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Why You Should Read This Book

This book is about our human software and how it affects us in situations around the process of buying and selling. Knowledge about our human software is essential and makes it more fun and easier to make the customer to buy your product or service. Then you don’t have to sell it!

The human software is most often defined as “laws” and that’s why I call the book Law of Sales.

Please enjoy

Sincerely

Mr Thomas Lundqvist

P.S I promise you that you will sell more after reading this book (i.e. get your customers to buy more from you). If not please contact me via my homepage www.brainscan.se and I will help you!
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How to Read This Book

Close your eyes. Imagine that you are sitting in an airplane with your seatbelt fastened (I hope you are not afraid of flying.) I am your captain on this trip which will enable you to reach new lifetime sales goals. You can hear the crew saying Arm doors, cross check and report. You feel slightly anxious but at the same time a wonderful feeling overtakes you.

This book aims to help you become a better salesperson and to sell more than ever before. It will be hard, especially in the beginning, but the reward is worth the sacrifice. An airplane needs power to take off but once it is in the air there is much less resistance.

As with all journeys this book comprises many different things. Most people make the mistake of trying to do everything at once. Instead, take one step at a time. This trip will be much more fun if you do!

You need to bring two things along with you: a good pen and a notebook. I prefer the Moleskine brand. A good notebook is an excellent tool for achieving success.

You will get lots of new ideas when reading this book. Make a note of each new idea in your notebook. After you have finished reading this book your notebook will be your passport for your sales journey. If you get stuck or need inspiration take a look at my web site www.brainscan.se where I will answer whatever questions you might have.

Welcome aboard. Are you ready for takeoff? Then let’s go!
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What to Expect When Reading This Book

This book has one single goal: to help you to sell more! It is important to make this clear right from the start. If you do not succeed in increasing your sales after reading this book then I have failed. I want to give you the best opportunities and laws to improve your performance. Some of you reading this book do not feel like salespersons. Instead you might think of yourselves as consultants. Maybe you work in customer service or work with providing service in other ways? Maybe you work in a store? This book will also increase your knowledge on how to get people to start buying from you. If you use my knowledge it will become both easier and more enjoyable getting your customers to want to buy from you. If you learn more about the human software - how our innate human software functions - and use it together with your product knowledge, I know that you will succeed!

Most businesses spend ninety percent of their training on knowledge about their products and maybe ten percent of the training on how to sell the products. What if you were to do the opposite? What impact would this have? Of course you would have much less product knowledge but much better knowledge on how to sell the product to the user.

For instance, a salesperson often wants to calculate how much the customer will gain from buying the product. This sounds like a clever and sensible thing to do. The first problem is that everyone else does it too which means that you are no different from anyone else. The second is the lack of insight and knowledge of how our software, the human software, actually functions. Everyone obviously wants to make money but we all think it is worse to lose money. Which is why it is better to calculate how much the customer, in this current situation, would lose by using a product from the competitor instead of how much he/she would gain from using your product.

Can this really make a difference? Yes, a huge difference! The human software is very old and no new economies or recessions can change this. The risk of losing money is a much stronger incentive than the opportunity of making the same amount.

Not everything in this book will give your sales a push but my ambition is for most of the contents to do just that. You will learn many new terms and expressions but at the same time I want you to experience recognition, to feel comfortable, throughout. Recognition is a key expression, perhaps the most significant one that I will share with you in this book. If you have read my first book Law of Management you know what I mean! When you experience a feeling of recognition this affects your nervous system, your human software, which is very positive towards learning and the ability to remember. This is why I do not dig deep into such problems as sales barriers. I do not want you to focus on problems.

Selling is important and working as a salesperson is a fine profession. It is important to emphasize this right here. I often encounter a critical view of salespersons and selling. This is so wrong! Merchants and traders are the people who have built our society. With this in mind I believe there are some cultural differences. In some countries salespersons generally enjoy a higher social standing. So, if you are a salesperson I think you should stand tall and take pride in your chosen profession! Salespersons belong to the only professional group (almost) that is constantly being measured. In most other professions it is hard or almost impossible to measure individual performance but in the field of sales you are constantly being measured.

The last chapter of this book is for people who hold some sort of management function. Maybe you are a sales coach or sales manager? You might be a business unit manager or maybe a CEO of a smaller company where your salespersons report directly to you. In any case, your most important task is to lead, or manage, your salespersons to success. I will discuss this more in depth in this last section and will give you some practical tools which will make it easier and more enjoyable to succeed. Note that the phrase leaders are readers actually rings true.

Remember that the six most expensive words in business are: ’We’ve always done it that way’.



	Catherine DeVrye, Author, 
 Manager of the Year in Australia
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Background

The average age of a company in Europe is just over twelve years and half of all start-ups in Sweden go bankrupt within five years. Learning about human survival programs is a clever and viable thing to do. We can learn so much from our own biology, our own human software that guides us whether we want it to or not. This is why I have named the book Law of Sales.

Imagine a computer, you have hardware and software. The hardware consists of its cover, monitor, keyboard, hard drive, and so on. Without software it does not function. You know what it is like when the computer stops responding or when the software does not work properly... it becomes very hard to do things. A print-out from the computer can take a long time from click to print-out but when you receive help from the support team things happen really fast. Maybe you just forgot to select “printer priority” or something else as trivial.

It is exactly the same with us humans. Our hardware comes in the form of skin, muscles, eyes, and so on but without the software, our biological human software such as our reflexes, neurotransmitters, etc. we are quite helpless. So gaining more knowledge on how our human software functions can be a good thing!

For example, we are all programmed to be seduced. If there is a choice between two sandwiches where one looks dry and tasteless and the other looks delicious. Which one do you choose? Certain signals trigger certain behaviors. An overly distinct signal stimulates these behaviors more easily. This book will teach you how to create signals by using the laws.

Most of the contents of this book are laws that have been tried and tested. All examples are based on true stories although some remain anonymous so as not to disclose the identities of individual persons. Naturally I have focused on and presented the laws that actually work. No point in writing a book about things that does not work or do not work well enough!

Please keep in mind that it is your own approach towards this new knowledge that will determine the level of your success. It is not just the knowledge in itself. The Stockholm School of Economics conducted a survey on what was considered to be of most importance within the business sector right now. Not surprisingly developing relationships and the ability to persuade came out tops. Your attitude and using my book and my knowledge will help you become better at developing relationships and improve your ability to persuade.

If you refuse to look back and do not dare to look ahead you have to look out.



	Tage Danielsson,
 Swedish Author and Actor,
 1928–1985

	 







How Can Your Company Increase its Sales?

Innovation and Business Development

New and improved products or services increase the company’s opportunities of improving its sales, its profitability and thereby its ability to survive and grow over time. The problem is that this usually takes a long time. It could take several years to develop and introduce new products or services.

The process is also relatively demanding of resources. It is fundamental though, and in my view the companies that are the best in business development are those that will survive and grow. This book will not engage any more deeply in this but it is worth noting.

Improve Your Own Sales

Improving your own sales by better planning and selling more actively and in a more progressive way, is probably the cheapest and fastest way to increase both sales and profitability. The advantages of this approach are that it is tangible and measurable. Innovations are harder to measure and a long period of measurement is necessary to ensure reliable results.

Research shows that salespersons put in much less time than you would think on actual selling, in some cases only about twenty percent of their working hours. At the same time it is true that sales activities cost companies a lot of money, in certain industries almost up to fifty percent of the total costs.
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	WRITE IN YOUR NOTEBOOK:

Please write in your notebook every day for a week how much time you actually spend on selling. Then after one week review these figures and try to increase it by at least 10 percent or a minimum of 30 minutes per day.






Unfortunately, research also shows that the costs do not always reflect the results. The saying goes that ‘the more you pay the more you get’. This is not always true of sales companies. There can be large differences in outcome despite having the same costs.

Develop a Sales Strategy

My advice is to develop a systematic sales strategy. Most companies develop a staircase or ladder making the whereabouts of the prospective customer in the buying process more visible.

For example, if you have a hundred customers on your list you might be able to book a meeting with seventeen of them. Out of these seventeen perhaps you will deliver a quote to nine of them. Of these nine maybe five will accept your offer. You lose ninety five percent in this example which clearly shows the importance of improving the outcome of your sales process.

This book will help you by giving you tools to reduce the loss and increase the effect. This may improve your effect by more than one hundred percent.

An important step is to choose prospective customers. Then you have to develop and write down a strategy where you carefully think through which laws you wish to use, what training is required in each phase, and which measures for developing relationships shall be taken. A systematic sales process means more than just the actual selling. This strategy should also include the processes that take place before the actual purchase, the processes during the purchase, and the process after the purchase. Please remember this.

I have applied all these laws in many situations and they have proven to give very good results. In several trials the hit rate rose by a hundred percent, twice as much as in the parallel study. In one test case the increase was an incredible two hundred percent compared to the usual way of selling. Correctly used these laws could save wage costs by either reaching the same sales results with fewer people or reach higher sales results with the existing number of salespersons.

[image: ]  SUMMARY

Do you think that athletes improve their performance by practicing more? I think so, at least if they train using the right techniques. Training using the wrong techniques and under the wrong conditions could actually make the results worse. The same applies to selling. The right training and the right techniques increase sales. The importance of training and expressions such as practice makes perfect are vital to wanting to improve your sales. My gut feeling is that a lot of people take short cuts and do not practice or train as they need to. It is like a top soccer team buying a great player, but then deciding that he did not need to practice or learn new things. As if he was able to rest himself into shape. Many businesses act like this. By hiring a top salesperson they believe that sales will increase just like that. This might work in the beginning but in the long term I do not believe in this. A systematic sales strategy means that everyone puts their bets on all the players in the team.

The remarkable with my method is that those who have been working in the field of sales for five to ten years, try my methods to a much greater extent than the new workers. This is a very positive side effect.

But is this book not just a waste of time? Does it not boil down to using a bit more common sense when selling? Do you really need to have a lot of sales laws or communication laws? Is it really necessary? Maybe… maybe not… but I will give you some food for thought:

A bat and a ball cost $ 110 together. The bat costs $ 100 more than the ball. How much is the ball? Most people use their common sense and it is easy... they reply that the ball costs $ 10. But does it? Think again! You will find the answer further down.

Answer: The bat costs $ 105 and the ball costs $ 5.



Sales Laws

Before you start using these sales laws... keep in mind to not make things more difficult than they need to be. Most of this book comprises laws in order to attract new customers in a cheaper and faster way. We all know that it is much cheaper to keep your existing customers in the first place, and to increase your business with your existing customers. With existing customers you already have functioning channels and good connections and much greater recognition. Which is why it is a lot easier to start with this (hopefully) large group before trying to find new customers. It is very easy to take existing customers for granted but as with all relationships you need to care about your customer relations. These will then be solid relationships over a much a longer period of time and they will also be much more profitable. Please use your existing networks as well. Selling to people that you already know increases your sales. If you do not know that many people you can join a professional network. Top salespersons always mention the significance of large networks as an important part of their own success.

The Brainscan Method

Before approaching your customers, both existing and future, it is a good idea to perform a brainscan on them or on the line of business they are in. This is inspired by Tony Buzan and his mind map technique. This method is based on the same theory. Place one word in the middle and freely associate ten other words with it. I will give you an example:

Let us say that you are selling to hotel chains. Write that word in the middle and associate freely.

[image: ]

These are the ten words that popped up in my mind when thinking about hotel chains, and they show my thoughts on the subject. As a salesperson you are guided by your thoughts and each association creates a barrier to or an opportunity for selling. A brainscan is quite simply a map of your thoughts and ideas which could be a valuable tool to have when selling. In this example the word “test” shows me a sign to start with a test at one hotel. Get some proof and then contact some more hotels in the same chain to get an easier path. “At the hotel in Oslo I performed a test that showed a 30 percent increase in sales. Would you here in Copenhagen be interested in achieving the same results?”

The Law of Personality

I do not believe in bulk mail. Select your customers and approach them on a more personal level instead. If you are planning to send out information on a new product or service it is not good enough to just send out the new catalog to a multitude of recipients. Instead, select those who are potential customers and find out the name of each individual person who holds a position of responsibility at these companies and send them personal letters. If you think that this sounds like hard work you are right. It takes hard work to be successful. Work hard and achieve great success rather than reach a certain degree of success by luck alone. A personal letter will also make it easier to follow up with a personal call and a personal meeting. In the first point of contact, whether it is a letter or a follow up call, it is never wrong to make a positive comment about the person or the company that the person works for. Flattery paves the way in any relationship. A positive remark on something you have read in the newspaper, such as the person or company having done something good, deserves to be mentioned. Unfortunately it is too easy to forget this or, what is actually worse, to mention something negative about the person or company. 

– Too bad about the article in the paper last week.

The hunter knows all about its prey.



	Cicero, 
Italian (Roman) 
Author and Politician,
 106–43 B.C.

	 





We need comments to break the ice in most situations. Make sure you say something positive!

The Law of Price

Example: I was going to book a trip by plane to Barcelona, Spain. I checked with Airline “A” and the price was approx. $ 270 from London, U.K. to Barcelona. I then thought of Airline “B.” They also fly from London to Barcelona or rather between two smaller airports located a couple of hours away outside the major cities. With Airline “B” the trip cost $ 60 one way. I needed a return trip as well. Then taxes and charges were added. Of course, I needed to bring some luggage and that obviously cost a bit of money. My first impression was that the trip cost $ 60 but after everything was booked and ready it came to $ 250. Not more expensive than Airline “A” but if you added the return trips to the smaller airports from the major cities it was just as expensive if not more expensive. But... my first impression as a purchaser tells me something else! It seems much cheaper as my first purchase in the sales process was only $ 60 which is much less than the $ 270 offered by Airline “A”.

Example: A study was conducted with regard to donating money to charitable causes. Two groups comprising one hundred households each were asked if they wanted to make a donation to a charitable organization. In one group almost thirty percent donated money to the organization and in the other group fifty percent made a donation. What small but crucial difference created this almost doubling effect? Well, the study showed that in the second group, a small addition to the oral message had been made: Every dollar makes a difference.

You must be thinking, just as I did, that it cannot be too hard to double the effect if you only ask for small donations. It is not the percentage that funds a charitable organization but the total amount given to the organization. The remarkable thing, although it is actually not that remarkable, was that the size of the average donation did not decrease as much as I thought it would. In dollars and cents the charity raised sixty five percent more in the second group!

Example: A real estate agent advertises a house at a price that the majority would consider to be low. So a lot of people show up for the viewing, creating an atmosphere of many people such as myself, being interested in buying this house. This is the Law of Social Proof. Seeing all those other people at the viewing makes you feel a little stressed and creates a sense of scarcity which activates the Law of Availability. This means that you are now thinking that you have to act fast in order to secure the purchase of the house. A bidding process takes place, the price accelerating upwards from the low starting price and now things can go really quickly. Suddenly a person who always only buys at bargain prices could act completely differently.

A bidding process at an auction or a property viewing can increase the price by more than ten to forty percent, in extreme cases even more. This could mean, in some cases, tens of thousands of dollars more than the original starting price. You have been influenced by various laws that have activated certain human software while at the same time deactivating other human software. This combination could make the world of difference.

A funny anecdote to the above is that once at a seminar when I was telling this to the audience, a clever attendee decided to let the real estate agents taste their own medicine. So when he sold his house he contacted five different real estate agents and made appointments for them to come and look at his property all at the same time. What do you think happened? Of course there was a cat fight to secure the sales assignment with the real estate agents bidding over each other to get the deal, which resulted in a lower fee and that home styling and a final cleaning of the house were also included.

It was a clever thing to do and there are ways for you to create this effect yourself.

Are you going to sell your car? Let us say that you place an advertisement on the Internet. Usually you would then show the car to whoever is interested, on a one to one basis. If you have several interested buyers it could be better to get them to come and look at the car all at the same time. Do not be surprised if you suddenly get more money for it than you had envisaged. There might not be a bidding war but possibly not the usual wheeling and dealing.

How the price is presented is also important. There is evidence supporting the fact that it is profitable to turn the so-called price pyramid upside down. Usually the lowest price is presented first. By presenting the highest price at the top the lower prices then become relatively cheaper which steers the customer into choosing a more expensive option. The same applies to maturity or adjustment periods.
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This is how interest rates (i.e. the price of money) are usually presented by the bank:


	3 months       

	3.57 percent       


	1 year
	4.03 percent


	2 years
	4.37 percent


	3 years
	4.87 percent


	5 years
	5.37 percent


	10 years
	5.12 percent
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