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Lead Generation Made Simple: 

The P.E.R.F.E.C.T. Method Manual 

 

Chapter 1: The Author—Tim Meagher 

Background 

Tim Meagher likes to demonstrate how, using his own 

experiences, he went from near bankruptcy to earning in excess 

of £7 million from simply showing the Banks, “How to collect 

their own debts”. 

“It was above the Bakers and just opposite Nat West Bank in 

Wimbledon village. I went up the stairs by appointment to meet Mr 

Appleby the local solicitor. He explained very quickly that my best 

option was probably bankruptcy and that he didn’t think I could 

afford his fees. Before I got to the bottom of the stairs I had already 

formed an alternative plan, bankruptcy was for failures, the very 

thought of it frightened the life out of me.” 
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Tim Meagher’s problem stemmed from the fact, that whilst he 

was a brilliant sales person, “I was useless at marketing, I hated 

cold calling and I didn’t know how to generate leads”. 

He learned his trade by working in high volume debt 

collection, on behalf of the major High Street Banks. One bank 

alone asked him to collect debts with a value of over £500 

million. The banks also rewarded him by selling him millions of 

pounds of debt at three percent, that’s three pence in the pound 

and which of course he was allowed to keep all he collected. 

Tim went to meet these business owners or as the bank called 

them ‘delinquent debtors’, whose debts were supported by PG’s 

or Personal Guarantee’s. Tim says that you would have to have 

had a heart of stone not to have empathy for these owners who 

were threatened with eviction from their family homes. Tim also 

found that he had something else in common with these 

businessmen. 

They were all brilliant at selling the service which they were 
passionate about, but useless at marketing i.e. Prospecting 

and Lead Generation. 

Tim was forced to find a way. 
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Tim Meagher is an Inspirational Business Development 

expert, published author, public speaker and successful business 

owner and coach. He will provide you with the inspiration, 

motivation, strategy and energy to make a major success of your 

business. 

Tim’s client list includes household names such as, Fedex, 

IBM, Hertz, Amex, Barclays and Lloyds bank. He commands 

coaching fees in excess of two hundred thousand pounds, whilst 

helping them achieve sustained growth, by increasing their 

overall performance through the inspirational training, 

development and motivation of their staff and by showing them 

how to win profitable customers. 

Having examined his clients most closely guarded secrets and 

systems, it has provided Tim with an unfair advantage together 

with a rare and privileged insight into why some marketing 

strategies and techniques are so simple, quick and effective and 

why some must be avoided as they are destined and guaranteed 

to cost fortunes and fail. 

Tim Found A Way 
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He released his third publication the “Lead Generation Made 

Simple: The P.E.R.F.E.C.T. Method” manual which includes, 

how he has over three decades, helped the owners of thousands 

of smaller companies across eighty four industries, achieve 

sustained growth, using a scaled down version of the marketing 

strategies used by the corporates. 

The “Positively” Method is specifically designed for the start-

up and SME business owner. All the major CRM systems 

including Infusionsoft, Act4U, Salesforce, Sage and Altido have 

over 100,000 small businesses users, whose systems are 

designed to seamlessly import and integrate the fruits of, 

P.E.R.F.E.C.T. this truly amazing Lead Generation System. 

From The Job Centre To The Premiership 

The story began in 1965 whilst at boarding school, Tim 

decided that he wanted to become a teacher and make a million. 

He very quickly figured that school teachers didn’t make 

millions and headed for London to make his fortune. 

When his first serious business venture demanded that he 

would have to train totally inexperienced school-leavers that he 

had just recruited from the local job centre he realised that he 
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had just been presented with his dream job. There he was 

teaching young people to help him collect hundreds of millions 

of pounds for the High Street Banks on a commission only basis. 

That is when he discovered how to create a different approach 

to developing people with a radically common sense approach. 

He is absolutely passionate about training and developing people 

to a level way beyond their highest expectations together whilst 

driving a massive ROI for the business owner. This is how he 

would describe staff development, 

“You take on some fourth Division players, promote them to the 

Premiership, paying them second Division salaries, and everybody is 

quid’s in”. 

“You’ve got to love what you do and learning is a shared core 

value. This has helped create my own innovative approach to driving 

behavioural change as well as developing a unique and up to date 

approach to learning” Tim says. 

He Continues To Hone His Craft 

He continues to hone his craft so that he can offer, the 

business owner, the best of both worlds—the ability to transform 

the thinking and actions of their staff whilst creating massively 
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improved business results. In addition to coaching the business 

owner Tim’s extremely popular seminars continue to provide the 

delegates with the Inspiration, Motivation and Strategy to make 

a major success of their lives. He will show you how to discover 

your passion and tap your unique resources to increase your 

overall worth and happiness. He demonstrates the massive 

difference between your purpose in life and your goals and that 

once you have identified your major purpose in life, how so 

much easier it is to achieve your goals that were previously 

unimaginable. 

Tim has a wonderful and natural ability to inform and inspire 

audiences towards increased levels of self-esteem and peak 

performance. Tim is adamant that if a highly charged, dynamic 

and highly motivational speech does not inspire positive action it 

is worse than useless and can leave the delegates feeling in a 

poorer state than before the presentation. Tim is convinced that a 

good presentation should activate the spark and ignite the white 

flame of a burning desire, supported with a guaranteed fool proof 

strategy. Tim is one of the country’s leading experts in the 

development of human potential and personal effectiveness. He 

is both a dynamic, entertaining speaker and highly sought after 

trainer. 
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Enjoy Your Success—Smell The Roses 

Tim will warn against becoming a work-a-holic. He will 

encourage you to smell the flowers. He didn’t always appreciate 

what he was achieving. “You become so engrossed, so obsessed 

and don’t take the chance to have that period of reflection when 

you are busy trying to bank your next million”. 

Tim has a heart of gold, and is absolutely passionate, inspired 

and totally obsessed with helping people achieve their purpose in 

life and to realise their dreams and more through application of 

the greatest success principles, intermingled with his own 

personal experiences, and will now devote the rest of his days to 

helping owner managers of small to medium sized enterprises 

grow their business. 

He will show you how to develop your business for sustained 

growth, by immediately increasing your overall performance and 

productivity through the training, development and motivation of 

you and your staff. 
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Chapter 2: Introduction 

“Movie producer Michael Todd once said, “Being broke is 

temporary; being poor is a state of mind.” 

Theo Paphitis of Dragons Den claims that 50% of businesses 

fail inside two years. 

Forbes, Bloomberg and Practical Ecommerce claim that in 

certain business categories, over 80% Of Businesses Fail In their 

First 18 Months…WHY? 

The main reason is because they don’t have enough customers 

buying from them regularly! They literally run out of Cash… 

• They don’t attract a sufficient number of qualified 

prospects. 

• They fail to convert their prospects into profitable 

customers. 

So, the only way to succeed in business is to be relentless in 

your pursuit of acquiring a constant supply of qualified prospects 

to be converted into buying customers. 

The Challenge 
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• People will only buy when they are ready to buy and 

• People don’t want to be sold to, they prefer to buy. 

• People prefer to buy from people they Know, Like and 

Trust. 

As Extensive research and massive investment has proved the 

above to be true, it demands that we adopt a completely different 

approach to how we prospect for new leads. 

Short, Medium or Long Term 

A substantial number of business owners acknowledge that, 

medium and long term prospecting is essential but they also need 

customers today. 

So, let’s deal with acquiring new customers today. To help us 

do this we will need to look at the challenges and how best to 

position ourselves in the marketplace, together with the most 

effective, efficient and cost effective, Lead Generation System to 

match your business needs. 

If you need customers today, let’s look at medium term 

prospecting and then let’s look at the cost of escalating or 

accelerating the process. 
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With Amazon, ‘Same Day’ delivery is the very same process 

as ‘next day’ or ‘five day’, just a little dearer. 

We will look at the background to prospecting, the obstacles 

to be overcome and the massive new opportunities available to 

us today. 
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Chapter 3: The Junk Mail and Spam Factor 

“Leonardo Da Vinci was a true renaissance man. He was 

completely dedicated to constantly learning, inventing, improving 

and acquiring more knowledge and developing new skills. He also 

recognized that nothing steals your drive, ambition and energy more 

than being complacent mentally. It has also been repeated often 

that mentally you are either green and growing or ripe and rotting”. 

The Greatest Business Challenge Facing You Today is The 

Junk Mail and Spam Factor: 

• 17.5 Billion pieces of hard copy junk mail are produced 

each year in the UK. 

• Bridgend County Council alone measured some 550,000 

tonnes of junk mail last year. 

• According to ‘Message Anti Abuse Working Group’ the 

amount of spam emails was between 88% and 92% of 

email messages sent in the first half of 2010. 

• B2B Marketing confirms that $38 billion of worldwide 

marketing budgets were wasted on poor digital marketing. 

• The New York Times claims that we receive between 

3,000 and 20,000 marketing messages daily. It is argued 

that our brains cannot truly process that many messages. 
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However it is agreed that the right message can link with 

our desire or interest to get us to stop and look at it, watch 

it, or listen to it, according to ‘Fluid Drive Media 

Complete Creative Marketing’. 

You are not only marketing against your competitors but 

marketing against every other business for the attention of your 

target! 

Be careful… 

Make every effort to ensure that your marketing does not 

become someone else’s junk mail or spam. 

Apart from annoying your potential customers, just consider 

the wasted investment. 

Increasing Costs: Advertising and marketing expenses are 

increasing every year out of proportion to results and revenue. 

Work on your reputation: People buy from companies and 

individuals that they Like, Know and Trust. Lack of credibility 

and customer confidence is the biggest reason why people don’t 

buy from you—They don’t know you. 
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There is an army of competitors in every industry. You must 

stand out from the crowd. The consequences of competition, 

poor positioning and the “the Junk Mail and Spam Factor” 

means that it now costs three times more to get half the result! 

The consequence of this is that most businesses either stop 

marketing altogether, drastically cut back, or still use the same 

age old, worn out methods in attempting to gain customer 

attention—just like their competitors; it can be a case of the 

blind leading the blind: 

Old-Fashioned Lead Generation Methods: 

• Telemarketing 

• Promotions 

• Leaflets and Brochures 

• Door to Door 

• Advertising 

• Mail Shots 

• Mailings 

Incorrectly used… Regardless of the format, it is still 

perceived as ‘junk marketing’ or ‘Spam’… 
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Too many businesses play follow the leader. Just because a 

major corporation does it or your competitor down the road, does 

not mean it is right for your unique business. 
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Chapter 4: Marketing 

“Real integrity is doing the right thing, knowing that nobody’s 

going to know whether you did it or not.”—Oprah Winfrey 

The main function of any business is the acquisition of new 

customers and the fulfilment of the current customer’s needs to 

make a profit. 

So, regardless of the type of business, market, products or 

services; all businesses are Sales & Marketing businesses. 

“…Because its purpose is to create a customer, the business has 

two—and only two—functions; marketing and innovation. Marketing 

and Innovation produce results, all the rest are costs.”—Peter 

Ducker: Author and Professor. 

Reality No. 1. Having a ‘great’ product or service alone will 

not achieve success… BUT a ‘quality’ product or service 

marketed in a superior way will GUARANTEE your success. 

Reality No. 2. The KEY to a profitable business is to 

successfully implement effective and affordable Marketing and 

Innovation: 

The Ultimate Goal for Business Mastery… 
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To Create ‘Top of Mind Awareness’ 

Anytime anyone in your marketplace needs or wants your 

product or service …they call you first. 

Because what you have to offer is considered so different, so 

special, and so unique… that they can’t get it anywhere else or 

from anyone else. 

The 5 Essentials For Strategic Marketing 

A five year study of the Times 1000 and Fortune 500 

companies, revealed that the ones who were leaders in their field 

all invested heavily in the following five departments. 

• Direct Marketing 

• Customer Education 

• Brand, Image and Positioning (how they are perceived). 

• Personal Contact 

• Internet 

How many of these are you using effectively? And … which 

one of these do you think has the greatest impact on your 

business success and your customers? 
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A certain percentage of the market is pre-disposed, ready, 

willing and able to buy your product or service today. So we 

need to invest all the resources at our disposal to find these 

prospects right now before they buy, what may well be an 

inferior product from our competitors. 

Marketing is the all-powerful process of getting people to 

want to buy a product or service. This is frequently 

acknowledged as sowing the seeds. 

Prospecting is the process of harvesting and gathering the 

fruits of this incredibly expensive advertising or marketing 

activity. It has been said that ‘half the money spent on 

advertising is a complete waste, but we just don’t know which 

half’. 

You simply must be in a constant state of marketing yourself 

or your company. Marketing has a certain momentum. The 

marketing engine must be constantly running. The very minute 

you let that engine idle, or turn it off, the marketing machine 

stops moving forward and business stops coming in. And when 

the business stops, it takes time for it to get going again from a 

cold start. 
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A great deal of sales people get lulled into complacency when 

business is booming. When you are incredibly busy, it’s difficult 

to think of a time when you might have nothing to do. But when 

you finally catch up, and you don’t have another lead or another 

job in the pipeline, it almost always takes a lot of time and work 

to restart that marketing engine, get it to work, and finally land 

you that next client. 

Think of marketing like a shark. Marine biologists tell us that 

sharks can never rest. They must constantly move forward 

through the water because sharks breathe through their gills. 

They have to move water through those gills to keep them 

working. If the shark stops, it literally suffocates and dies. 

It’s an excellent analogy for the sales person. Remember it! 

The minute you stop marketing, you risk choking off your 

business. By the time you get things started again, it may be too 

late! It’s always better to be in a position of needing to turn 

business away rather than begging for your next job. 

Sales people with a start-up database may spend 100% of their 

time marketing their services. Sales people that have a solid 

client base should continue to spend 10 to 20 percent of their 
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time on marketing activities and plan on spending up to one day 

per week on Prospecting. 
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Marketing Idea Prompter 

Cassettes Cable 

Audio Cassettes Video Boxes 

Video Cassettes Classified 

CD ROMs / DVDs Movie Theatre 

Business Cards Per Inquiry 

Informational / Educational Business Card 

Personalised Flyers 

Interviews Door Hangers 

Articles Card Decks 

Magazines Package Inserts 

Newspaper Invoice Inserts 

Newsletter Bag Stuffers 

Trade Publications Internet / Web Sites 
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Advertisements Restaurant Placemats 

T-Shirt White Pages 

Vehicle Yellow Pages 

Bumper Stickers School Sports Programs 

Taxi Cab School Yearbooks 

Buses Church Bulletins 

Bus Stop Benches Matchbooks 

Billboard Electronic Bulletin Boards 

Subway Building Signage 

Parking Meter Brochures 

Radio Bulletin Boards (Supermarket, 
Etc.) 

Television Refrigerator Magnets 

Remembrance Give-Away 
Items 

Fairs 
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Calendars Paid / Unpaid Public Speaking 

Directories Keynote Speeches for Service 
Clubs 

Tabloids Seminars 

TV Infomercials Workshops 

On-Package Advertising Clinics 

In-Package Advertising Consultations 

Newsletters Teach Classes 

Competitors Party Plan 

Complimentary Products / 
Services 

Shopping Centre Promotions 

Schools Invitation-Only Events 
(Breakfasts, Lunch’s, Seminars) 

Industry Sponsor Community Service 

Interest Groups Contests (Customer, Public, 
Staff, Employee) 
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Events Prize Drawings 

Open Houses Host Cross Promotions 

Conferences Demonstrations 

Booths (Conventions, Trade 
Shows, Expos, Etc.) 

Sponsor Scholarships 

Flea Market Stands Private Unveilings 

Sponsor Sports Events Previews 

Golf Vendor Sponsored Events 

Tennis Telephone 

Other Telemarketing—Inbound 

Charity Fund Raisers Telemarketing—Outbound 

Exhibits Answering Machine Messages 

Teleseminars On-Premises 

Teleconferences Point of Purchase Displays 
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Recorded Phone Messages / 
Info Lines 

In-Office Displays 

Mail Window Displays 

Direct Mail Letters Take-Ones 

Direct Mail Postcards Signs 

Broadcast Fax Marquee—Banner Signs 

Coop Mailings Posters 

Endorsed Mailings Moving Displays 

Cross Promotions Printed Items 

Media Books 

Magazine Ads / Articles / 
Feature Stories 

You Author 

Newspaper Ads / Articles / 
Feature Stories 

Other Author’s 

Newspaper Inserts Business Cards 
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Radio Ads / Stories Catalogues 

Television Ads / Stories Brochures 

Press Releases Coupons 

Radio Talk Show Host Educational Materials 

Radio Talk Show Guest Reprint Press Articles 

Television Show Host Gift Certificates 

Television Guest Punch Cards 

Newsletter Ads / Articles / 
Stories 

Special Reports 

Churches Calendars 

Schools Sales Force 

Industry Cold Calling 

Interest Groups Door-to-Door 

Manufacturer’s Reps Sell or Publish Courses 
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Telemarketing Rent or Purchase Database 
Listings 

Inside Selling Donations (high profile, non-
profit) 

Newsletter / Mailing List 
Sign Up 

Gifts 

Surveys Gift Baskets 

Distributors Blimps 

Associate or Affiliate E-
Marketing 

Search Lights 

MLM Association Memberships 

Joint Ventures / Symbiotic 
Relationships 

Letters to the Editor 

Centres of Influence Customer Mailing Lists 

Complimentary—Non-
Competitive 

Licensing 

Customers / Clients Loss Leaders 
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Competitors Personal Contact 

Non-Related Businesses Positive Picketers 

Suppliers / Vendor Preferred Provider 

Credibility Boosters Premiums 

Centres of Influence PSAs 

Celebrity Endorsements Rolodex Review 

Referrals Special Events 

Current Customers Word-Of-Mouth 

Past Customers Ad Specialties 

Vendors Advertorial Services 

Competitors Advisory Board 

Miscellaneous  
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Chapter 5: Positioning. 

“When a consumer derives value—especially from something 

that was given to him for free—he becomes the best kind of 

evangelist.”—Mitch Joel 

Position Yourself or Your Company as The Expert Authority In 

The Industry 

Positioning is a pivotal marketing concept that actually 

encompasses many aspects of marketing today. But the word 

itself generally refers to your position “relative to” or “against” 

your competitors. That’s because, these days, you’re likely to 

have a lot of competitors no matter what kind of business you’re 

in. 

Just open up the Yellow Pages or Google. How many dentists 

are listed in your town? How many plumbers? How many 

insurance brokers? The list is long in most categories. 

The dilemma that immediately confronts the thinking business 

owner is: “Why should anyone select me, rather than the other 

guy? We all have about the same level and quality of service, we 
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all have prices within the same basic range, and we’re all equally 

accessible, and so on.” 

What is the answer to this dilemma? Many people might jump 

in and say: “Prospects tend to choose the one with the lowest 

price.” But this is simply not true. Study after study shows that 

price is seldom the primary factor in making a decision to choose 

one dealer over another. If it were so, no luxury, premium or 

high quality goods would ever be sold. The fact is, many factors 

enter into why people choose one business over another, and 

often the choice is merely random. Not everyone is a 

discriminating shopper who weighs every factor before choosing 

a product or service. 

This is where positioning comes in. If you want customers to 

choose you, then you need to position yourself against the 

competition in a way that makes you stand out, and which gives 

good reason for people to choose you. One of the best ways to 

do that is to foster an image of yourself as being “an expert in 

your field.” In other words, you want people to think: “Sure 

there are a lot of good dentists in this town, but Mr. Bill Johnson 

is a dentist’s dentist—he’s an expert, he knows more about the 

science of dentistry than the average dentist.” 
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You cannot compete on price alone. How would people obtain 

that view of Bill Johnson? Well, what if he published a book of 

tips on dental care, and “how to”, anyone can maintain healthy 

teeth and also reduce their dental care bills by 30%? What if Bill 

Johnson also conducted free seminars in dental care, or offered 

his services to local schools to come in and talk to young 

students about proper daily dental care? And what if he also used 

those opportunities to promote his book? And since Bill Johnson 

has published a book on dental care, it’s likely a local radio 

station and newspaper will grant him an interview to talk about 

his book, and why he wrote it. He may also get invited onto TV 

and radio programming when basic health topics are discussed—

reporters usually invite the guy who’s an expert, and the guy 

who “wrote the book” is mostly likely to be that man. 

Positioning yourself as an expert means doing something that 

makes you stand out as an expert. 
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Chapter 6: The 7 Profit Generators 

“You gain strength, courage and confidence by every experience 

in which you really stop to look fear in the face … You must do the 

thing you think you cannot do.”—Eleanor Roosevelt 

There is a limit to how much you can cut expenses before 

quality and service is affected. 

Therefore, it makes sense to focus on growth: 

Increasing just one of these will help your business to grow… 

But by increasing ALL of these Generators by just a small 

margin will exponentially skyrocket your bottom line profits! 

1. Number of Hot Prospects. 

2. Conversion Rate. 

3. Number of Transactions. 

4. Transaction Value. 

5. Profit Margin. 

6. Number of Referrals. 

7. Buying Lifetime. 
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It is easy to accept that to make sales we need to achieve 

increased volumes of Hot Prospects whilst we strive to increase 

our conversion rate, i.e. the number of hot prospects we need to 

make a sale. 

To increase the conversion rate, the fundamental and critical 

factor is always, absolutely always, based on the quality and 

exclusivity of the hot prospects. 

At another time we will discuss how to increase the 

conversion rate, the number of transactions, the transaction 

value, the profit margin, the referrals and the Life time value, but 

for now we will focus on acquiring and increasing the number of 

Hot Prospects. 
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Chapter 7: Prospecting 

“You are what you repeatedly do. Excellence is not an event—it 

is a habit.”—Aristotle 

Prospects 

Prospecting is generally accepted as the act of locating and or 

identifying people, who will be known as ‘hot prospects’ or ‘hot 

leads’ that are in the market to buy your products or services. 

Suspects 

It is universally acknowledged that to get to these cherished 

and valuable ‘hot prospects’ we frequently have to sieve through 

much greater volumes of ‘suspects’. This refining exercise is 

known as ‘Lead Generation’. For example, someone who is 

currently actively engaged in looking at cars with a view to 

buying one would certainly be considered by a car dealer as a 

‘hot prospect’. Whereas someone who owns a car, and there is 

no tangible evidence that they are in the market to buy another 

car could be merely considered a ‘suspect’ or ‘cold lead’. 

It also follows that the car owner who makes a telephone 

enquiry to the ‘Bentley’ showroom for the price of a new 
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‘Bentley’ could well be considered a ‘prospect’ by the 

salesperson until they realise that the caller is the owner of a 

very modest, ten year old Ford Escort who does not have the 

financial resources to make such a transaction. This possible 

‘prospect’ would be rapidly downgraded to the lowest level of 

‘suspect’ by the Bentley dealer. This Ford Escort owner could 

however be considered a serious ‘prospect’ by another more 

modest car dealership. 

Someone who owns their own property could well be 

considered a prospect for a ‘conservatory’. But alas if the 

property is a one bedroomed flat on the tenth floor of a high rise 

block, it would be rapidly downgraded to ‘suspect’. 

Sensible Prospecting Should Be Split Between Short, Medium 

and Long Term 

If you are in a hurry and urgently need to make a sale today 

then you are obviously going to have to cut through the various 

stages of lead generation or prospecting by almost certainly 

buying some Hot Leads today. 
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You should simultaneously proceed to work on some medium 

and long term prospecting to avoid having the same pressure in 

the future. 

If you are reluctant or resist doing some medium to long term 

prospecting then you will either leave the business or seriously 

regret it by having to constantly fire-fight your way through the 

purchase of some very expensive Hot Leads. 

A good salesperson can however move a prospect along the 

way from them being uninterested to wanting something so 

badly that they need it absolutely today. 

Today’s Lead Generation and prospecting paves the way for 

tomorrow’s Hot Prospects and sales. 

The question is asked every day, ‘where do we find new 

customers from’? Or what is the best way to find new 

customers’? 

It is really sad, but the question is always asked in a way that 

it implies, there is just one way, when of course we know that 

there has to be multiple ways of winning new customers. 
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There has to be multiple ways, simply because the buyers who 

buy the identical products or services, come in all shapes and 

sizes and their individual reasons or motivation for buying are 

numerous, personal and unique. 

Prospecting should be split between Existing customers and 

New Customers. It is generally accepted that to increase sales 

from new customers’ demands some eight times more resource 

than securing increased sales from existing customers. On this 

basis it would be easy to argue that all our resources should be 

invested in increased sales from existing customers. 

It is however agreed that there is always a limit to the return 

on investment (ROI), from increased sales opportunities which 

can be derived from existing customers. 

In the circumstances, it is accepted that every company must 

invest a resource in securing new clients and alas most 

companies just do not have enough customers in any case. 

Existing Customers 

1. With Existing customers we should be dividing our energy 

between retaining the existing business and seeking 
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opportunities for an Increase in business, i.e. an increase in the 

number and or value of transactions. 

2. This Increase can come from increased volumes from 

existing lines or additional lines. 

3. A sales meeting should establish: 

• Are we meeting the required performance/standards to 

retain the current level of business. “How are my people 

looking after you?” 

• Is there an opportunity to increase sales volumes on our 

current lines? “What do we have to do to win more 

business from you?” 

• Is there opportunity for sales of additional lines? “How 

are you/we doing with new product development?” 

New Customers 

When the salesperson is Prospecting for new customers he/she 

should ideally have a database of prospects who are qualified to 

some degree, in that they have been moved from being a 

‘Suspect’ or ‘cold lead’ i.e. a possibility, to a ‘hot prospect’ i.e. a 

Probability. He/she should have company name, buyers name 
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with telephone number, email address, approximate potential and 

maybe credit checked? 

When the salesperson is planning his diary, a sales day will 

invariably be planned around a qualified or ‘Prime’ prospect. 

Once the appointment is secured with the ‘Prime’ prospect the 

salesperson will then try and complete the diary day with ‘fill-ins 

of whatever he can get’. These prospect fill-ins can frequently be 

prospects who have not been identified or qualified as Hot 

Prospects. 

The question is frequently asked, ‘when do we do our follow 

up call’? And it depends entirely on to whom and what are we 

selling and whether it is a product or service. 

To get someone to buy a product or service that they 

frequently purchased in the past is far easier than getting 

someone to buy for the first time. To get someone to change 

suppliers is also far easier than to get someone to buy and use the 

product or service for the first time. 

It is agreed that the salespersons time will always be far better 

spent if he could fill his diary with more qualified prospects. 

Is It A Cold Lead Or A Hot Prospect? 
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The definition of a ‘lead’ or a ‘prospect’ has become so 

convoluted over the years that you could ask many sales 

managers, CRM providers or marketing experts and end up with 

twenty different responses. There is a very good reason for this 

and it is that each sales person or company will grade cold, warm 

and hot prospects differently. So I will provide you with the 

guide that I have found to be the most commonly used and is the 

clearest and most beneficial in categorising data. 

I will also warn you, if you are purchasing ‘Leads’ you should 

go through this list with the provider and have a clear 

understanding of what you are buying., because I guarantee you 

that the sellers definition will almost certainly differ from yours. 

A perfectly clear understanding of what you are buying will save 

a great deal of time and problems later. 

I will also say that it is pure semantics; you can have cold, 

warm or hot leads or cold, warm or hot prospects. What you call 

them is entirely up to you, it’s what you understand them to be is 

what matters. 

During the marketing process, potential customers go through 

certain stages of engaging with your business. They start out, not 

knowing who you are, then there is a tentative interest, some will 
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come to desire your product or service and in an ideal situation 

that desire becomes strong enough to succeed in a purchase. The 

terms cold, warm or hot prospects can help you identify how far 

along this progression the individual in question might be and 

what action you need to take to move them closer to a sale. You 

may choose to grade them 1-10 in order of qualification. 

Definition 

Some will say that we go prospecting for Hot Leads. 

• They may not realise that they need your services. 

• They may not be ready to buy. 

• They may realise that they need our services but also 

assume that they can’t afford them. 

• They may have decided to buy from one of our 

competitors. 

• They may not be aware that there is such a product or 

service in the market. 

• It is often said that ‘people don’t know what they want 

until they know what is available’. 

What Helps You Identify A ‘Hot Prospect’? 

Some people will define a hot prospect as someone who; 
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• Actually asks for the meeting with you. 

• Has a budget available to spend with you. 

• Is suffering enough ‘pain’ to want to commit to a course 

of action. 

• Has come to you based on another person’s strong 

recommendation. 

• It’s the type of client you would love to work with and 

serve. 

What Is The Difference Between A Lead And A Prospect? 

A lead or a prospect can mean exactly the same thing. The 

name is irrelevant; it’s the qualification that matters. 
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Chapter 8: Cold Calling——Health Hazard!!! 

Background 

In terms of prospecting, the main difference between the 

major corporates, the blue chip companies and the start-ups or 

small to medium size enterprises, (SME’s) is that the big players 

have the financial resources and the systems in place to enable 

them enjoy and rely on a steady supply of Hot Prospects and 

new customers. 

The smaller companies are frequently under pressure to secure 

more customers immediately or go out of business. They do not 

have a sound and reliable strategic plan in place for producing a 

regular supply of new customers. 

So in the absence of having a robust system in place that 

produces a regular supply of hot prospects, the SME is forced to 

cut corners and try and force the situation by either buying 

expensive ‘Leads’ or buying expensive short term advertising 

space. 

Out of frustration, when a company does not know how to 

find a reliable and consistent flow of new customers they resort 
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to expensive ‘advertising’ without having a clue as to what 

return on investment (ROI) they should reasonably expect. If in 

doubt, run an ad!!! “If I spend £XXX, then surely I should get 

some replies” very sadly, not necessarily. 

It is often said that advertising is the price you pay for not 
sharing your passion. 

 

What The Advertising Agencies Won’t Tell You!!! 

We should also be fully aware that ‘The ambulance chasers’ 

‘the fire fighters’ the organisations that offer their services to 

help the sales organisation who have failed to plan are the 

Advertising Agencies. If we don’t do medium and long term 

marketing today then we will need the fire fighters for the magic 

advertisement to provide us with a sale when we are under 

pressure. Advertising plays a magnificent part in our overall 

marketing strategy, but let’s not just use them when we are in 

trouble. That can be incredibly expensive and may not work as 

well as we need it to and certainly not as fast as we need it. 

If the company cannot afford, the cash outlay for either of 

these two options, they tend to resort to what might appear a less 
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expensive option i.e. cold calling, notwithstanding the fact that 

they hate it and are probably not very good at it. 

There has to be a better option and thank goodness for The 

“P.E.R.F.E.C.T.” Method. The Lead Generation system that 

will skyrocket your sales. 

Sales people have been saying it for years, “just put me in 
front of someone and I will sell them anything”. 

“I cannot be doing with all this silly cold calling, you give me 
some decent appointments and I will sell them”. 

“I have been selling all my life and I have no time for all this 
door-knocking nonsense”. 

Some Sales Managers or Sales Directors, who are living in the 

past, will frown when they hear the above from their sales 

people and, will simply say “it’s the only way”. 

And when you challenge them with “those bad old days have 

long gone”, they will demand, “Where do we get our next 

customer from? Or “then you tell me a better way”. 

Well the good news is, there is a better way. 

Buy a lottery Ticket. 
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If all of the above is true, then to try and find a good flow of 

Hot Prospects today who you hope will buy your product or 

service today can be a daunting task. And the chances of you 

finding these Hot Prospect today from cold calling are slim. You 

would probably have a better chance of winning the lottery. 

Before you are ready to understand and accept the principles 

outlined here, you need to understand exactly why ‘cold calling’ 

should not be your preferred option. Cold calling is slow, time 

consuming, expensive and can be heart breaking. Good effective 

cold callers can be hired and be happy to work for the minimum 

wage and unless that is your hourly rate then you should look to 

outsource the task. The chances are that you are over qualified 

for the job and that you can make much better use of your time. 

Out With The Dark Ages 

Cold calling today for a sale today takes us back to the dark 

ages. Times are rapidly changing. We have had the Stone Age, 

the Bronze Age and the Iron Age taking us as far back as 6000 

BCE and we are now in the ‘Information Age’. So let’s get to 

work with and make the best use of the vast amount of 

Information available to us today… 
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When a sales executive’s time had a lower value than it is 

today and before we moved into the ‘information age’ this is 

how sales people were trained. It is frightening and unbelievable 

but some are still living in the past and for some strange reason 

are holding on to these old tried and tested formula’s that may 

have worked in a previous era. 

The old Lead generating system. (Now replaced) 

1. Establish your monthly sales target. £/$ e.g. 12,000 

2. Establish your average value per sale. £/$ e.g. 1,500 

3. Divide sales target by average sale value. 

12,000/1500=number of Sales=8 

4. Establish number of appointments/sales presentations = 

to a sale. e.g. 1:4 i.e. he needs 4 sales opportunities per 

sale. 

5. Establish the number of prospects he needs to make an 

appointment e.g. 1:6 i.e. he needs to speak to 6 

prospects for every appointment. 

6. Establish number of cold leads/suspects/calls that he 

needs to secure a qualified prospect. This number is 

massively important and is determined precisely by the 

quality of the original database of cold leads. This 
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success ratio can very easily vary between 1:10 or 

1:100 or 1:1000 or whatever. 

7. If it is 1:10 then 

8. We need to make 8(sales) X 4 (sales opportunities) X 6 

(prospects) X 10 (cold calls) = 1920 cold calls per 

month. 

9. 1920 cold calls per month divided by 20 days = 96 per 

day. 

You don’t need to be very bright to see how difficult it is to 

divide your time and energy between cold calling and actual 

selling. 

So you can see the problem and the reality is that in applying 

the real figures to the above formula produces an invariably 

much worse scenario. Your results will be based entirely on the 

quality of the original database of leads used. 

Cold Calling Can Seriously Damage Your Health 

Particularly if you are a bright outgoing confident person who 

is enthusiastic and passionate about selling a product or service. 

If you have the desire, ability and commitment to influence 
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people and enjoy getting out there and meeting people then cold 

calling is almost certainly not the job for you. 

Cold calling can be debilitating as you will be spending vast 

amounts of time, not talking to anyone or perhaps talking to 

prospects who 

• Don’t want to talk to you. 

• Have no need for your product or service. 

• May buy your product in the future but not right now. 

• Does not wish to be contacted again. 

• May already be a customer. 

• Has just bought your product from a competitor. 

• Would love your product but does not have the resources 

to buy it. 

• May be interested in your product but would prefer to buy 

than be sold to. 

Sales people all over the world are introduced to the following 

poem and warned not to quit. But we must be sensible and 

acknowledge that it is insane to keep doing the same thing and 

expect different results. Times have seriously changed; we are 

now in the exciting ‘Information age’ let’s make the best of it. 
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Don't Quit 

When things go wrong, as they sometimes will, 

When the road you're trudging seems all uphill, 

When funds are low and the debts are high, 

And you want to smile but you have to sigh, 

When care is pressing you down a bit, 

Rest if you must, but don't you quit. 

 

Life is queer with its twists and turns, 

As every one of us sometimes learns, 

And many a failure turns about, 

When he might have won if he'd stuck it out. 

Don't give up, though the pace seems slow 

You may succeed with another blow. 

 

Often the goal is nearer than 

It seems to a faint and faltering man; 

Often the struggler has given up 

When he might have captured the victor's cup, 

And he learned too late, when the night slipped down, 

How close he was to the golden crown. 
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Success is failure turned inside out 

The silver tint of the clouds of doubt, 

And you never can tell how close you are 

It may be near when it seems afar; 

So stick to the fight when you're hardest hit 

It's when things seem worst that you mustn't quit.— By Author 

Unknown 

Whilst cold calling for the sales executive is generally 

accepted as a poor investment of his time. If a sales person hates 

and most of them do, hate doing cold calling then why put them 

through the agony when we can get others who love the job and 

can be quite exceptionally good at it. 

If a company decides to do their own lead generation and do 

their own cold calling then by all means do so but first of all 

acknowledge that Lead Generation and selling are two very 

different skill levels and should be resourced accordingly. 

Many a salesperson gave up thinking that he/she was not 

suited to sales, when in fact they just hated cold calling. 

Cold-Call Definition 
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To make an approach in person, by mail, or telephone to 

someone who you know nothing about and who equally, they 

know nothing about you, this approach or call is described as a 

‘cold call’. 

To cold call like this is bound to be very labour intensive, 

expensive and very inefficient. If selling is a numbers game then 

the odds are stacked heavily against the caller. You are relying 

far too much on getting lucky. 

This type of prospecting is taking ‘the numbers game’ a step 

too far. Whilst selling was never intended to be dead easy, it was 

never meant to be this difficult. 

If You Hate Cold Calling Then Stop Doing It 

With so much information available these days it makes sense 

to make warm calls and not cold calls. And the warmer the call 

the better the chance of success. People are more likely to do 

business with people they Know, Like and Trust. 

Times have changed and the reality is that, if a salesperson is 

‘cold calling’ then they are not selling. And the chances are that 

the Salesperson is invariably over qualified for the task. A 

salesperson should be talking to ‘Hot qualified Prospects’ and 
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not ‘suspects’. The cost and value of a salesperson’s time has 

over the years and in the current economic climate, increased 

enormously. 

Apart from the inefficiency of cold calling, it is mind 

numbing, de-motivational and a massive waste of a salespersons 

valuable time. A bright intelligent salesperson should not sit 

there trying to convert suspects into prospects. The sales 

person’s job is to convert prospects into buying customers. 

Why Cold Call When Social Media Will Tell You The Following? 

1. Where he/she lives 

2. Where else has he/she lived 

3. Married/Single/Divorced 

4. Number of children 

5. What kind of car he/she drives 

6. What kind of holidays he/she likes 

7. What kind of work 

8. Where does he/she work? 

9. What restaurants he/she likes 

10. What wine he/she likes 

11. What food he/she likes 

12. What sport he/she likes 
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13. Which club he/she supports 

14. Which cigars he likes 

15. Love Cats 

16. Cats name 

17. Hate dogs 

18. Where he/she went to school 

19. University attended 

20. Which Degree 

21. Drink too much coffee 

22. Favourite Books 

23. Favourite Newspaper 

24. Favourite Radio Station 
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Cold Calling And The Law 

Current EU Directives in Force 

 

The Telecommunications (Data Protection and Privacy) 
Regulations 1999. 

A cold call is an unsolicited telephone call or communication 

usually by a business who is seeking to attract new customers. 

Cold calling can in some circumstances be legal. However, 

since the Telecommunications (Data Protection and Privacy) 

Regulations 1999 came into force restrictions have been placed 

on cold calls, unsolicited faxes and emails. 

The Telecommunications (Data Protection and Privacy) 

Regulations 1999 created the Telephone Preference Service and 

the Fax Preference Service. There are now the following 

preference services: 

The Telephone Preference Service 

The Telephone Preference Service is a central opt-out register 

whereby individuals or sole traders can register their wish not to 

receive unsolicited sales and marketing telephone calls. 
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The Fax Preference Service 

The Fax Preference Service is a central opt-out register, 

primarily aimed at businesses, whereby individuals or businesses 

can register their wish not to receive unsolicited sales and 

marketing faxes. 

The Corporate Telephone Preference Service 

The Corporate Telephone Preference Service is a central opt-

out register, whereby businesses can register their wish not to 

receive unsolicited sales and marketing telephone calls to either 

all their organisation’s telephone numbers, or to certain numbers. 

The registers are kept and maintained by OFCOM. Since the 

Telephone Preference Service was sent up the law has been 

amended and the law currently relating to the Telephone 

Preference Service is contained in the Privacy and Electronic 

Communications (EC Directive) Regulations 2003 as amended 

by the Privacy and Electronic Communications (EC Directive) 

(Amendment) Regulations 2004. 

When is cold calling legal and when is it illegal? 

Use of automated calling systems. The Privacy and Electronic 

Communications (EC Directive) Regulations 2003 prohibits the 
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use of communications comprising recorded matters for direct 

marketing purposes by means of an automated calling system. 

An automated calling system is a system which is capable of 

automatically initiating a sequence of calls to more than one 

destination in accordance with instructions stored in that system 

and transmitting sounds which are not live speech for reception 

by persons at some or all of the destinations so called. 

There is an exception to this prohibition where the called line 

is that of a subscriber (the person who subscribed to the 

telephone service, for example a customer of BT) who has 

previously notified the caller that for the time being he consents 

to such communications. 

Where the use of automated calling systems is permitted the 

caller is required to provide their name. 

Use of facsimile machines for direct marketing purposes 

The Privacy and Electronic Communications (EC Directive) 

Regulations 2003 prohibits the transmission of unsolicited 

communications for direct marketing purposes by means of a 

facsimile machine where the called line is of an individual 

subscriber or a corporate subscriber who has previously notified 

the caller that such communications should not be sent on that 
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line or where the fax number is listed in the Fax Preference 

Service register. 

There is an exception where a subscriber has previously 

notified the sender that he consents for the time being to such 

communications being sent. Where a subscriber is listed in the 

Fax Preference Service register and has notified a caller that he 

does not object to such communications he is free to withdraw 

that notification at any time. 

A person will not be treated as having contravened the 

Regulations where the fax number has been listed on the Fax 

Preference Service Register for less than 28 days preceding that 

on which the communication is made. 

Where the transmission of faxes is permitted the sender is 

required to provide their name. 

Unsolicited calls for direct marketing purposes 

The Privacy and Electronic Communications (EC Directive) 

Regulations 2003 prohibits the use of public electronic 

communication services for the purpose of making unsolicited 

calls for direct marketing purposes where the called line is that 

of a subscriber who has previously notified the caller that such 
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calls should not for the time being be made on that line or where 

the number allocated to a subscriber in respect of the called line 

is listed in the Telephone Preference Service register or the 

Corporate Telephone Preference Service register. 

There are exceptions where a subscriber is listed in the 

Telephone Preference Service register or the Corporate 

Telephone Preference Service register but has notified a caller 

that he does not, for the time being object to such calls being 

made on that line by that caller. Where a subscriber is listed in 

the Telephone Preference Service register or the Corporate 

Telephone Preference Service register and has notified a caller 

that he does not object to such calls he is free to withdraw that 

notification at any time. 

A person will not be treated as having contravened the 

Regulations where the number allocated to the called line has 

been listed on the Telephone Preference Service register or the 

Corporate Telephone Preference Service register for less than 28 

days preceding that on which the call is made. 

Where cold calling is permitted the caller is required to 

provide their name and, if requested by the subscriber, either 
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their address or telephone number on which they can be reached 

free of charge. 

Unsolicited emails for direct marketing purposes 

The Privacy and Electronic Communications (EC Directive) 

Regulations 2003 prohibits the transmission of unsolicited 

emails to individuals for direct marketing purposes. 

There are exceptions where: a recipient of an email has 

previously notified the sender that he consents for the time being 

to such emails being sent by the sender; or where the sender has 

obtained the contact details of the recipient of the email in the 

course of the sale or negotiations for the sale of a product or 

service to that recipient; where the direct marketing is in respect 

of that person’s similar products and services; and the recipient 

has been given a simple means of refusing (free of charge except 

for the costs of transmitting the refusal) the use of his contact 

details for the purposes of such direct marketing, at the time that 

the details were initially collected, and, where he did not initially 

refuse the use of the details, at the time of each subsequent 

communication. 

Where the use of electronic mail for direct marketing purposes 

is permitted the Privacy and Electronic Communications (EC 
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Directive) Regulations 2003 prohibits the sender from disguising 

or concealing their identity and requires the sender to provide a 

valid address to which the recipient may send a request that such 

communications cease. 

End Of Legal Notice 
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Selling Is a Numbers Game 

If selling is a numbers game and it is, then how many numbers 

do we have to call? How many suspects do we need to find a 

qualified prospect? The sad truth is that most companies have no 

idea, is it one in four? one in forty?, one in a hundred or one in a 

thousand, or perish the thought could it be one in a million??? 

Guarantee 

The answer is that it will be different for every company and I 

will tell you exactly what it is and how you can work it out for 

your company. I will furthermore guarantee that once you have 

this formula it will prove an invaluable, intelligent property (IP) 

asset of your business. 

Before we get to examine the P.E.R.F.E.C.T. Method, let’s 

have a look at our option to outsource this task of Lead 

Generation. 
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Chapter 9: Lead Generation—-Outsourcing 

“It is amazing what you can accomplish if you don’t care who 

gets the credit. “—Harry Truman 

Background 

It’s agreed that we have to do sensible prospecting on a 

continuous basis and that cold calling is not our preferred option. 

We do however have the option to outsource this part of the 

job. When I talk about outsourcing, I mean either securing the 

services of an outside agency or company or possibly delegating 

the task to one of your own staff. 

You could quite easily hire either a part-time or full-time 

employee from the local Job Centre. Most of their work will be 

doing research and gathering information to be updated to your 

CRM system. 

They will not be hired as salespeople, that job is left for you. 

Their job is in Lead Generation. 

Google 
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Google is the greatest and largest most successful Lead 

Generator of all time. 

Google invests all its time and energy in introducing people 

with products, services and or information to those who want 

their products, services or information. The corporation has been 

estimated to run more than one million servers in data centres 

around the world and it processes over one billion search 

requests of user-generated data each day. 

The true value of Lead Generation is determined precisely by 

the quality of the leads produced and measured as cold, warm or 

‘hot prospects’? 

Prospecting is a term used on the sales side when companies 

seek to find qualified prospects that they hope to turn into 

clients. Activities such as networking, cold calling, and referral 

generation fit here. 

Lead Generation is a term that comes from the marketing side 

of the business. Technically, lead generation activities are the 

marketing department’s efforts to generate leads for the sales 

force. Things such as advertising, direct mail, publishing white 

papers, pay per click, etc. 
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Most people use the terms interchangeably since on a very 

small scale we engage in both, and most salespeople don’t 

distinguish between the various activities. In reality, for 

salespeople, prospecting, marketing and lead generation mean 

basically the same thing. 

But to be continuously successful and to maintain some 

motivation you do need to know exactly what you are doing. If 

you are selling a high priced item or service and are sifting 

through a cold database of some 1,000,000 records in the hope of 

finding a hot prospect today, then you are hoping to get very 

lucky. 

When you send out a direct mail piece to 1,500 people, you’re 

engaged in a traditional lead generation process, but on a tiny 

scale. 

A lead generator may send out 1,000,000 pieces to a stone 

cold database with a view to identifying and warming some of 

them up and to further qualify some as warm and hot prospects. 

But warming them up has little or no value unless you know who 

exactly you have warmed up, because you may have just 

warmed them up for your competitor. 
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Major corporations will use a call centre to prospect for their 

prospects by making telesales calls with a view to setting up 

appointments to be worked by the sales force, that’s lead 

generation. These calls are frequently assumed to be cold calls 

when in fact they are warm calls as a great deal of information is 

already known to the caller. 

The prospect may not know a great deal about the company, 

so one of the first things they will have to do is introduce them to 

their product, service or organisation. They then need to secure 

their permission to start marketing to them, through email, phone 

calls or direct mail. 

From that point onward they become a warmer lead. So your 

focus should shift to giving them the information they need to 

make a buying decision or any other action you can take to 

enhance the relationship until they feel a strong desire for your 

product and are comfortable enough to buy from you. 

Lead Generation Is Simple 

All you have to do is get a telephone directory and there you 

have a massive database of leads, albeit that they are stone cold. 
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This database is free and you can see why, to convert it into 

something of value and useful will cost time and money. 

This is a great time to break out of your old mould and adopt 

new marketing tactics that will help you grow your business. Not 

only will it make life more rewarding and interesting for you, it’s 

just plain smart. You see, it takes multiple contacts, some studies 

say as many as eight or ten are required before a sale is made. Of 

course, the actual number of contacts will depend on your 

industry and what product or service you’re marketing, but it’s 

easy to see why a programme that relies on a single approach 

will fall flat. 

The best marketing mix reaches your prospects throughout all 

phases of your sales cycle. So don’t be a ‘one trick pony’. If you 

focus exclusively on Direct Mail or PR for example, at the 

expense of other tactics, you’ll lose prospects along the way. 

And it is often essential to combine marketing tactics with sales 

for that final one-two punch. 

The conversion from a cold lead to a hot prospect. 

At any point in time, your business will have cold, warm and 

hot prospects. To visualise how they become customers, imagine 
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prospects moving through the sales cycle dial from zero to ten. 

Zero being what you would expect as the beginning and Ten 

being Bingo a red Hot Prospect. 

• Cold Prospects know little or nothing about your company 

and are just being exposed to your message for the first time. 

They enter your sales cycle from Zero to about 3 on the dial. 

• Warm Prospects have been exposed to your marketing 

messages or are prospects you’ve contacted using sales tactics 

and they reside between 3 and 6 on the dial. 

• Your Very Warm Prospects have either passed through 

your sales cycle and may have received as many as eight 

marketing messages and can be graded as an 8 on the dial. 

• Your ‘Hot Prospects’, may have received ten marketing 

messages and may come to you as referrals and could be 

measured as advancing towards the Maximum of Ten on 

the dial. 

Examples of Cold, Warm and Hot Prospects 

Cold. 
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• An individual or company who has not given you 

permission to engage with them. 

• Cold leads tend to say or think ‘I don’t know who you 

are’. 

• They have never heard of you. 

• You know nothing of their needs or resources. 

• They have no need for your products or services. 

• They do not have the resources to buy your 

product/service. 

Warm 

• Some may be tentatively interested in what you have to 

offer. 

• They have not made contact with you yet. 

• They have heard about your company and know who you 

are. 

• They have requested information about your company. 

• A prospect knows who you are. 
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Hot 

• They have previously agreed to take a phone call from 

you. 

• They have agreed to add them to your mailing list. 

• A request to join your newsletter list 

• Emails asking questions about your offer. 

• They have been referred to you by a friend. 

• They have requested or agreed to a sales meeting. 

• Web visitors opting in to your website to receive 

information such as an E Book. 

• The opportunity to talk to a prospect about a need that he 

has acknowledged. 

• When some somewhere intimates that they have a need of 

our services. 

• Collecting Customer Information. 

• They have a need for your products or services. 

• They may well be currently buying from your competitor. 

 

They may well assure the Lead Generator that they have no 

intention of changing as they are quite happy with their current 

supplier. This may well say so, be because they are unaware of 
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the depth and quality of the alternative service and what is on 

offer in the marketplace. Their Logic for buying needs to be 

supported with some Emotion. 

Your database is your livelihood. Building a list of customer 

names is an extremely valuable commodity to anyone selling 

anything. Names, addresses and phone numbers of qualified 

clients are big business in themselves. If you have ever dealt 

with a professional list broker, you know what I’m talking about. 

A one-time rental of a clean list of 1,000 names can cost a 

minimum of £1000, but very often a lot more. On the other hand, 

depending on what you are selling, £200 per lead could well be 

brilliant value for money. 

And immediately the question is asked “is that a high or a low 

price”? And the answer could well be that “the list was no better 

than a telephone directory or that it contained a fantastic list of 

invaluable hot prospects”. 

Lead Generation—Required Skill Level 

Lead Generation is a massive industry and deals with the 

activity of converting suspects into prospects. Good lead 

generators can enjoy a rewarding and satisfying career. They 
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need to work to a good system; with high quality training and 

management and then they can be very effective. A good 

manager will catch the Lead Generator doing many good things. 

It’s a tough job, with loads of rejection and plenty of 

encouragement will never go astray. 

Invariably a sales company will buy or rent a list of so called 

‘sales leads’. How much you pay for these leads will determine 

exactly what you will have to do once you receive them. 

If you have paid for and expect ‘Hot Prospects’ then it is 

reasonable that you should be able to approach them 

accordingly. The Lead Generation Company may well offer you 

a full credit for non-qualifying leads. 

On the other hand you may well have just bought a list of 

warm prospects and of course depending on how much you have 

paid and your expectation level you will no doubt treat them 

very differently. 

Let’s assume that you have just bought a warm list and your 

plan is, over a period of time to develop and convert as many as 

possible of these leads into ‘Hot Prospects’ 
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Whilst you may well import the full list and add it to your 

database, but it is now the work begins and this level of 

Prospecting could be split between different skill levels. (a) is 

the lower skill level whilst (b) and (c) demand a higher skill 

level. 

(a) You must first of all ‘clean the list’ by calling and 

checking the accuracy of the data. This will include the name, 

the correct spelling, the correct phone number, the email address 

and whatever other information you require. 

(b) Qualify the suitability of the prospect. 

(c) Establish when the prospect might best be in the market 

for your product or service. 

If the company has already got a database of existing 

customers then this list must of course be kept separate from the 

list of Prospective new customers. 

What Is A Qualified Lead? 

This is such a crucial and obvious question and frequently 

doesn’t get asked. And notwithstanding this ambiguity the Lead 

Generators invariably request payment up front. 
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The lead generators will rarely promise that the ‘Hot 

Prospects’ have decided to buy your product or service. What 

they are saying is that these ‘Hot Prospects’ are in the market to 

buy your product or service and that being the case, some serious 

selling is going to have to take place. 

And we all know that a ‘Hot Prospect’ today could well be too 

late tomorrow. All ‘Hot Prospects’ demand instant positive 

action. 

All ‘Hot Prospect’ should have name address, telephone 

number and whatever additional information you require. It is 

fair to say that the more information you require, the more you 

will have to pay for it. 

How you get your leads is your choice, but the more you 

qualify them the more likely you can convert them. 

Lead Generation is extremely time consuming. It takes 

building trust, being patient and working hard and then the staff 

will reap the rewards. No matter what type of product or service 

you sell, there are people in search of exactly what you are 

selling, so get along and try it out. 
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But for a lead generator to focus all their energy on generating 

leads and not attempting to make a sale, is a completely different 

story and can be a very worthwhile process and exercise. 

Successful lead generators can have excellent job satisfaction 

and be rewarded handsomely for their efforts. They are 

invariably paid on results. 

Lead generators use the telephone and raw data such as name 

and telephone number to (A) gathering more information and (B) 

create some interest and (C) qualify and convert the ‘suspect’ 

into a prospect. 

The telephone is a powerful tool in achieving this aim. A good 

lead generator will get results over the telephone that would 

never be achieved through emails or correspondence. It is a skill 

which demands charm, personality, imagination and persistence 

together with an excellent telephone manner. Lead generators 

know the importance of controlling the call and not dominating 

it. They know how to ask the correct questions and show a 

genuine interest and willingness to listen. This is not an 

administrative task; it is a high skilled, telephone based 

discipline. 
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If the company has already got a database of existing 

customers then this list must of course be kept separate from the 

list of prospective new customers. 

How Hot is Hot??? 

If you do not want to pay for a Generated Lead List, paying in 

the form of ‘cost per click’ advertising is an option. This can 

really jump start your leads while other strategies are going to 

take time. In this way, you’re balancing your efforts and driving 

new customers to your site immediately. 

When using twitter, most people think about growing 

followers and using hash tags. Sure, but also consider searching 

for keywords related to your products so that you can find people 

talking about buying things related to your product. Finding 

posts of interest can help generate new leads within your niche. 

Create a lead generation calendar. Potential leads can be put 

off if they are constantly confronted with your generation efforts. 

When you have a specific schedule, you present a more 

professional approach. This keeps you from developing useless 

pitches towards your leads again and again. 

The Process 
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• Initial phone contact, followed by a series of phone calls 

to gain the required information. 

• Send introduction email (if necessary). 

• Follow up email with phone calls, as soon as possible and 

within three days to gain further Information in qualifying the 

customer. 

• Google and Companies House checks will also be made. 

• All leads to be properly recorded which will enable the 

sales manager to ensure the Lead Generators (LG) receive 

helpful feedback on the true value of the hard work done. 

• The leads will often be credit checked, to establish if the 

prospect has the financial resources to purchase the product or 

service. 

• Once credit checked the prospect will then be passed onto 

the relevant sales person. 

Cowboys Or Unscrupulous Agents 

As this is a massive industry it is inevitable that it be littered 

with unscrupulous operators. 
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As an alternative to generating your own leads, you can 

simply go online and buy them. 

How much do you pay? Some will say ‘you will get what you 

pay for’. Now that is a nice idea but the reality is, that may not 

be the case. You can pay £1 for a lead or maybe £200, so why 

pay £200? Because the £1 may only buy you the name and 

address and telephone number of a ‘suspect’ whereas the £200 

lead may well buy you a ‘Hot Prospect’ i.e. full details of 

someone who has confirmed that they are in the market right 

now for your product or service. 

You also have to be careful that if you do invest significant 

sums of money with a lead generator that they don’t also sell 

your leads to a competitor or indeed multiple competitors. 

110 Ways Of Getting More Leads 

1. Bumper Stickers 
2. School Advertising and Promos 
3. Church Bulletins 
4. Card Decks 
5. Matchbooks 
6. Classified Advertising 
7. Door Hangers 
8. Restaurant Placemats 
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9. Electronic Bulletin Boards 
10. Bulletin Boards 
11. Cable TV 
12. on-Package Advertising 
13. Bag Stuffers 
14. CD-ROM Catalogues 
15. Interviews 
16. Flyers 
17. in-Package Advertising 
18. TV Infomercials 
19. Special Reports 
20. Fairs 
21. Correspondence Courses 
22. Online Catalogues 
23. Personal Letters 
24. In-Bound Telemarketing 
25. Outgoing Calls 
26. Private Unveilings 
27. Loss Leaders 
28. Canvassing House To House 
29. Banners Signs 
30. Centres of Influence 
31. Gift Baskets 
32. Celebrity Endorsements 
33. Gasoline Pump Ads 
34. Word-Of-Mouth 
35. T-Shirt Ads 
36. Statement Stuffers 
37. Voice Mail 
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38. Radio/TV Interviews 
39. Fund Raisers 
40. Gift Certificates 
41. Newsletter Inserts 
42. Magazine Inserts 
43. Letters to Editors 
44. Exhibits 
45. Associate E-Marketing 
46. Workshops 
47. Previews 
48. Tabloids 
49. Flea Market Stands 
50. Repetition 
51. The Small Press 
52. Big Newspaper Advertising 
53. Radio Advertising 
54. Magazine Advertising 
55. TV Advertising 
56. Internet Advertising 
57. Trade Journals 
58. Industry Newsletters 
59. College/Campus Newspaper Advertising 
60. Newspaper Inserts 
61. Press Release 
62. Drop Boxes 
63. Handouts 
64. Catalogues 
65. Brochures 
66. Yellow Pages 
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67. White Pages Listing 
68. Alternate and Special Directories 
69. Barter and Trade Exchanges 
70. Buying Customer Lists 
71. Direct Mail 
72. Piggyback Mailings 
73. Fax Broadcasting 
74. Fax-on-Demand 
75. Billboards and Posters 
76. Taxi and Bus Advertising 
77. Cinema Advertising 
78. Sponsorships 
79. Post Card Mailings 
80. Signs on Buildings 
81. Company Car or Vehicle Advertising 
82. in-Store Signs 
83. Moving Display In-Store Signs 
84. Sidewalk Signs 
85. Window Displays 
86. In-Store Special Promotions 
87. Start a Newsletter 
88. Stickers 
89. Refrigerator Magnets 
90. Promotional Premiums 
91. Sky Writing 
92. Inflatables 
93. Business Cards 
94. Networking 
95. Cold Calling 
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96. Sales Personnel 
97. Telemarketing 
98. Competitions 
99. Host Beneficiary 
100. Strategic Alliance 
101. Publish a Book 
102. Seminars 
103. Trade Shows 
104. Public Markets 
105. Location, Location, Location 
106. Business Hours 
107. Referrals 
108. Testing 
109. Grand Openings/Special Openings 
110. Party Plans 
111. Website 
112. Webinars 
113. Emails 
114. Social Media 
115. Facebook 
116. Twitter 
117. Linked-In 
118. You Tube 
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Chapter 10: Sell More Today 

“Kites rise highest against the wind, not with it.”—Winston 

Churchill 

You will note from the universally accepted business growth 

principles and The Seven Profit Generators that the first and 

second principles are, firstly, the number of Prospects you 

acquire and secondly, the Conversion rate from prospect to 

client/customer. 

Use It Before You Lose It 

Whilst prospecting is a common problem we are also faced 

with the challenge that having paid good money to acquire some 

Hot Leads that the salesman frequently expects that he has just 

bought some sales when in fact all he has done is acquired some 

prospects that need to be sold to. This is almost certainly the 

single most important contributing factor to the success of any 

business. This is the art of responsible conversion from prospect 

to a sale. 

Top quality Lead Generators will be very disappointed if 

having produced and sent you a list of ‘Hot Prospects’, you just 

send out some company brochures and hope that these ‘Hot 
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Prospects’ are going to queue up to buy your product or service. 

Let’s get in the real world. 

Sales Opportunities 

Good sound prospecting enables all this to happen. And good 

salesmanship will inspire the situation where the prospect feels 

the pain of not having what is for sale, and the pleasure of 

having and enjoying the product or service. 

“People are highly motivated to avoid pain and gain pleasure”. 

“People make buying decisions based on emotion which is 
backed up with logic”. 

 

How many people browsing the web, move from being 

uninterested to wanting it and needing it, ‘demand next day 

delivery’ and yet having received the goods, don’t use the 

product or service for some considerable time and indeed many 

days or weeks later?? 

What do we send the prospect? If you are looking for a sales 

appointment, then whatever you do, don’t send the whole 

kitchen sink. You should save some goodies for your visit. 
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It obviously depends on what you are selling, but if you 

expect that a one to one meeting should take place to complete 

the sale then the first step must be to ‘Sell an Appointment’. 

A Salesperson Diary 

When the salesperson is on the road and prospecting for new 

customers he should ideally have a database of prospects who 

are qualified to some degree, in that they have been moved from 

being a ‘Suspect’ i.e. a possibility, to a ‘Prospect’ i.e. a 

Probability. He should have company name, buyers name with 

telephone number and email address and approximate potential 

and maybe credit checked? 

When the salesperson is planning his diary, a sales day will 

invariably be planned around a qualified or ‘Prime’ prospect. 

Once the appointment is secured with the ‘Prime’ prospect the 

Sales man will then try and fill the diary day with whatever he 

can get. These fill-ins could well be warm prospects who are not 

identified or qualified as hot Prospects. 

It is suggested that the Salespersons time would be far better 

spent if he could fill his diary with qualified prospects. 

Control The Call/Meeting 
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There should never be any doubt in the sales persons’ mind 

that you should be in charge of the conversation. It is your job to 

see to it that the discussion proves purposefully towards your 

objective. This is not a social gathering, where we might leave 

things to chance. 

You should of course be familiar with the basic steps in a 

sales conversation. 

First, you should be consistently alert for the points in the 

conversation when one subject has been adequately discussed 

and the time is ripe to move on to the next. For example you may 

have asked “How is life at……?”. They may have answered 

your question and given sufficient information, but seem 

unwilling to let the subject drop. Sensing that this should be the 

turning point in the conversation, you now move to take up the 

next appropriate subject. Sometimes the change of subject might 

appear rather abrupt, but don’t let this concern you, as you have 

a plan and you know where you are heading. 

Occasionally you will encounter someone who tries to 

dominate the conversation through continuous talking. When 

dealing with a ‘motor-mouth’, it is often necessary to politely, 

but firmly interrupt, not with a statement but with a question, 
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chatterboxes will always welcome questions, they may choose 

not to answer them, but they welcome them nonetheless. 

“Mr…... what you are saying, (are saying not were saying, keep 

it in the present tense) is very true/very relevant/very interesting 

and May I ask you one question please? Then preface your 

question with a very brief statement followed up with your 

question to get you back on track. 

By asking a question, you are forcing the other person to 

switch their thinking to your new topic. While they are doing 

this, you are listening and lining up your next question. 

Don’t be afraid to let the other person talk, you are not losing 

control, on the contrary you are back in control and getting the 

other person to focus on your questions. You must maintain firm 

control of what subjects are discussed and to what extent. The 

ability to politely control a conversation is a skill possessed by 

almost every successful sales person. 

Try to talk in an evenly paced voice.-not too fast and not too 

slow. Don’t ever hesitate to slow down whenever you want to 

pick and choose words for exact meaning. Some sales people 

think that they have to talk fast to avoid losing control of the 

conversation, or allow the listener to question your level of 
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confidence. Through asking questions or making statements that 

demand a response keeps you in total control. 

Let’s consider one other reason why it is sometimes necessary 

to talk slowly. Simply stated, some people think slowly. When 

you encounter a person who is not too bright, by all means 

shorten your sentences and speak more slowly. 

Acknowledge and Outweigh. ‘If I were in your shoes, I know 

exactly how you feel, if I were you that is exactly how I would 

feel.’ 

The ultimate in control is to allow the other person to believe 

that they are in control. 

It is critically important that we control the conversation and 

not dominate it. 

The Telephone Call 

The telephone is a powerful tool in achieving this aim. A good 

sales person will get results that would never be achieved 

through emails or correspondence. It is a skill which demands 

charm, personality, imagination and persistence together with an 

excellent telephone manner. Lead generators know the 
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importance of controlling the call and not dominating it. They 

know how to ask the correct questions and show a genuine 

interest and willingness to listen. This is not an administrative 

task; it is a high skilled, telephone based discipline. 

Buying Signals 

Buying signals need to be handled with kid gloves. We must 

resist the obvious temptation to answer their question and 

thereby eliminating the opportunity for a sales visit. Most people 

believe that, in not answering the question, we may appear 

incompetent or inefficient, whereas a successful Lead Generator 

recognises that the fish is biting and we have to be careful not to 

frighten him away. 

The Reliable Measurement of Sales Activity 

Sales or New Business is defined as either introducing a new 

customer to the company or getting existing customers to make 

further purchases. 

1. Samples or Brochures: 

Another Indicator is the number of agreements you have 

reached to send a sample or brochure. There is very clearly an 
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obvious cost to the despatch of these. Whilst it may appear 

positive that a customer is willing to accept one, we must follow 

through on this and treat it as a lead for further opportunities. It 

is quite reasonable to expect the customer to let us know what 

they thought of what we have sent, be it good bad or indifferent. 

2. Suspects to Prospects: 

Research which produces or highlights additional information 

thereby enabling the conversion from suspect to qualified 

prospect. 

3. Presentation for an Appointment: 

Contact (telephone or walk-in) with the decision maker to 

secure an appointment. 

4. Appointment: 

With the purpose of the meeting to secure a new client or 

introduce the existing client to a new product or service. 

5. Sales presentation: 

A real sales opportunity worthy of a full Sales presentation. 
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6. Sales Opportunity: 

A promise or commitment from a new prospect or a 

commitment from an existing client to make a purchase. 

7. Sale: 

A new client or an existing client who makes a purchase. 

A salespersons performance will obviously be measured on a 

combination of the above. 

 

63 Ways of Boosting Conversion Rate 

1. The Guarantee 

2. Unique Selling Proposition 

3. Carry an Exclusive Line 

4. Develop an Exclusive Product 

5. Offer Greater Variety 

6. Sell Quality 
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7. Testimonials 

8. Demonstrations 

9. High Quality Brochure 

10. Making an Offer 

11. Packaging 

12. Awards and Citations 

13. Telephone On-Hold Messages 

14. Set up An Account 

15. Mail Order 

16. Payment Plans and Financing 

17. Audio and Visual Demonstrations 

18. Copy and Distribute Press articles 

19. Send an Action Plan 

20. Mission Statement-Vision 
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21. Questionnaires 

22. Office Dress Codes 

23. Try Before You Buy 

24. Sales Scripts 

25. Instilling Trust 

26. Rapport 

27. Sell Value, Not Price 

28. Be the Expert on Your Product 

29. The Up Sell 

30. The Cross Sell 

31. The Down Sell 

32. NLP Techniques 

33. Appeal to Emotions 

34. Follow-Up 
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35. Remember To Ask For the Sale 

36. Freephone Number 

37. Paid Reply Envelope 

38. Entertaining 

39. Sales Training 

40. Incentive Builders 

41. Conduct a Survey 

42. First Time Buyer Incentives 

43. Look Approachable 

44. Trade-Ins 

45. Selling In Bulk 

46. Limited Time Offer 

47. Direct Mail Innovation 

48. Get Maximum Prospect Data 
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49. Give to Receive 

50. Site Tours 

51. Concentrate on High Quality Prospects 

52. Create and Use a Company Profile 

53. Direct Mail Stimulators 

54. Send a Gift Cheque 

55. Have It On Hand 

56. Exclusive Customers 

57. Be Reliable, Be Consistent 

58. Keep In Touch With Customers 

59. Expand Your Product Range 

60. Planned Obsolescence 

61. Work with Pre-Payments 

62. Set Solid Sales Goals 
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63. Track Sales Conversion Rates 
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Marketing Strategy 

The following is a guide that should be used for marketing 

any product or service. It contains all the key ingredients and is 

based on a business as simple and straight forward as a Bicycle 

shop. 

Bicycle Shop 

You are not selling bikes. You are selling fun, health and 

fitness and making loved ones feel good with a gift. Go to gyms 

and sports clothing stores and mail to their members and 

customers with offers for your bikes. 

Describe the fun they will have on a bike when selling it to 

others. Collect all your customer names and offer FREE check-

up and maintenance of your bike after six months. This will 

bring your customer back into the store. 

Have a checklist of all the things they will need with a bike. 

Up-sell a helmet, lock and chain, pump, carrier racks, lights, seat 

cover, back pack, etc. If a father buys a present for his wife or 

son, get details of ages and names of other members of the 

family. Send “Thank You” notes and make offers such as this: 
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“I have been reading an article that made me think of you just 

the other day. It was about the benefits of activities that keep the 

family together. Bike riding was one of them. 

The kids love to see the parents join them and you’ll get some 

fresh air and exercise to boot. 

Since you bought the XXXX bike for your son/wife/daughter 

about six months ago, I thought I’d let you know that I am having a 

Sale on adult bikes for the next two weeks. 

I have 7 of the easy to ride XXX bikes at 18% less than you could 

get them at XXXX store. Plus, I’ll throw in a free helmet. 

At those prices they won’t last. That is why I am writing to you 

first to see if you are interested...before I offer them to the general 

public…” And so on. If you say this, it must be the truth or you will 

lose all credibility and rightly so. Make sure that when they do come 

to your store that they don’t see a large banner with your ‘exclusive 

offer’ being made to the general public.” 

Offer your customers all sorts of incentives to try your bikes. 

Give money back and have FREE trials of your bikes. Say, “If 

you’d like to take the bike for a week and try it please do so. If 

you aren’t happy with it you can bring it back and we’ll give you 

your money back.” 
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Try a week’s rental/FREE trial offer. Most trials result in 

sales. Furniture shops and water filter companies do it. It works 

for them. Why not for you? 

Start a kids riders club. Offer a discount or a $5 voucher every 

time they spend $50 in your shop. Organize a competition for the 

best decorated bike, etc. 

In summer, go to the winter resorts/hotels and offer to hire 

your bikes to them for the season, and so on. 

Offer your customers all sorts of incentives to try your bikes. 

Give money back and have FREE trials of your bikes. Say, 

“If you’d like to take the bike for a week and try it please do so. If 

you aren’t happy with it you can bring it back and we’ll give you your 

money back.” 

Try a week’s rental/FREE trial offer. Most trials result in 

sales. Furniture shops and water filter companies do it. It works 

for them. Why not for you? 

Start a kids riders club. Offer a discount or a $5 voucher every 

time they spend $50 in your shop. Organize a competition for the 

best decorated bike, etc. 
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In summer, go to the winter resorts/hotels and offer to hire 

your bikes to them for the season. 

At all times, sell the benefits of bike riding, not the bike. 

Today’s bicycles are not your father’s single-geared basic 

model complete with lots of chrome, fenders, wire basket and a 

kick-stand. New carbon fibre or hollow aluminium frames, 

chrome-alloy handle bars, 21 speeds and more, make today’s 

bicycles a major leap in evolution over what was generally being 

sold just a couple of decades ago. Biking has emerged as a major 

“extreme sport” recreational activity, appealing to young thrill 

seekers, but also older types who want to stay healthy and in 

shape, as well as have fun. 

It’s not uncommon for a bike today to sell for $1,000, $2,000 

and often much more. Biking gear has also become a major 

business—specially designed biking clothing, shoes, gloves, 

helmets and more means tremendous opportunity for bike 

dealers to extend their product lines and make add-on sales. 

Finally, the market for modern bicycles has a well-defined target 

market—namely young people looking for thrills and extreme 

physical challenges. International events, such as the Tour De 
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France has become a major world event, increasing the interest 

and market for bike sales everywhere. 

General Strategies 

Promotion and advertising should be targeted to media 

vehicles that cater to the biking world. Trade publications and 

major magazines on biking abound creating excellent 

opportunity to for tightly focuses messages at an ideal audience. 

Many biking clubs also exist, which are well springs of highly 

qualified clients very likely to buy. Getting names and building a 

mailing list using such groups will be a powerful source of new 

customers, referrals and repeat sales. There are also excellent 

opportunities to cross promote with complementary businesses 

such as health clubs and health food stores, as well as sports 

enthusiasts interested in cross training. Marathon runners, for 

example, can increase their stamina and exercise different 

muscle groups by biking—thus making them better runners. 

Joint Venture/Endorsement Opportunities 

Health spas, Exercise clubs, health food stores, 

racquetball/tennis clubs, travel agencies, all other sporting goods 

dealers, from tennis shops to the golfing Industry. 
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Add-On Products/Services 

Clothing, shoes, hats, accessories, such as water bottles, 

pumps, security locks; spare parts; travel-package deals to biking 

destinations; Bicycle repair/maintenance. Nutritional products—

such as energy drinks, energy bars, vitamins. 

Related Services and Business Expansion Considerations 

Biking safety classes/training, bicycle tune-up, repair and 

service. Combine bicycle sales with products appealing to same 

market, such as skateboards, skiing equipment, exercise 

machines. Bicycle rentals. 

Positioning 

• Publish a book or report on biking. Example: “The 10 

Best Extreme Biking Vacation Destinations.” Or: “Biking 

Yourself back Into Shape.” 

• Offer seminars and training/safety classes. 

• Do guest appearances on radio/TV sporting programs 

• Publish a biking column in local newspaper, magazine or 

trade publication. 
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Guarantees/Risk Reversal 

• Strong warranty/repair-service plan on each bike sold. 

• Money back guarantee for any bike/product sold. 

• Free 30 trial with bike with no obligation to buy. 

 

Attracting Leads 

• Existing customers are vital source of referrals. Bikers 

know other bikers. Get customers to name/bring in fellow 

biking enthusiasts. 

• Provide rewards/incentives to clients who bring in new 

prospects. 

• Tightly focused advertising. Focus on biking trade 

publications. Make strong use of radio ads. Buy ads in 

sports sections of newspapers/magazines. 

• Employ direct mail using lists specifically keyed to 

sports/biking enthusiasts. 

• Establish a Web Page and promote it; list aggressively on 

search engines. 

• Conduct co-op mailings with complimentary businesses. 

Establish presence at biker clubs/meetings/organized 

rides, races, special events. 
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• Use element of “Free” in direct mail and advertising. 

Offer free bike tune-up/adjustments to high-end 

customers. Announce new shipments/models. 

• Conduct biker seminars/safety classes; invite public to 

attend free or by special invitation. 

• Probe database for lapsed/past customers; offer incentive 

to come back. 

• Offer free bike “test drive”. 

• Conduct employee contest for bringing in most new 

clients. 

• Form joint venture/cross promotion with 

noncompeting/complimentary businesses. 

• Issue press releases. Employ other PR/promotional tools. 

 

Converting Sales Into Leads 

• Sell/offer variety. More model choices/price ranges 

appeals to larger percentage of customers. 

• Stress health/weight loss/conditioning benefits of biking 

• Train sales staff in selling technique. They must be more 

than just bike experts. 
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• Offer free item with sale, such as bike 

clothing/gloves/hats/horn/pump, etc. 

• Conduct closed-door sales for preferred customers only. 

 

Increasing Monetary Value of each Sale 

• Push add-on/accessory products aggressively; safety 

helmets/shoes/clothing/mirrors/pumps. etc. 

• Create/sell package units; bikes bundles with all 

accessories, etc. 

• Up-sell aggressively. Feature/sell highest priced models 

first. 

• Raise prices; can be offset by emphasis on quality, 

enhanced perception of prestige, superior service plan. etc. 

 

Boosting Profit Margin 

• Review and reduce overhead; dump sluggish inventory; 

find cheaper services, from phone to wholesale supplier, 

etc. 

• Advertise for/hire sales pros to sell bikes on commission 

only basis 
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• Raise prices; can be offset by emphasis on quality, 

enhanced perception of prestige, superior service plan. etc. 

• Concentrate on/favour high-profit models sales. 

 

Increasing Frequency of Purchase 

• Encourage frequent trade-in for newer models. Implement 

trade-in program. 

• Create more point of purchase displays/specials. 

• Give paying customers “Value Dollars: they can use 

toward next purchase. 

• Conduct surveys to access buyer needs and wants. 

• Offer coupons toward next purchase of variety of items. 

• Develop “Frequent Buyer Club/Cards.” Distribute to best 

customers. 

• Send hand-written “Thank You” notes to all paying 

customers. 

• Donate X amount of money spent to favourite 

charity/cause. 

• Call preferred customers to give advanced notice of 

upcoming sales/specials/deals. 
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Extending the Buying Lifetime of each Customer 

• Offer generous loss leader/freebie to first 100/1,000 

customers who come in—or to ALL new customers. 

• Follow-up new customers with direct mail and telephone 

call. 

• Write hand written, personalized thank you notes. 

• Invite them back for bike seminars/instruction/special 

events. 

Increasing the Number of Referrals. 

• Develop relationships with complimentary AND 

competitors to extend your product lines and tap into 

customers of those other businesses. 

• Become official supplier to conventions, corporations, 

associations, clubs, etc. 

• Create testimonial book/folder/advertising for review of 

new customers. 

• Hold special “Biker Banquet” seminars/open houses; 

invite existing customers and ask them to bring a friend or 

friends. 

• Piggy-back your direct mail message in mailings of a non-

competing business. 
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Chapter 11: Lead Generation Made Simple—The 

P.E.R.F.E.C.T. Method. 

“The creation of a thousand forests is in one acorn.”—Ralph 

Waldo Emerson 

The P.E.R.F.E.C.T Method 

Why do we need such a system? 

Times have changed significantly and we must accept the 

following. 

• People don’t wish to be sold to; they prefer to buy in their 

own good time. 

• People will only buy when they are ready to buy. 

• People prefer to buy from people they Like, Know and 

Trust. 

• People don’t know what they want until they know what’s 

available. 

• It is the salespersons job to move the prospect from Liking 

something to wanting it, needing it and then buying it. 
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• People make buying decisions based on emotion backed 

up with logic. 

What is this system designed to do? 

‘The Perfect Method’ is designed to identify and locate Hot 

Prospects, i.e. people who are ready willing and able to buy your 

product or service. 

Every sales organisation needs to develop a method and a 

process that will provide you with a continuing flow of enquiries 

and that your system becomes a master at generating highly 

qualified Hot Prospects/Leads. 

In this section we will outline a system with powerful 

strategies and techniques for continuous lead generation. It’s 

time tested, and anyone with a basic understanding of what 

makes people buy can implement it, and start producing leads in 

a very short amount of time. 

 

The power of the P.E.R.F.E.C.T method is that it is literally 

self-generating. You achieve greatest success when you have 

prospects in front of you demanding your services. 
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Finding those prospects is important, but it can take time, and 

the work of actually fishing for leads does not earn money. Any 

seller only makes money when they sell to people after finding 

them. The P.E.R.F.E.C.T method is designed to be non-labour 

intensive. It brings in a steady flow of leads so that you can 

concentrate on the actual process of selling to your captured 

prospects. 

• The P.E.R.F.E.C.T method generates “qualified” leads. 

That’s important. Anyone can find thousands of names right now 

by simply opening up the nearest phone book. But how many of 

those names are guaranteed to want what you’re selling? The 

P.E.R.F.E.C.T. method doesn’t waste time by producing cold 

prospects. It generates names, addresses and email addresses of 

hot prospects. 

• The P.E.R.F.E.C.T. method has a built-in methodology 

that creates prospect names that will give you permission and 

indeed invite you to contact them. It eliminates cold calling. 

• As a professional salesperson, you will be concerned 

about your image and reputation. The P.E.R.F.E.C.T. method is 
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designed to create positive impressions among your client base, 

and bolster your image as an expert in your field. You stay in 

control. If your business is currently white hot and you have all 

the prospect leads you can handle, this System can be throttled 

back on command. Better yet, you never have to worry about a 

business slow down because the P.E.R.F.E.C.T. method can be 

“turned on” when more fresh leads are needed. The 

P.E.R.F.E.C.T. method helps manage growth at the pace that’s 

best for the capabilities of your schedule. 

 

We Need A Reliable System, Because: 

• 73% of all B2B leads are not sales-ready. Marketing 

Sherpa. 

• Companies that automate lead management see a 10% or 

greater increase in revenue. Gartner. 

• Nurtured leads make 47% larger purchases than non-

nurtured leads. Annuitas 

• 61% of B2B marketers send all leads to sales; however 

only 27% of those leads will be qualified. Marketing Sherpa. 
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• On average, it takes 10 marketing-driven touches to 

progress a lead from the top of the funnel to revenue. Aberdeen 

Group. 

  



117 

The Seven Step P.E.R.F.E.C.T. Method 

 

It is important to understand the 7 steps necessary to make the 

P.E.R.F.E.C.T. Method work for you in developing cold leads 

into hot prospects and valuable customers. 

P.E.R.F.E.C.T. 

P. Position yourself or your company as the expert in the 

industry. 

E. Educate, Inform and Influence. Give something of benefit 

that costs you little. 

R. Record all your Data within a splendid CRM system. 

F. Facebook, use You Tube and all low cost effective 

advertising. 

E. Eggs. Don’t put them all in one basket, you must use a 

variety of communication tools. 

C. Call or telephone when appropriate or when the prospect 

is ready. 
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T. Test and Measure, do not guess and make sure to measure 

all responses. 
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STEP 1. — P — Position 

P— Position yourself or your company as the expert authority 

in the industry. 

Positioning is a critical marketing concept that actually 

encompasses many aspects of marketing today. But the word 

itself is frequently referred to as your position “relative to” or 

“against” your competitors. That’s because, these days, you’re 

likely to have a great deal of competitors no matter what kind of 

business you’re in. 

Just Google. How many electricians are listed in your town? 

How many plumbers? How many insurance brokers? The list is 

long in most categories. 

The dilemma that immediately confronts the thinking business 

owner is: “Why should anyone select me, rather than the other 

guy? We all have about the same level and quality of service, we 

all have prices within the same basic range, and we’re all equally 

accessible, and so on.” 

What is the answer to this dilemma? Many people might jump 

in and say: “Prospects tend to choose the one with the lowest 

price.” But this is simply not true. Study after study shows that 



120 

price is seldom the primary factor in making a decision to choose 

one dealer over another. If it were so, no luxury, premium or 

high quality goods would ever be sold. The fact is, many factors 

enter into why people choose one business over another, and 

often the choice is merely random. Not everyone is a 

discriminating shopper who weighs every factor before choosing 

a product or service. 

This is where positioning comes in. If you want customers to 

choose you, then you need to position yourself against the 

competition in a way that makes you stand out, and which gives 

good reason for people to choose you. One of the best ways to 

do that is to foster an image of yourself as being “an expert in 

your field.” In other words, you want people to think: “Sure 

there are a lot of good electricians in this town, but Daniel is the 

business—he’s an expert, he knows more about the electrical 

trade than the average electrician.” 

You cannot compete on price alone. How would people obtain 

that view of Daniel? Well, what if he published a book of tips on 

electrical work, and “how to re-wire your own home and save a 

fortune” What if Daniel also conducted free seminars on 

“Electrics for the DIY Enthusiast”, or offered his services to 
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local schools to come in and talk to young students about the 

dangers of DIY electrics? And what if he also used those 

opportunities to promote his book? And since Daniel has 

published a book on electrics, it’s likely a local radio station and 

newspaper will grant him an interview to talk about his book, 

and why he wrote it. He may also get invited onto TV and radio 

programming when home improvement topics are discussed—

reporters usually invite the guy who’s an expert, and the guy 

who “wrote the book” is mostly likely to be that man. If he 

wonders where to hold his seminar at minimum cost, why not 

offer to hold the seminar at his local garage showroom. You get 

the idea? the garage gets a bunch of prospective customers at the 

same time. 

Positioning yourself as an expert means doing something that 

makes you stand out as an expert. That can be: 

• Writing a book. 

• Publishing a regular newspaper column on your area of 

expertise. 

• Giving seminars. 
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• Getting you listed in key directories, such as “Who’s 

Who.” 

• Getting you invited on TV and radio talk shows. 

• Getting to know editors and reporters and telling them 

they can call you when they need information involving a story 

that involves your expertise. They’ll then quote you and get your 

name into news stories, which is among the very best kind of 

free publicity you can get. 

• Establishing a “hot line” to answer questions in your field 

of expertise. 

• Issue press releases related to the latest development in 

your field, and list yourself as a resource for further information. 

You don’t have to be a dentist or a professional. A car 

mechanic, a plumber, a builder—anyone can do all of the above 

and establish themselves as the “go to guy” when it comes to 

questions or information in your particular field. 

Don’t think you can’t write a book, or don’t have time? Hire a 

ghost-writer to write it for you—it’s a time honoured tradition 

used by thousands of people all the time. The bottom line is, in 
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today’s strenuously competitive marketplace, becoming viewed 

as the “expert in your field” can be the ultimate positioning tool. 

Successful sales people always position themselves perfectly. 

A successful sales person who is found cold calling one 

moment and then same day endeavouring to project himself as a 

serious successful consultant/sales executive has his work cut 

out. It is important that a successful salesperson presents a sound 

image. Whilst it is important that we let the prospect know that 

we would like their custom and would enjoy serving them as a 

customer, we must equally let the prospect know that if we don’t 

make the sale we won’t starve. A cold call very clearly implies 

that we are trying to sell something whilst most people do not 

wish to be sold to; they prefer to buy, in their own time. A Cold 

call lowers the perceived value of the sales person, as the call 

comes across as needy and even desperate. It is said that 80% of 

people prefer not to buy as a result of a cold call. 

A cold call from an executive sales person puts them in a 

weak negotiating position and in a bad light before he even starts 

to make the sale. It is said that you never get a second chance to 

make a first impression. 
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As we differentiate between prospecting, lead generation and 

selling activity, a salespersons time is best spent in front of a 

prospect and in the role of selling. 

If you must cold call and you have decided not to outsource or 

delegate the task, then there should be a lapse in time between 

your cold call and your follow-up sales call. If you wish to be 

perceived as a serious and successful player by the prospect, then 

you need to position yourself in the best light, you personally 

should not be labelled as a cold caller. 

Positioning establishes what a person or company is known 

for. It establishes their brand identity. It clarifies their values, 

beliefs and most importantly what they stand for. All of this 

serves to both attract the right type of customers and repel the 

wrong type of people too. 

Through having an in-depth knowledge of your audience, 

which is matched by your prospects knowledge of you, will 

afford you the ability to position yourself in their minds as their 

‘go to’ expert when they have a problem they need to solve. 

Remember, not everyone is ready to commit to a financial 

transaction the very first time they get to know about you or your 

business. But at some time they will hit a pain threshold, when 
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the desire for a solution becomes urgent and immediate, that is 

when they need to think of you and where to find you. 

At the very moment they go and hunt for a solution, you must 

be foremost in their mind and their number one choice. At this 

point your previous marketing and positioning should have 

created a feeling of Liking, Knowing and Trusting you as a 

source of hope and help. 

Let’s face it—we live in busy times. There is so much 

competing for our attention. So if your prospects can put off 

doing something the chances are they probably will. You have to 

create content that increases their motivation to focus their 

attention now. People are motivated by trying to avoid pain 

whilst gaining pleasure. You must show them the consequences 

of inaction and the cost of not solving their current problems 

together with the pleasures and solution your product or service 

will bring to them. 

Audiences are naturally sceptical. We tend to guard the gates 

to our minds against what and who we allow to influence us. 

Until this question is answered, your audience will remain closed 

and although they may appear to be listening to you, they are not 

going to change or behave differently as a result. You can begin 
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to open them up to being influenced by you through positioning 

yourself as the ‘go to expert’ authority and a great way to do this 

is through the telling of a personal story. Your story of why you 

are so passionate about what you are selling. That’s the story to 

beat stories. That’s the story to improve and elevate your 

position above your competitors. 
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STEP 2. — E — Educate. 

Educate, Inform, Influence and Inspire your potential 

customer over a period of time. 

“When a consumer derives value—especially from something 

that was given to him for free—he becomes the best kind of 

evangelist.”—Mitch Joel 

“You can’t learn in school what the world is going to do next 

year.”—Henry Ford 

Inform and Educate 

Inform and educate, give something of benefit that costs you 

little. To make a sale you need to know your stuff, why should a 

prospect pay what you’re asking for your product? How good is 

it? Why is it good? What makes it good? What makes the price 

fair? Why is your product better than your competition’s 

product? Why does it cost more than your competitor's? Why 

does it cost less? 

These are just some of the questions that run through a 

shopper’s mind when they contemplate making a purchase. If 

your product is much cheaper than the others guy’s, well, that’s 

good—but does this mean it’s a lower quality product than the 
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more expensive one? Or what about the opposite situation? What 

if you’re asking a lot more for you product, which seems very 

similar to your competition’s, which costs less? Why should the 

buyer pay more for yours? 

Shoppers need a lot of questions answered, and answered to 

their satisfaction before they’ll let go of their money. Many of 

these questions may only be subconscious musings in the mind 

of the potential buyer, but they’re still there, bogging down the 

decision to buy. 

Thus, the seller who does all he or she can to clear up any and 

all questions right up front also clears away the resistance to buy. 

It helps the shopper make a fast and informed decision they can 

feel good about. This means you should strive to educate your 

customers about your product—why it’s a high quality product 

and why the price is a reasonable one. You have to give them 

‘reasons why’. Here’s an example from a seller of high-end hats: 

“From Wainswright, Canada, comes a hat for all seasons, 

hand sewn with a sail maker’s skill. Wainswright is nestled in 

Canada’s Pacific Coast country where the Cascade Mountains 

roll down to meet the sea, creating a changeable climate that 

demands a versatile hat. In Wainswright is a small company of 
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dedicated sail makers who produce comfortable, waxed-coated 

hats that are waterproof, using the traditional formula of 

sailcloth. Made one at a time, each hat must pass a certified 

master craftsman’s personal inspection before they’re released 

for sale. A broad flexible brim can easily be shaped to your 

liking—it protects face and neck from sun and rain, shades your 

eyes deeply for better vision. Ventilated for comfort, and with 

genuine band made from carefully selected mountain ram’s 

leather. The inner band is our exclusive TechWear, a leading 

edge stretch fabric developed by NASA that absorbs moisture 

and never leaves a crease in your forehead. Our sail maker’s hat 

combines the best of cutting edge technology with the ancient 

secrets of sea craftsmen...” 

The hats sell for almost 100 Canadian dollars. It’s clear from 

the description of this somewhat literary sales copy, that you’re 

getting a lot more than a mass-produced, cheap, synthetic fabric, 

cranked out by some dreary sweatshop in a Third World country. 

In other words, you have to educate your customers and 

prospects. Tell them about the effort and skill that goes into your 

product or service. The time taken, the value of it, the features, 
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the benefits and what these benefits mean to them. Even a 

comparison to similar products or services. 

It all adds dimension, value and power to your marketing 

message. You don’t necessarily have to reproduce the high 

literary style of the example provided—just let your customer 

know why your product is quality, why it sells for what it does, 

and why it makes perfect sense to buy it. Educate your prospects 

and customers, and if they like and believe what you tell them, 

they’ll buy. 

Leveraging The Psychology Of Potential Buyers 

The P.E.R.F.E.C.T. method goes right to the source as it seeks 

to produce hot leads—it appeals directly to the mind, and to the 

basic needs and desires of human beings. As psychologists have 

been telling us for years, certain behaviours are triggered by 

certain stimuli. The P.E.R.F.E.C.T. method identifies 5 specific 

and powerful human motivators: 

Motivator No. 1—Some say love is the most powerful human 

emotion, but there is another mental state that may be as 

powerful, or a very close second. That mental state is curiosity. 

Once curiosity is aroused, most people feel a powerful urge to 

scratch that itch—they need to find out more. 
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Motivator No. 2—Human beings naturally seek out and use 

the things they need or want in life. If they perceive very little 

risk in getting something they want or need, they are far more 

likely to act to get that thing. 

Motivator No. 3—Just about everyone alive today is 

bombarded daily with advertising messages—so much so, that 

just about everyone has “evolved” a natural defence against this 

constant onslaught. They are hyper-sceptical, and most often 

turned off by traditional advertising messages, and slick sales 

pitches. People believe that advertisers will say just about 

anything to get people to open their wallets. The trick is, then, to 

somehow reach beyond this natural self-defence mechanism in 

people and appeal directly to their curious minds. A marketing 

message needs to get past that natural “gatekeeper” which is the 

defence and scepticism of all ads. When people think they are 

reading a straight, objectively written news article, they are not 

approaching that information with their advertising “BS filter” 

engaged. Most people willingly choose to read a news story, 

article or editorial if they are curious about it what it portends to 

be about. 
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Motivator No. 4—People naturally pay attention to 

information they believe to be important to them—information 

which has direct bearing on their lives. For example, a person 

suffering from persistent migraine headaches will be highly 

motivated to read all they can about methods of relief. A person 

who has never or rarely suffered a headache will care less about 

such information. 

Motivator No. 5—Everyone loves a free offer. Just about all 

people eagerly accept something for free, even if they don't need 

it. Offering something for free—with absolutely no risk 

attached—is one of the greatest motivators known in marketing. 

Each of the above factors motivates people to take action. So 

the question becomes: Is there a tool that can take advantage of 

all five of these basic motivators? And the answer is “Yes.” 

There a perfect tool and it’s called an advertorial. 

An advertorial, as its name suggests, is a cross between an 

advertisement and an editorial. It runs in a print publication, 

looks and reads very much like a regular news story or feature 

article, but is actually tailored to deliver the specific message 

you want to deliver. We'll talk more about the advertorial in a 

minute, as well as non-print kinds of advertorials. 
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Cold leads can be cultivated and made into hot prospects with 

a tuned-up newsletter that’s designed just for them, especially 

when you deliver better, more relevant content on a regular 

basis. 

Your newsletter must not look like a sales letter; it must be 

relevant and have high quality content targeted just for those 

prospects. 

The prospect may not be in the market for your product right 

now but when they are ready to buy, they will hopefully think of 

you first. 

To avoid annoying your prospects and indeed your future 

customers, you should not send the newsletter unless the 

prospect requested it. 

Campaign and Sell 

For your free newsletter to be effective, it must not only teach 

and demonstrate the quality of the information but it must also 

seed the idea that there is further advanced information 

available. 
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This is a crucial understanding because when you create your 

free product, you should design and deliver it with this outcome 

in mind. This means that you should not just take some random 

report or video and throw it up on-line for free. Instead, you 

must create your free product deliberately as the first step in a 

campaign to win a new customer. 

The key here is this concept of a campaign. Far too many 

people in our industry try to market their products or events with 

a one-off email or advert. As already discussed, that simply 

won’t work. In our marketing industry, a good campaign is a 

strategic sequence of individual promotion pieces that educate 

your potential client, and build trust, credibility and authority, 

while creating enough desire that they want more from you and 

are willing to pay for it. 

The objective is to inform, inspire and influence your potential 

client over a short period of time. 

In order that the prospect can get to know, like and trust the 

company it is extremely helpful to send some information. 

Should the company plan or wish to have a one to one meeting 

with the prospect then they should refrain from sending to much 

information. They should not send the company brochure 
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including full details on all the products and services and prices. 

Because if you send all this, then there is a high risk that the 

customer may not feel the need to meet a sales person. To send 

one or all of the following at different intervals may well be very 

helpful in developing a relationship. These emails are designed 

to secure some buying signals, once we get them, we must be 

careful to hold on to our responses to the buying signals, for the 

salesperson to answer the questions. 

• The offer of a Free and without obligation extremely 

competitive quotation. 

• Free invaluable and up to date internal Market Reports. 

• Free samples. 

• Send useful, interesting, educational and relevant blog. 

Write a Series Of Special Reports 

This special report is not to be downloaded from the internet. 

It should ideally be on the subject that you are passionate about; 

it should help you set your stall as you or your company as the 

expert on the subject. 



136 

A special report can be a document of varying length, from 5 

to 25 pages in length, or possibly longer. Its topic should match 

an interest that your optimum customer profile is likely to 

possess. The best special reports are like little “How To” 

booklets which offer valuable information. Ask yourself, “What 

problem does my product solve?” or “What need does my 

product fulfil?” For example, a company selling a weight loss 

product might title a special report, “How to Safely Lose 28 

Pounds in 13 Weeks.” Incidentally, using specific numbers in 

report titles is an effective way to build credibility and suggests 

to readers they are getting highly specific information. 

An important point: The special report is not an 

advertisement, and should contain no hard sales pitches or any 

other kind of overt advertising come-ons. Rather, it is straight 

information about a subject that people want to know about, and 

which they are likely to be highly curious about. Special reports 

that promise information on how to solve common problems are 

an excellent idea. 

The special report can be created as a paper document, such as 

a small booklet, a CD audio program, or even as an e-book. A 

video production can also be a special report. 
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The P.E.R.F.E.C.T. Method Will Work For Any Business. 

All good businesses do two basic things: Solve problems and 

provide for fundamental needs. This includes nonessential 

psychological needs in that definition. If a business is solving a 

problem or fulfilling a need, it can create free information 

products that inform people how to solve problems and fulfil 

needs. 

Not only can you use the P.E.R.F.E.C.T. Method to generate 

leads for your consulting services, but you can also suggest it as 

a way to help your future clients find more leads for their 

businesses. 

A newspaper editorial involves creating a document that looks 

very much like an ordinary newspaper piece, except it will not 

be a straight news story. Instead, it will read like an 

informational article, but will subtly promote your business, 

product or service. 

The advertorial should contain some key elements, including: 

• An attention-grabbing headline. A headline that is the 

same or very similar to the special report title is a good idea. 
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• The advertorial must be written in newspaper style, or in a 

way that matches the other stories in the publication it will be 

placed in. It should read like, and have the look and “feel” of a 

regular news story. 

• Most news or informational stories began with what is 

called “a lead.” In journalism, the lead tells the “who, what, 

where, when and why.” In other words, the lead sentence 

conveys the most important information in the article. It sums up 

what the rest of the article is going to be about. But the 

advertorial should also contain interesting and provocative 

information in the lead, such as stating a common problem. 

Example: “Crime experts say home burglary cases have risen 

58% nationally, and are likely to increase even more in coming 

months.” 

• After you have clearly stated the problem, tell your 

readers that a special report is available that speaks directly to 

solving the problem. For example, one may write: “Homeowners 

can dramatically reduce their chances of having their homes 

broken into by requesting a special report titled; ‘How to Safe 

guard Your Home Against Intruders ’, which is available free by 

calling 01234 567890.” 
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Remember what we said about basic human motivation. 

Everyone is delighted to get something for free, especially if it is 

information they care about. People living in neighbourhoods or 

cities with high crime rates may be highly motivated to get a free 

report that offers a solution to a common problem. 

Offering it for free is better than charging even a small fee. A 

fee, however small, is still an impediment for taking action. The 

best marketing vehicles make it as easy as possible for people to 

respond, and with the least amount of risk. 

The example used above is very similar to that which a dealer 

in electronic home burglar alarm systems used with extreme 

success to produce thousands of leads for its product. Again, 

each business must shape the subject matter and topic of the 

advertorial and report to match the attributes of the company 

product, and what it does for the people who buy it. That means 

as a business development consultant, you should select topics 

that appeal to business owners, such as, “How Any Small 

Business Can Increase Profits by 58% in 3 months.” 

Some other possible titles that may appeal to you: 
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• “How Any Business Can Get All the Free Advertising It 

Needs.” 

• “16 Golden Rules To Immediately and Massively Grow 

Your Business.” 

• “Seven ways to reduce your vet bills” 

• “Crush Your Business Competitors in 9 Months.” 

Sell, Softly and Gently So That They Find You, It Mustn’t Look 
Like A Hard Sell 

Sell, softly and gently so that they find you, it mustn’t look 

like a hard sell. Get them to find you, people prefer to buy than 

be sold to. When they do find you, determine why, specifically 

they want your product or service. Good customers will 

frequently say “we found the company on the internet” not 

realising that all your hard work in marketing and leading them 

to your website has just worked perfectly. You don’t need to 

remind them of your hard work, they are happy to believe that 

they found you. 

One great way to achieve this is to continuously think “What 

can I do for him that will cost little but will help him greatly?” 
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Most people buy a product because it solves a problem, fulfils 

a need, or provides for something that is missing in their lives. 

For some products, it's easy to discern the basic motivations for 

buying it. To take a very fundamental example, people shop at 

the grocery store and buy food because they are hungry and need 

to eat! But people also buy things they don't especially need, and 

could easily live without. For example, why buy a diamond 

necklace? It solves no basic problem, fulfils no fundamental 

human need. But a diamond necklace fulfils all kinds of 

artificial, psychological needs—the aesthetic need to own 

something beautiful. A man gives his wife a diamond necklace 

because it symbolizes his love for her. A diamond necklace can 

also enhance a person's prestige and image in society. It can also 

be a very prudent investment. 

Human beings are complex psychological creatures. They 

have both basic “must have” needs like food and shelter—but 

they have also developed needs for all kinds of other things that 

may not be necessary to basic survival. 

Whatever the case, you must understand why a person wants 

to buy what you're selling, no matter what it is. Many business 

owners go directly to the source. They ask their customers why 



142 

they purchased what they did. Why did they want it? Why did 

they need it? The business owner probably already has a good 

idea of why people need the product, but sometimes greater 

insight can be gained when asking people directly. Many 

business owners are surprised about the multitude of motivations 

people entertain when they make buying decisions. 

It is reasonable to assume that the Red Ferrari buyer did so to 

make an impression. But the reality is that red Ferrari buyers 

frequently do so because it has been a life time ambition and 

‘dream’. And furthermore these same buyers very often return 

with these cars within twelve months, not because they can’t 

afford them but because the cars don’t fulfil the ‘dream’ and 

actually decide against something less ostentatious. 

Employees and sales staff are another great resource for 

exploring the basic buying motivations of your target market. 

Sales people are “on the ground” so to speak, and they speak 

directly with customers every day. The insights the sales staff 

may have can be invaluable. 

Your business might be in helping other businesses become 

more profitable. But there may be many permutations in the 

motivations of the business, owners who will eventually become 



143 

your clients. In general, you can assume they all want to make 

more money. But it doesn’t hurt to separate out the many needs 

and desires of business owners. That’s because every desire is a 

motivation you can make your appeals to as you seek to attract 

qualified leads. 

“Get them to find you”, of course it sounds easier said than 

done. The secret is the mind-set, it’s in the attitude we adopt as 

we market for new customers. If I am selling double glazing and 

knock on your door with “May I talk to you about double 

glazing?” is one approach, but if I said “May I leave you with 

some information that could help you reduce your energy bills or 

reduce the noise level?”, May I leave you with an independent 

guide on how best to increase the value of your home?” I believe 

we will agree that the second or third approach have a better 

chance of success and soliciting a positive enquiry. 
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STEP 3. — R — Record 

Record all your Data within a splendid CRM system which 

will become a massive asset of your business. 

If you are selling your business or borrowing money, your 

prospective investor or banker will ask “what pipeline business 

do you have?” They are asking “where are to-morrows 

customers coming from?” You must acquire a robust and reliable 

Customer Relationship Management (CRM) System as you build 

your own unique database of prospective customers. A potential 

buyer for your business will pay a premium when he is 

convinced of the future good opportunity for growth in your 

business. 

If you are working in a high sales environment, how do you 

know which contacts are cold leads and which are hot prospects? 

There comes a point where you have too much information and 

too many people along different stages of the sales process to 

keep it all clear in your head. This is where a good customer 

relationship management system (CRM) can help. 

Using a CRM system you can instantly see whether a 

particular person is a lead or a prospect and take the appropriate 
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action. A CRM system will also give you much more detail on 

the individual’s progress through your sales funnel. A contact 

may be categorised as a prospect and when you enter their record 

you might be able to see which product they are interested in, the 

last email you sent them about that product, any follow up calls 

you made (and corresponding notes) and perhaps a note to call 

them on a given date to finalise the purchase. 

You’ll also be able to use the CRM system to determine: 

• The number of new relationships by source (e.g. 

telephone, website, tradeshow, referral or wherever). 

• Last contact made with prospect. 

• Leads not contacted and 

• Scheduled tasks for prospects and leads. 

You can use this to get a snapshot of your business. And more 

importantly what you or your team can do to improve your 

revenue today. Are there any prospects waiting for more 

information? Which leads haven’t been contacted yet? What 

prospects need a little nudge (perhaps a follow up call) to close a 

sale? 
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It is frequently said that Information is power, but in reality it 

is the use of this information that gives you power, and by 

having a better understanding of what a lead and prospect is, 

your team can work more efficiently to turn them all into 

customers. 

Be aware that getting a lot of leads also means that you need 

an efficient system for handling them, and dealing with them in 

the future. It may be best to find a software program designed to 

handle multiple contacts with a large number of individual 

names on a database list. 

Keep in mind that you may be mailing each responder up to a 

dozen marketing messages—if there are hundreds, for example, 

keeping track of who is getting what and how many times can 

quickly become a significant logistical challenge. You’ll also be 

dealing with responses, perhaps requests for additional 

information, and any number of other kinds of follow-up 

contacts. 

Thus, what’s needed is an easy-to-use, efficient database 

management system. Consult with a computer or software dealer 

to recommend a system based on what best suits your specific 

needs. This is where leveraging the expertise of others will be of 
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enormous benefit. The more automated the response and 

fulfilment process, the easier the effort will proceed, and the 

faster you can get down to the real business of selling your 

services. 

Multiple Contacts Is Key 

Generating large numbers of leads is, in many respects, the 

easiest part of marketing and selling products. Making the actual 

sale is more difficult. You should try to secure the client at the 

first meeting but experienced and successful entrepreneurs will 

tell you: Prospects, who don't make a purchase on first contact, 

may purchase on a second or third contact. 

All experienced sales professionals know that the first time a 

customer says “No” is really an opportunity to set up the actual 

sale. It takes persistent and multiple contacts to achieve a high 

percentage of sales proportional to the number of leads received. 

Create Your Own Invaluable Incubator Of Hot Prospects 

Follow-up can also be done in a number of ways, including 

sales letters, telephone contact, email, live face to face visit, or 

whatever tools you have at your disposal to sell the prospects 

that have responded to your advertorial and special report. Keep 
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in mind, the fact that someone has responded to our requested 

information means that they have demonstrated an interest in 

what we are selling. People that respond to advertorials and 

special reports are ‘highly qualified’—yet, it may take some 

persistence to sell them in the end. 

While you can go out and pay good money to buy lists, you 

also have the power to create your own. When you buy a list, 

you are buying someone else’s list, you need to build your own 

unique list. Every customer who answers your ads, responds to 

your sales letter, or comes into your store has a name, and you 

should have a system in place for not only capturing that name, 

but all additional data associated with that name as you can 

muster. Gathering names that is keyed to buying behaviour has 

become a high-tech science, but is also somewhat controversial. 

Laser scanners in check-out lines, for example, can 

automatically capture all of the information on a customer’s 

credit card and store it electronically. It can also key customer 

names to specific products they buy. So when a person goes to 

the same supermarket over a period of several months, an entire 

data base of that person’s buying behaviour can be automatically 

tracked and stored in customer list files, which marketers can 
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then examine at their leisure for the purpose of shaping and 

directing future marketing messages at those individuals. 

I say it’s somewhat controversial because, increasingly, 

privacy issues are involved. Some people feel uncomfortable 

with major or even minor corporations that are subtly and 

automatically building up detailed personality profiles on 

individuals by tracking their buying habits and behaviours. Also, 

the crime of identity theft is the fastest growing kind of offence 

in the world. 

Because of this, people are increasingly leery of giving 

personal information and additional data about themselves to 

anyone, including honest people like ourselves who only want to 

sell them good products and services. Taking all of this into 

account, you should still have a plan to capture as many names 

as possible and build your own customer list and data base. 

Computer technology makes it easier than ever before. Ask your 

software and computer dealer for the equipment you need to 

capture and manage customer information. 

A personal touch still has a place in our world as well, 

however. That means getting your sales people to ask people for 

their names and addresses, along with the strong reassurance that 
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you will never sell, share or use their personal information for 

anything other than for interaction with your business. The 

majority of people are still glad to do it. Direct mail is an easy 

way to capture names and other vital information because people 

need to fill out your order form and list all of their information 

when they send it in to buy. 

But another good way to capture names is to run contests and 

conduct surveys. Many people will happily fill out your form in 

exchange for a chance to win something of value. When you use 

a survey, you can combine valuable marketing research efforts 

with gathering names. Have a plan for gathering names and 

building a customer mailing list. Ask any experienced, 

successful marketer and he or she will tell you—their “house 

mailing list” is their most precious commodity. Indeed arguably, 

the most valuable asset in any business is the customer list and, 

as has been discussed in other chapters, the closeness of the 

relationship that the business has to that customer list. Working 

the list consistently can be a source of incredible income for 

many years to come. 

Segmenting Your Database 



151 

Speaking of your list, it can be organised in many ways, such 

as by active customers, high spending customers, recently 

inactive customers, lapsed customers and more. Your lists can 

also be segmented by average amount of purchase, or type of 

purchase made. Again, it’s modern software to the rescue. Ask 

your software dealer for a program that will not only store your 

customer data, but allow you to easily and effortlessly examine 

the information from multiple angles at the stroke of a few keys. 

“Massaging” your customer data can help you find trends, spot 

buying patterns and make you see opportunities for more sales 

you may not have ever thought of before. When it comes to 

manipulating customer data, knowledge is truly power. I don’t 

mean to make this sound sinister—anything but. 

Another important aspect of customer segmentation is in the 

way that you can use it for strategically building your business. 

Here’s what I mean…A medium sized accountancy firm with a 

staff of around twelve was having some difficulty growing. One 

of their main stumbling blocks was that they couldn’t take on 

any more clients because the two partners were finding it 

difficult to provide a quality service with the large clientele they 

already had. 
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The answer was to segment the customers into three lists: A, 

B and C. ‘A’s’ were the largest fee earners, ‘B’s’ were next in 

line, that also showed growth potential and the ‘C’s’ were small 

businesses and low fee earners. 

As a result of this simple segmentation, a strategy was 

formulated for the partners to concentrate on ‘A’ clients—where 

the big money was and ‘B’s’ and ‘C’s’ were managed by staff 

who became account specialists, devoted to these clients. 

Suddenly the partners had more productive time available and 

the business could increase its client base enormously. 

The purpose of your customer data and the patterns it reveals 

furthers your goal of finding out what people like and want, 

providing it for them, making them happy, while you increase 

your opportunity to make more sales. 

How To Choose A CRM System 

A customer relationship management (CRM) tool can be 

important for almost any kind of business. CRM systems help 

businesses in many industries to serve their customers more 

effectively. In general, this kind of system is a mix of technology 

and customer-focused design that can offer assistance with 

various goals, such as decision support and better outreach. 
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These kinds of systems are used by sales departments as well as 

other departments like marketing, tech support and call centres 

or other customer service departments. Here are some steps you 

should follow if you need to choose a CRM system. 

1. 

Ask the right questions of vendors who are offering you their 

products. Getting key information about these kinds of systems 

up front can lead to a better final decision. Find out about 

operational details for the CRM systems. One important aspect 

of these systems is whether they are web-based, remotely hosted 

or otherwise sourced. 

Evaluate the functionality of the CRM systems. Make sure 

they will complement your existing IT infrastructure. 

2. 

Know how you will use this kind of resource to reach out to 

customers. Understand the most beneficial uses of these types of 

technology in your business. Look at call centres and existing 

facilities to see how various departments in your company can 

use CRM in the most effective way to reach out to customers. 
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Brainstorm with all levels of staff to figure out what features 

in a CRM system will be most useful and most effective. 

3. 

Try out the CRM system and make sure it works the way it 

should. Make sure the CRM system works with the data you 

have on hand. Analyse the database to make sure it can sync up 

with whatever you already are using to store client data. This is 

part of making sure that the specific CRM system you're 

considering works within your overall software architecture. 

Ensure that the CRM system works as promised. 

4. 

Make your final decision according to best future management 

processes. Make sure that everyone is on board with the decision 

and that comparisons have been accurately and clearly made 

between CRM products. 

5. 

Every day, the lead generator is told, “not now call me in three 

months”, every day, the sales person calling for that first magic 

appointment is told “not now call me in three months” and every 
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day the sales person is told having made a great sales 

presentation, “not now call me in three months”. And the very 

sad truth is they all they do the same thing, they diarise the call 

for three months and do nothing in between. What a crime! A 

good CRM system will enable you to keep in touch and improve 

your position with the prospect. 
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STEP 4. — F — Facebook. 

Use Facebook and You Tube and create some simple, 

effective and low cost advertising using short simple words and 

avoid jargon. 

Winston Churchill said, “Use simple words everyone knows, then 

everyone will understand.” 

This is so true when copywriting. Your objective is to get a 

response, not to try and impress your prospect with long 

intellectual words. Of course it's important to use words your 

target group (niche) understands, but if you keep it simple you 

can't go far wrong. Don't use jargon or technical words unless 

essential. 

In the United States, the National Enquirer is a tabloid 

newspaper that boosts a whopping 32 million readers. Because 

of these big circulation numbers, buying an ad in the Enquirer is 

extremely expensive. But—to reach 32 million people with just 

one ad—that's worth some big advertising bucks, isn't it? 

Well, the answer is, not necessarily, and not even usually. 

Many people buy high-priced display ads in the Enquirer every 

day, and wait with excitement for the results. They reason that 
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even if just one percent of the 32 million readers respond to the 

ad—they’ll have thousands of new leads! Let's just say that the 

results in the vast majority of time from such ads are, well, 

underwhelming. Too many make the critical mistake of thinking 

that big circulation numbers are everything. But that’s wrong. 

It's not how many people respond to an ad—it’s how many 

qualified prospects respond to an ad. The problem with big 

circulation venues such as the National Enquirer, or even the 

Internet for that matter, is that they represent millions and 

millions of anonymous people, the vast majority of which who 

may not have a care in the world about what is being sold. 

But when one offers specific information about a specific 

problem or need, the offer is almost guaranteed to garner only 

those people who are certain to have a high degree of interest in 

what is being sold. Also, the more narrowly you can define your 

market, and those media vehicles that reach those tightly defined 

markets, the better end result you will get when you attempt to 

secure clients. 

That's why a speciality publication, such as a trade magazine 

with a circulation of 3,000, can easily outperform a gigantic 

publication that reaches a general audience of tens of millions. 
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The key is to focus the selling time on highly qualified 

prospects, and not waste time with anonymous names plucked 

from a phone book at random. If finding leads was that easy or 

that simple, every salesman alive would simply get out the 

biggest phone book he could find, start with the “A” and start 

working his way down! 

That's why the P.E.R.F.E.C.T. Method can work so well. It's 

designed to not only appeal directly to the kind of customer each 

business model wants, but also uses basic human psychology to 

stimulate action from them—and the action the seller wants is to 

get new prospects to make contact and request more information. 

AICDA 

Forbes Entrepreneurs contributor Jayson DeMers says, there’s 

an oldie but a goody in copywriting that everyone who is 

creating content for their business should know: AIDA. It’s a 

simple formula that’s designed to grab people’s attention and 

take them through your content to the point that they take action 

on what they’ve read. It’s a start to finish approach to writing 

great content. Here’s a closer look at AIDA, what it is, and how 

to use it in your content strategy. What is AIDA? Let’s start by 

breaking it down into its fundamental pieces. 
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A = Attention, I = Interest, D = Desire and A = Action 

If you follow AIDA in a piece that you write, you guide 

consumers along the experience funnel. You start by grabbing 

their attention, and getting them engaged, curious, or excited 

enough to keep reading. Then you build their interest in what 

you have to offer, to the point that they start to relate this 

potential product, service, or information to their own lives. 

Because of the times we have, it is consider prudent to add C 

to AIDA making it AICDA 

You see, a good sales pitch needs to do five things. Those five 

things can be summed up in the term AICDA—it stands for 

Attention, Interest, Credibility, Desire and Action. A good ad, 

sales letter, radio ad, website or TV spot must produce all five. 

A — You first need to get Attention—that’s what a headline 

does, for example. In radio ads, it’s that loud opening noise, 

sound or music that jangles the listener to attention. If you don’t 

get their attention, all is lost. Without attention, the reader cannot 

and will not go deeper into your message to get the heart of your 

sales pitch. 
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I — The I, stand for interest. Once you get their attention, you 

must give them something that arouses interest. This can be a lot 

of things—a fantastic price, an offer for something free, or a hint 

at an opportunity that is yet to be named further in the ad copy. 

C — Is for credibility. You must establish credibility. This is 

done by providing testimonials, a test study, or some solid 

statistics that prove that what you are talking about is the truth, 

and of course a third party testimonial is always stronger because 

when presented correctly it is perceived as independent, whereas 

you are not. 

D — Stands for desire. You must make the prospect desire or 

want your product. Again, there are many ways to do this—you 

appeal to emotions, hint at how a problem will be solved, or how 

life will be made better if they buy your product. And 

more…Last but not least – 

A — Is for Action! The reader must be prompted, urged, 

asked, and convinced to take action. It’s amazing how many 

otherwise fine sales pitches fumble at this crucial step. If you 

don’t give the prospect a reason to act, clear instructions on how 

to act—and even ask them to act—they probably won’t! One of 

the best ways to induce action is to put a strict time limit on your 
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great offer. Make them understand that they must act quickly to 

get your good deal, or lose out forever. 

Generating Interest using comparisons 

This technique has been used successfully for many years. It's 

effective because it shows what the reader could be missing out 

on if they don't act now. Don't forget, fear of losing something, 

or not gaining something are powerful emotions we all don't 

like. People work harder to avoid pain than gain pleasure. 

Here's a good example… 

Last spring two neighbours re-seeded their lawns. Now it's 

June. One has a beautiful, lush, thick green lawn. As perfect as 

the best golf course in the country. A lawn to be proud of. His 

neighbour, though, has a different lawn. With little brown 

patches. Uneven texture. Crabgrass and weeds fighting for 

territory. What made the difference? 

Do you see why this is so powerful? You can use this 

approach with any product or service. 

Adding Credibility and Conviction 
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How to convince your prospects and get them to buy very 

time you state a fact about your product or service you must 

back it up. Don't let the prospect think, “Yes well anyone could 

say that.” Tell them and then prove it! 

Case studies, endorsements and especially testimonials help to 

convince your reader you can achieve what you say you can. 

Let's see it in action… 

Notice the specifics in the testimonial. Notice the testimonial 

is backed up by saying the reader can see a list of other clients. 

…You're probably thinking to yourself, “all this sounds great 

but where's the proof?” here's what one of our clients wrote… 

“The object of the ABC project was to achieve an increase in 

turnover of 20% from 20 named key accounts within 18 months. 

In just 13 months the objective was reached and exceeded. The 

turnover on the selected key accounts increased by 27.2%. In 

monetary terms this equated to £2.2 million.” 

Mr John Smith, ABC Computers. Tel: 01234 5678910 

This type of result is achievable for you. I know you have key 

accounts. And I know you'd like to grow them. I also know how 
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important it is for you to use testimonials in support of your 

credibility on your service, to these key accounts. We can help. 

The enclosed sheet shows the types of clients we have 

successfully worked with. 

Offer an irresistible Guarantee 

Another powerful ingredient to supporting credibility or 

conviction is to offer an irresistible, no risk, money back 

guarantee. 

Remove the risk and make sales experienced marketers know: 

People’s resistance to buy is always high. 

We’re conditioned that way—to be wary. Just think of those 

times you may have been burned on some purchase. This kind of 

experience sticks in the minds of buyers. They remember the 

sting of being “had.” Also, most people believe that advertisers 

often stretch or bend the truth, if not outright lie. We’re taught 

from the time we’re young to be wary shoppers, and to “always 

look for the best deal.” 

And that’s the way it should be. If we didn’t shop with both 

eyes open, we’d all be nothing more than a bunch of suckers. 

The trouble is, when somebody like you is offering a product of 
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true quality and solid benefits, easily worth the price you're 

asking, you still have to deal with that same healthy scepticism. 

Therefore, you have to overcome natural resistance to buy. 

The more you do to put prospects at ease, the more they will buy 

from you. The primary way to eliminate this perceived risk is to 

reverse that risk onto yourself. That most often means an 

unconditional money-back guarantee. You get the product back 

and the customer gets their money back—that’s it! Of course, 

you also need to really sell the guarantee and make the customer 

know for certain that they are risking nothing by doing business 

with you. 

There are other ways to reduce resistance to buying. One of 

the best is delaying payment—letting the customer buy now and 

pay later. You’ve probably seen some furniture sellers and 

computer stores offering deals like this: “No payments and no 

interest for 6 months!” You may not want to go that far, but it 

certainly works to stimulate sales. 

A stronger guarantee is to offer the product on a validation 

guarantee. In other words, they only pay if it does what you say 

it will do. 
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Still another way to reduce buying resistance is to make 

buying easier for the customer by offering multiple payment 

methods. Credit cards, payment plans, no money down, personal 

cheque, cash—the more ways you let them buy, and the easier 

you make it, the more ways they will. 

One of the very best forms of guarantee is the ‘Better Than 

Money Back” or “Better Than Risk Free”. This works by not 

only offering the customer their money back but also they get to 

keep any bonuses or ‘freebies’ that were offered with the product 

or service. These bonuses should be low cost to you but high 

perceived value to the customer. So, when initially making the 

offer, you should also articulate the value of the bonuses, i.e. 

‘When you buy this product you’ll also get these bonuses worth 

over £130 and even if you decide to get your money back you’ll 

still be £130 better off just for trying our product’. 

A lot of businesspeople just don’t like the idea of a “no 

questions asked” or “better than risk free” money back 

guarantee. It scares them. They think they’ll be taken advantage 

of by unscrupulous buyers, and yes, it does happen. But the 

bottom line is this: Your sales will increase so dramatically when 

you offer surprisingly risk-free buying options, your profits will 
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more than cover that small percentage of sales that obligate you 

to honour your refund offer. Also, when you treat customer’s 

right, they will come back to you again and again, even if they 

initially ask for a return. They’ll know you’re an honest dealer 

and you stand by your product and by your word. That kind of 

reputation spreads fast, and that means lots of positive word-of-

mouth advertising which brings lot of new customer referrals. 

Also, if you are offering true quality and are delivering on 

what your advertising promises, your return rates will be small. 

So sell quality and reverse the risk back it up with an iron-clad 

guarantee. It works. 

Creating Desire 

Make them want what you’ve got to offer after generating 

interest you then need to “hit” the prospect with the benefits of 

your product or service to increase desire. 

Tell the reader specifically what he or she is going to get and 

what it means to them. And explain what could happen if they 

don't get your product or service. 

Here's how to create desire, using a FREE whole day 

consultancy as the offer. Notice how it first concentrates on the 
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benefit of the consultancy and then focuses on what the reader 

could miss out on… 

The purpose of the work I do is to make big differences and 

big improvements. The day you and I spend together will help us 

both determine if these improvements can be made. 

I can assure you that I'm not interested in “tinkering” with 

your business. If only small improvements can be made I'll 

advise you of these in my report and walk away. 

I want you to understand that every single company I've 

worked with has achieved a return of at least 150% in the first 

twelve months on their investment in my services. Usually it's 

considerably more. In fact if you don't achieve a return of at least 

150% in the first 12 months following the completion of a 

project I'll give you your money back. That's why I'm not 

interested in making small differences. 

Even if I find there's very little to improve upon after I've 

carried out the free day's consultancy, I think you'll agree it's 

worth making sure. 

Just imagine, if you pass up this opportunity and there are big 

improvements that can be made in your business. You could be 
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losing many thousands of pounds of profit. You won't actually 

know unless you contact me. 

My preferred method of creating desire however is to list your 

benefits as a bulleted list. You list your benefits starting with the 

most important one and so on. 

For example, here’s a bulleted list of benefits from a 

successful letter (it’s for a golf club selling memberships)... 

• One FREE round of Golf To ‘Try Before You Buy’. 

Worth £20. 

• All Year round Access To Our 18 Hole, 6,239 Yard, Par 

70 Golf Course. Worth £920 Per Year. 

• FREE Priority Booking Service For Members. 

• FREE Golf Score Card For Each Round You Play. Use 

Them To Keep Track Of Your Long-Term Golf Improvements. 

Worth £10 Per Year. 

• Unlimited Access To The Chipping Area (Time Spent 

Here, Pays Dividends On The Course!). Worth £14 Per Month. 
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• FREE £20 Worth Of Credit Added To Your ‘19th Hole 

Members Card’. Use It Like A Top-Up Card For All Your Drink 

And Food. 

• FREE Custom Fitting Golf Club Service (Worth £24 Per 

Year). You Won’t Find This Anywhere Else. It’s Perfect For 

Finding The Best Golf Club For You. 

• FREE ‘Try Before Your Buy’ Service On All Major Golf 

Purchases. Worth £27 Per Year. 

• FREE ‘Member’s Equipment Part Exchange Scheme’ To 

Make Your Equipment Upgrades Even Easier. Worth £14 Per 

Year. 

• FREE Priority Access To Golf Lessons From One Of Our 

Three Club Professionals. 

• That’s a benefit package worth over £1,000… 

Action! 

Call To Action & Getting People To Respond NOW 

How to get your prospect to respond NOW you've taken the 

right steps, your copy grabs attention. It keeps the prospect 
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interested. You've created desire. You've proved you can deliver 

your promises by adding conviction. One thing is left 

remaining—you must get the reader to act, and you must get 

them to act now! 

Remember responding is usually inconvenient. More often 

than not your prospect is busy. Other things are more important. 

It's very easy for your prospect to say to him/herself, “I'll 

reply tomorrow.” Unfortunately tomorrow never comes! 

Your number one goal is to get a response NOW. Your call to 

action is all important to achieve this objective. Creating a 

successful call to action is easy if you follow this simple 

process… 

1. Summarise The Main Benefits In your call to action you 

should summarise the benefits. Your call to action is the 

strongest place to sell after the headline and PS. For example… 

“Order now…” is not as strong as “Order now and remember, 

you get all these benefits at once…(and the benefits are listed 

etc.) 
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2. Restate Your Risk Reversal/Guarantee By restating your 

guarantee you are adding comfort to the reader. By doing this 

you're saying to them—there's no reason why you can say no to 

my offer because there's no risk. 

Repeating your guarantee in the call to action is usually 

enough to convince doubters to respond. 

3. Decide On The “Stimulator” To Get People To Respond 

Now (stimulators are important because they counter 

procrastination) Here are a number of proven “stimulators.” 

Each one makes the reader feel they must act quickly… 

• Limited availability of your offer 

• Offer extra discounts for fast response, penalties for slow 

response 

• Say you have limited quantities on offer 

• Give a reward, premium, or bonus for quick reply 

• Mention what they'll gain from acting now 

• State what they could lose through delay 
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The bottom line is, to do AICDA right, you need a certain 

amount of copy to get the job done thoroughly and effectively. 

The more words you have, the better off you will be. That’s why 

long copy almost always outsells short copy. 

It gives you all the space and word-power you need to cover 

all the bases and get the job done. 

One last thing: I am not suggesting there is no room in selling 

for short copy. Indeed, shorter selling vehicles, such as classified 

ads, have an important function. A classified ad, for example, 

can prompt readers to call or write to you and ask you for your 

larger selling tool. Trying to make a complete sale with a tiny 

classified ad is most often folly. Making sales with small ads is 

just too much heavy lifting for such a limited marketing tool. It’s 

far better to use a two-step approach using the small ad to get 

readers to request your full-blown, very best long copy that gets 

the total job of AICDA done. 

Long Copy vs Short Copy 

Contrary to conventional thinking long copy is best. Long 

copy gives you the ability to convey to the reader everything that 

they need to know to make a decision. You can answer all the 

questions and you can put paid to any doubts they may have. 
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It’s a fundamental rule that the most seasoned marketing pros 

know well: “Long copy outsells short copy.” You need to know 

and understand this important rule of sales excellence, too—but 

what does it mean? We’re talking about any kind of sales copy 

here—the advertising copy in your print ads, the text of your 

direct sales letters or postcards, the script of your radio ad—it’s 

any writing used to sell what you want to sell. The bottom line 

is, the more or longer the text of your sales vehicle, the better 

chance you have of making a sale. 

A lot of inexperienced marketers and business people don’t 

understand or believe this. They think this way: “People have 

short attention spans. They don’t have time to read, are easily 

bored, and so forth. So what you need is short, punchy copy that 

gets attention fast and makes a sale fast.” 

Well, there is a large grain of truth in this way of thinking. It’s 

true that people are easily bored, that they have short attention 

spans, and that it’s hard to hold human interest with any kind of 

selling message for long. But experienced marketers know ways 

around these problems. You CAN keep your prospects 

interested, reading, and taking the time to get through your entire 

pitch. For example, if you are sending out an 8-page sales letter 
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with a lot of copy, you need something right up top that will grab 

the reader and make them want to go deeper into the text of your 

letter, keeping them reading. For starters, People only become 

bored in something that doesn’t interest them. You need a terrific 

headline atop Page 1 that shouts out at readers, grabs their 

interest, and which makes them a promise. That promise 

basically says: “What you are going to read in this newsletter is 

so hot and interesting, you can’t afford not to read on!” 

Once the headline does its job and lures the reader to your first 

sentence, you need to keep the process of creating interest going. 

This means the first sentence of your sales letter must be 

compelling and provocative—enough so to make the reader 

move on to the next sentence, the next, and the next—until they 

get to the bottom of the first page, where they need to be 

motivated to turn the page and read Page 2, then Page 3, and so 

on. 

See what I mean? Long copy does not have to be intimidating, 

boring, or a chore to read. A good writer can grab the prospect’s 

interest with a headline that sparks interest, entices, lures and 

makes it fun and interesting to read on. 
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There are tons of good ways to get this job done. It is not my 

intention here to get into the specifics of sales letter copywriting 

excellence—the larger point is, a well-written, compelling, 

enticing writing technique will never bore the reader, but rather, 

get them salivating and asking for more! Remember, advertising, 

whether by letter or media is nothing more than salesmanship in 

print. You wouldn’t dream of sending a salesperson into a sales 

call without getting them to tell the prospect what the product or 

service is, what it does for them, answer all their objections and 

then ask for the order. So, why do it in Print? It’s just plain 

common sense. 

In general, a letter is as long as it needs to be. Whether a letter 

is long or short it is always boring and uninteresting and 

therefore gets rejected by those that have no interest in the 

content to begin with. In other words the letter must be targeted 

to those most likely to be interested in the subject matter. When 

this is done they will want to know as much as possible about the 

subject—a subject by definition of your targeting—that is dear to 

their heart. 

In addition to the pages in direct mail pieces, other items, such 

as lift letters, an extra note, or a coupon all add to the length and 
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amount of things the reader must confront—but it all also adds to 

the strength of the entire sales tool. Each additional item gives 

you one more shot, one more tool with which to make a sale. 

The headline is the ad for the ad Good copy is ‘salesmanship 

in print’ 

The Long Copy Rule holds true for print advertising, as well. 

Think about it: What has more selling power? A small classified 

ad with 20 or so words, or a display ad that can fit in say, 200 to 

300 words? Of course, the bigger ad sells better. True, a big 

display ad is bigger and easier to see than a tiny classified and so 

attracts more lookers by shear dint of its greater size. But it’s 

also that extra space you get to make your case with sales copy 

that really makes the crucial difference—you have more words, 

more copy, to make the difference—you have more words, more 

copy, to make your pitch, convince the reader, tell them what 

they need to know, and get them to buy. 

So there you have it—long copy is better than short copy. You 

can and should use both. But never have any doubt where the 

sale is made—it’s with long copy. 

‘AICDA’—The copywriters magic formula 
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Your Integrity. 

When you do take an order, you must understand that your 

promise is on trial. You must have an excellent and efficient 

fulfilment Procedure With Total Reliability, you must be seen to 

honour your word. Your integrity is on trial”. 

Anticipate significant response to your marketing and make 

sure you are prompt in your acknowledgement. 

Use time sensitive offers to generate more valuable leads for 

your business. Since people usually want what they can’t have, 

they will be more likely to sign-up if they know the offer is set to 

disappear. Stay true to your word and deliver the offer at your 

stated deadline. Bear in mind that you investing in futures and 

building trust and goodwill with the prospects. 

Thus, consultants must not only be ready with a sales response 

tool—such as a sales letter—to send out to the leads who call 

you for more information, but should also have secondary and 

tertiary response vehicles to follow-up on first-time offers that 

produced no results. 

Develop a method of Response: 
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It's amazing how many people do everything correctly in 

Steps 1 through 7, but then fail to prepare for what happens next. 

A well written and placed advertorial working in tandem with a 

special report can produce a gigantic amount of leads in a very 

short time. You must be prepared with a response mechanism to 

capture all the information you need from each responder when 

they start calling in. 

One excellent tool is an automated toll-free direct response 

phone system that prompts callers to submit the information you 

want from them: Name, address, telephone number, and possibly 

e-mail address An automated phone system contains a pre-

recorded script that welcomes the caller, and asks them for all 

the information you need to contact them in the near future with 

your offering materials. It’s a good idea to tell callers that they 

are listening to a free recorded message and that by giving out 

their information, they are not obligated to buy anything at the 

moment, and that all of their information will be held strictly 

confidential. Right now, you are just gathering information for 

the future contact. 
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In addition to telephone response, it makes so much sense to 

direct all traffic to a squeeze page where you will capture their 

email address in exchange for your special offer. 

It is critical that if you have made an offer and you have 

secured an enquiry that you deliver your offer as promised and 

on time. 
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STEP 5. — E — Eggs. 

Do not put all your Eggs in one basket. You must us a variety 

of different communication tools. 

Volumes of marketing tools must be used, you must try and 

use multiple mediums. 

The great thing about this P.E.R.F.E.C.T. Method is that it can 

be applied to a wide variety of communication tools. This system 

has focused on the use of the advertorial, using the print media 

as host—newspapers, magazines, shoppers and any other printed 

product that has a lot of daily or regular readers. 

But you are not—and should not—be limited to print. The 

P.E.R.F.E.C.T. Method can be adapted to any form of public 

discourse, such as radio, the Internet and television. It can even 

be used at pubic trade shows or at shopping centre stands. 

For example, you can create a radio advertorial with a 

professionally recorded message that sounds very much like a 

radio news report, which describes a common problem, and then 

offers a solution in the form of an 0800 number offering a free 

report—or perhaps offers to send a free audio program to the 

first 100 responders. 
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Always remember the element of free—but at the same time, 

keep in mind that just being free is sometimes not enough. The 

thing is, today's demanding consumer market, and many people 

not only want something for free but want something of real 

value for free. Keep thinking about human psychology and the 

power of motivation. If people will be motivated by a free offer, 

they will be even more motivated by a free offer that has some 

strong perceived value. 

Mix it up 

To create an effective marketing campaign you must, adopt 

multiple tactics that reach out to cold, warm and hot prospects on 

a continuing basis and usher them through the sales cycle. To 

find the right mix, choose at least one tactic from each of the 

following group: 

• Advertising media, including print, out of home and 

broadcast, plus online ads and search engine listings that are 

linked to your website. 

• Direct mail and email solicitations to rented lists. 



182 

• Public relations tactics, including media relations, 

seminars, articles for publications, special promotions and 

events. 

 

Warm prospects respond to: 

• Ongoing advertising campaigns that build on an 

established theme in print, broadcast and of home media as well 

as online. 

• Direct mail, email newsletters and solicitations to your in-

house database. 

• Public relations activities, including articles and 

customer/client events. 

 

Motivate your hottest prospects with: 

• Email and direct-mail solicitations and catalogues. 

• Interpersonal contact-whether by telephone or in person. 

This adds the final heat required to close sales. 
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For best results choose a group of tactics that reach your 

prospects no matter where they are in your sales cycle. Just 

remember to mix things up to create a well -rounded campaign 

that motivates prospects at all levels. 

Multiple Channels Of Marketing 

Be creative…use multiple methods of marketing. A stool 

needs a minimum of three legs to stand on its own. Four would 

be nicer sometimes, but three will do. However, less than three 

won’t do. Loose a leg on a three-legged stool and it can no 

longer function properly at what is supposed to be—a solid base 

for a person to rest upon. 

A well-known and respected marketer explains it by using the 

Parthenon in Athens as an analogy… Think of the roof as 

income or revenue, and the pillars as channels of marketing. If 

you only have one channel of distribution then the roof is not 

only unstable but positively tottering. He calls this the ‘diving 

board’ philosophy. Think about it, a few chips off the only 

pillar—your sole distribution method—could bring the whole lot 

down. Better to have multiple distribution channels—and 
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therefore more pillars to hold the roof up—giving you more 

support, security and exponentially more revenue. 

Your business may also be resting on shaky support if you are 

relying on just one or two marketing methods to keep things 

running in stable fashion. Too many businesses rely on print ads 

alone, for example. Even if they have print ads in multiple and 

diverse publications, the marketing effort is still one-

dimensional. If, for some reason, the ads stop pulling, the 

business will crash and topple. Another example is companies 

that rely solely on direct salespeople or representatives. If they 

fail to perform, or as often happens, defect and get bought off by 

a competitor, a business can face very difficult times indeed. 

But even if your business is doing well with a single 

marketing vehicle, it only makes sense to establish more avenues 

of marketing income—why not add direct sales letters, prints 

ads, form joint ventures or implement a strategy of not putting 

all your eggs in the one basket. 

Get free publicity using press releases and other promotional 

methods. You could also start following up sales letter mailings 

with phone calls. You’re simply not letting your business be all 

it can be by limiting yourself to just one or two methods of 
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bringing in new customers. Furthermore, you are exposing 

yourself to insecurity and danger. Take a lesson from farmers—

the smart ones diversify their operations. They plant a variety of 

crops and sometimes also maintain livestock. If the corn fails, 

the wheat may do okay and make up for lost revenue. If all the 

crops fail, sales of beef cattle may keep the operation afloat until 

the next growing season. Because it has a multiple of resources 

to fall back on, the farm need never fail, at least not for that 

reason. 

Direct mail can be a powerful lead-generation and lead –

warming weapon in your arsenal. Here are some powerful ways 

you can use it. 

• Bond with your prospects and contacts. Send letters, 

cards, packages together with emails with messages that drive 

home the benefits of your product or service. 

• Drive traffic to your website. Use a postcard campaign to 

drive traffic to the free report on your squeeze page. 

• Make special offers, one time only promotion or make a 

limited time offer and stick to it. Don’t make a limited time offer 
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and then leave it on your website, months after the date has 

expired as you will lose loads of heard earned goodwill. 

• Warm your database, using a combination of all media 

opportunities. 
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STEP 6. — C — Call. 

You Must Call or telephone when Appropriate and When The 

Prospect Is Ready 

You must Leverage your advantage with follow-up and 

continuous Information and Education. You may not have made 

a sale yet and you must bear in mind that, “on average, it takes 

ten marketing-driven touches to progress a lead from the top of 

the funnel to revenue. 

So you are encouraged to keep up the good work. You have 

secured the prospects hard earned interest. You must now 

continue to try and get the prospect to get to Know Like and 

Trust you. 

Your marketing campaign should have a series of reports and 

information ready to go out to your interested prospect. Just 

because your prospect is not ready to buy should not be a good 

enough reason to ignore him. We have all noticed the approach 

from the smiling salesperson in the department store, as they say 

“May I help you?”, only to see the smile instantly disappear 

when we say that we are just looking. 
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We are in this for the long haul. Keep being kind and 

generous with what you can do for your prospects and it is a 

guarantee that you will be repaid in abundance. 

The best sellers and entrepreneurs never rest on past success. 

They are constantly looking for ways to improve results, making 

a good thing better. 

Even if an advertorial works well, the seller may want to try to 

improve it with a stronger headline, by placing it in different 

publications, or by adapting it to different mediums. The seller 

can also try to make the content of the special report more 

compelling, prompting more people to make contact. 

On the one hand, if the effort is producing all the leads one 

can handle, there is probably no reason to mess with success. On 

the other hand, having all the leads one needs places you in a 

position of strength and affords the luxury of some 

experimentation. 

This lead Generation system can also be labelled as a sales 

funnel. We’ve started at the top of the funnel with a large list of 

cold data and through the process of elimination identified and 

located some interested parties. Dependent upon the volume of 
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data you have been working on and the nature of your product or 

service it is inevitable that you will in time make some sales. 

You will have supplied numerous pieces of information about 

your product or service and in the process of doing so, you will 

have endeared yourself to your prospect. You should be in no 

doubt about this. 

Provided you have not tried to be too pushy or attempted the 

‘hard sell’, you will have earned the prospects trust, they will 

have begun to feel comfortable with you and they will buy when 

they are ready to buy. 

Throughout the campaign your prospect will always have had 

the opportunity to opt out by clicking the unsubscribe button, but 

alas they have decided not to do so. 

Based on the material you have sent and the prospects 

response to them will enable you to make a sound judgement as 

to how far along the Lead Generator dial he has progressed. You 

are entitled to from a view as to whether he is cold, warm, very 

warm or hot. 

You can make a telephone call to check his temperature but 

once you have decided that he is “Hot” and a 1-2-1 meeting 



190 

beckons, you must move very decisively and purposefully. You 

have arrived at a critical and most important stage in the sales 

cycle and you mustn’t blow the opportunity. Bear in mind that if 

he is a hot prospect for your company, he is almost certainly also 

a ‘Hot Prospect’ for your competitor. 

Life can sometimes be very sad, you might have done all the 

right things in getting the prospect to this stage only to lose out 

to a competitor who may have done very little if anything in this 

sales process. 

The bottom line is, the P.E.R.F.E.C.T. Method works when 

executed correctly so don’t quit. 

So, if you think he is ready you must move like lightening. 

The next stage is the ‘Telesales Call’ or more properly called 

the ‘First Appointment Call’ which is covered separately. 
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STEP 7. — T — Test. 

You Must Test And Measure, Do Not Guess And Make Sure 

To Measure All Responses 

You must gather as much response Information as you 

possibly can and you must Test and Measure your ads to find out 

what works. The process I’m going to explain now is called 

testing. It minimises your potential losses and increases your 

success at the same time. To explain why you must test here’s a 

quote from advertising legend John Caples… “I have seen one 

advertisement sell 19 times as much goods as another.” This 

result was achieved through testing! For the same cost, one ad 

outperformed the other by 1900%. That’s staggering. Now I’m 

not saying you’ll achieve similar increases in response, but I 

guarantee you’ll see big improvements as long as you test. 

Here’s what to do… 

There are the 4 simple variables I want you to test, in this 

order… 

1. Different publications. 
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Even though different publications have what might be 

regarded as the ‘same’ readers, it’s startling the differences in 

response and profits each one will generate) ! Different headlines 

(your headline can increase response by 400% or more—only 

fools don’t test their headlines)! The body copy of your ad, this 

is the least effective but it can still increase response in big 

chunks. 

2. Only change one variable at a time 

This is very important. You must only change one variable at 

a time. If you change two or more variables simultaneously 

you’ll never know which variable change was the most 

successful. If you want to change the ‘Attention Grabber’ then 

do, but do not change the rest of the copy. If you want to change 

the ‘Interest’ element, then do but leave the ‘Attention grabber 

alone’. If you wish to change the ‘Call to Action’ then do and 

leave the rest alone, and then proceed to test the results. 

3. Evaluate the results 

As I mentioned above, you’ll find that although one print ad 

may have achieved a better response, the sales may be worse. 
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Don’t forget it’s not really about response; it’s about the profit 

you generate! 

Once you’re happy with your results, your best performing ad 

becomes what’s known as your ‘Champion.’ This means that 

you’ll use this ad repeatedly until another ad you test against it 

or challenge beats it. 

This is very important. Some people change their ads because 

they get bored with them. Keep running your successful 

‘Champion’ ad until it can be beaten or it stops being profitable!. 

Use the successful ad as the Champion and challenge the results 

of other ads against the best value for money. 

Visits to your website is great but it is sales you want. The guy 

in the rocking chair makes a great deal of movement, but he is 

not going anywhere. 

4. Keep testing 

You should be continually testing your ads. Don’t stop at 

doing one headline test. For example, keep testing different 

headlines against your most successful one and so on. 

Split Run Tests 
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Many publications will carry out split run tests for you. Split 

run tests are a superb way to test your ads. 

What happens is advertisement A and advertisement B run in 

the same publication—in the same position and size of space, 

and in the same issue. Each goes to half the circulation and is 

distributed what appears to be equally. 

Each ad has two different tracking codes so the comparative 

results can be measured against each other. Does that sound like 

a good idea? 

You’re right. The key is to still test one variable at a time. 

Simply ask the ad rep if they carry out split run tests, and go for 

it. 

Testing Regionally In large publications (i.e. those with a high 

circulation), you often have the facility to test your ads 

regionally before going ‘national.’ This makes complete 

economic sense. Your ad cost will be much less, and you get to 

test your ads on a small scale before making the decision to 

reach more people. Once again ask the ad rep if this facility is 

available. Please take on board what I’ve said about testing your 
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ads. I and many others have in the past lost thousands of pounds 

by not testing. Don’t you make the same mistake! 

Test, Test, Test, and you’ll increase your sales, income, and 

profits quicker than you ever thought possible. 

When you develop multiple methods of marketing, you not 

only stand to make more money and more sales, but you 

inoculate your business against unforeseen failure. 

This does not mean you must or even should start using two, 

three or four additional selling channels right away. It's better to 

start with just one additional method, test it, and once you get it 

working and have worked the bugs out, then go on to yet 

another, and another, and another. 

Yes, there probably is a point of diminishing returns in terms 

of how many kinds of marketing tools and strategies you put into 

play. Becoming overwhelmed and too scattered is not a good 

thing either. But it just isn't a good idea not to have all your eggs 

in one basket. However, when you create a multi-channel 

marketing effort, you put yourself on a firm foundation for 

greater success and security and gain some insurance, against 

potential loss to boot. 
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It’s important to test and measure marketing activity 

Lifetime Value Of Customers 

Make sure you look at the big picture far too many business 

owners are locked into a short-term view. It’s a natural tendency 

to think something like: “I place an ad that costs £1,000. That ad 

brings in 230 responses, and of those, 21 turn into actual sales. 

At £90 per sale, I have a gross income of £1,890. When I 

subtract the cost of the ad I end up with £890. Next I subtract my 

other expenses associated with producing or buying my product 

wholesale, fulfilment, salaries and other factors, and I end up 

with about £230 in net profit.” 

Results like these can seem discouraging. After all that money 

spent and effort, you end up with a tiny £230. To get another 

£230, you have to do it all over again—buy another £1,000 ad, 

and all the rest. This is where a lot of business people drop out 

and try something else that seems more profitable. 

But wait—this view of things is too short sighted. The initial 

ad brought in 21 new, paying customers. What if that same 

business person had read my earlier item on back-end marketing 

and had a second-tier product ready to sell after each of those 21 

customer paid £90 for the first? What if his second-tier product 
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sold for £65 and 13 of the 21 also bought it in addition to the 

first product? That’s an additional £845, which you add to the 

first £230 for £1,075! Suddenly things are looking a lot more 

profitable—but this is still not the end. 

If the seller does what he must to keep the customer satisfied 

and coming back for the next three to five years, each of those 

customers may end up spending another £400 or £500. If each of 

those original 21 customers is converted into a long-term 

customer spending £500 each, that’s £10,500! Now, we’re 

talking. It’s reasonable and perhaps even conservative to expect 

another £500 in sales, over the next five years from each 

customer you capture with your initial ad, for which you paid 

£1,000—which had actually generated more than 10 times that 

cost—£10,500. Furthermore, each of those initial customers will 

often refer a friend, (or you can be even more proactive by 

asking for a referral) and sometimes more than one friend to also 

make a purchase. You pay nothing for a word-of-mouth 

referral—and the result is even more profit that can be tied to 

your original ad expenditure. 

So what you should do is calculate the lifetime value of each 

customer. Doing so helps you realise that you can spend a lot 
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more on ads and other marketing tools to go out and get them 

simply because the long-term payoff is literally… fantastic. 

When you know that the lifetime value of each customer may be 

£500 to £900 each, for example, then a £1,000 ad that gets you 

21 of them is a real bargain. 

Another benefit of knowing the lifetime value of your 

customers is that because you know that a £1,000 ad—as per the 

above example—will generate £10,500, it provides you with the 

ability to plan and estimate your future cash flow with a degree 

of certainty. 

Furthermore, should you ever want to sell the business, 

demonstrating this knowledge could have a tremendous impact 

on the capital value and therefore the sale price. 

All of this requires a long-term view and planning, however, 

to happen. You have to be prepared with back-end products to 

sell, you have to sell quality and make the customer want to 

come back, you have to develop a healthy relationship with your 

customers, and more. But when you plan and take a long-term 

point of view, you set yourself up for long-term success. You 

also gain the confidence of spending what you need to spend to 

get new customers, knowing that it will pay off. 
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The bottom line is, the P.E.R.F.E.C.T. Method works when 

executed correctly so don’t quit. 
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Chapter 12 — Conclusion 

“I’ve learned that people will forget what you said, people will 

forget what you did, but people will never forget how you made 

them feel.”—Maya Angelou 

For the success of our business, we must invest in short, 

medium and long term prospecting. 

If we need a sale today, we will need to have or acquire a ‘hot 

prospect’ and an opportunity to convert that prospect into a sale. 

For tomorrow we need to start warming up these cold leads in 

order that we build hot prospects for the future. 

We also need to acknowledge that, 

• People will only buy when they are ready to buy and 

• People don’t want to be sold to, they prefer to buy. 

• People prefer to buy from people they Know, Like and 

Trust. 

If all of the above is true, then we are going to find these hot 

prospects or better still get them to find us. Bear in mind they 

don’t want to be sold to, they want to buy. 
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We will achieve the above by using all the traditional lead 

generation methods but with a vast difference. We will start by 

offering something of great value and at little cost in exchange 

for his contact information. It is at this point that we start to 

build our own unique and invaluable database of prospects. Once 

a prospect has volunteered his personal contact details he has 

given us permission to sell to him, he wants to hear what you 

have to say, but we should resist the temptation to try and hard 

sell but continue to develop the dialogue and relationship until 

the point where he is ready and willing to buy from you. 

Is this going to be slower than cold calling? No certainly not. 

It is going to be much quicker than making 1,920 cold calls per 

month. And bear in mind to make 1,920 cold contacts usually 

requires on average at least eight telephone attempts per contact 

to cover answer machine, engaged, no reply, voicemail or just 

not available. That is the job of a lead generator, not a 

salesperson. 

Each day we should think, what can we do for those 

prospects? What can we give that may be of enormous value to 

them but perhaps of little cost to us? 
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We should keep sending them marketing material that 

informs, educates and inspires. Then you should also think of 

rewarding them when they take action. 

Having located and identified your Hot Prospects you then 

need to 

A. — Make your first appointment to see these prospects 

which is then followed by, 

B.— Making a fantastic Sales presentation. 

Having generated the best Hot Prospects in the world is of no 

value unless we proceed to making an equal success of the above 

two stages which are covered separately. 

 

The Beginning of a great and wonderful Success story. 
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Testimonials 

1. “Tim worked continuously for the Bank on a consultancy 

basis for many years. He competed with the best and frequently 

out-performed his rivals. He was innovative, reliable, diligent 

and performance driven. He held bespoke in house training 

courses for the bank and was invited back time and again. He 

was held in very high esteem by management and was 

thoroughly respected by the delegates. His training courses 

provided a range of skills, instilled an element of fun, built 

confidence and self-esteem and were inspirational. He was a 

pleasure to work with.” 

Ken Apter, Barclays Bank 
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2.—“Tim Meagher was welcomed by WHH to boost sales and 

sales techniques of hotel bedrooms and weddings, of which he 

made significant improvements of increasing the occupancy and 

average room rate by 23%. 

He lived and breathed WHH, he embraced the business with 

unending passion for developing and questioning our unique 

business decisions and plans. 

He gave us a new energy and zest for life, he is discreet, well 

mannered, interesting, fun, kind, generous and inspirational. Our 

girls don't share us easily, but clearly felt Tim could teach us a 

thing or 2! 

I feel we are blessed to have our paths cross, he has helped 

produce record breaking budgets with the assistance of our 

awesome team. 
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We feel that Tim will continue to inspire and develop our 

successful business in years to come. We will all miss his 

massive efforts, he is a credit to his family!” 

Ed and Lucy Herring, Joint Owners of Washingborough 

Hall Hotel. 
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3.—“I run a family business with traditional values, we 

possess state of the art facilities, use world class experts 

specialising in embryo transfer, working together using only the 

best bloodlines in producing top quality foals and dressage stars 

of the future. 

In moving my business forward, I met Tim Meagher at a 

Langley’s solicitor’s seminar on Business Growth. It was 

specifically designed for Business Owners on ‘How to unleash 

your Potential’, and was presented by Tim. It was an excellent 

and informative session with relevant, first class case studies and 

real life experiences, delivered with enthusiasm and passion. 

We hired Tim to help with our business growth. It was 

surprising that as he comes from Tipperary, in Ireland, how he 

claimed to know little or nothing about horses and even less 

about the very specialised business of developing dressage sport 

horses to world class and Olympic standard. Tim is not afraid to 

get his finger nails dirty and very comfortably got to work with 

the team as they mucked out at 7 am. It didn’t take him long to 

get a sound understanding of our extremely sophisticated, 

technical and successful artificial insemination and embryo 

transfer programme. 
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Tim has been extremely helpful in building the team, who 

produce top quality foals and young stock for sale. One of his 

most valuable contributions has been to give me the confidence 

to manage and develop the business and the team in my image 

and not how others might suggest or recommend. I now have the 

best team I ever had and look forward to continue working with 

him. I would say that Tim’s style fits in perfectly with Mount St 

John’s, ‘Quality without Compromise’ and I have no hesitation 

in recommending him.” 

Emma Blundell, Mount St John Equestrian 
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4.—“Tim’s attention to detail was impressive. His preparation 

and research was faultless. He is clearly, very talented, 

passionate and commands full attention when he speaks and was 

great value.” 

David Holmes, Great Plains UK. 

 

5—“Tim has many qualities not least of which is his integrity, 

he is honest, reliable and hard working with a good sense of 

humour and is a pleasure to work with. He promised some 

exceptional guarantees which he has delivered on and is 

passionate about helping owner/managers of SME’s to which I 

highly recommend him.” 

Philip Ranby, The Apr Agency. 
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6—“Tim may not have been to Harvard but he has very 

clearly got a vast amount of natural talent which when blended 

with his professional, business and personal experience make 

him a must for any organisation seeking an injection of fresh 

ideas delivered with enthusiasm and boundless energy. His drive 

and passion together with his charm and engaging personality 

makes him a natural at inspiring and motivating people to take 

positive action.” 

Howard Handley, Seacroft Ford Motor company 
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7—“It took Tim little or no time to win the respect of the 

board of directors and our very experienced and talented 

management team. Tim very quickly identified the strengths 

within our business, and very sensibly did not try to fix that 

which was not broken, being highly focused on areas needing 

immediate improvement. He is not afraid to get his hands dirty 

and headed straight for the production line where he won the 

respect of all concerned with his attention to detail and genuine 

regard for the success and personal development of each 

individual. His communication skills allow him to converse will 

all levels of our staff whilst not compromising on the message to 

be delivered. 

Tim’s review and recommendations caused the company to 

complete a staff reorganisation with a renewed focus on 

increased performance and quality whilst at the same time 

improving morale. 

Tim is a very serious advocate of the principle of going the 

extra mile and without hesitation I would confirm that he does 

just that. We have found that he is a pleasure to work with and 

the company looks forward to continue working with him.” 
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Caroline Birkin and Chris Illsley, Running Imp 

International 
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8—“I have worked with Tim Meagher for a number of years 

now in relation to both our work in the credit and debt industry. 

From day one, I found Tim to be a charming individual and an 

absolute pleasure to work with. Tim is a very down to earth 

individual, his in-depth knowledge of the industry enables him to 

have a unique understanding of the challenges facing 

owner/managers. He has always had a very positive and realistic 

outlook which is refreshing. Whilst he is undoubtedly 

performance driven, he has a natural talent for relationship 

issues. I would have no hesitation in recommending Tim to any 

of my business associates.” 

Ann Massey, Appleton Massey Solicitors 
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9—“I have had the pleasure of knowing Tim and witnessing 

first hand his professionalism integrity and considerable business 

skills. Tim’s business and life experiences make for a well-

rounded and valuable asset to any organization that deals with 

him. Individuals such as Tim are very rare these days and I have 

no hesitation recommending him to any organization looking to 

improve its marketing, sales and business operation in general.” 

Nick Moran, Maximus Vita 
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10—“Tim was a pleasure to work with and provided a very 

valuable extra dimension to our business. Tim has an exceptional 

talent at communicating people’s worth and potential with such 

clarity that they come to see it in themselves. His seminars are 

exhilarating and delivered with infectious enthusiasm. He is an 

Inspirational Leader. It is easy to recommend a man who has an 

equal abundance of charm and integrity.” 

Terry Hadley, Sales Focus. 
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11—“As a businessman and leader Tim has many strengths. 

He has a natural charisma and an infectious ability to build and 

sustain quality relationships with people at all levels to put them 

at ease quickly and build their trust. I also discovered that he is 

an excellent presenter of ideas, to hold his audiences and draw 

them immediately to his ideas. During our dealings I found him 

open and warm. He combines proven sales skills with a clear 

commercial mind. I strongly recommend him as a business 

development consultant and mentor. He has the full package and 

will continue to be successful in this field.” 

Peter Wilford, Gateway Career Management 
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12—“He says that prescription before diagnosis is equal to 

malpractice. Having established the need, Tim’s no-nonsense 

approach to rapidly moving forward always appears obvious and 

achievable. His natural confidence and enthusiasm make him a 

powerful motivator and inspirational leader to all who are lucky 

enough to work with him. Tim Meagher has made a huge 

contribution to our company’s growth and development.” 

Kiran Bisso, Southworld Technologies 
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13—“Tim is an experienced business professional. He is great 

fun to work with yet totally focused and results driven. He has an 

extensive knowledge of business issues and is quick to apply that 

knowledge and identify opportunities. I would highly 

recommend Tim to any business that’s looking to grow as Tim 

brings with him energy, experience and a unique set of 

marketing skills.” 

David Mack, Alchemy Network 
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14—“This is a businessman with high integrity and 

professionalism. His personable character and business expertise 

make him one of the best people I have conducted business with 

and I recommend him highly. The single most important factor 

people want to see in their leaders is inspiration and Tim has this 

in abundance. “I cannot speak highly enough about the content 

and the number of actions and ideas that I can implement 

immediately from the sheer force of his enthusiasm”. 

Ian Rimmer, IMR Solicitors 
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15—“The Directors of Wright Vigar were keen to assist their 

business clients with some specific assistance in growing their 

business. It decided to hold a series of seminars, entitled Recipe 

for Growth which was presented by Tim Meagher. 

The series was a major success and Wright Vigar look 

forward to inviting Tim to return at a later date to share his 

practical, relevant and motivational experiences, which he 

delivers with a genuine enthusiasm and passion.” 

James Sewell, Wright Vigar Accountants 
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Contact the Author at: info@timmeagher.org 

More information and further publication can be found at: 

www.timmeagher.org 

 

mailto:info@timmeagher.org
http://www.timmeagher.org/
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