Prospecting Ideas to Supplement Your Efforts

October 14, 2003

CALL PREPARATION:
1. Reference stories:  Reference stories are one of the best sales tools available.  If you do not have two or three of your own, go to the reference story database and make certain that you are intimately familiar with two or three stories that will best support your prospecting efforts.  The reference story database is a searchable database.  http://w3.ncs.ibm.com/crmd.nsf/home?ReadForm 

2. Use your data sources:  The client teams, services teams, SAMs, Hoovers (accessed through COMP), Harte-Hanks, InfoTrak, the customer’s web site and the other resources are all part of the puzzle-building process.  There is no one data source that will do it all for you.  In fact, even with all of these data sources, you will still have to make phone calls just to piece the client picture together.  This is all part of the prospecting process.

3. Find out how your prospect stacks up against their competition.  In addition to company profiles and financials, Hoovers.com lists a company’s top 3 competitors and how they compare financially to their competition.  
4. Don’t succumb to “paralysis by analysis”.  Do just enough research so that you can begin making calls.  As you book appointments, more research will be necessary to prep for the face-to-face calls which will be time better spent since you’ll know that the prospect is interested in meeting with you.

5. Working with Team IBM – Compile a list of names/phone numbers that you intend to prospect to, present it to the account team, ask which contacts they have established relationships with and can leverage for you and indicate that you will call the remaining contacts.  Be prepared to share the value proposition you would present to the prospect to the IBM team member(s).

6. Know when your customer’s fiscal year ends – You can obtain this information from their annual report or from Hoovers.com.  The corporate budget cycle usually starts three to four months prior to the year end.  The budget process will determine which existing relationships will be renewed and which will be changed.  It is a good idea to intensify your prospecting efforts around the customer budget cycle.

7. Internal reference stories:  Internal reference stories or successes that you have already had in the company are one of the best reasons to make a call into a new area of the company.  If you have already had success in the accounting department, why not take your success and use it in the legal or finance department?

8. Make certain that you understand your customer’s businesses:  In most cases, we are dealing with complex organizations.  Make certain that you are covering all locations and all lines of business.  One of the best resources I the OneSource report on the company which you can request from maconslt@us.ibm.com.  Hoover’s, Harte-Hanks and the client web site are also all excellent sources of this information.

9. Make an appointment with yourself each day to prospect:  Whether you are making five outbound calls a day or twenty, you need to allocate the time in your calendar to get the job done.  Please set aside a minimum of 30 minutes each day to prospect.  Please note that if necessary, you can break these 30 minutes into two or three segments.

10. Calendaring Appointments:  Each and every time you pick up the phone you should have a planned time to meet with the prospect.  This should be the most convenient time for you.  Since there is a good chance that the prospect will not be available at that time, you need a second planned alternative to maximize the value of your time.  AFTER you have made two attempts at maximizing the value of your time, then try any time that will work for the prospect.

11. Proximity helps:  Given two otherwise equal accounts, your chances of closing business at an account that is in closer proximity are higher than one that is farther away.

12. Make your scripts as concise as possible:  More is not preferred to less when it comes to scripts.  Make your scripts as concise as possible and remember that the objective of the call is to get an appointment.

13. Dig deep and broad into your accounts:  One of the things that your research in Harte-Hanks and Hoovers may tell you is that your market share and knowledge of the customer are not quite what you thought they were.  Dig deep and broad into your accounts.  You might be surprised at what you find.

14. Set up your Factiva profile:  Factiva is a great resource to identify and reach out to additional “V” and “C”-level executives at your accounts.  Don’t miss out on this great opportunity.  Go to www.infogate.ibm.com to register for a “Gold” userid and password.

15. There is a reason that A is first:  Remember the A, B, C, D strategy that we set up in the program.  This strategy was established to insure that you are going to get the best return on the time you invest in the prospecting process.  Please call your A prospects first, your B’s second and so on down the list.  You should not be calling your D prospects first.  

16. Consider cycling internal IBMers, partners (ISVs, GSIs) and customer prospects into your Prospecting Cycle.  When calling a client rep or a LOB customer, put them all in your prospecting cycle. You'll be happy when you get the response: 'Your timing couldn't have been better!'
FINDING CONTACTS:  

1. Leverage existing relationships – Anywhere you can, talk to existing contacts to get referrals and names of other people in organizations.  You’ll have a much higher success rate using internal referrals.

2. Corporate directories – Many of your colleagues have been successful in obtaining corporate directories for their customers and prospects.  These can be obtained from administrative assistants, the corporate mail room, friends you have inside the company and sometimes even the corporate website.  In outsourced accounts, ask IGS contacts for directories.  

3. Corporate “moles” – It’s a good idea to have a few friends inside prospective organizations.  These friends are sometimes referred to as corporate “moles”.  They can help you obtain information such as key contacts, direct dial phone numbers and email addresses that you might not otherwise be able to obtain.

4. Use the general number for the company:  If you need to locate a contact, one way to do it is to call the general number for the company.  Use the following script when you do this:  “This is ______________ from IBM.  I was wondering if you could help me please.  (Long pause until they say “yes”).  Great, I was looking for the person who handles ________________.  Do you know who that is and can you give me their extension in case we get disconnected?”.  It works like a charm.

5. Use any extension within the organization – If you know the main number is 555-1000 try calling 555-1010, ask for the person you want to reach, and when the person who picks up says you dialed the wrong number, ask them to transfer you to the correct person.
6. Do a Google Search – Once you find an executive contact, go to www.google.com and type in an executive’s name and the word “says” in the search field.  Google will provide you with information about the executive and things they’ve said in the press that you can use to supplement your prospecting efforts.

7. Email IDs:  Try obtaining the corporate email syntax by explaining to an admin. assistant that you tried sending an email using a specific syntax and the email got returned to you.  It’s likely that they’ll give you the correct email syntax to use throughout the company.
 WHEN MAKING CALLS:

1. Vary your call times – most of the corporate world is in meetings from 9am-12pm and 2pm-5pm!

2. Engage the prospect right off the bat – Get them involved in the conversation right away.  Use “How are you today?” or some other question you are comfortable with.  
3. Administrative Assistants (“AA”):  Remember that they are your allies, not the enemy.  You can get very useful information and contacts from an AA.  Be aggressive and use the AA to set up appointments with the decision maker.  If you have to leave a message, ask them to transfer you to voicemail - you’ll do a much better job of representing yourself on voicemail than they will with a message.

4. If you were asked to send something in the mail and you have, immediately follow up for the appointment.
5. Voice Mail:  If you are following the A, B, C, D cadence, you always want to leave a voice mail message.  Make certain that your message has a strong and compelling business reason for the call.  Please refer to the scripts that have been developed along these lines.

6. Be yourself:   Scripts have been provided for guidance.  You need to make the scripts your own so that you don’t sound scripted.  Practice and relax.  Even leave yourself a voice mail message and give yourself feedback.  You can also get feedback from your teammates as well by leaving them messages.  The quality of your message will determine the number of call backs and appointments that you get.

7. Avoid the 15-minute meeting:  You are selling complex solutions.  Just like it takes a doctor a specific amount of time to perform open heart surgery, it takes you time to implement the SSM sales process.  A normal prospecting discovery meeting should take one hour and you need to do your job properly.  Start with allocating one hour for each meeting.  If you need to concede to 30 minutes or fifteen minutes based on the prospect’s comments then do so, but don’t offer this significant concession up front.

8. Make certain that your prospecting script has one great open-ended question:  The key to your prospecting script is twofold; first you need a great business reason for the call.  Next, you need a great open-ended question to get the prospect involved in what you are doing.  If you review the recommended scripts, the question “Is this the same issue impacting your business or are there other ones?” is used.  You cannot talk your way into an appointment.  The best way to persuade other is by listening to them.

9. Avoid wishy-washy words:  When prospecting, you need to sound confident.  Avoid phrases like “Is this a good time?” or “Would you mind meeting with me?”.  You confidence will come through over the telephone and it will make you more successful.

10. When talking to customers or prospects, remember the key question:  “Well, who else would you suggest I talk to?”

11. Call outside of the box:  If we all call the CIO, we are going to get into trouble.  Think outside the box - VPs of Sales, Marketing, Accounting, CFO’s, CEOs and others can also use what we sell.  At one Fortune 2000 company, only 2% of their technology spend was generated by IT!

12. Once you set an appointment:  The single most compelling reason to meet someone, from their perspective, is if you are already in the area.  For example, if you have one appointment at American Express, you should call others at AMEX so you can spend the entire day in one building.  If you have to drive to Albany, NY to meet with someone in State Government, try to fill up your days with other appointments in Albany so that your schedule is full.  Time management is a key element of sales and prospecting.

HANDLING OBJECTIONS:
13. “We are already using your competition”  When you hear this, you can respond with “That’s OK, they’re a fine company but what we have found is that we can be an effective SUPPLEMENT (or COMPLEMENT) to some of the things that they are doing.  For example …” The key to this response is the use the words “supplement” or “complement”.  If you do not use these words, you run the risk of offending the prospect.  For more on objection handling, please refer to Module 5 of the eLearning program, Prospecting eLearning Universityfor Sales Success.  This can be found on eBU online.  Every potential objection you will receive in the prospecting process is discussed and scripted there.

14. “Talk to IT – they would handle this”  If a LOB prospect tries to refer you to IT, explain that you understand that while they may not handle the technical implementation of a solution, they are likely to have business needs/problems that can be solved and that that is where the process begins, therefore you need to speak with them.

15. “Let’s meet in the future”:  If they suggest meeting months in the future, you can try asking them “what will change in the next few months?”

16. Return ALL prospects to the call cycle.  Believe it or not, you should crave rejection - unless you hear “yes” in sales, assume it’s a NO.  Understanding where you are in the process is key - it will help you manage your time.  If you tried twice and can’t overcome the objection, put the prospect back in the cycle (A,B,C,D call pattern).

GENERAL:
1. Prospecting is a process, not an event:  You must remember that it will take time and effort on your part to achieve prospecting success.  It will not happen overnight.  Follow the A, B, C, D cadence and your minimum commitment of five outbound calls a day and you will get the results that you want.

2. Teamwork:  Remember that client reps, SAMs and pillar reps all work for the same company.  Please coordinate your efforts where possible and please refer business to other pillars (outside of your own) when the opportunity exists.  This will only help you in the long run – building IBM market share is the name of the game.

3. Your success will come:  Another of your colleagues achieved the following results: 35 calls, 7 appointments.  This is excellent.  She is an excellent business developer and so are you.  You can achieve similar results if you stick to the process.

4. Whatever works:  Whatever works, keep using it.  There is no way to prove that any sales methodology or way of doing things is better than any other.  Except for results.  If you are 3X+ of your goal, keep doing what you are doing.  If you are not, the ideas in our prospecting program are designed to get you to 3X+.

5. Those tough days:  If you feel like you’re having a tough day and not up to making the calls, think of a creative way to warm up.  One suggestion is to call some friends or family - it could give you the lift you need to feel up to making the calls.

6. Luck:  We have heard comments in some of the team execution calls that some sales people felt lucky when they scheduled an appointment.  Please keep in mind that we are betting on the process (the ABCD system) and not the event.  There is no luck involved.  Your success is a result of your hard work.

7. “New brooms sweep clean.”  Any time there is a change in personnel at the customer or prospect organization, intensify your prospecting efforts.  Remember that “new brooms sweep clean”.

OTHER BUSINESS DEVELOPMENT IDEAS:

1. Customer Trade shows:  One of your colleagues participated in a trade show at one of their accounts, Cendant.  If you are not familiar with Cendant, they are a large and diversified company.  This sales executive was able to obtain the list of all people attending the internal trade show.

2. IBM or partner trade shows:  Take advantage of the excitement and momentum generated at the event and book appointments with customers on the spot. 

3. Use alternative forms of business development:  Many of your colleagues have built email databases for customers and prospects.  Then, they take IBM press releases relevant to his/her products and send them out to his email list in an email blast.  This method has earned several appointments.

4. “Building Rapport”  Set up a Factiva profile for the account.  When you get information about a Line of Business or other executive, clip the article and send it to the executive with a nice hand written note.  Congratulate them on their success and include a comment about the business initiative outlined in the article.  Make sure to hand write the envelope use a stamp.  Don’t use a postage meter.  Also, include your business card so that they can reach out to you if necessary.   Use your discretion as to following up on the note with a phone call.

BOTTOM LINE:  YOU MIGHT NOT LIKE THE METHOD BUT YOU WILL CERTAINLY LOVE THE RESULTS!
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