
1

Richard Gee

From: Jeffrey Gitomer [gitomer@salescaffeine.com]
Sent: Tuesday, 24 June 2008 6:15 p.m.
To: richard@richardgeewiz.com
Subject: Jeffrey Gitomer's Sales Caffeine issue 346

Issue 346 
June 24th, 2008 

Publisher: 

Jeffrey Gitomer 

Producer: 

Gill Kilcoyne 

 

  

 

Is it satisfied customers 
you’re after? NO! 

I’m sick of customer satisfaction. The worst companies in the world tout 
the fact that they won some satisfaction award. It’s not just a bad joke. 

It’s a pathetic statement.  

 

Every company is hoping that their customers will reorder. They’re 

hoping that their customers will spread the word about how great their 
products are, and about how great their people are. And they’re hoping 

to proactively encourage others to place an order or do business with 
them.  

 

That is NOT customer satisfaction.  

That is customer LOYALTY.  

 
Every company must have loyalty as its mission, not satisfaction. 

Every company must have loyalty as its imperative, not satisfaction. 
 

Corporate drivel mission statements talk about exceeding customer’s 

expectations, talk about being number one in the world, talk about 
shareholder value, and say NOTHING about the one word that makes all 

of these things happen: LOYALTY. 

 
“Every expert can help you make 
more sales. This book contains 

just what you’re looking for - 
expertise and answers that will 

increase your knowledge and 
increase your income. I urge you 

to buy the book, read the book, 

study the book, and put the 
secrets into action.” 

 
-Jeffrey Gitomer, Author of 

Customer Satisfaction is 
Worthless, Customer Loyalty 

is Priceless  
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The reason that companies, especially big companies, don’t stress 
loyalty is because it’s much more difficult to achieve, and requires both 

an investment and a commitment on the part of senior management to 
instill.  

 

Customer loyalty is a hallow statement unless it is preceded by a 

mission.  

 
REALITY: The company and its executives must be loyal to its 

employees, loyal to its product quality, and loyal to its service 
excellence. This means they must both invest in and support a loyalty 

imperative.  

 
HERE’S THE SECRET: Loyalty must be given before it is received.  

 
No company can ensure customer loyalty until they have secured 

employee loyalty. It amazes me that big companies will layoff 
thousands of people in the name of profit or shareholder value, and 

think nothing of what it does to internal morale, or the impact that it 

has on the reduction of service to its customers -- even a reduction in 
the quality of its product.  

 
Loyalty is both an action and a process.  

 
Look at the best companies in the world. They have great employees. 

They have great products. They give great service. And they’re easy to 

do business with. This makes them attractive. And these are the 
elements that create loyalty.  

 
The one element that is most important is great service. Memorable 

service. Loyalty-based service. And that flies in the face of satisfaction 
(the lowest level of acceptable service).  

 
In my seminars, I teach the 5,000-year-old ancient Chinese proverb, 

“To serve is to rule.” Giving great service is an integral part of the 

loyalty process and it’s a fundamental part of “giving loyalty before 
loyalty is received.”  

 
Here are a few ideas to incorporate into your company’s loyalty 

imperative: 
1. List all reasons that customers call you for service. There are 

probably less than 25. 

2. List all barriers that you place in front of a customer 
connecting with you. There are probably less than 10. (Automated 

attendant, voicemail, lack of 24-hour availability, inadequate website.) 

Read the rest of this article here... 

  
 

 
 

 

 

Jeffrey's Sales Rant is a clip 

from his online training video 
library. 

watch the rant now  

(you need it) 

Requires Flash player 
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Raleigh Special Seminar For Managers & Sales Leaders 

Raleigh, NC – August 15th 2008 

Develop your personal plan to find and keep a winning, loyal, well-

trained, and self-directed sales team. This seminar will provide 
strategies and techniques about real-world sales leadership, plus self-

evaluation to measure your present level of achievement. 

 

Click Here to Register NOW! 
www.gitomer.com/raleighmanagers 

If you would like to connect with my public seminar audiences, I 

recommend you inquire about the exclusive sponsorship opportunities I 

offer in each city. For details, call Sara or Paula at 800-242-5388 or 
email publicseminars@gitomer.com. 

  
 

 
Jeffrey, 

 
What is your opinion and/or advice to salespeople who work for a 

company that has two different business models, yet sometimes 

compete for the same customers? (Example: The parent company is a 
supplier to national distributors -- stair companies, building suppliers, 

millwork companies) who also has a full service company installing the 
same products, while also trying to sell to building suppliers -- obviously 

creating a conflict for potential national partnerships as well as sales 
division numbers. 

 

Dubbs 
 

Dubbs, 

 

Many companies are successful using this two-tier model. The 
difficult part is for the salesperson. I recommend that you 

  
 

 
“When’s the last time somebody 

said “WOW!” to you about 

something you did for them, or 

someone else?  

 
Have you ever had “WOW!” done 

unto you? If you have, you’ll never 
forget it. ” 

 

-From Jeffrey Gitomer's best-selling 

book The Little Black Book of 
Connections  
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simply view the other element of your company’s sales model as 

a competitor. Figure out how to beat them like you would any 
other competitor. You already know your weaknesses and your 

strengths. Sell from your strength, exploit their weakness. And 
like any other competitor, go kick their ass. 

 

Best regards,  

Jeffrey 

 
 

Jeffrey, 
 

I'm in my first sales job and have managed to survive five years here, 

thanks in large part to reading several of your books and putting much 
of your advice into practice. But, in a sense, I feel I'm missing the boat. 

I sell custom tradeshow exhibits. It's a rather large purchase for a 
company and the sales cycle is pretty long: 5 - 7 years. So most of my 

time is spent getting in front of people and staying in front of them 
(monthly newsletter, podcasting, online video testimonials, networking, 

and I'm moving into public speaking and giving seminars and tradeshow 

training sessions). Cold calling is a good way to introduce myself to 
people, but not necessarily make sales. Most of my business is from 

referrals from happy customers (and our clients really rave about us), 
but I feel there's a lot of business I'm missing. Also, I have zero 

marketing dollars and I'm the only guy in the sales department (over 
50% of our business comes from doing govt projects on bids we win). 

Any suggestions on how I can ramp this up? 

 
Thanks! 

Tim 
 

Tim, 
 

Get a budget that allows you to attend six trade shows a year -- 
three where your customers already have an exhibit booth, and 

three where you have no customers. Expose yourself to 

thousands of leads in just six days. Instead of a brochure, carry 
with you DVDs to hand out to potential customers.. The title of 

your DVD is “Creating the law of attraction at a trade show and 
doubling your sales.” But when you create the DVD, make it not 

only about your trade show stuff, also make it about the science 
of trade show exhibiting and attracting prospective customers.  

But keep in mind, you’ll have to send another one when you get 

home. At trade shows, people lose things or leave them behind 
because they are there for their business, not yours. 

 
Best regards,  

Jeffrey  

  
 

 
 

 
 

"I am very pleased with your 

customized program. I keep up 

each week with the new modules 

that are available, and they get 
better each week. However, I enjoy 

the personalized lessons the most. I 
try to take one lesson per week, 

listen to it a couple times and apply 

it in the field. Since doing this, my 

confidence has skyrocketed. -Todd 

 

  

 

Your Success Story. 
I have been reading Jeffrey's books 
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Read Your Prospect Like a Book! 
by John Boe 
 

Top sales professionals recognize the importance of nonverbal 

communication in the selling process and have learned to "listen with 

their eyes." They understand that one of the easiest and most effective 
ways to close sales is to be aware of prospect's "buy signals." 

 

Body language reveals your deepest feelings and hidden thoughts to 
total strangers. Body language is a mixture of movement, posture and 

tone of voice. Research indicates over 70 percent of our communication 

is done nonverbally. In fact, studies show that nonverbal 

communication has a much greater impact and reliability than the 
spoken word. Therefore, if your prospect's words are incongruent with 

his or her body language, you would be wise to rely on body language 

as a more accurate reflection of true feelings. 
 

Gain the Competitive Edge 
There is absolutely no substitute for a positive first impression. 

Research shows that we decide in the first few moments whether we 
like someone or not. You can create a favorable first impression and 

build rapport quickly by using open body language.  

• In addition to smiling and making good eye contact, show the 

palms of your hands, keep your arms unfolded and your legs 

uncrossed. 

• Create harmony by matching and mirroring your prospect's 
body language gestures. Matching and mirroring is unconscious 

mimicry. It subconsciously tells prospects that you like them 
and agree with them. 

You can build trust and rapport by deliberately, but subtly, matching 

your prospect's body language in the first ten to fifteen minutes of the 

appointment. For example, if you notice that your prospect has crossed 

his arms, subtly cross your arms to match. After you believe you have 
developed trust and rapport, verify it by uncrossing your arms and see 

if your prospect will match and mirror you as you move into a more 
open posture. 

 

If you notice your prospect subconsciously matching your body 

language gestures, congratulations, because this indicates you have 

developed trust and rapport. Conversely, if you notice your prospect 
mismatching your body language gestures, you know trust and rapport 

has not been established and you need to continue matching and 
mirroring. 

 

Body Language Basics 

Be mindful to evaluate the flow of gesture clusters rather than isolated 

gestures taken out of context. Here are some important body language 
gestures that will help you close more sales in less time. 

 
There are two categories of body postures: open/closed and 

forward/back. In an open and receptive body posture, arms are 

on offering value to overcome price 

objections. I sell components that 
go into machinery for a lot of 

different industries, one being 
paper manufacturing. I was 

negotiating with an account to 

provide them with these 

components against a lower cost 

competitor. I had no problem 
convincing the customer that our 

product was better than my 
competitor's but it didn't matter as 

long as the product would last a 

certain period of time so selling up-
time and productivity did not get 

me the order. The customer 
wanted me to decrease my cost. 

The only way to do that was to 
take some of the features out of 

our product that we knew would 

cause it to not last as long. 
Because we are known as a market 

leader and did not want to hurt our 
reputation by making a product 

that did not out perform our 
competitor's product, management 

did not want to do what the 

customer wanted. I was new to the 
account and felt that if I just said 

no to the customer my competitor 
would win the business. So I began 

selling in the other direction. I had 
to convince management that it 

would be a good idea to do what 
the customer wanted. I explained 

to management that since we 

private label this product for this 
customer that only their name 

would be associated with the 
product, we would get the 

business, and I would have time to 
earn my stripes with the customer. 

After two and half years the 

customer has gone back to the 
higher quality components at the 

original price (plus price increases) 
and my competitor is not in the 

game. 
-Charles 

 

 

Each week, we feature a 
salesperson's success story. Please 

send your stories to 

gill@gitomer.com. If your story is 
published, we'll send you a free 

Sales Caffeine mug!  
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unfolded, legs uncrossed and palms are exposed. In a closed body 

posture, arms are folded, legs are crossed and the entire body is usually 
turned away. 

 
Here’s a quick body language reference guide: 

 

Posture 

• Leaning back and closed = Lack of interest 

• Leaning back and open = Contemplation and cautious interest 

• Leaning forward and closed = Potential aggressive behavior 

• Leaning forward and open = Interest and agreement 

Head gestures 

• Head neutral = Neutral and open attitude 

• Tilted back = Superior attitude 

• Tilted down = Negative and judgmental attitude 

• Tilted to one side = Interest 

Facial gestures 

• Eye rub = Deceit, "see no evil" 

• Eye roll = Dismissive gesture that indicates superiority 

• Looking over top of glasses = Scrutiny and a critical attitude 

• Nose rub = Dislike of the subject 

• Hand or fingers blocking mouth = Deceit, "speak no evil" 

• Chin stroking = Making a decision 

• Thumb under chin with index finger pointing vertically along the 
cheek = Negative attitude and critical judgment 

As a professional salesperson you must continuously monitor your 

prospect's body language and adjust your presentation accordingly. By 

knowing your prospect's body language gestures you will minimize 
perceived sales pressure and know when it's appropriate to close the 

sale! 
 

This winning sales advice written by John Boe, president of John Boe 
International, is excerpted from the bestselling Top Dog Sales Secrets, a 

book of sales advice authored by 50 top experts.  For a limited time, 
you get instant access to $3,000 worth of FREE BONUS SALES TOOLS 

including Jeffrey's indispensable Little E-Book of Closing when you buy 

your copy.  Click here to learn more about this offer. 

  
 

  
 

Heaven... 
by: Robin Sieger 

I was asked at a recent dinner 
party whether I believed in heaven. 

Now, this is a topic I have thought 
about in the past, but generally 

haven’t given much thought to. I 
was taught as a child that when I 

died I would go to heaven. It was 

part of my religious heritage. So 
when I was asked if I believed in 

heaven, I hesitated, and said “I 
believe in something. Exactly what 

that is, I don’t know. But whatever 

it is, I’m sure will be fine.” 

 
This well thought out yet vague 

rationale sparked a very lively 

discussion at the table. Another 
table member told me they had no 

doubt that heaven existed and that 

it would be perfect, and went on to 

give a very detailed description of a 
heaven that was like earth only 

perfect in every way. The discussion 

continued and soon the range of 
beliefs were being explored. No one 

was insisting they were right, but I 

imagine everyone was quietly 

confident that their belief was 
closer to the truth than the others. 

 

It was stimulating conversation, 
and although... 

Read the rest of this article  

  
 

Jeffrey's Upcoming 

Public Seminar 
Schedule 
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Customer Loyalty – Here and Now! 
 
"People hope for friendly, but rarely get it. You can capture business 

with friendship gestures. You can lose business without them." -Jeffrey 
Gitomer 

 

Leave customer satisfaction behind and move to the next level, the 
customer loyalty level, where you’ll discover customers that are 

advocates and a HAPPY BANKER. This weeks deal includes Jeffrey's 
Customer Satisfaction is Worthless, Customer Loyalty is 
Priceless book, Customer Satisfaction is Worthless, Customer 
Loyalty is Priceless action cards, and his Customer Loyalty Live! 

audio teleseminar CD All for $49.00 ($85.00 Value) 

Click here to buy now!! 
    

  

 

  

 
 

Success symposium

Anaheim, CA 07/12/08
Raleigh

Managers 08/15/08
Raleigh, NC 08/15/08

Orlando, FL 09/12/08

St. Louis, MO 09/19/08

Syracuse, NY 09/23/08

Calgary, AB 09/25/08
Salt Lake City, UT 10/22/08

Indianapolis, IN 11/07/08
Jackson, MS 03/24/09
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“I live in Mexico and I have all of Mr. Gitomer's books. When I 

heard that The Sales Bible New Edition was coming out, I was 

devastated because we cant get his books down here. So I made 

a trip to the Bahamas and the first thing I did when I got into 
the Miami airport was run to the nearest book store to pick up 

the book. I had to take a picture of me and my new Sales Bible! 
Thanks, Jeffrey, you're the best!” Cody 

 
 

If you see Jeffrey, or Jeffrey's books  

SEND US A PHOTO to ezine@gitomer.com. 
If we post it, we'll send you a Sales Caffeine mug. 

 

 
 

The person who complains that 

he or she never had a chance 

probably hasn’t the courage to 

take a chance. 
 

Thomas Edison once observed that 
the reason most folks don’t 

recognize opportunity when it 

comes along is that it is often 

dressed in coveralls and look like 

work. Often opportunity involves a 
great deal of work and a willingness 

to take a chance on something, the 
outcome of which may be 

uncertain. Eventually you reach a 

point when you must either accept 

an opportunity with all of its 

unknowns or else turn your back on 
it. No one can tell you when you 

have reached that point; you alone 
know when it’s time to make your 

move, to have the courage to take 

a chance.  

To subscribe to Napoleon Hill 

Yesterday and Today click here  
     

 

 

 

For a printer friendly version of this ezine (without graphics), please go to our printer friendly page at 

www.gitomer.com/salesMagazine/PrintableEzine.html?key=ajcdMibak3NsoRHjorcdbg%3D%3D 
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