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SE L L I N G  PO I N T S

When thinking about sales, 
it seems that people focus 
primarily on the initial call 

made to a prospect. 
And while there’s 
no denying the im-
portance of that first 
contact, too often it 
means neglecting 
one of the hidden 
keys of sales suc-
cess: the follow-up.
 Let’s face it — 
nearly all of us can 
improve in 

this area (I know it’s one of my 
goals in 2005!). But how much 
follow-up is too much?
 I remember an episode of 
the sitcom “Everybody Loves 
Raymond” in which Ray-
mond’s pushy moth-
er shared her motto: 
“I don’t give in, I 
don’t give up, and 
I don’t take no 
for an answer.” 
While I appre-
ciate that spirit 
(and have seen 
many successful 
salespeople who 
seem to share it, it 
raises some pertinent 
questions. When should 
you give up on a client? How 
many calls should you make? At what 
point does a good sales rep become an 
aggressive borderline stalker?
 Unfortunately, there’s no simple 
consensus on the issue. But I frankly 

think far fewer salespeople are guilty 
of excessive follow-up than of insuf-
ficient follow-up. I’m always amazed 
at the number of salespeople who fail 
to even follow up with prospects at all, 
the ones who rationalize it by saying “I 
don’t want to bother them — it might turn 
them off,” or “If they’re serious, they’ll call 
me — if they aren’t, well, I’d just be wast-
ing my time calling them.”
 Talk about negative thinking! Con-
trast that with the example of one In-

tegrity Sell-
ing® business as-

sociate of mine who called 
a major prospect once a month for 

years. Finally, she received a call from 
the owner, who told her that if she 
could teach his salespeople the same 
kind of commitment and determina-

Effective follow-up critical 
for sustained sales success 

Sales guru Zig Ziglar offered 
these 5 tips for overcoming your 
sales call reluctance:
 
1. Take personal responsibility 

for building self-confidence 
and self-esteem.

2. Selling is a transference of 
feeling. Successful sales 
calls focus on the benefit for 
the prospect.

3. Overcome feelings of rejec-
tion by making each call a 
positive experiment instead 
of a negative experience.

4. Get on a regular schedule 
and make an appointment 
with yourself to make phone 
calls to prospects. Logic will 
not change an emotion, but 
action will.

5 Remember that you can 
have everything in life you 
want if you will just help 
enough other people get 
what they want.

TELL ME YOUR POSITIVE CUS-
TOMER EXPERIENCES. Win mov-
ie tickets if your story is published 
in our March newsletter! Email 
Connie@ConnieBrubaker.com.
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QUOTE OF THE MONTH

“Finish each day and be done with it. You have done what you could. 
Some blunders and absurdities no doubt crept in; forget them as soon 
as you can. Tomorrow is a new day; begin it well and serenely and 
with too high a spirit to be cumbered with your old nonsense.”     
     — Ralph Waldo Emerson

Don’t discount the power of persistence

tion she had showed, she had a new 
client. She could . . . and she did.
 Persistence in and of itself doesn’t 
guarantee sales success. But I’m con-
vinced that persistence combined with 
a spirit of experimentation does even-
tually yield results. If you truly believe 
your services are valuable for your 
prospects, you owe it to yourself and 
them to keep trying.
 So vary the times or days you make 
your follow-up calls. Send them a perti-
nent newspaper clipping, magazine ar-
ticle or book. Have a satisfied customer 
or mutual friend call them. Keep track 
of opportunities to see your prospects 
at conferences, seminars or networking 

events. Start a newsletter program and 
send them issues regularly. Find novel 
ways to deliver value.
 Rejection is unfortunately a part of 
the salesperson’s world, but the trick is 
not to take it personally. In my years in 
sales, I’ve only received a few “don’t 
call us, we’ll call you” statements. And 
when that happens, I sincerely thank 
them for their honesty.
 Then I toss their number in the 
trash and tell myself, “They just don’t 
know what they’re missing.” And I 
move on to the next prospect I intend 
to help.
 Remember, some prospects will 
become clients, some won’t. So what? 
Who’s next?

“My goal is to wildly exceed customer 
expectations until I get bored and don’t 
care so much.”
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