In-Person

Prospecting

Nothing replaces being in the same room, face-to-face.
—Peter Guber

Kelly is a rental uninform services sales representative. His primary
role and responsibility is selling new accounts. He is the top rep in his
region and has been awarded a president’s club trip each of the last
six consecutive years. According to his sales manager, what sets Kelly
apart from his peers is relentless prospecting,.

Each day Kelly invests an hour prospecting by phone; his goal is
0 set two to three appointments with qualified prospects. Once
Kelly has his appointments set, he researches his database for three to
five additional prospects that are nearby each those preset appoint-
Ments. Then, using the mapping tool embedded in his CRM, he
Creates an efficient route to each of the prospects in relation to the

Preset appointment,



Finally, he does a little research on each of
gain an understanding of what they do 5 q renif;dprc{spem .
previous conversations. He also uses the social chyy, hitn of
LinkedIn) to gather information on and downloaq picltl:l (usumy
key players at the location. This research helps him g, ::]3 of the
refine his approach before calling on these Prospects i pe‘r’:;and
before or after his preset appointment. =

Since most of his prospects are located in industriy] parks o

. . Ccloge
to other businesses, he also leverages a technique calleq ,

T-Cy

When he goes to his preset appointments and planned in-persop
prospecting calls, he makes a T by looking to the right, to the lef;
and behind him for other opportunities, newly opened businesses
or businesses that are not currently in his database. He walks int,
those doors as well.

This strategy of mapping his in-person prospecting (IPP) call
around his appointments and leveraging T-Calls maximizes his day.
He’s able to go to high-value planned appointments while making
10 to 20 face-to-face prospecting touches.

He says he is able to convert about 30 percent of his IPPs into
future appointments, gets information on most of them that allows
him to update his database, and once or twice a week he meets 2
decision maker who is ready to sit down immediately and begin 2
sales conversation.

Kelly told me he also uses IPPs to move past gatekeepers who
block him on the phone. “Many times when I go in face to face I can
either appeal directly to the gatekeeper to give me a chance or walk

1 ; ’ ’ ¢
in the back door and act like I’m lost. It’s harder for them to turm ™
away when I’'m there in person.”

Limited Application of the In-Person Prospecting Call

In-person prospecting is part of a balanced

_ prospecting approach fof
outside sales reps.

It works best for residential and B2B reps who work
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Then I ask: “If I give you a printed list of prospects, hoy,
) many

teleprospecting calls could you make to those same businee, -
in

an hour?”
The truthful answer 1s usually somewhere between 25 5,4 50

This usually gets their attention long enough for me to shy,

' them how to leverage IPPs within 2 balanced prospecting routipe

to maximize and get the most out of their sales day. To be bog,

efficient and effective.

The Five-Step Hub-and-Spoke Technique

Kasey sells supplies to restaurants. Because competition in her
segment is so fierce, ‘maintaining relationships with her accounts
is critical to driving repeat purchases. Each day, she is required to
visit at least four existing accounts in person.

Like Kelly, from the previous' story, once Kasey sets the
isting accounts, she uses the CRM to
' s out a route

on with her

appointments to Visit her exis
identify prospects close to those appointments and map
that allows her to call on those prospects in conjunctl
appointment as efficiently as possible.

She typically maps out three to five calls around each appointment,
which gives her 15 to 20 in-person prospecting touches a day with new
opportunities. She is also able to leverage her existing relationships in
the “neighborhood” to convince new prospects to give her a chance.

Casey explained, “Before I started using the hub-and-spoke
process I was all over the board. I’d just drive around with no plan.
:Pen:uwa)’ too much time in my car looking for the ‘perfect’ prospect

e el kg oy iy
-spoke process has helped her open more n€w

accounts than any account manager in her company.
The Five-Step Hub-and-Spoke System for IPPs:

1. Plan IPPs around '
: preset appointments. Start with '
you set during your phone block. PERSIEEEE
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 Leveraging your CRM, develop a list of Prospects cloge
. fip oot search is often the best mean to do ths,
. Plot .three to five prospects on 4 13p around yoy, preset
app ommtments.

4. Develop the most efficient driving rout

€ to call on these ply,
[PPs with the least amount of windshield time, Planned

by. A

Leveraged effectively, IPPs wijt help you Squeeze every drop of
opportunity out of your sa]eg day.

see where your product of service will help
them and gain i

nsight on your competitor.
Making appointments:

you, but the timing
Appointment to co

If you've got the right person in front of

1sn’t right for a sales conversation, set an
me back.
Sales conversations: You are there, the decision maker is there,

and a problem or need exists. Sometimes your timing is perfect
and an IPP turns into a full-fledged sales call. Be prepared to
close. |
Building familiarity: By putting a face with a name with both
gatekeepers and decision makers, it becomfts easier to get an
audience in the future when the buying window opens.
Maximizing your sales day: The biggest benefit of in-person
prospecting is you get the most out of your sales day by
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reducing windshield time and increasing the Number
pecting calls you can make. °f pros.

s Learning your territory: IPPs help you leam, know, and
» T OWn yoy

territory.

The primary objective of the IPP is to gather qualifyi,
information. You will use this information to further develop

your database and create targeted lists for your phone, e-maj

and social prospecting blocks.
In the best-case scenario, you'll start the conversation right on

the spot if the opportunity to potentially close a deal exists.
This past summer I was riding with Carl, a business services sales

rep. We'd just walked out of a scheduled appointment and he
decided to call on the other four businesses that were in the same

industrial park (T-Calls).
The first two calls were quick. We gathered some basic

information about the decision makers and the competition.

On the third call, the owner of the business overheard Cardl
He shook

speaking with the receptionist and came out of his office.
our hands and explained how he had just fired the rep’s competitor
and was happy that we had come by. He ushered us back to his
office and started tossing out questions. He wanted to se¢ 2
presentation.

If he’d had a neon sign over his desk that said “Close Me,” the
buying signals could not have been stronger. Unfortunately, Carl
was not prepared to close. In an awkward moment, he had t0
explain that he didn’t have the material needed to make the

presentation.

Carl asked to come back later, but the gentleman said he W&
leaving for a conference and then would be out on vacation. He said,
“Just call me in a couple of weeks and we’ll get things set up then.”

But when Carl called two weeks later, the business owner broke
the news that he’d signed a contract with another company that had
beaten Carl to the punch.



In-Person Prospecting 207

When you walk through your prospect’s door, you’ve got to be
ready. Have an objective for each call, pump yourself up so you walk
and talk with confidence and enthusiasm, and carry everything in that
you will need to close the sale in the event that your timing is right.

I realize that it is a pain to haul your sales material in on each
call—especially when you know that the chance of closing a deal
is small. What you can never forget, though, is sometimes you only
get one chance with a prospect. Make sure when that happens you

are ready.
There are five steps to planning for eftective IPPs:

1.

Research. With planned IPPs, do your research in advance to get
decision-maker name(s), learn about the history of their busi-
ness, visit their website, look for recent press releases, and review
your CRM for notes and other insights. For T-Calls, grab your
smartphone and do a quick scan of their website and social
media sites to pick up any information that may help you ask
better questions and refine your approach.

Personalize your approach. Personalize your approach to make it
unique to each prospect. Develop relevant questions about their
business, compliment them on recent accomplishments, or offer
insights you have that may help them solve a particular problem. Itis
also a good idea to leverage the relationships you have with nearby
customers to gain instant credibility: “We’ve been doing business
with Billy next door for five years and he loves our service.”’

. Develop an objective for every call. Before you walk into your

prospect’s door, make sure you have clearly defined what you
want to accomplish.

- Be prepared to close. Be ready! Make sure you have everything

you need to close the deal with you—sale sheets, order forms,
contracts, presentation material, and so on.

- Log calls, notes, and set follow-up tasks in your CRM. It does you

absolutely no good to go on IPPs and gather information if you
don’t log the information in your CRM and set follow-up tasks
for additional research and callbacks. Take the time to log each
IPP and enter copious notes before the close of each day. If you

have time, do it on the spot.



208 Fanatical Prospecting

~“Research

Figure 18.1 Planning Effective IPPs

The Five-Step In-Person Prospecting Call Process

The in-person call process is similar to the five-step t.elephone
prospecting framework. The main difference bet\.;veen the in-person
framework and the phone process is the IPP VV.IH move along at a
slower pace and there will typically be more dialogue.

1. Approach with confidence. As we’ve discussed in previous chapters,
there is no substitute for enthusiasm and confidence. These are
the two emotions that sell. You must approach IPPs Wth
absolute confidence. Be bold—even if you have to fake it.
I've found that there are two keys to confidence: |
®  Expect to win. Walk in like you own the place and as!c dlrecz

questions that help you gather information and get in fron

of decision makers.

Plan questions in advance. The research you do in advan];:e

helps you plan the questions you want to ask about gro -

lems, issues, decision makers, and competitors. Having

. kn
plan 8IVes you an extra boost of confidence as you wal
the door.

, €
2. Identify yourself and say why you are there. Don’t beat around th

. . : to
hesitate, and never use cheesy lines deSIgned d
€Pers. You are 5 professional, so be straightforwar
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nd cransparent about your purpose for being there. For
e:

e;xalzl"lgi’ my name is Jeb Blount, I'm with Xyx Company. The
reason I'm here is ABC Company next door is one of my
customers and they said I should Stop 1n and introdyce
myself to your owner, Mary.”

s “Hi, my name is Jeb Blount, I'm with XyX ¢,
reason I stopped by is I provide my service to s
businesses in this industrial park and | wanted to learn more
about your company and situation to see whether or not
working with you might be 2 good fit.”

= “Hi, my name is Jeb Blount, I'm with XYX
The reason I stopped by

mpany. The
everal of the

Company.
1s to speak to Jerry Richards. I've
been following your Facebook page and noticed that you

are doing regular promotions. We have a tool that can help
you 1mprove the impact of those promos and generate

more leads. I want to ask Jerry a few questions to see if our
solution might be a fit.”

. Gather information. Engage in a conversation rather than an

mterrogation. Eighty percent of human communication is
visual. IPPs are powerful because unlike most other prospecting
channels, you use all of your senses to communicate. You’ll be
most effective when you relax, are yourself, ask open-ended
questions that encourage others to talk, listen, and engage in
meaningful conversations.

Avoid the temptation to pitch. You will quickly lose the
attention of your prospect if you begin talking about you, your
company, your product, or your service. As soon as you start
pitching, your ears turn off and so does your prospect. |

Sales trainer Kelly Robertson says, “It may sounfi simple,
but most sales people don’t get it. They still Peheve that
selling means talking at great length about their corélpar.ly,
their product, or their service. However,. trul}:r e ect::z
salespeople understand that it is all abf)ut asking the pfsﬁel
the right questions and demonstratl.ng that you ca OE
them solve a particular problem or issue. ’Ijhat. mcars Ynd
need to direct all of your attention on their situation a
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resist the opportunity to talk about your company or
of?fering.”1 o

Consider what it feels like to be on the other epg of
conversation where someone is just talking about themselve:
It's boring. As soon as you start pitching, you look and Sounci
just like every other salesperson who walks through your
prospect’s door. Your prospect can tell that you care aboy,
nothing other than getting what you want, and that is why they
zone out, make you feel uncomfortable, and put up emotiony]
walls.

However, when you get them talking about themselves,
show interest, give them your complete attention, and listen,
they will engage, give you information, and look for ways to
‘help you.

Before every IPP call, make the conscious decision to
focus your attention on your prospect. Tell yourself to listen
instead of pitch. Make a commitment to slow down and ask
questions, really listen to the answers, and ask relevant
follow-up questions.

. Ask for what you want. If you don’t ask, you won'’t get. Decide

what you want to ask for before you walk in the door, and be
prepared to bridge to something else—like closing the deal—if
the opportunity presents itself.

. Tum around objections. Because you are interrupting, you're

going to get RBOs. Develop and prepare turnarounds in
advance. Review the previous chapter on turning around
RBOs for techniques that will help you get past objections
and into sales conversations.

&t State who ~ Gather
i &, youare and information Ask for the Turn around

4 why you are through next ste objections
4 there questioning g fectk :

Figure 18.2 5-Step IPP Framework
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Jour Sales Goggles On
put

<on left her appointment with Dr. Roberts, walked
Mail:(: (with me following), got in, and drove away,
her

Jl of the other doctors in that complex? Why didn’t we

00" 1 asked.

straight to
What abouyt

call on those

to their prospect.

That’s why you’ve g0t to put on your
you can see these opportunities. Thic ;

, and in every window for theijr next
prospect.

Look to the left, the right, and behind you every time you go

INtO or come oyt of an appointment, and make it 2 point to walk
through those doors and gather information.

Likewise, remain aware as you drive from place to place in your
temtory. New prospects and opportunities are everywhere. Wh’en
YOu see a new business, new construction, or a company you've
Hever noticed before, put your sales foot on the sales brake, get out
of your sales car, and walk through the door. |

Look for the names of businesses on delivery tru,cks and s1gn:l. If
the trucks are parked, stop and quiz the drivers. You'll l;e al;l::; esz
how much information they will give you abou;tif:ois. |
o ke, b widow, o e

Personally, I mak.e e Pm‘;tlc d shirt with the name of their
who is wearing a uniform or logoe

o the decision
h They can almost always tell me wh
decisions there.
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makers are at their company and often know where my _—
is failing. 1 also talk to the person next to me when I’ Wity tor
line, sitting in waiting rooms, on trains, buses, and airplanes Ogv Ln
the past five years, I've generated more than a halfmilliop dOHar:
i business from these conversations.

Keep your eye out for business cards pinned to gas station anq
restaurant bulletin boards. When I see cards that match my sales
vertical, I grab them, call them, qualify, and add the information ¢,

my database.

If you don’t have time to stop and walk into a business or chat
up a delivery drver, use that amazing tool in your pocket called a
smartphone. When you are driving down the road and you see the
name of a potential prospect on a sign or truck, just record a voice
memo or note to yourself. Use your camera to take pictures of signs,
new business locations, and the sides of trucks. When you get back
to the office, do a little bit of research, create a prospecting list, and
reach out to qualify or set an appointment.

Remain alert for businesses and people that are using a product
or service similar to yours. Recently when working with a group of
mobile device sales reps, I asked the question:

“How many of you notice people using mobile phones in
public?”

All the hands went up.

“How many of you notice people using outdated phones of

phones with cracked and damaged screens?”
All the hands went up.

“How many of you think that most of these .people would like

an upgrade to the newest equipment or a phone screen that doesn’t
look like a kaleidoscope and cut their fingertips?”
Most hands went up.
How many of you hand those people your business card and

let
) glfm know that you can get them a new phone for little or no
ost?

Not a single hand went up.
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Final point: Aware .
put on the sales bl’ake; ::;Wlthout action is u
them your business card. S up to people, ask seless. Be fanatical
put most people will h ure, some peopl qu.estions, and h .
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