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, ur first Tnvisible Inker is a senior
yacverlising executive who pro-
duces a wide range of materials
such as print advertising, direct mail,
sut of home, annual reports, and collat-
cral. With 19 years in the business, she
has a wealth of experience working with
vendors and suppliers across the United
[es. She has a deeply ingrained work
lic, and though she is a lough negolia-
vendors want 1o work with her
e she kpows her business and
s theiv Jives as easy as possible
She says her biggest lelkngn as a
purchaser is petting, “ithe best buy for
the dollas using the best technology.”
Wi S0 !T!UL able lechnology,”
adde, “i have to miake sure | use the
Best vencor for the job, and that jncludes
ensuring i have the right edquipment
for Mie jub.” The era of price-culting, in
soméways, makes her job more difficult,
as shE has to provide more justification for
choosing the vendors she wants to use.
“Right now.” she says, “the vendors
are all rying to undercut each other, and
even though one vendor is the cheapest,
they might not be the besl. 1 have to
explain to my client wwy Idon’t want to
go with the cheapest bid—that I don’t
have a history with the vendaor, that we
naven't been through their workflows,
and thal | don't know if they have l‘he
r.pruuplnlu equipment \(_dl.l[ dancy.”
en when she's made sure she’s
picked the absolute best supplier avail-
ablrgshe still knows something unfortu-
nate is bound o happen. Being a good

print provider is nof just about areat

rmance, s about how to handle
serformance.
15 buyer sets

firm standard for
when things go
rhml error,” she says, “1
that we [1>< e problem together at a
sonable cost, and ensure they not
ize Ihe chient with the schedule.
i the vendor makes an ervor,” she
“¥agk that they fix the job at no
cxlra cost and assist in making whatever
’thp] omises need Lo be mndL whjle
i g the client's cxpubum
Botched ]Ub or not, many buyers get
their worst uan ession not from the ink
on paper, but from their account repre-
sentative: Shoddy scrvice might just be

more damaging to the relationship than
the occasional bad print job.

For this buyer in particular, the night-
mate supplier experience isn't about a
print job, it is about personnel.

[t's when the salesperson “disap-
pears from the account in the middle
of a job,” she says. “Either they have
handed the account over to someone
junior or they have gone on a vacation.
Why didn't they tell me before I
assigned them the job?”

This month’s interviewee says she
places work “to a Jarge degree, based on
the salesperson.” Prices, she notes, are
common and equipment lists are simi-
lar—so similar, in lact, that the salesper-
son is often the differentiator.

The good news for vendors? With a
good rep, she says, pricing is negotiable.
As far’ as gelting a foot in the door, per-

haps people who claim they can’t geta

word in with buyers are neglecting to call
this particular induslry veteran. She takes
calls, but callers better know their stuff.
['talk to everyone that calls me,” she
says, “and I welcome everyone to show
me what services they have. To become
our vendor fh(‘,‘}’ have o ha\:‘e an eXPEl‘i-
enced salesperson. This isn't about age.
It's about knowing their craft, their equip-
ment capabilities, having a competitive
price list, and being in the righl location.”

Showing, Mot Telling

{t's also about being long on knowl-
edge and short on sales pitching. “When
salespeople call on the phone they
shouldn’tjust launch into a leng-winded
sales pitch—they should be respectful of
the person’s time,” she points out. “They
should call me, tell me who they are, and
ask when will T have a free minute to dis-
cuss their services.” Sounds simple,
doesn’t it? “You'd be amazed that
nobody does this,” she adds.

Il the phone call goes well, “What |
usually do is ask for samples and the

Print Buyers Look for Good Reps

s01me-

equipment list,” she says. “If I fit
thing in the packagc that interests me,
when they call back at the appointed
time, I invile them to come in. What 1
laok for is ‘mew’ technology, samples
that are out of the norm, or just a good
story to tell.”

They say a picture tells a thousand
words. In the case of print samples, reps
should be prepared lo have a few more
of their own to add.

“What separates a salesperson from
a good salesperson is one who can tell
me information about the job: how
many pieces were produced, what
stock was used, whal presses they were
printed on, method of personalizalien,
ballpark prices, and so on. Too often
salespeople just pull samples and pre-
sent to potential clients with no knowl-
edge of what went into the project.
That's a waste of my time.”

Let's say the salesperson has come in,
presented the samples effectively, and
made a pitch without taking too much
lime. The salesperson leaves with some-
thing to quote. What fears are going
through this buyer’s mind?

First and foremost is who is going to
be responsible for the work. "If they are
there to sell the company’s services and
then hand over my account to an inter-
nal team, then I do not want to work
with that company,” she says. “I work
with'individuals, not equipment lists. |
need to know that someone understands
my projectimplicitly and is watching oul
for our hest interests.”

The Time Factor

Getling a quate back in a hurry is also
in this buyer’s best interests. Moreover, il
can be a predictor of the printing com-
pany’s ability to make deadlines.

“1f L ask for a bid, Lexpect the bid to be
back in two to three days,” she says.
“Too often 1 receive the bid five days
later. This is just the bid. What lm].,De‘ﬂS

when [ assign them work?”

Can print lmyms get ridiculously low
prices? Sure. But is that what they are
after? Perhaps not.

Is it easy to take advantage of ven-
dors? “Sure it is,” she replxes “It's easy
{o beat them down on price and to take
advantage of them on competitive bid-
ding. But if you do, you'll find that
vour relationship will be a short-ferm
one. [ want them Lo be paid fairly [or
services rendered, as I want lo build a
relationship, in which case we both
need to be fair.

[t-takes communicalion Lo build a
relationship. Buyers wan! to know
what's happening on a job. Suppliers,
according to this buyer, have Lo be will-
ing Lo call in with updates.

“On occasions when [ can’t get to the
phone,” she says, "I expect the vendor
to call and let me know where we are in
the production schedule on a daily
basis—especially if we have slipped in
the schedule.

Good suppliers are also into changing,
into adding new and better technologies.
Just becange a printer has a technology, it
isn't always useful. "Many [
steer me to the technology they have in-
house that best suits them, nol necessar-
ily the right technology for the job,” the
buyer says.

According (o this buyer, if a com-
pany is buying from a restricted ligt of
vendors | ]m\f IJL\F there’s a real chance
of missing the better candidates. “Most
of my vendors,” she noles, “are adding
equipment lo assist them in slaying
compelilive. If you've closed your door
to all but a few selecl vendors you
won't see this, bul if you're talking lo a
variely of vendors then you can see
these who are working hard ensuring

hzﬁy re ahead of the game and advan-
cing new technologies, thus keeping
you one slep ahead.”

Lve Asbiery 1s executive vice president and
divector of print and digital production for
Saatchi & Saatchi in New York,
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Getling Comfortable: How To Overcome Your Call Reluctance
By Bill

Would you rather walk through a

Gager

z than malee a cold call? As a
rson or manager, if you even
italed. with your response to that
on, Lhen you may be suffering
call reluctance. That’s okay—

from
vou're not alone. In fact, nearly 90 per-

The number one reason people fail at
tles prolession is that—due Lo call
vetance—Lh 'Linitiate enough
. Mos people
prefer o wailt unti! the customer initi-
a sales discussion, rather than
ng Ihe topic up on their own. This
lenge existz in all fields including
g and graphic arts industry,
‘f\.’.ilCl'C even ll!t‘ mosl (3X‘3L‘1'i("ll('(’1‘ SDI(’,‘S
prolessionals are relicd upon to expand
ling customer relationships.

A huge number of causes for call
retuctance exist, but the main reason is
sdraply yvou feel

uncomfortable with the possibility of
rejection, or vou don’t know what to
sav or do to initiate the salus conversa-
tioni. Regacdless ol the vool, you can
overcoms vour call reluctance and feel
more comfortable :lp‘)]lmdll.l\_. Cus-
loamers atd prospects when
e following QP

YO LIse

Confront Your Feelings
Recognive, acknowledge, g
your negative feelings. Many
pc.opl" dont Jike muJ\l.ng new
businkse approaches to customers and
prospects. These i‘t:e!ihgﬁ are nalural,
Bt they don't have to hin Fyour suc-

s, In fact, research has shown that a
g ‘Lgpm-,uw titude toward cold call-
ing has littie ¢-1fv< ton their pudspecting
effectiveness, as long as they don’t let
these negalive feelings stop them.
Recognizing your vegative feelings
and expressing how you feel about
making sales approaches to a friend or
collzague can aclually help overcome
all reluctance. Simply through ex-
pressing how you feel, you can release
¢ paratyiing energy of yc\ul negative
iz‘lz;.‘.. nd be wore cor table initi-
sales situations. S0 i;lik aboul
veur call reluctancs with someone you
trust, release all your veg e feelings,
arcd you'll find that this alone will
malke you perform much better

and

ating

How Much bs Enough?

nine ihe pocessary levels of
The next step in overcoming,
all reluctance requires you lo look at
w d‘\‘i‘f)m orl nl’!’“rh‘ YOour suc-

iy

piaccs On G iﬂ [l I m'_l‘.:t\-v accounts
of L.«\WH\\I}E‘ accounts, you
oul how many new sales
el ]

and growth
must figure

vou need (o o

xa ple, toimn
v need o make
Mext, subtract ithe num-
her of new sales that will come to you
sither through advertisi

exisling accounis. M e new
ies seck you oul, withou! any effort
on your parkt. 5o 10 minuos live means

s per woeek

you need to initiate five new sales per
week to be successful.

Behave Yourself
Set goals. Now that you know how
many sales you must initiate, you must
set behavioral goals for yourself by
looking at what you're currently doing.

‘Do you need to initiate five sales per

week to meet your goals, but currently
aren’t injtiating any? If you decide
you're going to stretch yourself for five
calls in the first week, you're setting
yourself up for failure, because the
behavior change is too drastic. Instead,
set a reasonable stretch geal. If you're
initiating zero new sales now, anything
greater than zero is reasonable.

Suppose you sel your goal for this
week ab one new sales call. After you
reach that goal, you can set it one
higher al two. The key is to set goals
you know you can make, and build
yourconfidence until you become more
comfurtable '

Also, your goal
based, rather than time based. If you
say you'll spend two hours prospecling
this week, then you'll never do it
Iluman beings are extremely talenled
at putting off the things they don’t
want to do. No malter how disciplined
you are, youll never find the time for
the things that you don't enjoy.

Ready, Aim, Fire
Pick targets. Once you have set your
goal for contacts, you must determine
who you want to target. When you're
just starting lo overcome your call
reluctance, you must pick the low-

customers. With these people, you've
already accomplished the hardest part
of the sales process, which is o gel peo-
ple to buy from you the first time. Don'‘t
starl looking for new customers until
you've completely exhausted the new

musl be behavior:

business opportunities with the ones
you already have. Plus, at this stage in
overcoming call reluctance, you want
to recondition yourself and build vour
confidence through small successes.

Blueprint for Success

Devise a plan. Part of the reason
salespeople teel uncomfortable with
initiating new business is that they
don’t know whal to say or what to co to
win people over. After targeling spe-
cific prospects for your sales efforts,
vou must plan how to approach them.

Research has
shown that a
salesperson’s
attitude toward
cold calling has
little effect on their
prospecting
effectiveness, as
long as they don’:
let these negative
feelings stop them.

Your plan must be very specific in what
you will say and what you will do to
win their business, and then you must
practice it until it feels natural

Your appi‘oarh plan should also be
casy to memorize and duplicale, so you
can use it over and over again and
make il your own. The more detailed

you are in your plan and the more you
praclice your approach, the more con-
versatlional it will be and the more com-
fortable you will feel delivering it

Grab the Bull by the Horns

Overcoming your call reluctance will
not be casy; it takes work and comnit-
ment to make behavioral changes. One
of the greatest ways to make something
you find uncomfortable feel tmore com-
fortable is o get out and do it. If vou
don’l starl making calls and initialing
sales discussions, you'll never ovee-
corne your fear. You must hold yoursell
accounlable for the goals you set,

By communicating your goals o a
c":.wHeaguc, you can engure greater fol-
low through. Make yoursell account
able for results by lelling somcone
about the behavioral goal you've set for
vourself, and then plan for follow-uy:
discussions Lo make sure you stay on
track. Plus, by sharing your gueals with
someone, you lake the goals out of vour
head and make them real,

Call reluctance s a common prob-
r."n I‘[[\ \\‘l”'\ [ )il]!ﬂ“‘l]'\f_‘“ :N'Id 1)'\ e
anyone can overcome L By recognizing
your discomfort and expressing your
negative thoughts, you can velease vou

paralyzing feelings and us on the
process of improving voursell and §our’
sales, By selting  aflainable goals

according to the necessary level of con-
tacks you must malke io be successful,
you can develop an action plan that
vields positive resulls. By choosing
easy largets al first, then planning yow
approach, you'll feel more comlortable
with initiating  sales  discussions.
Through tmplementalion and practice,
you'll overcome your call reluctance
one successiul sale at a lime. PN

Bill Gager is president of Goger Inter-
nativial, a sales rafnivg and cooching
firne. You can wvisit iz Web site al
weviegngeritternational.cont or reach hiin
al (8600 B26-5922.
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