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The first step in this crucial process is 
to accept what rival suppliers do well, 
or at least satisfactorily, and that in-
volves offering good product, service, 
trading terms and support. The custom-
ers you wish to sell more to, and the 
prospects you want to start selling to, 
will unquestionably see their suppliers 
in this óacceptableô lightéotherwise 
they wouldnôt do business with them. If 
you appreciate this point then you 
should always start your ónewô sales 
conversations with respect for how the 
customers buys now, otherwise you will 
be perceived as an attacker and dis-
rupter of the óstatus quoô. 
 
With these thoughts in mind, a series of 
key facts emerge. 
Fact # 1: the customer or prospect will 
surely be buying product from rival sup-
pliers now, strictly in relation to what he 
sells or uses of that product. 
 Fact # 2: if the customer or prospect is 
progressive and quite successful, he 
will have capacity to improve his results 
in the future with the products in ques-
tionéwhich will in turn mean that he 
will have to buy more product. 
My experience shows that rival suppli-
ers operate in the ónow zoneô, and yet it 
is in the future area that they óshould 
doô moreébut donôt. Put another way, 
the vast majority of suppliers are hang-
ing on to the coattails of their custom-
ers, going up or down in sales accord-
ing to the customerôs own business 
performance with the supplierôs prod-
uct! This is a contradiction of good 
business practice.  
 

Here are some questions for you: 
 
A) Why didnôt businesses in the 1980ôs 
protest that the Internet had not arrived 
yet? 
 B) Why didnôt individuals and busi-
nesses in the 1970ôs demand that mo-
bile phones should be introduced? 
C) Why didnôt businesses in the 1960ôs 
feel strongly that the fax machine 
should replace the telex? 
 
 Obviously, it is the role of suppliers to 
sell ófuture progressô, however this does 
not only apply to the creation of im-
proved products and services. What 
most of your competitors should do but 
donôt do, is to find the best ways for 
customers to achieve better results with 
the ókind of productsô they need nowé
and my advice is that if you step in and 
ódo itô then you will earn a lot of new 
business. To succeed in this area 
though, donôt forget to begin  by  recog-
nising and respecting the status quo, 
make it clear that you are not en-
croaching into that zoneéand then talk 
about the potential for  Importantly, if 
you attempt to talk about better results 
without producing better ideas that 
drive improved performance, you will 
stand accused of misleading customers 
and wasting their time. The question 
must be asked ówhy donôt competitors 
do what they should do?ô, and the an-
swer is that they have not aimed to 
develop an additional and vital string to 
their service bow. That string is called 
ócontributionô, which when added to the  
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established string known as ódistributionô, creates mu-
tual growth. Distribution of products is charged for and 
contribution of ideas is not; for what you ógiveô in ideas 
is the least that you could do to control and improve 
your business standing in the marketéand your re-
sults! I have always strived to give more than those I 
compete with, as I hope you have, and this is not a 
ótacticô, it is a serious business purpose. I should add 
that you donôt give more than others so as to be liked, 
you do it to control your own professional growth and 
business resultséplus it is a very enjoyable way to do 
business. 



"Stay committed to your decisions, and 

stay flexible to your approach.ò 
 TONY ROBBINS 

There is nothing like a looming 
deadline to get you focussed and 
into action. Basically, if left to my 
own devices I will sit and play with 
the kids all day, go to the movies, 
lose myself in a book, or have end-
less coffee stops with friends. 
Equally, in business, if I allow myself 
each day to just make up what I am 
going to do, I wonôt make the best 
use of my time. This is why I force 
commit myself in advance.. This 
idea of forced commitments works 
well from a personal productivity 
point of view. Such asé schedule 
time with myself, schedule time to 

exercise, etc.  

The idea works equally well for the 
business as well. In a practice 
based business, the revenue is 
attached to personal energy and 
activities. If you donôt work, you 
donôt earn. This is not a problem 
because you earn 
a lot of money, 
work for 10 years, 
invest your in-
come in capital 
growth assets 
and you never 
have to work 
another day in 
your life unless you want to. You 
donôt need to buy into the myth of 
the e-myth which is that businesses 
equal freedom. (Often business 
owners feel the exact opposite). 
However, you do need to keep the 
commitments up. Here are some 

commitments. 

¶ Pick a date and advertise a 

public workshop, then work 

like crazy to fill it. 

¶ Set aside a day a week for 1-

on-1 meetings, then fill up the 
day. 

¶ Commit to 2 

networking events a 
month and to 1 show-
case event every two 
months. 

¶ Schedule a 90-

day luncheon, then 
worry about who will 

come, etc. 

¶ Commit to more staff than you 

need and then work like crazy 
to make their investment a 
dollar-productive one. 

The business of Leadership re-
quires a high level of personal com-
mitment. Stay on the ball by com-
mitting to more and then meeting 
the commitments. So what are you 

waiting for? Commit! 

"Even if you are on 

the right track, you 

will get run over if 

you just sit there."  

WILL ROGERS 

PEOPLESMART   
A workshop for  

developing your inter-

personal intelligence 

Are you ready to show your team how 
to bring out the best in their colleagues, 
customers, direct reports, and bosses? 
Then the PeopleSmart Workshop is for 
you! 
The Workshop empowers leaders, 
associates, or intact teams to: 

¶ Be curious, not furious, when 

faced with a challenging col-
league. 

¶ Get information and ideas across 

so they are understood. 

¶ Promote ideas that are accepted 

rather than resisted. 

¶ Think we rather than me in team 

situations. 

NEURO LINGUISTIC 
PROGRAMMING 
Neuro-Linguistic Programming (NLP) has been 
used in business for over three decades now 
in helping small to large sized organisa-
tions improve in the areas of customer relations 
and sales, all the way through to aligning company 
values and goals. Seen as one of the most power-
ful techniques in achieving fast and effective verbal 
and non-verbal communication, strengthening cus-
tomer relations, synergistically aligning corporation 
values, boosting staff morale, and increasing prof-
its, NLP is a must for any business serious about 

wanting to grow to the next level. 

Phil is a Master Practitioner of NLP and can help 
your business achieve the extraordinary results it 
deserves by developing a workshop to suit you and 

your business. 
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