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EEiigghhtt  RReettaarrddeedd  --  YYeett  

CCoommmmoonn  --  BBuussiinneessss  

DDeevveellooppmmeenntt  MMiissttaakkeess……  

By Tom "Bald Dog" Varjan, Chartered Member of The Renegade Fringe 

Last updated: Friday, 13 April 2007 

...That Can Bring Your Service Business To A Crawl, Then A Screeching Halt And Finally, In 
Screaming Agony, To Its Knees   

Peter Drucker once said: "The aim of marketing is to make selling superfluous".  

Based on this phrase from the father of modern management, we can also say, that the purpose of 
systematic business development is to make traditional prospecting grunt work superfluous or rather non-
existent. 

Ignore this fact and you will spend the rest of your life doing sheer, backbreaking prospecting grunt work 
chasing people to peddle your stuff. 

Here are three vital numbers for you:  

Fred Tigernuts, the typical business owner spends about 70% of his time prospecting for new business.  

At any one time 97% of his prospects are not ready to buy. They are tyre-kickers, plate-lickers and 
prospects who can't make buying decisions without talking to their lawyers, accountants, mothers, dogs, 
cats or budgies.  

According to McGraw Hill research, a typical sales meeting costs some $370 in opportunity money. A 
meeting outside your town can run you easily at $1,000.  

All right. Let's correlate the two numbers. Let's say you work 65 hours a week and spend 45.5 hours on 
prospecting. But 97% of these 45.5 hours, that is, 42.3 hours are spent on chasing tyre-kickers, 
freeloaders, plate lickers and losers. 

What this means to you is that out of the 65 hours, only three hours and a tiny bit are spent on activities 
like advancing your knowledge, doing your paperwork and meeting "Ready to Buy" prospects. The rest is 
wasted on people who are not yet ready or those who are downright tyre-kickers. 

So, how many prospects do you meet during the other 42.3 hours? After multiplying the number of 
meetings by $370, how much are you losing in opportunity money? 

But if your website does the qualifying for you, do you care how many tyre-kickers come to your site. Who 
cares! It is not your personal time they abuse. They browse around and then, if they don't like what they 
see, leave. 

In the business world it has become conventional wisdom that if you want to sell something, you hire 
some salespeople, then send them out to pound pavements and chase people, hoping that maybe they 
can convince some of them to buy your stuff. This approach, while it is better than a poke in the eye with 
a sharp stick, is inherently flawed. Some people may take pity on you but you are still perceived as a 
peddler, a barely tolerated pest, a common pain-in-the-arse, not a as a knowledgeable professional who 
has some value to offer. 

That is, you may be able to compete on brute force to hunt people down and beating them into 
submission to buy your stuff, but you will never gain their respect, which also means that you have no 
chance for repeat or referral business.  

Case in point. Have you ever advertised in Yellow Pages? Probably. Have you ever referred some of your 
friends to the telemarketer who interrupted your lunch selling you Yellow Pages ads? I doubt it. When you 
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chase and hunt people, although some of them may buy your stuff, if it is cheap enough, but will hate 
your guts because of the methods you used to sell. 

And in case you don't believe me, just think of used car salespeople, fear-mongering insurance 
salespeople or overzealous multilevel marketing distributors. Who do you see in your mental eyes? Yes, 
glib and smooth-talking people who can sweet-talk a baby out of a pregnant woman, but do you really feel 
that they care about you. Do you really trust them? Can you also see the vibrating dollar signs in their 
eyes? So, now you know what you mean to them: The next commission, mortgage payment or grocery 
bill. 

And if you chase, hound and hunt prospects, this is exactly you are regarded. An annoying pest, a 
certifiable pain in the arse. Many people buy used cars but most of them hate the experience and even 
more hate the salespeople they bought their cars from. 

And this is the reason why you have to avoid chasing people and create circumstances under which the 
appropriate people can raise their hands, saying "I am interested in your stuff, please tell me more". That 
is, you make people come to you because you are perceived as the wise one on the mountain, and you 
don't come down and start chasing people in the futile hope of turning them into disciples. 

The message is that you want to be sought out in a competitive vacuum, because you are different from 
the crowd. 

If this approach sounds good enough for you, then read on as we discuss some of the greatest mistakes 
business owners make when trying to generate qualified sales leads. 

Recent survey have found that...  

While 53% of respondents believe the sales and marketing functions have a close and collaborative 
relationship, only 7% feel the two groups work together very effectively to harvest business prospects.  

56% of the respondents don't have a formal process for generating and qualifying their sales leads.  

56% of respondents convert less than 10% of their business prospects into deals; approximately 30% 
covert less than 5%.  

Most respondents are not satisfied with their conversion rates; only 5% are very satisfied.   

According to the Yankee Group's research, "Linking marketing and sales...does provide an enormous 
payback"  

"An 11% reduction in lost sales leads, combined with a 1% improvement in lead-to-client conversion rate, 
increased annual gross profit by 136%". ~ BtoB: The Magazine for Marketing Strategists, April 14, 2003 

Typical companies invest a mere 4.5% of their gross revenues in marketing and grow 5% annually. 

Non-typical companies invest as much as 13-15% of their projected gross revenues in marketing and 
grow by over 50% annually. 

What percentage do you invest to generate first-time tryers, on first time clients and on repeat clients? 

According to Boston Consulting Group's research between 1980 and 1995, when the shit hits the fan, the 
surveyed companies reacted in two different ways. The majority reduced or eliminated marketing, but the 
minority stepped on the marketing accelerator.   

The result was interesting. The ones that reduced marketing grew by 5% over 15 the following years. The 
ones that stepped on the marketing accelerator grew by over 500% over the following 15 years. 

The majority looked at the investment. The minority looked at the potential return. It's just two different 
mindsets. That's all. 

Do you know what elephant hunting and sales lead generation have in common? You may be surprised, 
but they are very similar. 

Imagine if you will. If you want to eat roasted elephant sole, you can either start chasing elephants all 
over hell's half acre or bait your trap to attract them to you and wait. Smart elephant hunters bait and wait. 
They know the beasts will come in droves, and all they have to do is to prepare the fire, the frying pan 
and the appropriate wine for the feast. 
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And this is what smart business owners do. They bait, that is create very specific messages which certain 
target markets find attractive to seek out the business. Smart businesses don't chase their prospects. 
They attract them like honey attract bees. 

So, talking about lead generation and sales automation, you have two choices: 

Assembling an army of salespeople and sending them out to pound pavements, dial for dollars and battle 
gatekeepers, and while haphazardly closing some deals, consistently intimidating and disgusting most of 
your target market, who gradually move to the competitor.  

Automating your business development process, so ready-to-buy customers can seek you out in a 
competitive vacuum, and you can actually make more sales and keep more profit with fewer people.  

And while many people talk about prospecting and sales lead generation as a software package or other 
technical solution, I believe it is more of a mindset. And the mindset is this: How can I attract as many 
qualified ready-to-buy prospects to buy my products and services with as few people and with as little 
ongoing manual labour as humanly possible? 

I emphasise "ongoing" because first it will take some time, money and effort to create a system and then 
gain momentum. Hey, do you know that a space rocket burns some 80% of its fuel in the first two minutes 
after lift-off? But the rest of the journey is on momentum with minimum fuel. 

The basic idea is how you can bolt a marketing turbocharger to the front end your sales machine, so it 
works without you. If you have to spend hours of time and piles of money on each of your customers 
before they buy from you, which most businesses seem to do, then you are out of the profit-making game 
before it started. You put yourself in the chasing game. 

The fact is that you must be able to take prospects from first contact to signed contract or paid product as 
automatically as possible. But if you have to perform manual labour before you receive money from 
customers, then your system needs some fine-tuning. 

And when it comes to fine-tuning, here are some of the most typical lead generation mistakes companies 
make and force themselves to perform more and more manual labour grunt work. 

Times are changing, and you can no longer sit in your shop hoping and praying that someone shows up 
and buys your services. Competition has become fiercer than ever before. And upon re-examining your 
sales process, first you should look at how you are generating a steady stream of prospective clients and 
customers. 

Business development can be broken down to marketing, sales and client service. No, not delivery of 
service, but simply a "keep in touch" process after the service was delivered. And these three functions 
are supposed to operate in a seamlessly alternatives to improve the situation... 

 

""""""""WWWWWWWWeeeeeeee        GGGGGGGGeeeeeeeennnnnnnneeeeeeeerrrrrrrraaaaaaaatttttttteeeeeeee        OOOOOOOOuuuuuuuurrrrrrrr        SSSSSSSSaaaaaaaalllllllleeeeeeeessssssss        LLLLLLLLeeeeeeeeaaaaaaaaddddddddssssssss        UUUUUUUUssssssssiiiiiiiinnnnnnnngggggggg        CCCCCCCCoooooooolllllllldddddddd        CCCCCCCCaaaaaaaallllllllllllllllssssssss""""""""        -------- First think about how 

you respond when somebody calls you. Are you glad to be called? Do you wake up in the 
morning, saying: "I'm sure I will have a great chat with a tele-peddler today too"? 

I dare to say that, as a potential customer, you too abhor cold callers just like everyone else? 
Then what is the logic in using such repugnant methods to drum up new business for yourself? 

Do you realise that the famous Don't Call Book"? is getting fatter and fatter as you are reading this report? 
Yes, it protects you as a customer, but as a business owner it also screws up your life big time if 
telemarketing and traditional sales prospecting are your ways of generating sales. 

The fact is that if you rely on your people's making cold calls on a daily basis, what you are creating is 
astronomical staff turnover. Call centres rely on cold calling methods, and their annual staff turnover is 
well over 100%. And as the saying goes, you can't build a fortress by constantly replacing the bricks in 
the walls.  

You can't create a cohesive team by replacing members on a daily basis. How can you trust a company 
that changes its people like underwear: Using new ones every day. 
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Last but not least, cold calling is wasteful because it cannot be automated. You have to sacrifice  - your 
own or some of your people's precious personal time to filter through lots of suspects before you find one 
or two real prospects. And the whole idea of running a business is to automate it as much as possible, so 
you can enjoy some freedom.  

Using direct response marketing legend, Dan Kennedy's words, "Cold prospecting is like coal mining. 
Dirty, ugly, filthy, smelly work best left to people who make minimum wage with brawn, not maximum 
wage with brain." 

 

""WWee  SSeellll  TThhrroouugghh  OOuurr  SSttrraatteeggiicc  PPaarrttnneerrss""  -- Are you really so naive as to 

believe that for a meagre 8-12% commission someone - usually called the strategic partner - puts 
in 100% effort and commitment? Maybe it's time you woke up. It's as naive as to believe that 
commissioned salespeople for a 10% commission will bust their arses to improve your bottom 

line. Do you really think they care about your company? You've already alienated them with a retarded 
payment plan: Commissions. "Strategic partners" have their own stuff to sell and they can keep all 100%. 
Why would they bother to make a serious effort to earn your measly little 8-12% commission?  

I appreciate that you have invested heavily to develop your stuff, but whatever you develop, unless you 
are able to sell it, your stuff is just as useful as a cat flap on the elephant house. Just look at Microsoft. It 
was Bill Gate's idea, but it was the marketing genius, Paul Allen who made it all happen by marketing and 
selling the stuff.  

Even Shakespeare was a nobody until William Marlow, a promoter had come along, validated 
Shakespeare's stuff, told him he believed in him and put his writing on stage. 

Work only with strategic partners if you are willing to pay them a healthy percentage. For 8-12% 
commission you will only get partners from the bottom of the pile.  

Even better, develop your own marketing and selling machine and pay yourself. 

There are many companies that sell other companies' stuff as strategic partners, but rest assured these 
partner programmes never run on all four cylinders. 

The other thing is that most companies that sell "strategic partners"? stuff are not exactly market leaders. 
They often don't even inspire to rise higher than "comfortably mediocre" in the pecking order. They just 
want to make enough to pay the bills and make payroll. There is no vision beyond financial survival. They 
try to avoid becoming undisputed laggards and being shifted to the very bottom of their industries' pecking 
order, although most of them are not far from there. 

If you believe in your stuff, then set up your own selling system, make the sale and keep all the money. 
But if you don't believe in what you do, then just get out of it, and hand over the opportunity to someone 
who is truly interested. 

 

""WWee  DDoonn''tt  EExxppeecctt  OOuurr  WWeebbssiittee  ttoo  GGeenneerraattee  BBuussiinneessss""  ––    Then what do 

you expect it to generate? Nuclear war? It is the same as saying, "I don't expect my home to 
shelter me and my family from the storm" or "I don't expect my car to provide me and my family 
with safe and reliable transportation".  

From the standpoint of plain garden-variety pragmatism, what's the logic in putting money into a venture 
without expecting a return on your investment? 

Then what is your website? A blazing ornament or what? 

From a practical point of view this is plain dumb, although the majority of businesses are not practical at 
all. As a business owner, why would you invest your hard-earned money in something if you don't expect 
a - pretty hefty - return on your investment? Just because some 97% of the websites out there fall into the 
"wasteful expense" category - as opposed to "wise investment", it doesn't mean that your website has to 
be a waste of money and effort. It is just conventional wisdom that "We don't expect our website to 
generate business", and the lemming-like (rat-like) majority blindly follows it. 
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But here is the other side of the same coin. 

Have you ever thought about why most Internet marketing companies employ armies of salespeople who 
are pounding the pavement, dialling fore dollars and chasing people for new business?  

Or why some 70% of the members in networking groups (a.k.a. beggars' banquets) are webdesigners? 

Because their websites own suck and cannot generate business for them. Their websites are just sitting 
out there in cyberspace like impotent husbands: The position is filled but there is no production. Don't get 
me wrong. They are nice-looking, well-designed sites. The design is not the problem. The problem lies in 
the copy. 

Most companies have fancy images on their websites and amazing sound effects, but they miserably fail 
when it comes to guiding prospects through the buying process. And why? Because they believe that a 
website is just a fancy display for self-aggrandisement. 

Let me ask you a question: Do you check companies' website before you commit to doing business with 
them?  

According to the November 2004 Internet Marketing Report, 93% of prospects check companies online 
before committing to a purchase. 63% of prospects check the company on search engines before going 
to its website. What that means is that if you don't have a website, you're missing the potential 93%. If 
your site is not visible on the search engines, you're missing 64%.  

And how many times have you gone to a site to check it out with the intent to buy but then turned away in 
disgust? This problem is more prevailing than you may think. 

The truth is that most people do. And here is the problem for the seller. Most websites are created 
incorrectly and they fail to make the right impact on visitors. In most cases visitors decide not to do 
business with the visited company. Please re-read: Most websites out there actually harm their owners 
rather than helping them. 

A well-built website should be able to generate sales leads both from search engines, Google AdWords, 
reciprocal links, email marketing (NOT spamming) and others. 

Do yourself a favour and make sure that your webdesigner is neither a programmer, nor a graphics artist, 
but a marketer. Someone who understands that every effort to land new business must be measured and 
tweaked for even better performance. That is, do this if and only if only you want to use your website to 
make money for your business, not just a bottomless pit to throw your money into. 

Here is my take on a good service business website. Let's start with the basic premise: Your website has 
only two purposes: To generate sales leads and convert them into clients. 

Your website is a direct response marketing channel. Normal off-line direct marketing principles apply. 

You can use offline marketing methods to drive traffic to your site. 

Steer away from dazzling technology elements, like Flash or extensive Java stuff. The most profitable 
websites are the simplest! See Google's site. You can't get any simpler. 

Contrary to conventional wisdom that your website is just a fancy brochure, the reality is that your website 
alone can generate so many good sales leads for your sales staff that they have to work overtime to set 
appointments and make sales. 

 

""OOuurr  WWeebbssiittee  IIss  OOnnllyy  ffoorr  BBrraanndd  RReeccooggnniittiioonn""  ––    This comment also reminds 

me of people's saying "Money is not important to me". And guess what? They are flat dead broke. 
What we fail to appreciate, it depreciates. Rather rapidly. People who don't appreciate their 
spouses will lose them rather quickly. 

What they are essentially saying is "I don't know how or I'm flatly not willing to create anything valuable 
people would pay good money for." 

44 
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Now back to a previous point. Have you ever thought why so many advertising and branding agencies 
sell their services through commission-based door-to-door peddlers? How come they can't generate 
qualified sales leads for their own services, and have to rely on pavement-pounders and tele-peddlers? 

You can do all the branding until the cows come home, but unless you actually sell something, you will go 
broke. Yes, you can brand the whole "going broke" process, but it leads to a pretty miserable end. 

Have you ever tried to pay for office rent or telephone usage with brand recognition? I tell you right now, 
companies won't accept it. They only accept money. So, at this point I would reconsider the "brand stuff". 
The more people do business with you, the more people share their experiences with their friends. That 
is, it is fair to say that they build your brand based on their experiences with you. You can say whatever 
you want to say, but eventually your clients' words become the brand.  

Accenture may pontificate about innovations, but many people regard Accenture as the disgraced Arthur 
Andersen's consulting arm, so in many people's eyes, even Accenture is just a bunch of con artist bean 
counters. 

General Motors can scream to the world that they produce Mercedes-calibre super safe award winning 
cars, but the world will laugh at GM for everyone knows that, at Mercedes' standards, General Motors' 
cars barely surpass the scrap metal standard. 

So, never mind the branding stuff. Use your site generating leads and offering a great experience for 
clients. That will build brand. Building name recognition can become the by-product of successfully 
growing your business and creating an army of raving fans. 

 

""WWee  NNeeeedd  MMuucchh  MMoorree  NNeeww  SSaalleess  LLeeaaddss""  ––    In most cases it is not about more 

leads but better leads and better systems to handle those leads.  

According to a report by the Aberdeen Group, over 80% of generated leads are either not 
followed up on or are lost in the cracks. So, instead of filling the cracks to prevent more loss, most 
companies spend a lot more money to generate even more leads, and losing even more. That is 
retarded. Look, when people are falling off the cliff you either take contingency action and build a hospital 
(maybe with a graveyard) at the bottom, or take preventive action and build a fence at the top. 

And guess what? Preventive action is always cheaper than contingency action, yet companies spend 
billions on building hospitals at the bottom while cringe at the thought of investing in a fence. 

Why don't most companies do it then? Because preventive action requires a planned investment in the 
future, thus it ends up in the books, and most risk-averse scrooge-mentality beancounters do everything 
to "cut expenses". Hey, have you ever met many accountants who can clearly distinguish between 
expenses and investments? For most of them everything is expense, and it has to be cut. 

I've had a client who was convinced by the firm's accountant to scrap a lucrative marketing initiative that 
delivered 230% ROI because it was too expensive. The accountant (a CA, not even CGA) simply couldn't 
comprehend that it was an investment not an expense. For him, every penny that was leaving the 
company was an expense to be minimised or eliminated. 

Besides, most companies are extremely short-term focused. They want instant gratification. However, 
when contingency action is needed, that is emergency, that is sheer survival, and there is always money 
for survival. 

Have you heard people complaining that they have no time to exercise, and can't afford the membership 
in the local gym, but when osteoporosis hits them beyond repair, they always find both the time and some 
$ 90,000 for a double hip replacement? 

The same applies to broke people when all of the sudden their cars need major repair. The money is 
always there. 
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Think about this puppy for a minute: A survey was done a few years ago among parents with this 
question. "If you could chose between buying private tuition for your kids, so they can have a better 
chance to succeed in life or buying a home theatre system, which one would you buy?" 

The answer was interesting. The sludge (bottom end) of society opted for the home theatre system 
without even thinking about it. They wanted instant gratification and had no regard for the future. 

But the affluent of society opted for private tuition. They were concerned about helping their kids to create 
bigger and brighter futures than their parents. Interesting. 

Create an airtight system for both generating and handling sales leads. Crete some kind of computerised 
system that allows you to follow prospects as they are moving through your sales funnel. 

Many companies believe they need more sales leads, but it is not about more leads but a process of 
seeing those leads through from first contact to first sale. 

Last but not least. B2B magazine reported in its April 2003 issue, "An 11% reduction in dropped/lost 
leads, combined with a 1% improvement in lead-to-sale conversion rate, increased annual gross profit by 
136%." And this is gross profit, not gross sales. 

 

""WWee  RRuunn  MMoorree  AAddss""  ––    This braindead excuse reminds me of the runner who, at the 

competition, runs in the wrong direction and hopes to win by covering more mileage than the 
others. The poor bastard wants to make up for his strategic mistake (running in the wrong 
direction) by working harder on the tactics (running harder and faster). 

But regardless of how hard and fast he runs, he will keep losing because he has a strategic problem.  

What you need is not more ads but fewer and better ads. You need more focus on your ads. You have to 
focus better on your audience. 

I have an engineering background, so I have a habit of playing with numbers. 

I can place a half-page ad in a magazine for $1,500 for 50,000 people to see. That is great. Advertising 
where my competitors are advertising. Why would I be such an idiot? 

Look, I may be a simple-minded rabbit farmer (which I used to be), but if I want to sell my rabbits on the 
market, I go to a market where I am the only farmer selling rabbits. It can't get any simpler than this, 
whatever fuzzy-headed college professors teach. 

With the same effort I can place an ad on the web for some 50 million people to see for $ 5 and pay a few 
cents every time a visitor actually visits my website and reads my message. From then on it's up to me 
top write such a great web copy that I can convert a high number of visitors into newsletter subscribers. 
And rest assured it is the copy that converts, not the Flash animation or fancy Javascript stuff. 

This is the same as paying Yellow Pages only when someone looks you up in the book and actually 
contacts you. Yet, most business owners spend more money a month on Yellow Pages ads than on their 
websites in a year. Why? Who knows? Probably just bad habit. The words "elite minority" and rat-like 
majority come to mind. 

Personally I go for the second option, but most companies go for the first one. Why? I don't know? I think 
they get a kick out of seeing themselves in magazines, regardless of how many leads they get from the 
ad.  

A few months ago a client of mine spent some 200 hours of person's time to create a half-page ad. They 
hired me to help with the ad, but then my idea for a direct response ad was dismissed, and was replaced 
by the senior partner's brainchild. The ad bombed. There was no response at all. Not a sausage. Yet, the 
partners are proudly showing the ad to anyone who cares to visit the firm's ostentatious offices. 

The other problem with these ads is that they are institutional ads (non-measurable self-aggrandisement), 
not result-accountable direct response ads (instant response required, so results are measurable). 
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Again, most of these ads are created by ad agencies that don't give a damn about response. They are 
creating the next award-winning ad and the client (the guinea pig) will pay for that award. Do you know 
that in spite of the multiple awards for the Pepsi ad with Michael Jackson in the 90s, while the whole soft 
drink industry was going up, Pepsi took a financial nosedive? But guess, what? The ad agency collected 
a new award, a bucket of dough for fees and created an upset client.  

If you want to advertise, you can do that on the web too for less money. You are also exposed to the 
whole world. That must be worth something. However, make certain that you ad is a proper direct 
response ad, and you have a system to track your responses. Any other way is just wasting your money. 

 

""TThhee  IInntteerrnneett  DDooeessnn''tt  WWoorrkk  iinn  OOuurr  IInndduussttrryy""  ––    This statement reminds me of 

some predictions from some wise people that missed the mark: 

"The horse is here today, but the automobile is only a novelty - a fad." ~ President of Michigan 
Savings Bank advising against investing in the Ford Motor Company  

"This 'telephone' has too many shortcomings to be seriously considered as a means of communication. 
The device is inherently of no value to us." ~ Western Union internal memo, 1876. 

"640K ought to be enough for anybody." ~ Bill Gates, 1981 

The Internet can work for any industry, but the people in that industry must be willing to look at the world 
from a different perspective. They also must be willing to learn new skills to take full advantage of the 
web. 

Saying that the web doesn't work is the same as saying that "I am so narrow-minded that I can see 
though a keyhole with both eyes at once, and absolutely refuse to change." 

That is fine, but using GE chairman, Jack Welch's word, "If the world outside your company is changing 
faster than inside your company, then the end is near." 

And you may have already noticed the world is changing at nipple-piercingly high speed. So, are you 
changing with it or are you being left behind? With apologies to Shakespeare, this is the big hairy 
question here. You are either surfing the waves of opportunity or be crushed by the waves of hesitation. 
There is not much in between. 

As agriculture experts say, you are either green and growing or ripe and rotting. The good news is that 
most of your competitors are ripe and rotting, caused by managerial ego, complacency, being detached 
from the marketplace, etc., so you can take advantage of that.  

The more you reject the web, the more you have to resort to manual labour sales grunt work because you 
are blinded by your own industry's conventional wisdom. If you use the Internet as a toy, then that is what 
you get. If you use it as a tool to achieve something specific, then that is what you get. In the right hands, 
it can work in any industry and any business. In the wrong hands it destroys any business. 

When it comes to business development, the idea is that you automate the process as much as humanly 
possible. That is what the web is for. Automating repetitive processes, so your salespeople can be out 
and about closing deals, your consultants can be doing billable work and you can spend more time with 
your family. 

You can't automate direct mail because you can't convince a letter to fold itself into an envelope and walk 
to the nearest mailbox. You have to pack each letter one by painstakingly one, and mail them. But you 
can automate the whole process on the web. You create it once and can serve you for life. 

 

""IIggnnoorriinngg  EExxiissttiinngg  CClliieennttss  aanndd  CCuussttoommeerrss""  ––    Most businesses are so 

wrapped up in chasing new business that they totally ignore to stay in touch with them. Again, 
while staying in touch is a repeatable process, most companies do it manually using legions of 
customer service representatives. Again, it is doable, but it is dumb. 

It is a lot easier to do business with people who have already bought our stuff, but most companies get 
bored and they need the thrill of the chase of new prospects. 
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I work out at Fitness World, and have observed this behaviour there. FW spends a small fortune on 
running special promotions to recruit new members at heavily discounted rates, but once they join, they 
get graciously neglected. Instead of taking care and promoting to existing members, they spend most of 
their time, effort and money on promoting to strangers. 

Fitness World is also the typical example of using a website that merely announces opening hours and 
the postal address of each club, but otherwise the tone of the site is cool as a cucumber and apathetic as 
peanut butter. 

 

So, the combined value of the website is no more than a fine-dining experience for a group of cannibals 
who have no idea how to use a knife and fork. 

This is sad because Fitness World has great equipment and exemplary cleanliness.  

 

SSuummmmaarryy 

Now you may say that creating such an automated sales lead generation system is such a Herculean 
effort that it would sap too much time and energy from your people to do the real work of doing the 
business. 

Yes, it takes some time, effort and commitment. However, it will serve you for the rest of your life. 

What is the other option? Going out pounding pavements, chasing people, dialling for dollars and battling 
gatekeepers. I can tell you, this method saps even more time and energy from your people. It also saps a 
few more things from your people, like morale, sense of vision and direction, enthusiasm, passion and job 
satisfaction, just to name a few. The list goes on and on. 

Whether or not you realise, at this point you will make a choice. You either step back and carry on what 
you have always done, or accept the challenge and step up to a higher level of achievement. 

While watching TV is a mind-numbing waste of time and life, the recently shown Donald Trump show, the 
Apprentice, provided some great lessons. The very first assignment on the show was to go out in the 
streets of New York City and sell lemonade. Something pretty simple?  

Let me ask you a question. If you could reduce your business to the point where you could not reduce it 
any further, what would you have? 

Can you run a business without employees? Yes.  

Can you run a business without offices and premises? Yes.  

Can you run a business without manufacturing anything? Yes.  

Can you run a business without money? Not easy, but doable.  

Can you run a business without customers? No.  

Can you run a business without selling them something? Absolutely not.  

Hint: Who sells more books? The encyclopaedia peddler roaming the streets or Amazon.com? And who 
puts in more time and effort on a per book basis? Nuff said. 

Using cold calling, pavement pounding and door knocking is just as futile as trying to outsell Amazon 
through peddling books door-to-door. You can never "out-peddle" Amazon's seamless automated book 
distribution system that sells millions of books but operated by only a few people.  

So, on the final analysis, basic, pedestrian, garden-variety business 101 is all about finding and keeping 
clients and customers and with as little manual labour as possible.  

And you can do this either by... 

Dialling for dollars  

Dodging gatekeepers  
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Knocking on doors  

Attending beggars' banquets (95% of networking events)  

Sneaking through "No soliciting" signs  

... Or creating a system that automatically, affordably, practically, measurably, repetitively and predictably 
furnishes you with preponderance of qualified prospects who are predisposed to buying from you. All in 
all, prospects seek you out ready for doing business with you. 

And finally, remember W. Edwards Deming's words, "If you can't describe what you are doing as a 
process, you don't know what you're doing." 

Based on this phrase it is only fair to say that most of your competitors don't know what they are doing. 

Remember, don't sell harder. Market smarter. You'll be better off for it. 

 

Tom "Bald Dog" Varjan helps service companies to sell their services at the highest possible margins 
through systematic, consistent and predictable business development initiatives. Visit his website for a 
broad range of business development articles at http://www.varjan.com  

PS: Here and there you may find words in this document that are spelt differently from your way of 
spelling. Words like colour, honour, favour, realise, which you'd spell as color, honor, favor and realize. I 
speak and spell British English, the so-called Queen’s English, which is a bit different from English in 
other countries. However, there may well be some genuine typos and spelling errors, so feel free to let 
me know. Thank you and happy reading. 
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