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Landing More Sales
1

As you cast about in Lake Lead, success depends on using
the right lure, making an inviting presentation, turning
nibbles into strikes and landing what you hook. To help
land more sales, you need experienced guides such as
Chris Gerlach, Capitol Direct (Direct Marketing); Steve
Callender, Effective Learning for Growth (Sales Process);
Jill Gibson Blyth, Softech Solutions (CRM); and Jeff Mills,
Goldmills Marketing (Online/Inbound Marketing).
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Harnessing an Online Sales Funnel
Efficiency and Automation Lead to
24/7 Sales Campaigns that Never Quit.

By Jeff Mills
Special to New Business Minnesota

T

he opportunities for using online selling techniques to land more sales are
staggering. One technique that I find
especially successful for selling products on
the internet is through an online sales funnel.
The internet sales funnel system is all
about bringing efficiency and automation to
the way you sell and market your product
or service.
Automation on the internet is easy once
you have the right tools installed to make
sales happen. Once in place, prospects are
identified and directed right to you. Here
is a flow pattern of the internet marketing
sales funnel:
1. Lead Lands on Opt In Page (collect
name and email).
2. Lead Lands on Sales Letter (after opt
in).
3. Lead lands on Order Page (to buy your
product).
4. Lead Lands on Up Sell Offers Page (to
increase backend sales).
My style of marketing is called Direct Response Marketing. It calls people to TAKE
ACTION or make a response based on what
they read in your ad.
These actions can vary. For example, they
could include getting people to subscribe to
your email newsletter, enter their full mailing address in an online form, text your mobile phone number to get a special text offer,
get a person to buy a product or even to get
them to request a follow up phone call from
you by filling out a form online.
Direct Response Marketing varies greatly from display banner advertising, where
there is usually no call to action or direct
response mechanism.
Think of a display banner at the new
Twins stadium. An ad might say, “Our cola
tastes the best!” and then they have a logo
of their beverage. That’s it. It doesn’t tell the
reader to do anything. You better have deep
pockets and a really good brand if you’re going to try display banner advertising. (I don’t

recommend doing that.)
I am a firm believer that people simply
need to be TOLD what to do and what actions to take. By providing that direction,
you’ll increase your actions because people
generally do what they are told to do, as long
as it’s fun, cool and interesting. We measure
success in Direct Response Marketing on
the internet by the amount of actions we get
people to take.
Here are three ways to increase your sales
results or actions online:
1. Use audio on your websites. One tool
I use is www.sendtalkingemail.com. I’ll tell
the visitor three things in an audio that automatically plays when they land on my site:
a) Here’s what I got. b) Here’s what it’ll do
for you and c) Here is what to do next so you
can see more, get more info, etc.
2. Use video on your websites. Using free
video hosting sites like www.Youtube.com,
www.metacafe.com, www.vimeo.com can
be like having automated sales agents selling
and telling for you 24 hours a day. Videos
never get sick, never complains, never talks
back or request raises. They just keep doing
what you tell them to do. They are like little
sales machines. They also get indexed in the
major search engines and bring you free
traffic to your website!

3. Use a “squeeze page” or “opt in page” to
collect leads and send them auto responder
messages. A squeeze page is a page meant to
squeeze information out of your prospects.
Usually, one would squeeze out first name
and email address on a capture form.
Once the prospect enters this information, you can send them to any page of your
choosing. An email will automatically be
sent to the prospect, as will follow up messages pre-formatted to go out at whatever
days or times you predetermine.
The autoresponder I use is at
www.autorespondertool.com.
Once you’ve collected a lead and told
them what to do next, you can sit back and
let your automation system kick in. Emails
from your autoresponder will direct prospects to take actions on other pages you
have where they can buy your coaching,
products, or services.
As you share videos with them, they’ll begin to bond with you, and you’ll become a
trusted authority with them. The more they
trust you, the more they’ll respond to your
offers to buy your services or products without you having to call them, chase them or
pursue them whatsoever!
This really does work. I’ve had dozens of
people call me up and tell me they’ve spent
hours on my sites and then offer me their
credit card numbers to make a purchase. I
then have to stop them and say, “what’s your
name again? Who are you?”
Set up properly, an online sales funnel
will help drive sales 24 hours a day, from
countries all over the world where people
see value in doing business with you, while
you work, play, sleep, eat and enjoy life.
Jeff Mills is the CEO of Goldmills Marketing, a boutique internet marketing firm in
Cottage Grove. He specializes in online lead
generation sales systems, traffic systems and
customized Wordpress blog systems. For a
free video on generating increased online traffic, go to www.trafficmills.com and opt in to
receive his free newsletter. He can be reached
at (651) 769-2189.
—NBM
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Leverage Your Data to Lure More Sales
Targeted E-marketing to Clients and Prospects Will Deepen Relationships, Land More business.
By Jill Gibson Blyth
Special to New Business Minnesota

W

hat do you really know about your
customers and prospects? If they
were fish, would you know what
part of the lake to find them? Which take
more work to land because they are in the
deep end? Which ones would be at the edge
of the weeds? Would you know which lure
to use for a given species or situation?
Whatever you’re fishing for, you need
strong, useful data to help reach your goal:
landing more.
Buried in your software or in your unsorted drawer of collected business cards –
is the data that will help you land more sales
– if you can harness it.
The key to making money with that information is using it to deepen the relationship
with customers and prospects to increase
volume, sales and referrals. It’s not rocket
science... It’s Customer Relationship Management (CRM).
A lot of what my firm does is business
process analysis and using customized tools
to strengthen that process to make your data
powerful and leverage it to make you and
your company more money.
By bringing together e-marketing techniques, contact management, business process and other tools, you can more efficiently
and effectively reach out to your audience.
Data Chaos Model
To harness the power of your customer
and prospect data, you really need a streamlined process that is easy to use. I have one
client who had the right data, but it wasn’t
coordinated. He used Quick- Books for
managing his accounts, Outlook for emailing and Excel for project tracking.
The poor guy was suffering from data
chaos – multiple databases with multiple entries for each client. It was muddied up with
duplication and overlapping entries. And it
took a lot of administrative time to keep it
all going.
On a small scale, his inefficient system
still allowed him to frequently meet with
many of his clients. But as new clients came
on board, he lost the ability for face-to-face
interaction. Too many faces; too little time.
His business was changing and the opportunities to touch customers were diminishing.
The relationship his customers had with
him was also declining. If he was out of the

office when a customer called in. No one
could answer even simple questions even
though the information was close at hand.
Data chaos can make you look really unprofessional.
Data Power Model
The first step toward the Data Power
Model for my client was to simplify everything. We integrated QuickBooks and ACT!
so that ACT! was the data hub. When he gets
a prospect now, he first enters it into ACT!
Once they become a customer, the information is automatically entered into QuickBooks.
Then we take it to the next level by setting
up categories for each client based on needs
for targeting email campaigns and other
communications – with filters that carried
over to QuickBooks. The sales management
process is handled through ACT!
The stage was now set for successful email
marketing campaigns. By using categories,
you aren’t aimlessly sending out offers, you’re
targeting just those who will be interested.
Your emails will be more welcomed if they
are actually meaningful to the recipient.
This is how you make money with your
data, by turning it into the golden goose that
keeps giving back to you.
E-marketing to Drive Sales
• If you have a promotions company, you
could target clients who always buy mugs
and tell them about a special promotion on
mugs. Or you could target them with a sale

on coasters that are a good companion to
the mugs.
• If you have a hair salon, wouldn’t it be
wonderful to send an email reminder six
weeks after their haircut? Talk about being a
value-add to your customer! Otherwise they
forget and call in after eight or 10 weeks and
need to get in fast. You can create your own
templates and incorporate text and graphics. Swiftpage is what we use because it integrates the email results with ACT! for easy
data tracking.
• Sales people can use a good CRM system to remind them when it’s time to send
letters, cards, schedule follow-up meetings
and keep track of the minutiae that is critical
to maintain a strong customer relationship.
They know you care.
• Send renewal emails out 60, 30 and 15
days before the deadline. I get a great response when I do it. They appreciate that I’m
helping them remember. I’m following up
on their needs without being asked. That’s
going deeper with your customers.
• Send out an E-Marketing survey. When
the results come back, the data is automatically added to ACT!. Now you can have
groups that are set up based on how they
responded. • Have a campaign where you
send out three emails and then schedule a
phone call for your sales people. After that,
you may want to mail a marketing piece
with your offer so you have different means
of communicating with your clients.
Conclusion
The key to growing your sales is to learn
how to leverage your valuable data, incorporate it into a consistent marketing effort
that builds deeper relationships with your
prospects and clients. To do that, you need
an efficient process to gather and manage all
your customers from first contact to ongoing invoicing.
Let’s go fishing!
Jill Gibson Blyth, President/CEO of Softech
Solutions, offers customized contact management software and marketing solutions. She
has more than 20 years experience in database technology and is a Certified Platinum
ACT! consultant. She can be reached at:
(612) 309-5709
jill@SoftechSolutionsllc.com
www.SofttechSolutionsllc.com
—NBM

Better Sales from Better Process

Using a Logical Process that Fits You and Your Prospects is the Key to Sales Success.

I

By Steve Callender
Special to New Business Minnesota

f you’ve never been in sales before, how
do you as a new business owner develop
the skills to be your company’s chief rain
maker?
Imitation and intuition are frequently the
first things that many new business owners
rely on. Don’t give in to that urge. Oh, you’ll
make some sales, but those techniques won’t
produce consistently good results.
To achieve consistency and repeatable
success, you need a plan – a sales process.
That will lead to more sales, more consistently, with less frustration, embarrassment
and wasted time.
There are many sales processes out there,
almost one for every different sales training
vendor. Some work better than others. And
some are a better “fit” than others – both for
the person selling, and for their sales environment.
One difference between them is how they
regard prospective customers. At one extreme, customers are viewed as targets or
prey, and sales is a fight to find prospects,
“pitch” them, overcome their objections and
subdue them into buying.
This approach uses the language of war,
hunting, fighting – and embeds an adversarial, manipulative attitude. I find this whole
metaphor ineffective and impossible to use
as the foundation of a business relationship.
The only way I could agree with the fishing
metaphor on the cover is to remember that I
do “catch and release” when I fish.
As I sell and as I coach sales, a prospective
customer is someone you want to know, so
you can discover if they need what you offer. If they do, it’s in their best interest to buy
from you to satisfy their needs and wants, so
you help them act in their own best interest. No tricks, no manipulation, nothing to
hide.
One sales coaching client, Allan, hired
me to help him learn to sell, since he’d always been an engineer and found himself
the regional sales director for a device that a
friend manufactured – he was the one-man
sales force for about a third of the U.S.
He learned to treat sales as a process, and
that there are many things you can do to improve results at every step.
Introduction is the first step. You need to
make first contact, whether you’re introducing yourself, being introduced as a referral,

appearing at a trade show, gradually coming
to their attention through epublishing, networking, or whatever. With Allan, I coached
him through expanding and refining his target market, to the point where he knew exactly who was most likely to buy the device
and why, and where they might be found.
Gaining Favorable Attention is next. You
establish rapport and credibility, whether in
that first conversation, building on marketing efforts, or confirming the expectations
from a referral. With Allan, this was about
getting the value message succinct, rehearsing it, and learning how to Gain Favorable
Attention in a trade show environment.
Discovering Wants and Needs has to follow the first two steps, or it’s the end! You
have to earn the right to start asking questions, and know what questions to ask. Allan boiled this down to about three to four
critical questions, based on his target market
and product.
Presenting Benefits and Consequences comes next, and depends on what you
learned in the previous step. When your
presentation follows a certain structure,
and directly grows from great understanding, it has a high likelihood of success. Allan
learned to avoid going into endless technical
detail, and speak directly to the value proposition his prospects cared about.
Gaining Commitment is the final step of
the sales process, and when the steps above
are followed, there’s no need for any tricky
closing technique. The whole process, from

introduction through purchase, is done with
integrity and transparency and sales happen
when they make sense to the buyer.
As for Allan? At a regional trade show for
his target market, with the founder/ owner
at the booth with him, he emptied the inventory! He sold all the units in the warehouse, and they had to back-order for weeks
while the company built more.
What happens if you don’t follow the
process? Well, you already know – here are
a couple of examples many readers of New
Business Minnesota have probably experienced:
Have you ever had a salesperson start to
ask questions before you were ready? I ran
into an insurance agent at a networking
event once who started asking me about my
family’s coverage before he even knew my
name. I couldn’t get away fast enough.
For the rest of the event I watched how
quickly everyone he talked to started to turn
away from him. You have to give him some
credit, though. He did have a process. It was
just a very bad one.
Have you ever had a salesperson “pitch”
you without really knowing who you were,
what you needed, or what they offered might
do that mattered to you? That pays off about
as often as a slot machine, so some salespeople just keep pulling that handle.
Conclusion
Following a logical process greatly increases your odds of landing more business.
If you don’t know where to begin in developing your process, I strongly recommend
finding a good book on the topic or working
with a sales trainer or coach to get on the
right track.
Steve Callender is president of Effective
Learning for Growth, a business consulting
and coaching firm that provides sales training/ coaching, strategy development and
alignment, business planning, executive/
leadership development, organizational and
individual assessments, process improvement,
customer loyalty, and cycle time reduction.
He can be reached at:
(952) 405-8843
steve@effectivelearningforgrowth.com.
www.effectivelearningforgrowth.com.
—NBM

Direct Mail is Still a Profit Maker
Three Easy Tips to Land More Business with Direct Mail.

By Chris Gerlach and Paul Kellum
Special to New Business Minnesota

A

ccording to Hollywood, the skies in
the new millennium are supposed to
be filled with flying cars, gray jumpsuits with antennas are fashion “must haves”
and robots will handle all our household
chores.
As usual, Hollywood missed it by a smidgen. While our world may not look like the
Jetsons just yet, there is no disputing that
there have been some amazing advancements in the world of customer communication and advertising. Along with the explosion of online marketing, good old-fashioned direct mail is proving to be a resilient
and reliable marketing tool that still works
in the age emails and iphones.
Just like your grandpa used the same
hook to catch fish that your kids use today,
direct mail, the foundation block of marketing plans of the past, works just fine. Your
grandpa probably told you there is more to
catching fish than just the hook. The key is
in the execution.
Whether you are using direct mail right
now or planning to try it in the year ahead,
here are three tips to help you make money
using direct mail successfully:
Know Your Audience
Direct mail lets you hit exactly who you
want with your message. Whether you are
sending a newsletter to your current clients
or fishing for new clients with a postcard,
knowing your audience will greatly increase
the chance that your message is received.
Larger businesses will have a list of demographic research or client files from which
to compile an audience profile. As a smaller
business you probably don’t have such a
detailed profile of your customer and that’s
okay. Maybe you can get information from
similar businesses. Often it works just to use
simple logic.
Think of your business. Who would your
audience be? Where do they likely live? How
old are they? How much money do they
earn? Where do they spend their money?
Do they have kids? How much education do
they have? What are their hobbies and interests? What do you have to offer them? What
needs of theirs can your product or service
fulfill?
Getting a mailing list that includes your
exact demographic group is a key part to a
successful prospect mailing. Keep in mind
that many of these mailing lists are compiled

from mail surveys, so not only do your know
that you are hitting your target audience, but
you know that they likely respond to things
in the mail. However, if you send your mail
out without determining a customer profile, it is like fishing for Walleyes in a trout
stream…you won’t catch squat.
Create An Effective Message
A great list, however, is nothing without
a great message. Whether you want to reach
current customers or prospects, you need to
remember three things:
First, when it comes to marketing remember everyone is tuned into WIIFM (What’s
In It For Me). Most mailing pieces should
always answer this question. Are you having
a sale? Is your business new in the area? Are
you hosting a fun event? Why should your
audience spend another second looking at
your message?
Think about the ads you have responded
to in the past. There must have been something in it for you or you probably would not
have responded.
Next, get your audiences’ attention. Remember, in the age of technology, we are
bombarded more than ever with constant
ads and messages. People today have to filter out thousands of stimuli a day just to
survive! Some people’s filters are turned up
higher than others. It is very important that
you get their attention, so that they can see
what is in it for them.
Finally, your message should have a call
to action. Expiration dates and timelines in
offers work and will help you when tracking
your results. Sometimes getting them to take
action is as simple as leaving an unanswered
question hanging in the air. After all, curiosity is a powerful persuasion tool.
Repetition, Repetition, Repetition
Learn the Rule of 3 or the Rule of 7 when
advertising. This is not just a rule made up

by the ad companies to sell more ads; it is
a rule that has been proven time and time
again. Repetition is key when mailing for
the same reason that getting the attention
of your audience is key: You need to get
through the stimuli filter!
People’s filters are turned up higher than
ever and getting through is not usually done
in one simple attempt. People need to be reminded constantly that your business is still
out there and doing well.
In Summary, direct mail works as long as
you send the right message to the right people, the right amount of times. Steve Strauss,
one of the country’s leading small business
experts and columnist for USAToday.com,
says, “I have no problem with direct mail at
all. In fact, I agree that in the right circumstances, it can be a very effective tool”!
So when you are planning your marketing budget make sure to include direct mail.
It doesn’t matter how technologically advanced our society has gotten, direct mail
still works.
Here’s an interesting surprise: even
Google, uses direct mail to reach potential
customers.
Chris Gerlach is President and Paul Kellum is Director of Business Development for
Capitol Direct, a direct marketing company
specializing in direct mail, consumer lists,
printing and marketing services. Capitol Direct is a member of the Minnesota Mailers
Association, the Dakota County Regional
Chamber of Commerce and specializes in
working with one on one with new business
owners. Paul can be reached at:
(651) 307-1218
pkellum@capitoldirect.com
www.capitoldirect.com
—NBM

Presents

Landing More Sales Workshop:
The parallels between fishing and sales are plentiful. Both involve the search for an elusive prey and
deploying a host of skills and specialized tools to finally land them.
Jill Gibson Blyth,
Chris Gerlach,
Steve
Callender,
Softech Solutions
Capitol Direct
Effective Learning for Growth

Jeff Mills,

Goldmills Marketing

When: July 20, 2010
Where: Burnsville Performing Arts Center
Time: 3:00 p.m.
As a new business owner, you will need to master the process of landing more sales. You need to understand online and outbound marketing, direct
mail marketing, Customer Relations Management to harvest and manage lead opportunities and to develop an effective sales process to guide you
along once you get a nibble.
You are invited to hear this team of professionals share their ideas on Landing More Sales.

For more information and to register and RSVP go to www.newstartupmeetup.com

