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W elcome to the last issue of NZ Sales Manag-

er for 2008. We’ll be taking break over the 

Christmas holidays and will be back with 

our !rst issue for 2009 on Wednesday February 4.

 Since our !rst issue back in May, we’ve been inundated 

with well wishes and stories of how readers throughout 

the country have been able to use articles and ideas from NZ Sales Manager 

to improve their sales and business performance. From sales managers using 

it to back up their suggestions to the board, to salespeople printing it out to 

read on the plane, to businesses printing copies of NZ Sales Manager to put 

on their reception coffee tables, it’s nice to know that we’re having a positive 

impact in one of the most important (yet least understood) areas of business.

Again, if you have any speci!c issues regarding selling or sales management 

or any suggestions for articles you’d like to read, please email us and we’ll 

do our best to help out.

While 2009 is likely to be a fairly testing year for salespeople, those who 

have grown revenues as a result of investing in their sales ability while 

the going is good, will be in a far stronger position than those who have 

prospered through market momentum alone.

Indeed, with tighter margins, and less money to go around, it will become 

even more important to differentiate your business not just by what you sell, 

but with the value you add during the sale.

 Wishing you all a very Merry Christmas and a Happy New Year!

Richard

ABOUT /

Short and sharp, New Zealand 

Sales Manager is a free fortnightly 

e-magazine delivering thought 

provoking and enlightening 

articles, and industry news and 

information to forward-thinking sales 

managers, business owners and sales 

professionals.

EDITOR / Richard Liew

DESIGNER / Jodi Olsson

ADVERTISING ENQUIRIES /

021 371 808 or email

richardl@nzsalesmanager.co.nz

CONTENT ENQUIRIES /

021 371 808 or email

richardl@nzsalesmanager.co.nz

ADDRESS / NZ Sales Manager

Magazine,127a Ponsonby Road,

Ponsonby, Auckland, NZ.

+64-9-523 4112

WEBSITE / 

www.nzsalesmanager.co.nz
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DEALS VS 
BARGAINS

M any years ago a colleague, Simon de 

Boer used to say that ‘everyone loves 

a deal’. I initially attached no special 

value to the phrase. I came however, to recog-

nise Simon’s comment as a valuable sales and 

marketing truism.

I also noted that Simon never said ‘everyone loves 

a bargain’ (I am not sure if this was a conscious 

selection of terms or not).

So what’s the difference between a deal and a 

bargain?

What’s a bargain? To my mind a bargain is 

something cheap.

What’s a deal? A deal is a customised 

transaction that bene!ts the client in some way 

better than the standard offer.

Not only do ‘deals’ help sellers win business 

that they might otherwise miss, often a deal will 

also bene!t the seller more than the standard 

offer would. Therefore it is in the interest of sales 

professionals to discover deals they can create for 

their clients.

It’s impossible to discover mutually bene!cial 

deals (customised transactions) unless the 

seller is conversant with the client’s issues, 

environment and circumstances. A consultative 

selling process greatly assists with this 

discovery.

Rather than offer your clients ‘bargains’ that 

erode your margins look for other ‘negotiables’ 

that you can use in creating mutually bene!cial 

deals for your clients.

I N T E R V I E W

By Liam Venter

\\ Offer your customers 
a deal not a bargain
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PAYMENT OPTIONS 

Understand the client’s funding options and budget allocation cycles. 

Offering alternative payment options e.g. leasing or structuring a capital 

expenditure purchase as an operational expense service cost can often 

be very valuable to the client.

ALTERNATIVE PRODUCT SPECS

For example, colour, speed, size, 

weight, and other options.

CUSTOMISED SERVICE PACKAGE

Could include engineering support, service 

contracts, phone support, extended warranties, 

instant replacement, fast access to spares, etc.

CUSTOMISED IMPLEMENTATION PACKAGE

Implementation assistance, initial and ongoing 

new staff training, etc. OFFERING ALTERNATIVE QUALITY OR GRADES 

OF SOLUTION TO SUIT THEIR REQUIREMENTS

Salespeople need to be given both operating 

guidelines and "exibility to be able to create 

customised deals for clients.

Never underestimate the value of customising transactions 

and packages to suit each unique client as a powerful tool 

for increasing your sales revenue and pro!ts.

After all...we all appreciate a deal!

2TIME

For example, implementation and 

delivery dates, payment dates.

5PACKAGING PRE-SALES CONSULTING 

SUPPORT FOR FUTURE PROJECTS 

If your assistance has been valuable this 

time in helping the client, then you have 

shown that is would also be valuable in 

the future.

 

 Liam Venter is an Auckland based sales trainer and author of The Consultative Sales Professional. 

Visit his website at www.sales!sh.co.nz
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THE PAIN OF 
ACHIEVEMENT

H ere it is. The bottom line.

Here’s how, in four easy steps you can !nally achieve 

anything in your life that you truly want to achieve.

Here is a four step goal setting and achievement process I 

have used and taught for years with great success. 

1. DECIDE ON SOMETHING YOU 

    REALLY WANT TO ACHIEVE

Confucuis said “He who aims at nothing is sure to hit it”. 

This step is not as easy as it may sound. 60 - 70% of the 

people who attend sales training programmes start out 

not knowing what they are trying to achieve and therefore 

what goal will sustain their interest, drive and motivation.

2. SET A SHORT TERM GOAL

From seven days to one month max. Your goal must follow 

the old acronym S M A R T. 

That is it must be:

Speci!c

Measurable

Achieveable (within the time frame)

Realistic

Time bound    

T H I S  W E E K ’ S  M U S T  R E A D

Confucuis said 
“He who aims 
at nothing is 
sure to hit it”.

4 Steps For Achieving Anything You Truly Want To 
Achieve
By Paul Kernot

\\
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3. REWARD OR FORFEIT

Most people are more motivated away from something they 

perceive to be a pain than they are towards something they 

perceive as a gain for them. 

By all means decide on a nice reward for yourself for when 

you hit your goal (which you most certainly will if you 

follow this process to the letter). Buy yourself a new C.D. 

Go to lunch at your favourite restaurant etc. 

But the real motivation will come from your desire to avoid 

the self imposed pain of your forfeit if you don’t do what you 

said you would do by the date you said you would do it.

Here’s an example. I set a goal with a deadline of Monday 

10th November. It was challenging but achievable. What 

got me over the line before that date was the forfeit. I 

agreed that if I didn’t do it by the agreed date, I would tell 

all of the guys in my football team that that I won’t play 

one single game all of next season.  

My friend John picked up on the fact that football is my 

passion in terms of my R & R time and made the forfeit 

completely unacceptable to me by adding the following:

You can’t go to any training sessions.

No watching the guys play on Saturday and no joining 

them in the bar after the game.

Burn the new boots you just bought in front of the guys at 

the !rst training session and then leave. 

Cancel your subscription to sky sport for the whole of the 

English Premier League football season.

You must understand that this is a mind game designed to 

get you from where you are to where you want to be. 

The reason people don’t reach their dreams and goals is 

because we are all too comfortable where we are. That’s 

why it’s called the comfort zone. 

For some of you, the so called ‘current economic 

downturn’ will be imposing some external pain without 

any help from you (or me). That’s great! It means that you 

don’t need the mind games. You don’t need to impose the 

pain yourself as it already exists. 

4. PUBLIC DECLARATION OF INTENT

Here’s the real kicker.....

Tell your friends, family, colleagues and anyone else who 

will listen (as I did with John) all of the above. 

Now there is no way out, no going back to the false safety 

of the comfort zone.

Well? Do you actually want this or is it just a wish, 

something that would be nice to have if it came easily?

Here’s where the rubber meets the road. Commit with a 

public declaration of intent and behold, your work habits 

and attitude will miraculously change overnight. 

The alternative is to end up sitting in your rocking chair at 

90 years of age thinking “If Only...”

I for one have decided that’s never going to happen to me.

Founder of PK Sales Training Paul Kernot is a highly respected motivational speaker and 
corporate trainer. You can visit his website at  www.paulkernot.com.
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5 STEPS TO 
EFFECTIVE WORD 
OF MOUTH 
REFERRALS

How to control what 
people say about you

W ord of mouth is when your clients talk about you 

to other people. Effectively, they are acting as 

advocates for your business. 

But sometimes this can be a problem because you have no 

control whatsoever over what your clients say about you to 

their friends, colleagues, and family members.

While they may be trying to help you, they may be missing 

completely the areas of your business that would make the 

best impression with your potential client.

How do you make sure they are not only saying good things 

about you, they are saying the right things? 

STEP ONE: TELL THEM THE RIGHT THINGS TO SAY

Have a very clear picture about what you want people to say 

about you because you need to be able to communicate this 

to them. 

It amazes me how often I hear a woolly explanation of what 

makes an organisation better than the rest.

Have precise, clear answers to questions like: 

• What do you actually do? 

• And how do you do that?

• Who is your target market?

• What makes you stand out from the crowd?

It is very important that you do not just stick to the business 

aspect of these questions. A fantastic facial at a great price is 

not why most people come to you. 

It is really the conversation, the friendliness, the fact that you 

remember details about them and that you do special things 

for them. The personal side of business is the real reason 

people come to you.

STEP TWO: ASK THEIR OPINION

For example, you might say, “We have been looking at 

how we describe what we do here to others and I would 

really value your opinion on this. If you were describing our 

service to a friend, what would you say?” 

Probe a little into the answers but be warned – you may get a 

By Bill James

T W O  M I N U T E  T O P - U P
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SUMMER PARTIES...
CLIENT EVENTS AND YES…

CHRISTMAS! 

FUNKY VENUES, DELICIOUS MENUS 
AND REAL VALUE FOR MONEY

BEVERAGE PACKAGES

If you have your client or staff party to organise, the 
experienced and professional team at Urban Gourmet 

are here to make it easy for you.

Mention this advert and you’ll receive a 
special Christmas gift:

For seated dinner or buffet events your guests 
will receive complimentary canapés from a spe-

cially selected menu. For canapé events they’ll be 
greeted with a complimentary Christmas cocktail.

Chat to our friendly team now:
P: 09 366 3086   
E: events@urbangourmet.co.nz
W: www.urbangourmet.co.nz

From selling door-to-door to negotiating national contracts, Bill James 

has worked mainly in the service industry at a national level. He is the 

Auckland president of the National Speakers Organisation and you can 

visit his website at www.inspiredlearning.co.nz.

real eye opener! They may say things you don’t want to (but 

need to) hear. Be brave enough to learn. They may say very 

little which is revealing in itself.

There is every chance they will focus on the personal side 

of your business. Remember – it attracts them to you and 

so it will attract others like them. 

STEP THREE: GIVE THEM THE WORDS

Tell your clients (in a nice way) the words you have found work 

best. Let them know very clearly what sort of person enjoys 

coming to you and what has attracted them to you in the past. 

Encourage them to use solid “feeling” words like 

“friendliness” and “trust”. Tactfully suggest they avoid 

talking about products or prices.

 

STEP 4: TEACH THEM HOW TO CLOSE

Suggest that the best way of introducing you to a new 

person is to say, “I will get (you) to call and tell you 

about it.” The point here is that you have permission to 

call them, which is important because they are most 

unlikely to call you.

STEP 5: GIVE YOUR CLIENT FEEDBACK

If a client !nds one potential new client for you, they are 

the sort of person who will !nd more. 

The best way to encourage them is to let them know 

what happened, thank them and ask them to keep 

their eyes open for more. They will usually be happy 

to do so.
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R E S O U R C E  C O R N E R

Based on the single largest neuromarketing study 

ever conducted, Buyology reveals surprising truths 

about what attracts our attention and captures 

our dollars. Among the long-held assumptions and myths 

Buyology confronts: 

• Sex doesn’t sell - people in skimpy clothing and provocative 

poses don’t persuade us to buy products. 

• Despite government bans, subliminal advertising is 

ubiquitous — from bars to supermarkets to highway 

billboards. 

• Color can be so iconic that the sight of the robin’s egg blue 

of a certain famous jewelry brand signi!cantly raises women’s 

heart rates.

• Companies shamelessly borrow from religion and ritual — 

like the ritual, made up by a bored 

American bartender, of drinking a 

Corona with a lime — to seduce 

our interest. 

• “Cool” brands, like 

iPods, trigger our 

mating instincts. 

The fact is, so much 

of what we thought 

we knew about why 

we buy is wrong. 

Drawing on a three-

year, 7 million 

dollar, cutting-edge 

brain scan study of 

over 2000 people 

from around the world, marketing guru Martin Lindstrom’s 

revelations will captivate anyone who’s been seduced —or 

turned off— by marketers relentless efforts to win our loyalty, 

our money and our minds.

Packed with entertaining stories about how we respond to 

such well-known products and companies as Marlboro, 

Calvin Klein, Ford, and American Idol, Buyology is a 

fascinating tour into the mind of today’s consumer.

BUYOLOGY: TRUTH AND 
LIES ABOUT WHY WE BUY
By Martin Lindstrom        Published by Doubleday Publishing

$50.98 from
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This is our last issue for 2008.  
Our !rst issue for 2009 will be 

Wednesday 4th February.

The team at NZ Sales Manager 
wishes you a very merry Christmas, 

and a wonderful New Year.

You can never quit. 
Winners never quit and 
quitters never win

Ted Turner
Entrepreneur, philanthropist, salesman. 


