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A Focus on Getting and Keeping Customers

Take time this holiday season

to think about 2004

ears ago, advertising legend
David Ogilvy set out to estab-
lish a great advertising agency
within a dozen years. That's an ambi-
tious goal for anyone, but an astound-
ing one for a man who was, at the time,
a small Pennsylva-
nia tobacco farmer.
On only his
second day of busi-
ness, Ogilvy made a
list of the five clients
he most wanted:
Bristol-Myers,
Campbell Soup,
General Foods, Le-
ver Brothers, and
Shell Oil Company.
At the time he wrote that list, it must
have seemed a pipe dream — to every-
one, I suppose, except David Ogilvy.
And what do you know? Eventu-
ally, through persistence and talent,
Ogilvy won all those clients, and many
more besides. He never lost sight of the
goal he had set. I can empathize with
him, since many of you receive this
newsletter because you are on my A-list
of clients I'd love to do business with.
This time of year, with all the shop-
ping and traveling and Christmas par-
ties and general distractions, it’s hard
enough to accomplish the business
goals for this week, much less broaden
the scope of our planning. But I've
found that it can really make a differ-
ence. Most of us take the time to make
New Year’s resolutions for our personal
life: spend more time with the family,
lose weight, stop smoking, watch less
TV. Should we do any less for our busi-
nesses?
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by Connie Brubaker

Before setting those professional
goals, it's important to first take an in-
ventory of your accomplishments
through this past year. Are you where
you want to be in your professional life?
If not, why not? What positives and
negatives did you experience this year?

In my experience, most of the
people who put their goals in
writing actually accomplish
them.

In asking these questions, you’ll begin
to recognize the things you should fo-
cus on in the year to come. Once you
have a clear understanding of those
goals, you can begin to determine ex-
actly how to best achieve them.

Each January, I set my yearly goals,
identify and devise more involved
projects, and map out monthly objec-
tives and tasks. Most importantly, I
write those objectives on my calendar.
I've found the best way to spur myself
into action — and hold myself account-
able — is to set those goals down on
paper. I don’t think I'm alone in this. In
my experience, most of the people who
put their goals in writing actually ac-
complish them.

Of course, as important as it is to
identify, plan and map, the difference
between accomplishing the goals we set
and falling short of them lies in the ac-
tual execution. Setting goals isn’t the
tough part. Completing the required
assignments or tasks on a daily, weekly,
monthly and yearly basis — that’s
where life intrudes and distracts or dis-
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Categories of Goals

Every January, I coach clients
using a special Goal Setting work-
shop. One activity involves par-
ticipants answering 50 questions
designed to help them identify
goals for the upcoming year. It's a
pretty exhaustive process, but it
sure helps them focus on what
they want (or need) to achieve.

Based on their answers, their
goals are divided into seven cat-
egories. If some seem non-busi-
ness related, just remember that an
employee who’s happy in the
other areas of life will also be more
productive at work.

Think about what’s on your
list for 2004 and try grouping them
into these areas:

* Mental Goals
*Physical Goals
*Family Goals
*Social Goals
*Spiritual Goals
* Career Goals

*Financial Goals
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“I have a delivery for you: 1000 pens with the slogan
‘Excellence is in the Detales’ and 500 factory-second,
slightly irregular coffee mugs that say ‘Quality Matters’.”




Setting goals for the
new year and beyond

continued from page 1

courages us. But like the old saw says:
“A journey of a thousand miles begins
with a single step.” It may be corny, but
it’s also true.

So challenge yourself in the com-
ing year. Aim high and hold yourself
accountable. And reward yourself for
accomplishing certain key tasks along
the way. This kind of positive reinforce-
ment is the best way to stay motivated.

On my desk, for example, [ have a
pull-out tray that reminds me of my
personal goals. [ have a list of Austin’s
top 10 restaurants where I reward my-
self and my husband with dinner. T have
photos of furniture for the house — and
I'm currently waiting for delivery of a
new sofa. And I have a picture of the
Eiffel Tower that really motivates me
into action. Viva la France in 2004!

Connie also offers a 3-hour workshop on effec-
tive goal-setting. If you are interested booking
her for your organization, please call (512)346-
7270.
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Make Integrity Selling® part of your

January calendar

“But I've had sales training before . . .”

Or have you? Day-long seminars, vid-
eos, tapes, books and motivational speak-
ers are great for dispensing information —
but don’t confuse that with training.

Integrity Selling® is unique in helping
people not only learn skills, but develop
the unconscious habits and behaviors that
really help you better your sales perfor-
mance.

Nine weeks of training provide the fol-
low-up, reinforcement and coaching nec-
essary to help salespeople learn successful
negotiating and closing skills. The needs-
focused sales curriculum not only bolsters
your salespeople’s confidence — it also
helps them better understand and sell to
different client behavior styles.

Would you like to increase your con-
tact with clients? Increase your closing ra-
tio? Increase your cash flow? If so, Integ-
rity Selling®has what you've been looking
for.

The Integrity Selling® curriculum in-
cludes:

¢ Needs-focused selling system

e Simple Behavior Styles® language

¢ Eight-week structured follow-up
course

¢ Customized interview questions for
your specific business

¢ Learning dynamics that impact atti-
tudes and skills

Integrity Selling® is usually offered spe-
cifically to the sales teams of Fortune 500
companies. But beginning on January 19,
2004, Integrity Training Solutions will offer
a special nine-week course open to small
business owners, professionals, small sales
teams and anyone else who wants to better
their sales skills. The course provides a full
day of training on the 19th and eight one
and a half hour follow-up classes in the
weeks that follow.

You won’t find a better value this holi-
day season: only $800 per participant, with
payment plans available. For more informa-
tion, please contact Connie Brubaker at
(512) 346-7270.



http://www.conniebrubaker.com

