
Real Sales 

From Fighting the Storms to 
Winning in Sales

Helping Chambers Survive and Thrive the Storm



Cycle of Change

Commitment

Resistance

Acceptance



Cycle of Change

20%

30%

50%
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Ralph Waldo Trine 



RACE to Extraordinary

Responsibility

Accountability

Consequences

Excellence



The Formula for Success

(TA + CRS + PA) x AD = SUCCESS

ÅTA = Technical Ability

ÅCRS = Customer Relationship Skills

ÅPA = Persuasive Ability

ÅAD = Achievement Drive 



RAINMAKER 

Strategy for Success© Model 

5. Penetrate 

New Clients & 

GO 

HUNTING

4. Foster 

Customer Loyalty 

& Create the 

TRIPLE WIN

3. Research 

& Client

Development

RAIN

2. Design a 

Magic 

Marketing 

Mix

1. Set 

Goals

Establish a 

Plan



Marketing Your Brand 

Á
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Rainmaker 

Strategy for success ©

4. Foster Customer 

Loyalty & Create the 

TRIPLE WIN

3. Research & Client

Development

RAIN

2. Design a 

Magic Marketing 

Mix

1. Set Goals 

Establish a Plan

5. Penetrate New

Clients & Go Hunting!



Market Expansion Equation

The Rainmaker Secret Formula 

for Marketing Success

[(80/20) x 16] x M3



(80/20 Rule)

80% of your income will come from 

20% of your customers

80% of your results come from 

20% of your efforts 

80% of your potential customers will come 
from 20% of the people you know and who 

knows you 



Edôs Magic 

Marketing Mix

{  (80/20) 16 (M3)  }

25

25

25

1

(1) 



Edôs Magic 

Marketing Mix

{  (80/20) 16 (M3)  }

25= Advocates 

25= Customers

25= Associations

1 = Targeted Group

(1) = Blitz



Strategy for 80/20

ÁPrior Customers 

ÁExisting Customers

ÁAdvocates/ Referrals

ÁSpecific Associations

ÁIndustry Related Information or Events

ÁSocial Settings

ÁStrategic alliances

ÁSocial Marketing



Market expansion equation

The Rainmaker SecretFormula 

for Marketing Success

[ (80/20) x 16 ] x M3

16 = The number of times you need to ñtouchò 

potential customers in order to 

raise closing ratios 



Touch Program (Relationship 

Support)

Each time you contact a potential client, your 

contact needs to be tied to a purpose.

Postcard

E - mail

Snail mail

Telephone







How Well Does the Touch 

Program work?

If you touch your prospect 4 - 5 times per year; 

there is a 20% chance they will purchase your 

product or services. 

If you touch your prospect 12-16 times per year; 

there is a 70 - 80% chance they will purchase 

your product or services. 



Business Development 

cycle



Business Development 

cycle

Repeat the process!



4 keys to 
Making it RAIN!

1. Who are your Dream Clients? 
Begin with the End

2.    Develop a Nurturing Plan
Play the Long Game 

3.    Design your Ideal Marketing Week
Block Time

пΦ    5ƻƴΩǘ Ǝƻ ƛǘ ŀƭƻƴŜΥ M3



Making it RAIN!

ÁRapport Building

ÁAsk Questions

ÁImplement a Solution

ÁNegotiate Start



Making it RAIN!

RAPPORT BUILDING

¸ Research and 

establish an agenda

¸ Build rapport

¸ Explore the 

landscape

¸ DiSC ®

ASK QUESTIONS

¸ Discover PFV

¸ Tailor to the clientôs 

expectations

¸ Essential questions

¸ Confirm your 

research 



Making it RAIN!

RAPPORT BUILDING

¸ Listening 80/20

¸ Connect  Personally

¸ Value Add

¸ Industry Experience

ASK QUESTIONS

¸ Understand

¸ Tailor to the clientôs 

expectations

¸ Desired outcomes

¸ Confirm your 

research 



Making it RAIN!

IMPLEMENT A SOLUTION

¸ Partner needs and 

services

¸ Your companyôs story

¸ Tie down key needs

¸ Validate

NEGOTIATE START

¸ Ask for the sale

¸ Quantify value

¸ Know why clients 

choose you

¸ Create a long-term 

alliance



Making it RAIN!

IMPLEMENT A SOLUTION

¸ Collaborate w/ 

Prospect

¸ Your companyôs story

¸ Demonstrate ROI

¸ Educate

NEGOTIATE START

¸ Heroôs Journey

¸ Quantify value

¸ Avoid Obstacles



5 WAYS TO 
DIFFERENTIATE YOUR COMPANY

Talk about delivering 
desired outcomes. High 
Growth firms focus on 
the end result, not their 
firmôs qualifications.

Build around the customer. 
Customer service doesnôt 
mean doing what you are 
told. Itôs about making the 
clientôs life easier. No 

complaints!

Be flexible. 
Understand how much 
clients value a flexible 
approach. Many high 
growth firms feature 

their flexibility in their 
marketing.

Focus on your 
reputation. This, of 

course, is a key 
element in building 

a professional 
services brand.

Have a well defined 
target group. 



Me Inc.

ÅMission

Å Enthusiasm

Å Integrity

Å Needs Satisfaction

Å Commitment



A MISSION STATEMENT

Help our organization succeed by

exceeding expectations and 

delivering 

value in everything we do.



A MISSION STATEMENT

1. What is your Personal Mission 

Statement as a professional?

2. What is your purpose for being a 

professional with your organization?

1. What are the 2-3 things you need to 

focus on to make a  difference to 

with your Chamber



òTheyõre only puttinõ 

in a nickel, but they 

want a dollar song.ó  

Country -Western Song



Winning in Sales and this Conference

ÅDrink

ÅSwear

ÅSteal

ÅLie


