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People are important but without sales 
a business has nothing. It is not a 
chicken and egg situation; it is fact. 
Unless you have a purchase order from 
a customer, no other business service 
is required. I do not buy into the delay 
factors proffered by business start-up 
procrastinators who want to establish 
their entire business platform before 
selling anything. You have to, in my 
opinion, be certain that your product will 
sell before spending any unnecessary 
funds on further establishments; you 
might save yourself a fortune in cost 
and failure, and you have nothing to 
lose by working accordingly. You can 
always get a product delivered, but only 
once it has been sold. 

High growth sales cannot be achieved without 
a really well thought out offer. Whatever you 
sell, sell it with passion – with the genuine 
belief that what you’re selling is going to make 
improvements, give customer benefits and 
deliver a solution of whatever kind to meet the 
needs of the client. The highest valued 
business has usually built a niche offer or a 
unique proposition, but even the same idea 
sold better than the rest can be successful.     

Many, many activities make up a successful 
paid for sale, and the process can be long or 
short, but in my experience it covers a number 
of key stages. I cannot overstate enough the 
importance of understanding your product and 
service enough to overcome all and every 
objection that you will undoubtedly encounter. 
Overall, my advice would be not to sell 
something you cannot be utterly sure you can 
deliver. Businesses are not built on over 
promising and underachieving. They are built 
on promises delivered time and time again, with 
the opportunity to exceed expectations to the 
benefit of the client – who you wish to come 
back. 

 

Start to sell 
There are a few things to keep in mind before 
you begin selling.  

In order to be a successful sales person, you 
must put yourself in the proper frame of mind, 
so wake up every morning with your main 
objective for every day being to sell. A sales 
person’s first priority is to sell and getting 
yourself physically in front of the customer is 
the only way to do this – so make it happen.  

Please also remember that practice makes 
progress, and you will have to overcome 
rejection and hurdles. Indeed, on average, 
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seven hurdles will be put up before you win any 
order. If you cannot tolerate a little rejection on 
the way and cannot muster the bravery to ask 
for the sale, at least several times, then stick to 
admin. 

Some characteristics of a successful and 
effective sales person are: 

 

 Being self-motivated, 
 positive, 
 determined, 
 always eager to keep learning, 
 persistent, 
 honest, 
 taking pride in the company and 

their work, and 
 being organised 

 

 
 

 

The seven steps of 
sale 

 1. Cold calling 

Cold calling isn’t easy for anybody, but the 
more you do it, the better you get at it. It is 
important to always keep challenging your 
comfort levels – this will make you a more 
effective person. Any sales person should be 
on the lookout for more prospects, and I used 
to stress to Pacific Direct’s sales people that 
they should constantly target one new prospect 
every day.  

Before you begin cold calling, it is imperative 
that you have all the background information on 
the business and the person you are going to 
contact. Be prepared – do all of the necessary 
market research about the particular company, 
find out what products they are currently 
carrying, etc… You must be tremendously 
knowledgeable and confident that you are 
offering solutions to their needs. By doing the 
proper market research you are able to 
understand the marketplace and establish what 
the client needs and wants. And before you can 

cold call someone, you first need to establish 
who the decision makers actually are and make 
sure you are calling the right person; otherwise 
you will be wasting your time. Make sure you 
know how to pronounce your contact’s full 
name too – taking the time to do this might not 
seem important at first, but people respond 
much better to someone who is pronouncing 
their name correctly.  

During the cold call, you want to be able to 
build a presence quickly over the phone. Make 
sure you are organised – have a pen and paper 
at hand before you begin. Don’t keep the call 
going for very long unless the contact wishes to 
drag it out, and before you even begin, always 
ask your contact if the timing is convenient or if 
there is a time when it is more appropriate to 
call them back. You must prove to your contact 
that you respect their time.  

The purpose of the cold call is to set up a 
meeting time and not always to sell over the 
phone. The objective is to sell yourself and the 
company so effectively that you have piqued 
the contact’s interest so much that they now 
want to meet you.  

And finally, do remember to smile while you are 
talking on the phone to someone – it may 
sound crazy but you can tell if someone is 
smiling while they are talking to you by the tone 
of their voice.  

By the way, one of the best and most powerful 
ways of generating sales leads, which should 
be worked into any business is word of mouth 
recommendation from an existing customer. 
Incentivise these, grab onto them and treat 
these warm leads with the utmost respect. 

 2. Introduction 

Always in sales, put yourself in the customer’s 
shoes. Once you have set a meeting time, you 
must make sure you show up fully prepared. 
The purpose of the first meeting is to sell 
yourself and the company; you are proving to 
your contact that you are knowledgeable about 
what you do and that you can offer solutions to 
their needs that will save them time and money 
while enhancing their own customer’s 
perceived value of the business.  
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Always show up to the meeting armed with 
brochures (if relevant) and short – very short, 
preferably – PowerPoint presentations; people 
remember 70 per cent of what they see and 
only nine per cent of what they hear, so 
pictures are very important. Before you begin 
the meeting, you will initially be greeted by the 
receptionist or secretary. Make friends with 
these people as they are the gatekeepers for 
the decision makers and can make or break 
you depending on how you treat them. 
Incidentally, don’t ever be rude, negative or 
nasty to anybody, and that includes when you 
are talking about the competition. The more 
you treat people with respect and the more 
positive you are, reflects your level of 
professionalism – and it will be noticed. Equally 
important to remember is that dwelling on 
disaster does not move you on or get you 
closer to success. Mistakes simply close 
avenues and nothing is the end of the world – 
or not in my experience, and I have worked 
relentlessly to turn every negative into a 
positive. Do so and your days will be much 
brighter: full of potential for improvement.  

Make sure that you greet everyone with a firm 
handshake. Also, make sure you look everyone 
in the eyes – this shows your sincerity and 
confidence – and always thank everyone for 
their time.  

When you arrive at the contact’s office or 
boardroom, always make sure you sit down last 
(to show respect) unless they invite you to sit, 
and if you are faced with a choice of chairs – as 
in a boardroom – ask where you should sit. 
Once you are in the room make utterly sure you 
have planned the presentation or discussion 
which you aim to deliver (easier said than done, 
but without even a five minute plan you will not 
be able to work the opportunity for everything 
you could get). During the first meeting, make 
sure you spend most of your time listening to 
your contact. This is the only way you can 
really find out what their needs are.  

Make your sales pitch memorably short, 
competent and factual. State your objectives for 
the meeting to the contact at the beginning so 
that you are both on the same wavelength. Ask 
lots of questions. Conversely, if the contact 
asks you a question that you do not know the 

answer to, do not lie. Simply tell them the truth 
and that you will get back to them with the 
answer (but make sure you follow up – if you 
don’t, then how are you going to expect the 
contact to have faith in you further down the 
line?). Similarly, never make a promise you 
can’t keep. Be honest with people and they will 
respect it. At some point during your 
conversation make sure these words leave 
your mouth: “Is there anything I can do to make 
your life easier”? This demonstrates to the 
contact that you have their best interests at 
heart and are not simply selling a product or 
service. And take notes and action plans during 
the meeting.  

When the meeting is over, try to arrange 
another one some time in the future (it is much 
easier to do this when you are sitting in front of 
the person than by phone or email a few days 
later). Avoid odd, uncomfortable departures; 
make your farewell sentence intelligent. Later 
on that day, email the contact your notes from 
the meeting in a detailed manner so that you 
can clarify if anything was misunderstood.  

Do you score your own performance after a 
meeting? Are you self critical about what you 
achieve? Make scoring yourself a habit and 
learn from every encounter. I have also learnt a 
lot since I learnt to ask others with me at 
meetings for their feedback.  

One important note here: even at the end of the 
first meeting, try to ask for the sale. This can be 
done in various ways, for example: “If I can 
meet your quality and service needs and meet 
your budget, will you order from us?” 

 3. Recommendation 

Once all the details have been discussed you 
can recommend a product or service based on 
what they have said at the same time, so there 
are no surprises. Discuss key terms and 
conditions. This usually takes place during the 
second meeting. You may encounter some 
contacts who want to go through all the steps in 
the first meeting – it’s not very likely, but it does 
happen – and this is why you should always 
bring some samples along in case the contact 
wants to see any products right away (if doing 
so is relevant to your business). You will also 
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need to quote them a price. This might not all 
happen during one meeting – in fact, you may 
meet with a customer many, many times before 
you get to this point. Try and read your 
contact’s body signals. You can very quickly tell 
if they are interested or not interested. If they 
don’t seem interested, then ask why – and ask 
what you can do to make them more 
convinced. 

 4. Negotiation 

Once a product or service has been decided 
upon, a price can be established and/or 
negotiated. The negotiation phase can also be 
quite lengthy, but the main areas to keep in 
mind are: 

 

 Rarely sell anything that does not 
make a profit. 

 Never compromise your integrity, 
the integrity of what you are selling, 
or the integrity of your company. 

 Never negotiate payment terms 
unless you are utterly certain that 
your cash flow can afford it. 

 

 
One useful trick to negotiation is this: if the 
customer is trying to get you to lower your price 
and you really can’t go any lower, remain silent 
for as long as possible. This forces them to 
speak again and usually makes them realise 
that this is the lowest the price can go. 

 5. Asking for the order 

Always ask for the sale. This can be done at 
any point, but once a product and price has 
been set, always ask for the order – but expect 
hurdles for you to overcome. As previously 
mentioned, this can be done casually in the first 
meeting. Also, always make sure that you 
allude to asking for the order in any 
correspondence with the contact: ‘I look 
forward to hearing from you soon and taking 
your order.’ 

 

 

 6. Contract and/or 
agreement 

All relevant paperwork is to be signed and the 
order is placed. A forecasting schedule can be 
included where necessary. It is very important 
that whatever you promise you can do for the 
customer, you make sure that people within 
your company are aware of it. You need to 
keep all of the internal players in the loop in 
order to have everything run smoothly, and you 
cannot just expect other employees to adjust to 
meet your demands.  

Here is another method that should be 
priceless to business organisations that 
compete in a tender system. Find out as soon 
as you can the methodology and the value that 
your buyers put on the different sections of any 
bid you make. Focus on the big, highly valued 
deliverables and make sure you meet all the 
measures placed on the tender. You can find 
more information at: 

www.companyshortcut
s.com/documents 

 7. Invoice and/or payment 

The account now needs to be monitored and 
maintained. Remember that no order is 
complete until the money is in the bank. This is 
sales’ responsibility and the sales people 
should not be paid commissions on an order 
until the business has recouped its costs and 
been paid, at which point profit should be 
proportioned.  

The service you provide for the customer 
doesn’t stop once the payment has been made 
either. It is all very well to close a sales deal, 
but maintaining the level of service stated in the 
contract is crucial; customer retention is just as 
important. And once the original sale is closed, 
you have the perfect opportunity to begin up-
selling the customer more things – for instance, 
items for the coming year, reordering products, 
etc. 
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Phone Skills 
Is your answering machine message on 
your phone everything it can be? Do 
you always leave a call-back number? 
Do you always sound confident, bright 
and cheery despite having the worst of 
days when you answer the phone? 
Incidentally, how often do your team 
hear you selling by phone? In an open 
plan office you can hear and learn from 
each other. I cannot stress enough the 
importance of an open base of all 
communication and how much value 
this gives. 

When calling customers, never, ever ignore an 
opportunity to leave a solid message. Indeed, 
when calling any customer, take the time to 
leave an energising, original and entertaining 
one. You need not appear to be unprofessional, 
but the originality of a message that amuses 
will always have a greater chance of getting a 
positive response.  

There is, of course, the eternal debate over 
phone messaging services on direct lines and 
the means of communicating with ease. The 
point in everything is to give the client what 
they want. We concluded that our luxury five-
star customers wanted to speak to someone 
intelligent and able who cared and who, in one 
touch, could pass them on to somebody who 
could answer their questions. We had the 
world’s best receptionist, but we also bothered 
to train everybody in the business about call 
handling and the different kind of enquiries and 
the people to whom queries should be 
forwarded. There is nothing more annoying 
than wasting time finding out, through three 
different calls, that the person with the answer 
you need has left the building. Do not do this to 
your customer – aim to make every single 
touch point with the client smooth, efficient and 
professional. Your client handling is a 
representation of your brand, your image and 
the service you sell. We all form opinions on 
the service we experience and, directly linked 

to this, we make conclusions about the 
company in general. Your employees represent 
your brand and your product, so work hard to 
ensure they do so to the best of their ability – 
from day one. Think about your customers. For 
instance, I could not employ people with an 
accent that could not be universally understood 
as we were an international business. At one 
stage we even trained our staff how to transfer 
a call in French; we had French speaking 
housekeepers calling in from all sorts of time 
zones and we needed to guide them to the right 
people to maximise success.  

One last important sales tip, call wise. Set 
yourself targets for outbound selling goals. 
When it is one of those horrible days when it 
seem you are not having much success, just 
keep going – often the next best client is only 
one call further away from the last rejection. I 
used to call over 150 people a day, or perhaps 
more in the early days. I did it with the old 
fashioned use of a roller-directory card system I 
created myself using library leads and I would 
play games with myself, starting back, front, 
middle, different letters or whatever, just to 
keep the game interesting and original (I 
rigorously applied previous sales-call 
conversation pieces, which engaged the client 
until I completely perfected my phone pitch. 
How hard have you gauged client reaction to 
what initially will be uncomfortable and difficult 
for you? Have you then prioritised which are 
the most valuable conversations, always 
starting with the highest? The more calls you 
make and the sooner you make them, the 
sooner your success rate will grow. 
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Image 
Let me touch on your own personal 
image. Conformity has not been 
something I have found comfortable in 
life, and there is an inbuilt mechanism, I 
think, in many entrepreneurs that looks 
to beat the odds. Being memorable can 
mean something simple like being 
dressed appropriately (which still takes 
thought and planning) all the way 
through to being dressed 
inappropriately with intent; creativity 
with a touch of originality can overcome 
barriers. But do remember this: if you 
are confident enough to be outstanding 
you had better be good enough to 
deliver on any promise you make. I 
have often and still do wear odd socks 
deliberately, but at the heart of 
anything, we will always be ‘measured’ 
by first impressions – so whenever you 
have the chance of promoting your 
business, dress for impressing. 

Irrespective of the entrepreneurial tendency to 
be non-conformist, I would suggest that nearly 
all successful people have respected a dress 
code and know the time and the place in which 
they have to conform to one, to a presentation 
of themselves which will allow them to make 
progress. The way you speak, dress, stand, 
eat, drink and every detail of your person is 
under scrutiny when you are selling – and 
many of us are selling something. Certainly, 
when you are building a brand, you are the 
leader of the brand and everything you can do 
to represent yourself in the appropriate way 
matters.  

I was selling to luxury five star hoteliers who 
know better than anyone the importance of 
dress and presentation. I have undoubtedly met 
some of the most beautifully turned out and 
elegant people in the hospitality industry and 
have learnt from them the efforts to which they 
go to present themselves and their hotels to the 

best of their abilities. If you are, like I was, 
wanting to be taken seriously, then present 
yourself in the right way and style yourself to 
suit your industry; even consider the pen you 
write with and the watch you might wear. I have 
learnt to dress down for some appointments 
and dress up for others. Think hard about 
respecting the people you are meeting, 
consider the impression you need to make and 
dress for success. Do not forget to walk tall, 
and do so with confidence. 

 

Developing the sales 
process formally 
It may sound unbelievable, but we 
survived years at Pacific without any 
formal sales literature. Clearly, we were 
very lucky to have managed to have 
achieved as much as we did through 
miniature sampling alone. If you know 
your market and know what the client 
wants, have great people on the ground 
and deliver accordingly, you can 
achieve a great deal without much 
formality. 

I appreciate this was much easier given the 
type of products we promoted – but how lucky 
again that we checked out what the competition 
‘did’ for sales sampling, analysed it and 
bettered them in every way… except for 
brochures, that is. Many members of Pacific 
Direct’s staff called our competitors claiming 
that they were about to open a bed and 
breakfast guesthouse and so were in need of 
toiletries. We measured the time it took for 
samples to arrive, how they were packaged, 
what samples were sent, how they were 
presented and, of course, and where possible, 
did direct offer-price comparisons. I cannot 
stress strongly enough the importance of 
competitor research and it will come up again, 
but in the sales process of your competition, 
you should be doing so. You will learn a great 
deal which you will be able to use in the 
improvement of your own company. 
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Customers first – 
service ethics and 
attitudes 
You must have a customer-first service 
ethic and attitude in every part of your 
company; after all, the customers pay 
your salary and retention builds a 
business. Your cultural values must put 
the customer at the centre of all the 
decisions you make in development 
and investment into your business. 
Staying in touch and being at the 
coalface is critical. This is much easier 
in the early days when you will perhaps 
have time every day for face to face 
client meetings, but it becomes a 
necessary effort later on as your 
business outgrows your direct 
individual sales drive. 

I do not remember formally learning anything 
about customer service; all I have ever thought 
is that in order to be the best, the company I 
represented needed to deliver consistently on 
its promise – and by the way, a lost customer 
can be the most powerful learning experience. 
If you ask your departing clients why they are 
going elsewhere for a service you have 
previously provided, you may discover a great 
deal about the shortcomings of your operation, 
against the better offer from a competitor. In my 
experience you will be surprised at the level of 
details a customer will be willing to provide 
which will help you improve for the future.  

I would also suggest that you make very sure 
what your business capabilities and boundaries 
are. What does your business not cover in 
service? Are your team clear about not wasting 
time discussing something that makes you no 
money? Having said that, there is no harm in 
helping a customer with an introduction or 
source for a product you do not do – this is 
sales point scoring and is in the area of building 
client relationships; it can be a great foundation 

for a new and developing relationship. I often 
encouraged our team to give references for 
other companies in our field and beyond. Often 
I recommended a solid business which 
distributed the disposable products our hotels 
bought, and to some of my clients, the 
introduction of such a great service only served 
to emphasise the value of the offer we made. 

Do not undervalue the importance of hearing 
first hand and not through sales feedback or 
through marketing, but direct from the client, 
their evaluation of your service, your product 
and anything else which affects their buying 
decision. Invariably customers have great 
insights into product development throughout 
your competitor base. So learn to listen hard 
and look for eye-widening excitement when a 
customer asks if you can deliver something 
new, something which may well have been 
introduced as an innovation by your 
competition.  

The measurement of customer service 
standards also depends on your supplier base. 
We used to bonus-motivate our distribution 
company for performance. We had a contract 
which promised that they had to deliver goods 
within three days, but we promised clients a 
week – so they were never let down. We 
relentlessly demanded the best possible 
standards from our subcontractor, and never 
blamed them for a lack of service performance 
because I saw these choices of extended 
service as still being our responsibility. If a 
supplier that you have selected lets down your 
customer, it is your fault and you need to take 
ownership and resolve the problem. (You may 
also have to look at the issue of the supplier not 
meeting agreed and established criteria, of 
course.) 

Incidentally, the only time when the customer is 
not king is when he or she behaves in a way 
which is simply unacceptable. In our case this 
was manifested in the way one individual spoke 
and behaved when ordering from our team. 
This particular customer always ordered late, 
outside standard policy and always pushed 
time boundaries, and in the end I took some 
delight in calling an important hotel in London 
and informing their Purchasing Manager that 
we would not be doing any further business 



 

 

We connect social enterprises  
with investors & the corporate world 

4th Floor, 20 Old Street, London, UK, EC1V 9AB 
+44 (0)20 7490 9520 
Company Registration Number: 6686965 

with them. I made the call from the middle of 
our office, in the sight and sound of the core 
sales and service team. I cannot underline 
enough the value of such a lesson in putting 

your own team above others in a situation like 
this. The reinforcement of my utter faith in them 
was extremely powerful. 

 

 

 

Lara’s sales laws 
Your sales passion is infectious and must lead your company direction. 

Stay in touch with the customer, always. 

Aim higher than you initially plan, you will always be surprised at how 
your audacity delivers beyond expectations 

Process speed in the sales cycle is vital and makes money. The faster 
you narrow down objections, the sooner you win the order or move on – 
and both are progress. Keep pushing. 

Complacency kills, persistence pays. 

Be entertainingly professional and exude energy. It breaks barriers. 
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	3. Recommendation

	Once all the details have been discussed you can recommend a product or service based on what they have said at the same time, so there are no surprises. Discuss key terms and conditions. This usually takes place during the second meeting. You may enc...
	4. Negotiation

	Once a product or service has been decided upon, a price can be established and/or negotiated. The negotiation phase can also be quite lengthy, but the main areas to keep in mind are:
	 Rarely sell anything that does not make a profit.
	 Never compromise your integrity, the integrity of what you are selling, or the integrity of your company.
	 Never negotiate payment terms unless you are utterly certain that your cash flow can afford it.
	One useful trick to negotiation is this: if the customer is trying to get you to lower your price and you really can’t go any lower, remain silent for as long as possible. This forces them to speak again and usually makes them realise that this is the...
	5. Asking for the order

	Always ask for the sale. This can be done at any point, but once a product and price has been set, always ask for the order – but expect hurdles for you to overcome. As previously mentioned, this can be done casually in the first meeting. Also, always...
	6. Contract and/or agreement

	All relevant paperwork is to be signed and the order is placed. A forecasting schedule can be included where necessary. It is very important that whatever you promise you can do for the customer, you make sure that people within your company are aware...
	Here is another method that should be priceless to business organisations that compete in a tender system. Find out as soon as you can the methodology and the value that your buyers put on the different sections of any bid you make. Focus on the big, ...
	www.companyshortcuts.com/documents
	7. Invoice and/or payment

	The account now needs to be monitored and maintained. Remember that no order is complete until the money is in the bank. This is sales’ responsibility and the sales people should not be paid commissions on an order until the business has recouped its ...
	The service you provide for the customer doesn’t stop once the payment has been made either. It is all very well to close a sales deal, but maintaining the level of service stated in the contract is crucial; customer retention is just as important. An...
	Phone Skills

	Is your answering machine message on your phone everything it can be? Do you always leave a call-back number? Do you always sound confident, bright and cheery despite having the worst of days when you answer the phone? Incidentally, how often do your ...
	When calling customers, never, ever ignore an opportunity to leave a solid message. Indeed, when calling any customer, take the time to leave an energising, original and entertaining one. You need not appear to be unprofessional, but the originality o...
	There is, of course, the eternal debate over phone messaging services on direct lines and the means of communicating with ease. The point in everything is to give the client what they want. We concluded that our luxury five-star customers wanted to sp...
	One last important sales tip, call wise. Set yourself targets for outbound selling goals. When it is one of those horrible days when it seem you are not having much success, just keep going – often the next best client is only one call further away fr...
	Image

	Let me touch on your own personal image. Conformity has not been something I have found comfortable in life, and there is an inbuilt mechanism, I think, in many entrepreneurs that looks to beat the odds. Being memorable can mean something simple like ...
	Irrespective of the entrepreneurial tendency to be non-conformist, I would suggest that nearly all successful people have respected a dress code and know the time and the place in which they have to conform to one, to a presentation of themselves whic...
	I was selling to luxury five star hoteliers who know better than anyone the importance of dress and presentation. I have undoubtedly met some of the most beautifully turned out and elegant people in the hospitality industry and have learnt from them t...
	Developing the sales process formally

	It may sound unbelievable, but we survived years at Pacific without any formal sales literature. Clearly, we were very lucky to have managed to have achieved as much as we did through miniature sampling alone. If you know your market and know what the...
	I appreciate this was much easier given the type of products we promoted – but how lucky again that we checked out what the competition ‘did’ for sales sampling, analysed it and bettered them in every way… except for brochures, that is. Many members o...
	Customers first – service ethics and attitudes

	You must have a customer-first service ethic and attitude in every part of your company; after all, the customers pay your salary and retention builds a business. Your cultural values must put the customer at the centre of all the decisions you make i...
	I do not remember formally learning anything about customer service; all I have ever thought is that in order to be the best, the company I represented needed to deliver consistently on its promise – and by the way, a lost customer can be the most pow...
	I would also suggest that you make very sure what your business capabilities and boundaries are. What does your business not cover in service? Are your team clear about not wasting time discussing something that makes you no money? Having said that, t...
	Do not undervalue the importance of hearing first hand and not through sales feedback or through marketing, but direct from the client, their evaluation of your service, your product and anything else which affects their buying decision. Invariably cu...
	The measurement of customer service standards also depends on your supplier base. We used to bonus-motivate our distribution company for performance. We had a contract which promised that they had to deliver goods within three days, but we promised cl...
	Incidentally, the only time when the customer is not king is when he or she behaves in a way which is simply unacceptable. In our case this was manifested in the way one individual spoke and behaved when ordering from our team. This particular custome...
	Lara’s sales laws
	 Your sales passion is infectious and must lead your company direction.
	 Stay in touch with the customer, always.
	 Aim higher than you initially plan, you will always be surprised at how your audacity delivers beyond expectations
	 Process speed in the sales cycle is vital and makes money. The faster you narrow down objections, the sooner you win the order or move on – and both are progress. Keep pushing.
	 Complacency kills, persistence pays.
	 Be entertainingly professional and exude energy. It breaks barriers.

