COMPETITIVE DISTANCING
A monthly newsletter dedicated to your success, using a different set of tools...to distance yourself from your competiton
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Uh…the correct answer is yea.

If you’ve been in sales for awhile, you know that the answer is, “You bet your ass, they do.” That’s
just the cold hard mathematics of the sales business. So, while we’ll wait for the NIBR to declare
whether or not we are in a recession, the fact of the matter is that with the media coverage and the
attitude of CEO’s, there is a slowdown in spending. So now you need to not just close business but
build the pipeline. The fact of the matter is, if you don’t turn it up a notch or two, well, Darwin will
take care of you. The good news is that as you build pipeline, you will generate
sales in the future. This newsletter will help you to go get the prospeci!

TOOLS YOU CAN USE TO BUILD YOUR PIPELINE
1. Know when the end is near
Many companies have ﬁnancial year ends that aren’t based on the
calendar. What this means is that in unsettled times like these, they are
more likely looking at projects within their year, rather than the calendar
year. If their year ends on June 30, and you ﬁnd yourself in, let’s say, in
October, they are starting the ﬁrst month of their second quarter. While
things might be slow in the economy, with three quarters left in their year,
your company is more than likely focusing on what they need to do for
the remainder of the year and their next one. You should always note your prospects
ﬁnancial position on the web, and so when you do you should know their year-end date.

The average tour pro makes $21K
per tourney. Tiger
Woods makes an average of $50
6K per tourney.
Although he doesn’t lead the PGA
in any category, he
shoots 3% fewer strokes than aver
age. You have just seen
the importance of

Small Changes

Wait a minute…
Adjustable rate
mortgages can
go

UP?

o if you can’t
g
n
ca
ou
y
e
er
Wh
basic concept
e
th
d
n
ta
s
er
d
un
ave =
C (What you H )
L
T
in
ed
in
tl
ou
wn
+ What you O
e
w
O
ou
y
t
a
h
W

l
o
o
h
c
S
w
a
L

Sweeping the 2008 Book Awards with Two Gold Medals

Vol 1. No. 4

A monthly newsletter dedicated to your success, using a different set of tools...to distance yourself from your competiton

Amount of
y
g for man
sales that T
C needs
L
T
of
er
s trainin sist of
d
a
le
a
re
h
L
S
a
in
ik
e
k
m
e
n
a CEO has
s co
, where
Average ti
helped driv
companie sales team
site meeting
b
on
a
s
r
n
e,
ed
a
ei
r
th
o
fo
n
n
g
p
ee
emails from
h
to pre
givin
istance betw
d
a map wit a
t
r
,
u
ea
p
re
l
d
u
il
h
er
c
w
s
ro
m
b
a
d
a
te
n
r
a
s
,
ei
or
it
th
etit
s on
d their comp
n
lored state
o
a
c
es
v
el
s
them

20

$6Million

minutes

2. Elvis is dead, Cash is King

When you talk about the value your
product or service will bring, be sure to
get back to basics – fundamental football
in Think Like a CEO terminology. When
you discuss your value proposition,
be sure to explain how it is measured,
and what can impact it. You should
always bring your value prop to an IRR
(Internal Rate of Return) and remind
your prospect that the size of this IRR is
based on two things. The ﬁrst is the cash
returns your product or service brings.
The second thing – and pay attention –
is the speed with which you book those
returns. So, focus on speed. Can you
break up your services into smaller,
quicker wins? How can you compete in
speed to return versus your competition?
Focus on how you can you bring in cash
faster and that return shoots up. So will
your pipeline.

3. Know the key metrics

Quota

4. Understand the industry

When times are tough, people are
looking for an answer. Now is the time
to read through the 10-K’s of your
prospect’s competitors in his industry.
What are their challenges? What
strategies are they pursuing? In tough
times companies don’t want to take a
chance on buying a product or service
from someone who doesn’t understand
their industry.

5. Understand shareholder
promises

While you are reading those 10-K’s,
ﬁnd out what your prospect’s CEO is
promising to his shareholders. Once
you get some speciﬁcs, you can bet that
someone in the company is charged
with delivering. Align your value
proposition to them and you will get an
audience.

6. Set the scene with your
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Make sure that everyone in your sales
organization understands the ideal
customer so that you don’t waste any
time. When times are tough, there is no
extra time to take on prospects that are
even slightly out of your ideal target.
I received an email from a reader of
Think Like a CEO that complained his
inside salespeople were continuing to
set up calls with industrial manufacturing
companies who had between 1,000
and 2,000 employees. Comparing to
some standard industrial companies
this yielded only up to about $500M (he
used $250K revenue per employee.) –
Their target company was $1B +. He
placed an order for additional books to
get his team on the same page with him.
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be sure to celebrate like
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like frat boys at a toga party.
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From the “Is this really a trick question” department. Who was the ﬁrst President of United States? You can
get the answer by sending an email to

mark@thinklikeaceo.com

We are all on a trip to become the most effective sales people that we can be. Image that we’re on this trip
(with our kids, of course) and let’s ask ourselves - over and over and over again - “Are we there yet?”

go to www.thinklikeaceo.com
AND START OUTSELLING YOUR COMPETITION

