The Four Laws of List Improvement

The principles you employ to improve a list come basically from mass marketing.  We have simply taken them and applied them to the limited market within which most salespeople operate.  These list improvement techniques are:

(1) Repetition

It has been said that the three main laws that determine the value of a piece of property are:  Location, Location, and Location.  Well the three main laws that determine recognition or familiarity are:  Repetition, Repetition, and Repetition.

Major firms use the Principle of Repetition over and over again.  On any TV miniseries, you’ll see the same ad four or six times per night.  Some companies, such as American Express, McDonalds, and Coca Cola run with an ad for years.  If large corporations will spend hundreds of millions of dollars repeating the same ad, don’t you think it might make sense for a salesperson with a limited market of only fifteen hundred prospects or so to do the same thing?

Whether you are calling, mailing, or using some combination of the two, get repetition working for you.

Here is a rule of thumb for you:

It takes at least six times for a person to hear your name before he or she will remember it.  If you contact your prospecting list once, don’t be surprised if it doesn’t work too well.  After you have warmed it up—perhaps by mailing and calling—and have demonstrated through your actions that you are pleasantly persistent—and that you will be there tomorrow—you will see people begin to recognize you, respond to you, and even call you to request information and even orders.

(2) Make it Safe to Communicate

In my opinion, many salespeople deserve the fear the American population puts into them.  They have specialized in high-pressure tactics, have pestered and hounded people, and therefore justly deserve their reputation.

Perhaps those with the worst reputation of all are life insurance salespeople.  If any one of you now reading this article is a life insurance salesperson, you know that if you leave a house without a signed contract, you are considered certainly something less than a macho (or macha) salesperson, if not a downright wimp or worse, an order taker.

Those of you who have been on the receiving end of a visit from a life insurance agent know just as well that the time came when you had to buy or had to eject the person from your home.  

So if you are a life insurance agent, I have good news for you.  You too can convince a group of people it’s safe to communicate with you.  How?  Simple.  When the prospect says, “I’m not interested,” you say, “Thankyouverymuch.”  Click.  Dial Tone.
After a time, people will come to believe that it is safe to talk to you.  They will understand that you won’t jam something down their throats.  And at that time, you will find you are no longer making cold calls.  You are talking to people you can trust and who can trust you.  And after all, who wants to be condemned to making cold calls forever?

(3) Create Interest

Most salespeople have a problem with verbal diarrhea.  They feel if they can only cover everything about the product, the prospect will hear something he or she wants and then decide to buy.

The opposite is true.  You create interest by what you withhold, not by what you disclose.

If, in your opening remarks, you offer a benefit and not a description of your product, and if at the first sign of no interest you hang up, you will leave the prospect on the other end of the phone wondering what it is all about.

If you do it again and again and again, you will also have communicated who you are, that you persist to stay in business, and that you have a product in high demand.  Otherwise, you would be acting like other salespeople and jamming it down your prospect’s throats.

(4) Encourage Word of Mouth

The easiest way to encourage word of mouth is to select a list on which word of mouth can occur.  As a rule, I am truly not even interested in getting started on a list if there is no connection between the prospects on it so that word of mouth can occur.  In 1978, I advertised a seminar in the Los Angeles Times. 
Some seventy people showed up, among them a broker from E.F. Hutton and some agents from Farmers Insurance.

After the seminar, I followed up.  I sold in-house seminars to Hutton and Farmers.  I got the lists of Hutton branch managers and Farmers district managers.  And I started calling and writing.  From 1978 to 1980, my trainers and I trained approximately five thousand Farmers agents.  In 1980, I did over eighty prospecting seminars for Hutton.  From Hutton to Dean Witter, PaineWebber, etc., etc.  

How?

I got lists on which word of mouth could occur and made damned certain it did occur and that it was good!  (This same principle can wipe you out if you don’t deliver a good product or service.)

Whatever industry you are in, get a list on which word of mouth can occur.  In Chapter 5, I’ll go over how to develop lists on which word of mouth can occur.

This brings us to our third principle of the New School:

*  Select a limited market and through the four techniques of list improvement, seek to dominate the market totally.
To state the principle another way:  At any one time, a prospect is located, not created.  Over time, through repetition, by making it safe to communicate, by creating interest, and by encouraging word of mouth, good prospects can be created.

