destressed my life using some of
Frank’s cogent tips and techniques. He’s a man who delivers on his
promises.”
—David W. Starr, Vice President, SatViz Inc.,
www.SatViz.com



NEVER COLD
CALL AGAIN!

Achieve Sales Greatness without Cold Calling

HIANG J. AUMBAUSKAS JA.

2 g
”F@
» m
o

=-<
»

P

=

o



Copyright © 2006 by DN Advisors, LLC. All rights reserved.

Published by John Wiley & Sons, Inc., Hoboken, New Jersey.
Published simultaneously in Canada.

No part of this publication may be reproduced, stored in a retrieval system, or
transmitted in any form or by any means, electronic, mechanical, photocopying,
recording, scanning, or otherwise, except as permitted under Section 107 or 108 of the
1976 United States Copyright Act, without either the prior written permission of the
Publisher, or authorization through payment of the appropriate per-copy fee to the
Copyright Clearance Center, Inc., 222 Rosewood Drive, Danvers, MA 01923,

(978) 750-8400, fax (978) 646-8600, or on the web at www.copyright.com. Requests to
the Publisher for permission should be addressed to the Permissions Department,
John Wiley & Sons, Inc., 111 River Street, Hoboken, NJ 07030, (201) 748-6011,

fax (201) 748-6008, or online at http://www.wiley.com/go/permissions.

Limit of Liability/Disclaimer of Warranty: While the publisher and author have used
their best efforts in preparing this book, they make no representations or warranties
with respect to the accuracy or completeness of the contents of this book and
specifically disclaim any implied warranties of merchantability or fitness for a
particular purpose. No warranty may be created or extended by sales representatives
or written sales materials. The advice and strategies contained herein may not be
suitable for your situation. You should consult with a professional where appropriate.
Neither the publisher nor author shall be liable for any loss of profit or any other
commercial damages, including but not limited to special, incidental, consequential,
or other damages.

For general information on our other products and services or for technical support,
please contact our Customer Care Department within the United States at
(800) 762-2974, outside the United States at (317) 572-3993 or fax (317) 572-4002.

Wiley also publishes its books in a variety of electronic formats. Some content that
appears in print may not be available in electronic books. For more information about
Wiley products, visit our web site at www.wiley.com.

Library of Congress Cataloging-in-Publication Data:
Rumbauskas, Frank J., 1973-
Never cold call again! Achieve sales greatness without cold calling / Frank J.
Rumbauskas Jr.
p. cm.
Includes index.
ISBN-13: 978-0-471-78679-5 (pbk.)
ISBN-10: 0-471-78679-9 (pbk.)
1. Selling. 2. Selling—Technological innovations. 1. Title.
HF5438.25.R85 2006
658.85—dc22
2005027607

Printed in the United States of America.

10 9 8 7 6 5 4 3 2 1


www.wiley.com

To my father,

from whom I learned the entrepreneurial spirit at a very young age,
and

to my mother,

who always knew I'd succeed no matter what stood in my way.






CONTENTS

Preface

PART ONE A New Way of Selling

1

Times Have Changed: Welcome to the Information Age
A Background on Selling in the New Economy

Why Selling Is Out and Self-Marketing Is In
Selling in Today’s World

Why Cold Calling Doesn’t Work Anymore
Buying versus Selling

Selling Is Selling

Selling Is Stupid

Old Answers Are Wrong Answers

Think Like a Business Owner
Know What’s Important to Prospects
Profit Justification

Avoid Empty Rapport Building
What Are Your Goals?

A Shift in Power

Attaining Unstoppable Confidence
Overcoming Limiting Beliefs

Reframing Limiting Beliefs

What’s Your Secret Excuse?

Your Prospects and Customers Need You!

xi

N W W e

13
15
16

19

25
25
26
27
28

29
29
34
35
36
37

vii



CONTENTS

6 The Power of Leverage and the Advantage of Systems

PART TWO Your Self-Marketing System for Lead Generation

7

10

11

12

13

Leverage Is Massive Power
The Advantage of Systems and a System of Systems

Self-Marketing Basics

What Is Self-Marketing?

Creating Your Message

What You Must Communicate to Prospects

A Twist on Cold Calling

Cold Calls Are a Fleeting Moment in Time
Creating Your Marketing Piece

Getting Your Message Out

Employ Leverage: Make It Automatic

Powerful Phone Techniques That Work!
The Image of Supreme Power

Why E-Mail Beats the Phone

E-Mails versus Phone Calls

Making Initial Contact via E-Mail

Following Up via E-Mail

Employ Leverage: Using Autoresponder Systems
Video E-Mail for High Response Rates

Traditional Direct Mail That Works

Condensing Your Sales Message

Formats That Get Responses

Get Your Letters Opened

Following Up on Your Mailer

Employ Leverage: Automated, Inexpensive Direct Mail

The World Wide Prospecting Web

Why You Need a Personal Web Site

Use Your Web Address Everywhere
Building a Site Quickly and Inexpensively
Driving Traffic to Your Site

The Web Is the Ultimate Form of Leverage

Keeping in Touch, Automatically
The Importance of Ongoing Contact
Advantages of a Free Newsletter

39
39
42

45

47
47
49
49

55
55
56
59
60

63
63

67
67
69
69
70
70

73
73
73
74
75
75

77
77
78
78
80
82

83
83
84

viii



Contents

How a Free Newsletter Builds Momentum through Leverage
If It Doesn’t Help Them, They Won’t Read It

Building Your Newsletter List

Even More Leverage through Autoresponders

14 Weblogs
What Is a “Blog”?
How a Blog Attracts Qualified Prospects
Setting Up Your Blog
Driving Traffic to Your Blog
The Goal of Driving Traffic to Your Blog

15 Gain Prospects’ Trust through Free Seminars
Become the Authorized Expert
Keep It Simple and Manageable
Getting People to Attend
Conducting Your Free Seminar
Convert Attendees to Customers

16 Easily Obtain Free Publicity
Reporters Cold Call, Too!
Why the Media Needs You
Making the Initial Contact
Use Leverage to Get More Publicity

17 Be a Real Consultative Salesperson
Be a True Consultant, Not Another Sales Rep
Compensation
Applying the Law of Compensation

18 Real Networking That Really Works
The Holy Grail of Sales That’s So Hard to Find
Offer Real Incentives
Keeping Your Network Updated and Motivated

PART THREE You Have the Leads—Now Get the Sales

19 The Sales Appointment Process
If They’re Qualified, This Is the Easy Part
The Kiss Test
Learn to Qualify-Out

84
85
85
86

89
89
89
89
90
90

91
91
92
93
94
95

97
97
99
99
100

103
103
104
105

107
107
109
111

113

115
115
115
118




CONTENTS

20

21

22

23

Getting the First Appointment
Preparing for the Initial Meeting

A Relevant Questioning Process

Get Your Profit-Justification Information
Uncover the Prospect’s Real Need

Know the Decision Making Process

Developing a Relevant and Powerful Proposal
Always Remember the Prospect’s Real Need
The Process of Profit Justification

Fulfilling the Three Main Business Needs
Outward Appearance

Avoid Clichés and Useless Information

Presenting Your Proposal and Getting the Sale
Preparation

Know Whom You’re Talking To

Don’t Bore Them—Stick to What’s Relevant
Prove That You Can Meet Their Real Needs
Product Demonstrations

Find Out What Comes Next

If They Don’t Buy Right Away

Following Up and Keeping Your Customers Happy
Thank You

Obtaining Referrals

Obtaining Testimonials

Keep Your Customers Up-to-Date

Your Customers-Only Newsletter

Final Thoughts on Modern Self-Marketing

It’s Based on Prospecting, but the Entire System Is Different
Maintain the Right Attitude and Persona

Build on Your Systems

Always Find New Ways to Prospect

Your Only Real Enemy Is Time!

About the Author

Index

123
124
125
130
134
135

137
137
137
146
148
152

153
153
154
155
158
160
161
161

165
165
165
167
167
168

169
169
169
170
170
171

173

175




PREFACE

When new to sales, I followed the advice provided to me by both com-
pany training and various books and tapes on the subject. That advice
was to prospect via cold calling. I was taught to use both telephone and
in-person cold calling, or “pounding the pavement,” and that it was the
honorable thing that hardworking salespeople did to succeed.

Even though it worked for a while, I always had to struggle to make
my numbers that way. All too often, I didn’t make my numbers at all,
and I eventually became frustrated altogether with cold calling. My
first few years in sales were an endless pattern of warning, final warn-
ing, fired, new job, warning, final warning, fired, and on and on. I con-
tinued to follow the standard advice of “cold call more” and “increase
your activity,” and I kept hitting a brick wall. The more people I asked
for help, the more I heard those overused clichés, and the more failure I
encountered. I soon realized that my managers and trainers couldn’t
help me. After all, they had heard those same exact words all through
their careers. The problem was that it worked in their day, but it doesn’t
work anymore. However, too many people cling to old ideas that
they’re comfortable with—the sales profession is notorious for this—
and I never received any advice that could really help me.

Finally, I had the good fortune to be hired by my first good manager,
who really believed that prospecting and cold calling should be left to
low-paid telemarketers while the talented sales force spent their time
closing the qualified leads that are generated as a result. Unfortunately,
that particular company didn’t provide the necessary funds and struc-
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PREFACE

ture to allow this manager to hire those telemarketers. What did hap-
pen, however, was that we as salespeople really embraced this concept
and set out on our own to figure out ways to automatically generate
leads without the difficult, boring, and very time-consuming task of
cold calling.

Over a period of several years I experimented with different meth-
ods, spent time with successful salespeople, and eventually built a self-
marketing system consisting of several simple yet effective marketing
techniques that cost little or nothing to implement. The best part was
that my system had a cumulative effect. In other words, I kept getting
more and more leads as time went on, and before long I was able to
stop cold calling entirely. It even got to the point where I could select
the prospects I wanted to work with and qualify-out those who weren’t
worth my time. In several instances I simply referred them to other
sales reps and split the commission. Talk about easy money. To this day
I still get phone calls from prospects who are looking to buy some-
thing, despite the fact that it’s been at least three years since my last ac-
tive self-marketing campaign. This is the powerful cumulative effect
I'm talking about.

As my learning curve continued, I noticed a strange circumstance
in that the sales process with these marketing-generated leads was
quite different from those I'd previously uncovered through cold call-
ing. The dynamic that was different at the very beginning continued
all the way through the sales process. I found that many of the sales
techniques in those books that told me to cold call didn’t work on
these prospects who had come to me through my self-marketing pro-
gram. Many of the traditional sales techniques are intended for
prospects who have less than a 50 percent chance of buying and there-
fore really need to be sold. However, highly qualified prospects who
contact you in response to a well-executed self-marketing campaign
are put off by typical sales tactics.

It is for that reason that this book presents an entire system of sell-
ing, rather than merely providing a list of prospecting and marketing
techniques. While that is certainly the focus of much of this book, you
need to understand the different dynamic at work with these prospects
who respond to your marketing efforts and call you first. The selling
process is very different from what you're used to experiencing with

xii



Preface

prospects uncovered via cold calling. While prospects who come into
contact with a salesperson through cold calling have a tendency to be
skeptical and sometimes even disrespectful of that salesperson,
prospects have a much higher level of trust and respect for salespeople
whom they called first. You'll learn how to use this to your advantage
and induce prospects to buy from you without the need for high-
pressure tactics or closes on your part. You'll learn how to present
yourself as an authority figure who can fulfill their needs instead of a
hungry salesperson who is in need.

As the first chapter explains, times have changed, and old Industrial
Age sales techniques have become ineffective and even counterproduc-
tive in our new Information Age, twenty-first century economy. The
sad truth is that the vast majority of the sales profession is stuck in the
Industrial Age. By learning this information now, you’ll easily move
ahead and rise to the top in the field of selling, and you’ll experience far
less stress than when you did things the old way.
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TIMES HAVE
CHANGED:
WELCOME TO THE
INFORMATION AGE

A BACKGROUND ON SELLING IN THE NEW ECONOMY

The world of selling hasn’t changed much in recent years, while the
world of business in general has changed dramatically. I continue to see
the same old advice, instructions, and clichés that were taught decades
ago being used today. This is the primary reason why more salespeople
than ever are struggling to survive, while the few who have learned to
embrace new ideas are moving ahead by leaps and bounds.

Many historians use the fall of the Berlin Wall in 1989 to mark the
end of the Industrial Age and the beginning of the Information Age. In
so many areas of business the shift has been dramatic, most notably in
our global economy. Computers and technology have taken quantum
leaps forward, and the Internet has forever changed the way we com-
municate and do business.

However, one area of business has been remarkably stagnant and
continues to fiercely resist the change into the Information Age. That
area is sales.




