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Worksheet 10 
 

Resources to Earn More 
 
 

√  Strategies Utilized Last 12 Months – Better, Faster, Cheaper in Next 12 Months 
 
0 Strategies to Consider for Next 12 Months 

 
 
Driver #1: Prospects 
 

1 Contact Past Customers 
 

Simple, but overlooked. Contact those that bought from you 
in the past 24 months. 
 

2 Dig Out Past Customers 
 

You’ll need a great script which hooks people. Telemarketing 
can be very effective if you have incredibly good customers 
from the past. 
 

3 Magnetic Stickers and Tags 

If your product is bought irregularly and is unimportant 
to the buyer.  Stick them on your product when you sell 
or install it.  For people who aren't your customers, go 
door to door with the stickers, or mail them to people 
with a cover letter. 

4 Uniforms / Name Tags 

Uniforms are particularly important for any businesses 
that sells door to door, or those who provide a service in 
people’s homes. Name tags also work well, and allow 
the customer to feel they know you. 

5 Test and Measure 

Everything from your advertising, to the amount of 
phone calls you make needs to be tested and measured. 
When you test and measure this area of your business, 
you can find out which lead generation strategies are 
working, which ones need to be fixed and which ones 
need to be dropped. 

6 Named Promotional Gifts 
Item such as a pen with your name and/or logo on it.  
This idea is good to keep your existing customers 
happy. 

7 Shows 
 

Select the right shows. Think carefully about the cost, 
and about how much you need to sell to make that 
money back.  Have a demonstration, a professional 
‘speaker’ to promote your display, run a competition, 
and have a ‘trade show only’ special. 

8 Open Days and Sign on Days Great way to introduce people to your business, 
particularly if they’ve had reservations about coming in 



before.  Advertise it properly and have enough 
incentives (goodies, entertainment, and special deals). 

9 Referral System Ask your customers for referrals.  Have a referral 
rewards program, eg, gift for every referral. 

10 Party Plan 

People hold a party with their friends and demonstrate 
your product. You supply a demonstrator who will do 
the selling. The host receives a bonus if a certain 
amount of product is sold.  More effective if your target 
market is female. 

11 Network Marketing 
Is my product so good that anyone who uses it will 
literally beg their friends to buy it too?  Amway is the 
model. 

12 Brochures 
Having a good quality brochure can increase your 
conversion rate, however, relying on it to do the selling 
for you, can have an adverse affect. 

13 Barter / Trade Exchanges 

This can work very well for service based businesses 
that have very low hard costs. It can have a negative 
effect on your cash flow if you’re paying conventional 
money for your stock and bills, but only getting trade 
dollars coming in.  

14 Window Displays 
Do something interesting, and encourage people to 
come in with ‘More Inside’ or ‘Come in to try on this 
suit in your size’ 

15 Business Cards Try adding some benefits, and your main point of 
difference. 

16 Networking Functions 

People buy off people they like, know and trust.  If you 
get to know someone on a social basis, they are more 
likely to do business with you.  Spend just enough time 
with each person to build a relationship, and get the 
future appointment you’re after. That doesn’t mean that 
you set an exact time and date, simply that you get their 
permission to come and see them in the near future.  

17 Host Beneficiaries 

Promote yourself directly to the customers of another 
business. Offer the customers a gift voucher, offer to 
pay for the business owner’s mail out, offer the business 
owner commission on any sales or offer the favor in 
reverse.  

18 Strategic Alliances 

Join forces with other businesses, and help each other.  
You could either market yourselves under the one name, 
making your joint business a ‘one-stop shop’, or just 
have a gentlemen’s agreement to share customers, and 
refer them.   

19 Post Card Mailings 
Send prospects a post card which advertises your 
business.  Postcards make for an ideal ‘teaser’ – that is, 
they don’t tell the whole story. 



20 Cold Calling Get a list of names, a script, and call 

21 Create an Industry Newsletter 

Full reign to advertise your product wherever you want, 
and how you want.  Sell advertising space to other non-
competitive businesses.  Talk about new products on the 
market that you sell. 

22 Competitions / Surveys 

Mail to your customers, and ask them to buy.  If they 
do, you’ll automatically put them into the draw for 
something they’d dearly love to have.  Ask your 
customers, and the people who don’t become customers 
why they made the decision they did.  What made some 
buy, and what prevented the rest.  By analyzing these 
results, you can start to identify the areas where you can 
improve, and those where you’re doing well. 

23 Provide Team Selling 
Incentives 

Make the incentive challenging to win, yet accessible to 
all salespeople.  If you have one ‘top gun’ who always 
wins, the other will gradually become disenchanted and 
won’t try.  You could have one for the best service, one 
for the best ethics and so on. 

24 Press Releases 
Newspapers will only do this if there is a newsworthy 
angle to your article, and if it is well written and almost 
‘print ready’. 

25 Be an Expert, e.g., Write a Book 
 

This form of marketing can be extremely effective 
allowing you to market yourself as experts. You may 
even decide to give the book away for free, in order to 
get leads.  

26 Internet / Web Pages 

The internet has fast replaced mail order catalogues in 
the USA. Here many companies have realized the 
benefits of being able to sell anywhere in the world 
from the comfort of their own home. 

27 Blogging Have your blog feature advertisements for your products 
or sell advertisements for other products. 

28 Social Media 
Establish a presence on social media sites such as Facebook, 
Twitter and LinkedIn. 
 

29 Local Newspaper Advertising 
The types of businesses that can benefit from this form 
of advertising are service based companies such as 
plumbers, hairdressers or electricians. 

30 Industry Newsletter / Ads 

These newsletters are sent to very particular people, and 
advertising in them can be effective.  The challenge can 
be the low interest people take – if they haven’t paid for 
the newsletter, they may not read it properly. 

31 Sidewalk Handbills 

This can be good if you have an incredible offer, and 
your business is just a quick walk from where you are 
handing out the flyers.  Most people dump them 
immediately, so again, you must reach the target market. 
 



32 White Pages 

You may want to go for a bold heading, so you’re easily 
seen.  Your White Pages listing can also be useful when 
advertising on a broadcast medium. If you’re 
advertising on television or radio, add the line ‘Find us 
under X in the White Pages’ to your script. This way 
people will still be able to look you up, even if they 
haven’t had the chance to write your number down after 
hearing or seeing your ad. 

33 Fax Outs 
If the fax out is well targeted, and addressed to someone 
(or at least, a position), there is a chance it will succeed.  
A phone follow up makes it more effective still.  

34 Ads on back of Grocery 
Receipts 

Includes a coupon that people will want to collect.  If 
your business has mass appeal and is local, this can 
work very well, especially if your prices appeal to the 
local ‘coupon cutters’.  The type of businesses that can 
benefit from these promotions, are those with smaller, 
less expensive items such as video stores or fast food 
outlets. 

35 Taxi Backs & Bus Sidings 

A fairly obscure way to market yourself, but it can be 
good for event promotion and public announcement 
advertising. Because the only chance people will have to 
read it is when they’re stopped at traffic lights or in 
heavy traffic, you need to keep your message short and 
to the point. 

36 Car Signage 

Often used by network marketers, and almost never 
works.  Of course, an argument for it may be – your car 
is an advertising medium you own.  If you don’t have to 
pay for it, there’s no gamble, is there? But spending a 
lot of money on this form of advertising is a waste as it 
will never pay for itself. 

37 Expand Your Target Market 
 

Re-evaluate your demographic and geographic market. You 
may be too narrowly defined. Move beyond your comfort 
zone. Think global. It might be time. 

38 Call Competitors’ Customers 
 

When possible, find out who buys from your competittors. 
They are already pre-qualified that they need your 
product/service. 
 

39 Seminars and Events 
Holding free or paid seminars to get your prospects in 
the same room all at once. This is for businesses with an 
informational product.  

40 Distributors / Agents Contract with others to sell your product/service. 

41 Shopping Center Promotion 
Opportunity to demonstrate your goods or services to 
passing traffic. A company which sells Internet time 
could allow people the chance to ‘surf the net’ for 



themselves, a hairdresser could demonstrate ways for 
people to style their hair. 

42 Point of Sale Material / Displays 
 

Make your displays attractive, and if possible, interactive. 
Use tester bottles, or listening stations, or taste samples.  
 

43 Catalogues This is perfect for businesses with a large range 
products, or products that need regular re-ordering.  

44 Buy Database Lists 

You buy a list of names from a list broker.  The lists can 
be very specific, and you may find what you're looking 
for.  Be careful though – some lists are very poor 
quality, so ask questions.  How were the names 
compiled?  How old is the list?  How many people have 
mailed to it?  How did they go?  Can I talk to them?  Do 
you offer guarantees?   

45 Magazine Advertising 
A great way to go after a very specific target market.  
Magazines are great if you sell your product nationally 
or have a high price, target a specific product or service.  

46 Trade Journal Advertising Excellent for reaching a very particular group of 
professionals or business people. 

47 Mailbox Flyers 

A cheap medium, but a very unreliable one. Most flyers 
get dumped in the bin without a real look.  Your 
headline must speak to the reader straight away, and 
offer something very attractive.  People resent junk 
mail, and will only respond to flyers that speak to them 
directly 

48 Yellow Pages 

Excellent for products that people only buy 
occasionally.  If your business is built on a constant 
supply of new customers, it’s likely that Yellow Pages 
will work for you.  The important thing is to stand out – 
do something different to what everyone else is, and 
remember that your readers are already buyers. 

49 Previous Prospects 
 

Situations may have changed for people that have said no to 
you before. Gatekeepers may be gone. Try again. 
 

50 Direct Mail 

This strategy can be very effective for service based 
companies and retail stores. It can also be useful if you 
sell from a warehouse or depot, or if you intend to cold 
call on your prospect in the future, as may be the case 
with an insurance salesperson. 
 

51 Document Your Prospects 
 

You cannot successfully communicate unless you know who 
your prospects are. Keep track of your prospects on paper or 
computer, just do it. Simply by counting your number of 



prospects will keep them in the forefront of your mind so you 
are focused on finding new prospects. 
 

52 Video / In-store Displays Showing them how something works, is far more 
effective than trying to explain it to them. 

53 Market Days 

People who come to markets are looking to buy, but 
only if it’s cheap, a real bargain or something 
completely out of the ordinary.  If your product fits into 
one of those categories, it could be a good option.  

54 Open Longer / Different Hours 

When deciding on what hours to open, ask yourself 
what time you’d be most likely to want to come to your 
store if you were a customer. You can also try asking 
your existing customers their thoughts on what would 
be more convenient business hours.  

55 Sponsorships 

Sponsoring sports teams can work well if you get good 
profile, or naming rights.  It’s mostly an awareness 
building tool, which can mean it has questionable cost-
effectiveness.   

56 Daily Newspaper Advertising Daily papers can work for any type of business, but are 
particularly effective when you’re having a sale.  

57 Newspaper Inserts 

The key to success is having a strong offer. For 
example, a hairdressing salon offering free haircuts, 
would expect to get a good return. Try using a picture 
on your insert that grabs attention and tells a story.  

58 Find Your Niche 
 

Satisfy a specific market need. Become a specialist. You can 
become a big fish in a small pond rather than a small fish in a 
big pond. 
 

59 Building Signage 
Good for fast food, restaurants and businesses with high 
roadside visibility.  Make the signage work for you – 
offer benefits and good deals.   

60 Piggy Back Invoice Mailings 
Ask another business owner if you can include a flier or 
letter with their regular invoice mailings.  Offer to pay 
for the mail out as an incentive. 

61 In-store and Sidewalk Signage 

If you’re in a shopping center or shopping strip.  Include 
an offer like "3 day offer" or “come in for your FREE 
15 minute mini-facial".  In store they can act as silent 
sales people.  See if your suppliers have them. 

62 Salespeople Offer a low base salary and a generous commission. 
Have a good training system in place and sales scripts. 



63 Radio Advertising 

Bear in mind that people don’t usually actively listen to 
the radio – it’s a background medium, so your ad must 
really leap out and speak to THEM.  Radio can be very 
effective for products and services where people can 
take advantage of an advertised offer within the next 24 
hours.  Radio is also the last advertising medium heard 
before shopping.  The types of businesses that can use 
radio to good effect are larger companies with one off 
sales and, to a lesser extent, service based businesses.  

64 Billboards / Posters 

Excellent as a directional medium.  That means you use 
the billboard to tell people to take the next left, or that 
you’re 5 minutes away.  It’s also a good way to support 
other mediums – especially TV and radio.  Your product 
should have wide appeal, and be simple to understand. 

65 Trade Shows 

Select the right shows to participate in.  Don’t go just to 
‘build awareness’ – that’s exactly the same as ‘wasting 
money’.  When you display, make sure you do 
something different, and have something for people to 
look at.  It’s also important to get people’s names and 
details, or better still, arrange to get the list of every 
person who attends.  Having demonstrations is a good 
way to attract people to your site. 

66 Change / Open More Locations 
When choosing a location, ask yourself the question … 
‘How much new business will I get from being here?’, 
then ‘Considering that, is the rent reasonable?’ 

67 Government Programs and 
Contracts Bid on Federal, State, and Local Government projects. 

68 Television Advertising Usually best suited for products with mass appeal and 
high distribution.   

69 Licensees / Franchisees For businesses that work without you.  Provides a 
turnkey system for others to own a business. 

 
 
Driver #2: Conversion Rate 
  

70 Written Guarantee 

Written Guarantee - Provide a guarantee that 
addresses the customer’s key frustration in buying 
from you.  Pick out the one thing that people are 
scared of when buying from you, and guarantee that 
it won’t be a problem.   



71 

Define Your Unique Selling 
Proposition (USP)STAND 
OUT 
 

If there’s nothing best, better or different about you, 
compared to your true competition, people will only 
buy from you because of convenience. You need to 
work out what is special about you, and then make a 
big deal about it. And don’t just say ‘price’ or ‘quality’ 
– these are empty terms. Make it very specific and 
meaningful to your ideal customer. Use it as a 
headline, not a tagline. 
 

72 Sell an Exclusive Line 
It’s an essential technique when you sell products 
that are common and highly price-competitive: 
computers, car dealerships and others. 

73 Increase Range or Variety 

The more you have, the more options you can give 
the customer, and the more individual tastes you can 
cater to. One of the things you need to be mindful of 
is to not lose sight of your core business. If you try 
to be all things to all people, you end up being 
nothing to anyone.  

74 Provide Quality Products 

By providing the best, you put yourself a cut above 
everyone else.  Don’t be afraid to mark up the 
products – people expect to pay more for quality, 
and they tend to regard higher priced items as being 
of a higher standard. 

75 Print a Benefits List 

This is a sheet that you can give to every person 
who comes to look at your products or store.  It 
contains the 4 most important things about your 
product or the 7 reasons yours is a better choice for 
them. 

76 Use a Testimonial List 

Direct quotes from your past customers about how 
good you are. The benefit of using testimonials is 
that your prospects will find it reassuring that other 
people have dealt with you and are happy with the 
results. 

77 Before & After Photo’s / 
Demo’s 

Many people are visually oriented; they like to ‘see’ 
how things work. This gives them a chance to 
experience the product before they buy.  If you can’t 
demonstrate, think of a way you can do something 
similar – what about before & after photos? 

78 Show Samples / Example 
Photo’s 

Give people an idea of how their life will be better 
with your product. 

79 Quality Brochures 
It gives you the aura of professionalism, and lets 
people really take their time to look over your offer 
in detail.  

80 Information Sheets / 
Booklets 

Provide information on how your product can be 
used.  Help them to dream about how your product 
will improve their life. 



81 Added Value Offers 

To seal the deal, throw in something they didn’t 
expect – something that gives them the perception 
that they are getting a great deal. Make sure it’s 
something that they will value highly which doesn’t 
cost you very much. 

82 Make an Offer 
Make them feel like you're giving them a special 
deal.  It could be extra service, consumables, free 
delivery, etc. 

83 Start a Trend / Fad Make your product the "in" thing to wear or do. 

84 Product / Price Listings Make sure your customers know the price while 
they are browsing. 

85 Team Member Profiles People like to do business with people they know.  
This will help build rapport. 

86 Write Company’s Magic 
Story 

Write down the story of how your business came to 
be and why you decided to go into business.  Frame 
it and post it on a wall for all to see. 

87 Packaging Matters 

The more attractive the product looks, the better 
chance there is of selling it.  Try re-doing the 
packaging to make it look more modern, or perhaps 
even more traditional depending on what you are 
trying to achieve.  Include the benefits of your 
product on the side of the packet as well. 

88 Display Awards / 
Certificates 

Awards and certificates give the impression of both 
quality and credibility. The perception is that if 
you’ve won an award, then you’re hardly going to 
be a ‘fly by night’ type of company. Because of this 
extra credibility, you will be able to make extra sales 
to those people who may otherwise have had some 
reservations about dealing with you. 

89 On-Hold Messages 

Putting people on hold can either annoy the heck out 
of people, or encourage them to buy.  If you have to 
put people on hold, why not take the opportunity to 
tell them all about your business – why it’s so good, 
what you sell, why they should buy TODAY. 

90 Account Applications 

When people are buying, offering them an account 
can seal the deal.  Offer to run through the 
application procedure on the spot.  If they succeed 
(which they probably will), it’s then as simple as 
saying ‘Ok, I’ll just put that on your account’. 

91 Allow Mail Order, Home 
Delivery 

Allowing people to order from home can give you 
the edge.  If you can take the hassle out of the 
buying procedure, by letting people simply call and 
order, many customers won’t balk at a higher price.  

92 Pre-send Appointment 
Cards 

Send appointment cards out as a reminder that it’s 
time to come in for a check-up, upgrade, etc. 



93 Point of Sale Displays 

Work on your displays – make them attractive, and 
if possible, interactive.  Make tester bottles, or 
listening stations, or taste samples always available.  
If people can experience the product without fear of 
being pressured, they will, and if they like it, they’ll 
buy. 

94 Use Payment Plans & 
Financing 

This can get you over one of the biggest and most 
common hurdles – the price objection.   

95 Take credit cards 

Not offering these services means that people have 
to go out of their way to get their money before they 
can come and do business with you. The reality is 
that they’ll soon stop going out of their way, and 
will start to go to someone else. 

96 Flowchart Your Sales 
Process 

Customers don't like surprises.  Have all your sales 
force use the same process. 

97 Audio, Video & CD sales 
demo’s 

People will stop and look, or tune in and listen. You 
can also send these tapes in the mail before an 
appointment, or follow up on the phone and sell 
directly.  That’s cheaper than a mobile sales rep. 

98 Reprint Press Articles 

Press articles add a degree of credibility to you and 
your store. They see that someone else has said 
something good about you, rather than you just 
promoting yourself. Blow them up and place them 
around your store in key locations. 

99 
Re-write Quotes, Bids and 
Proposals into Action 
Plans 

Write the prospect a letter.  Include the price near 
the top, and then explain everything that makes you 
different.  There’s more to their decision than price, 
so make your letter or Plan Of Action reflect that.  
End with ‘I’ll call in the next few days to discuss 
further’. 

100 Print Company’s 
Vision/Mission 

Write out why you are in business, and your own 
personal standards.  Include a summary of your 
ethics, and an outline of how you deal with 
customers. 

101 Use Prospect 
Questionnaires 

Instead of going through the normal sale process, 
why not give the prospect a questionnaire.  Make it 
short, and wait with them while they fill it out.  
Then, make your proposal fit their needs exactly.  If 
they don’t want to spend what you quote, suggest 
that you could do it for the price they want, but they 
may need to sacrifice a few things. 



102 Try Before You Buy 

This can take a lot of the risk out of the purchase for 
the consumer. By being able to test it first, your 
client can make sure that your product fits their 
needs. If you don’t want to unpack a new product, 
ask your supplier to provide you with a demo model.  

103 In-store Merchandising Put up displays highlighting your product and how 
to use it. 

104 Sales Scripts 

Absolutely essential whatever business you’re in. 
Once you find the right (or very close to right) way 
to sell something to someone, don't change it.  Write 
down exactly what you said, and then do that every 
time.  And make sure your team does the same. 

105 Greet Prospects & Use 
their Name 

This shows your customer that you are interested in 
more than just a sale. 

106 Introduce Yourself Let your customer know who they are dealing with.  
People like to do business with people they know. 

107 Smile, Build Trust & 
Rapport 

Always use your client’s name, and make sure you 
introduce yourself using your full name. Ask them 
questions, and genuinely listen to the response. 
Provide ideas and advice, and do your best to help 
them. If you believe in your product, you should 
know that one of the best ways to help them is to 
sell them something. Be honest with your clients as 
dishonesty will destroy any chance of a long term 
working relationship. 

108 Ask Questions & Listen Find out what problem the customer is trying to 
solve by buying your product. 

109 Provide Ideas and Advice Become a trusted advisor. 

110 Educate on Value, not 
Price 

Remember that people want a good deal, not the 
cheapest.  Explain why some people charge less, and 
what the prospect will miss out on if they do it on 
the cheap.  A good way to go about this is to write 
all the benefits down so you have them clear in your 
mind. You might even consider printing these on a 
fact sheet which you can then hand to your 
prospects. Things such as after sale service and 
extended warranties are a good starting point when 
you’re listing your benefits.  
 

111 Provide a Timely 
Response 

If you don't the customer will buy from someone 
who does. 



112 Increase Product 
Knowledge 

Don’t ever try to ‘wing it’. Your customers are not 
fools, they’ll know if you’re really up to speed on 
your product knowledge, or if you’re just making 
things up. If you can’t answer a question, simply 
admit that you don’t know, and then go and ask 
someone who does. If you can’t find anyone, tell 
them that you’ll find out and then get back to them. 
Your clients won’t view you as incompetent; instead 
they’ll respect your honesty. 

113 Up Sell, Cross Sell & 
Down Sell 

If you’re having trouble selling something to a 
prospect, why not shift the focus to a different 
model.  If it’s a lack of quality, sell them a higher 
priced item.  If it’s a high price, show them 
something you have that’s cheaper.  Alternately, 
shift the focus to a model of a different color, size or 
different shape. 

114 Educate How to buy, What 
to do 

Show your customers how easy it is to buy from 
you. 

115 
Use Personality Profile to 
Better Communicate 
 

Understanding individual personality traits is one area 
which can greatly increase your conversion rate. Take 
for example somebody who is a task oriented and 
outgoing person. If you were dealing with someone 
with that particular personality trait, you’d be best off 
sticking to the facts, rather than trying to be their 
friend. On the other hand, someone who is reserved 
but more people oriented, would probably prefer you 
to show an interest in their particular needs. This type 
of person would not respond well to hard sell 
techniques. 
 

116 Sell on Emotion & Dreams 

Many people will not be conscious of their true 
motive for making a purchase. By asking the right 
questions and then listening closely to their 
response, you can find out what’s really motivating 
them. Once you’ve found out, emphasize how they 
can achieve that goal by using your product. 

117 

Follow Up & Follow Up 
Again: 4 Communication 
Vehicles, 3 Months, 9 
Exposures 
 

Try different techniques for getting in touch with them 
again. More often than not your persistence will pay 
off.  
 

118 
Ask for the Sale, Confirm 
the Sale: Have a Call to 
Action 
 

Don’t be shy.  If you’ve asked enough questions, 
you should have established that the person wants to 
buy what you sell.  If that’s the case, assume the sale 
– ask them an assumptive question ‘would you like 
to pay for that on credit card, or by cash?’ 



119 Provide Refreshments Make the buying experience pleasant. 

120 Make it easy to buy Show your customers how easy it is to buy from 
you.  Offer financing, lay away, credit cards, etc. 

121 Measure Conversion Rates 

By simply measuring the percentage of prospects that 
become customers, you are beginning to ask why 
people are not buying. You can only begin to correct 
problems when you are aware of them. Create goals to 
increase your conversion rate and get your team 
involved. 
 

122 Survey your past 
customers 

Ask your customers, and the people who don’t 
become customers why they made the decision they 
did.  What made some buy, and what prevented the 
rest.  By analyzing these results, you can start to 
identify the areas where you can improve, and those 
where you’re doing well. 

123 Survey people who don’t 
buy 

This can be hard to do.  With the right approach, 
you can find out why they didn't choose to buy from 
you and then correct it for the next prospect. 

124 Accept trade-ins 

If they can trade-in their existing product on your 
brand new one, then they’ll feel that they’ve got a 
pretty good deal. The other benefit is for people who 
don’t know how to get rid of their existing product. 

125 Bulk Buy Specials 
Encourage people to buy in bulk from you, and offer 
a significant saving if they do so.  They will also get 
used to using your product or service. 

126 Scarcity & Limits, Fear & 
Pain 

If you make people think they’re going to miss out, 
there’s a good chance it’ll swing the sale your way.  
That’s especially right if you also infer that you 
can’t get any more.  

127 Change your Direct Mail 
pieces 

Test and measure your new pieces, to work out what 
works and what doesn’t. You may find something as 
simple as changing the headline on your existing 
letter is all that’s needed. Your offer is something 
else that could bring improved results. 

128 Collect all prospects’ 
information 

Every person who comes in or calls, ask if they’d 
like to join your mailing list.  Run a competition 
where people have to fill out an entry form and drop 
it in a box.  

129 Give away to get back, 
Reciprocity 

If you start the relationship unselfishly, offering 
advice and assistance, you’ll discover that you’ll be 
ultimately rewarded with a sale.  If you’re going to 
be giving away your time, you need to be careful 
that you don’t end up doing too much for no return. 
You also need to be careful not to fall into the trap 



of giving people so much information that they 
believe they can do it themselves. 

130 Factory / Site Tours 

 If people see how things are made and the 
craftsman at work, they are more likely to believe 
you when you talk about quality.  It also 
demonstrates that you have pride in what you do 
which means that they in return can have pride in 
the final product. This is particularly useful if you 
sell up market, high priced goods. 

131 Target better prospects 

Are you getting the right sort of people? Raise your 
prices or send a letter to those customers you’d 
rather not deal with, explaining the rules in doing 
business with you. If you’re mailing out to a list, 
you may also need to consider buying one that’s 
more targeted or up to date. 

132 Charge for normally Free 
Advice 

This will set you up as the expert, and put you in a 
far better position when it comes to crunch time.  
Most people will feel more comfortable buying from 
a professional. The perception is that if they have to 
pay to talk to you, then you must know your stuff. 

133 A Gift Card towards 
purchase 

Include a gift card with your letter which people can 
spend on anything you have to offer. This works 
best when your product is mid-priced, and the 
voucher accounts for about 15% of the total price. 
Place a time limit on when the card can be used. 

134 Always have stock on hand 

This gives you the chance to say to people ‘And of 
course, you can take this home today.  I have one in 
stock’.  This makes it far more immediate for 
people, and also makes it harder for them to say no 
we’re just looking. 

135 Offer Exclusivity 

Letting people know that they have the opportunity 
to be your only client.  Inviting your customers to an 
‘invitation only’ sale. This works very well for any 
company that sells image products.  

136 Allow Prepayment 

A pre-payment discount can also be just the thing to 
help you close the sale. It doesn’t need to be a huge 
saving, but it must be enough to make it worth their 
while. Because your customers will actually be 
paying for something they haven’t yet received, you 
may need to back this up with a good guarantee. 

137 Set Sales Targets 
Give your salespeople a clear idea of what you need 
them to achieve.  Offer bonuses if they meet the 
targets. This doesn’t necessarily apply to sales reps 



who are out on the road. You may find that these 
people actually focus less on customer service in 
their attempt to see more clients and therefore make 
more sales. Offer an incentive based on repeat 
business, or look at team goals. Remember that not 
all people sell the same way. You may set the target 
higher for your better sales people, and slightly 
lower for those who are less experienced. To save 
any unrest this may cause with people arguing over 
who does the most work, try using a tiered pay 
system, where the more you sell, the higher the 
percentage of commission you make. 

138 High Dress 
Standards/Uniforms 

Uniforms are particularly important for any 
businesses that sells door to door, or those who 
provide a service in people’s homes.  

139 Free phone Number & 
Reply Paid Address 

Make it simple for people to deal with you.  A 
freefall number and reply paid address means the 
barriers to people buying are slightly lower. If 
you’re selling your product to people other than 
locals you need to provide these basic services. 

140 Run Competitions, with 
follow up 

Run a competition where the prize is something that 
will be super-attractive to your target market.  You 
can arrange the prize at an excellent price, or 
perhaps even free, as the other company will be 
getting advertising out of it.  Of course, you can 
offer the prize yourself – for example, they could 
win the purchase free. 

141 Provide a 1st Buyers 
Incentive 

Give something extra if it’s the first time someone 
has dealt with you. You will need to make the offer 
something of perceived value to them.  

142 Corporate Image 
 

Your image should be clear, concise, consistent and 
compelling to your target market. 
 

143 Stay in touch, cards, 
newsletters 

Depending on the cost of your product, you might 
need 5, 10, even 20 or more "touches" before the 
prospect is ready to buy.  Use different modes to 
stay in touch. 

144 Gimmicks with Direct 
Mail 

Include something out of the ordinary in your letter.  
This will ensure that your direct mail letter is 
remembered when you phone. Anything from a 
coffee cup to a Band-Aid could work in making 
your letter standout. 

145 Develop Your Own 
Product Line 

If you have something nobody else has, such as your 
own product line, people will be forced to buy it 
from you. What can you produce that there is a 
demand for?  There is no point producing a unique 



product if there’s no one in the market place who 
wants it. 

146 Entertain, Wine and Dine 

The type of products you sell and the people you 
deal with will dictate how you actually go about this 
type of relationship building. If you sell a high 
volume of relatively inexpensive goods, you’d be 
best of inviting a lot of people and spending as little 
as possible whilst still catering for everyone’s needs.  
If however you sell high priced, single purchase 
items, like real estate or luxury cars, then you’ll 
need to spend more money on fewer people.  

147 Train entire team in 
Sales/Service 

Get them to watch videos, read books and attend 
seminars.  If you’re employing new sales people, 
you need to have a training program in place for 
them when they start.  

148 Provide Team Incentives 

It doesn’t even need to be a prize – it could just be 
they get to go home three hours early.  Make the 
incentive challenging to win, yet accessible to all 
salespeople.  If you have one ‘top gun’ who always 
wins, the other will gradually become disenchanted 
and won’t try.  You could have one for the best 
service, one for the best ethics and so on. 

149 Store / Office, Vehicle & 
Team Appearance 

If your store looks untidy, people will feel cheap 
buying from you … and no-one wants to feel cheap.  
The cleaner and more modern the store, the better.  
It WILL increase your sales and is a worthy 
investment. 

150 

Lighting, Clean Toilets, 
Air Conditioning, Kids 
Room, Snack Bars and 
Background Music 

If your store looks untidy, people will feel cheap 
buying from you … and no-one wants to feel cheap.  
The cleaner and more modern the store, the better.  
It WILL increase your sales and is a worthy 
investment. 

151 Company profile & 
business cards 

Create a 5-6 page document explaining what makes 
your company so great.  Talk about why your 
company is the best choice for the prospect – and 
what you plan to do for them. 

 
 
 
 
 
 
 
 



Driver #3: Purchase Amount/Customer 
 

152 Use a Checklist 

Similar to Add On Selling, you simply run through a 
checklist with your client whenever they purchase a 
particular type of product. Excellent for a retail store 
with lots of variety, or businesses that sell one item 
that has plenty of accessories.  This list should be 
prepared in advance and used for as many different 
products as possible.  

153 Use a Questionnaire 
(Survey) 

This is particularly good when you sell one main 
product and want to find out what other products 
your customers are interested in.  Use this to ask 
your customers what they would like you to include 
with your existing service. 

154 Provide a Shopping List 

This is an extension of the checklist strategy where 
you actually provide the customer with a list of 
items they may need to complete a particular 
project.  You’ll find this strategy most effective with 
hardware stores, photography stores, golf stores etc. 
The shopping list will work if there are plenty of 
things in your store the customer may not know 
about, or it is a specialist store with heaps of 
accessories. 

155 Increase Your Prices 

Good for those who deal with some luxury item, 
such as beauty treatments etc. It’s not advised for 
businesses that sell consumables that people can buy 
from anywhere.  This method should be approached 
with some caution, although often a small increase 
won’t be noticed. If you intend to increase your 
prices substantially it’s best to gradually phase the 
new prices in over a period of time. 

156 Up Sell 

It works by selling your customer a more expensive 
version of the product they’re looking at, based on 
its benefits. When up selling it’s important to 
explain how the more expensive model will better 
suit their long term needs. 

157 Cross or Add On Sell 

This is where you encourage the customer to buy 
something else that they weren’t planning on.  A 
technique that is successfully used by companies 
like McDonalds – ‘would you like fries with that?’ 
can be very effective when selling products that are 
used in conjunction with others. You can also cross-
sell associated products or services on a commission 
basis with another company. 



158 Down Sell 

This is where you sell the customer something of a 
lower price. It sure beats losing the sale.  This can be 
extremely effective when dealing with customers 
who can’t afford your expensive items.  

159 Allow Payment Terms 
It’s especially important with large, non-essential 
purchases – patios, pools etc … practically anything 
that people can put off buying. 

160 Arrange Easy Finance 

You’ll find this is particularly beneficial if you’re up 
selling them to a product that’s beyond their original 
budget. Simply apply to the finance companies, or 
work out how you can provide the service yourself. 

161 Carry Exclusive Lines 
It’s an essential technique when you sell products 
that are common and highly price-competitive: 
computers, car dealerships and others. 

162 Rearrange Store Layout 

Lay out your store so that every product you sell can 
be seen.  Fast moving items should be placed on or 
just above eye level with slow moving items placed 
just below eye level. End isle displays should tell a 
story with add on sale items clearly visible. 

163 In-store Merchandising Put up displays highlighting your product and how 
to use it. 

164 Point of Sale Material 

These take the form of shelf talkers and Bin Labels 
and are available from your suppliers.  Excellent for 
businesses that have a large range of goods, but also 
businesses that sell accessories to support the main 
purchase.  

165 Impulse Buys 

Place impulse items like chocolates or magazines at 
cash registers to tempt people as they wait.  Great 
for high volume businesses – supermarkets, 
newsagents and small food outlets.   

166 Product Packaging Redo your packaging to make it more up to date. 

167 Sell with an Either/Or 
Question 

When you’re about to finalize the deal, ask your 
client if they would like either the expensive model 
or some additional products to go with their 
purchase.  This is especially good when there is a 
way to up sell or add on sell, but you find it 
challenging to do so.  This can work in conjunction 
with a checklist. The crux is the ‘would you like x or 
y’. 

168 Create Package Deals 

An excellent way to move more items is to offer 
them at a discounted rate, to customers who buy 
them as part of a package deal. This can be applied 
by most business, but especially with a high volume 
of customers.   



169 Create Bulk Buy Deals 

This is where you give people a discount if they buy 
a certain number, or an extra large size.  Perfect for 
consumables that people know they will need in the 
future anyway.  Of course, if they were going to 
come back and buy it next month anyway, and 
stocking up means they won’t, you have to judge 
whether you’re really coming out ahead. 

170 Gift with Minimum 
Purchase 

Offer your clients a gift if they exceed a minimum 
expenditure.  This is perfect for businesses where 
there is the potential for customers to spend more 
than they are spending now. 

171 Allow checks & credit 
cards 

Look at the costs involved and the sort of customers 
you’re dealing with.  It’s important for practically all 
business, especially those with low to medium 
priced products.  Make it convenient to buy your 
product or service. 

172 
Make sure clients know 
your full product and 
service list 

Place signs around your business to inform your 
customers of the other things you do.  This is 
important for retail stores that offer servicing and 
repair etc.  This information should be included in 
your mail outs, newsletters and telephone on hold 
messages. It is also important that your sales team 
educate the customer on these products as they serve 
them. 

173 
Charge Consulting Fees 
for Services Related to 
Product 

Great for computer salespeople, marketing people 
and more.  Any area where there is a high level of 
expertise involved, e.g. installation fees. 

174 Sell Service Contracts 

When selling a product that needs regular 
maintenance you should make use of service 
contracts. This means that the customer will have all 
the servicing of their products done by you. Arrange 
the service contract at the time of purchase for best 
results and offer it a good price. You need to 
emphasize how important having regular service is. 

175 Sell Extra 
Warranty/Insurance 

This is where you offer to cover the item for longer 
for an extra charge.  This is perfect for items that 
people will keep for years and use regularly.   

176 
Train Your Team 
(Empower them to make 
decisions) 

Help your team develop their skills so they can sell 
more and do better with up sells and add on sales.  
Your sales team needs to know your products inside 
and out. This will make customers feel more 
comfortable when making a major purchase, giving 
them the peace of mind that they’re dealing with 
professionals. 



177 Use Sales Scripts 

A sales script is an actual ‘script’, outlining the 
exact words to say when dealing with a customer.  
Sales scripts work extremely well when used 
correctly. They must be used by every sales person, 
every time. 

178 Train Your Customers 

Training your customers is all about doing things in 
a particular way, so next time they know what to 
expect.  If you teach your customers that it’s a big 
deal to buy extra products and that they have to be 
begged, that’s what they’ll expect.  On the other 
hand, if a picture framer always says ‘ok, what sort 
of framing would you like with that poster’, people 
will learn that when they buy a poster, they also buy 
a frame. 

179 Stock More High Priced 
Ranges 

Make sure you have something for everyone.  Don't 
assume that your prospects can't afford it. 

180 Only Service ‘A’ Grade 
Customers 

Categorize your customers and get rid of the ones 
that are annoying, price-driven and unreliable.  This 
must be exercised with some caution – you need to 
be in demand and have a lot of customers. If your 
business has unique products and is A class itself, 
you afford this luxury.  It has often been said that 
80% of a company’s sales come from 20% of their 
customers. An ‘A’ grade customer will usually 
spend more money and be less hassle than other 
customers. By providing exceptional service for 
those people you want to do business with you will 
encourage them to keep coming back. 

181 Get rid of ‘C’ Grade 
Customers 

Categorize your customers and get rid of the ones 
that are annoying, price-driven and unreliable.  This 
must be exercised with some caution – you need to 
be in demand and have a lot of customers. If your 
business has unique products and is A class itself, 
you afford this luxury. 

182 Allow Trade-ins/Trade-
ups 

Allowing trade-ins you solve your customers’ 
problem of what to do with the old product.  This is 
particularly good for businesses with products that 
require upgrading every couple of years 

183 Offer Home Delivery 

Make it easy for people to deal with you is by 
offering home delivery.  This is perfect for most 
businesses – especially where the purchase is a daily 
one – milk is an example of this.  Charging a fee for 
this service is a great way to increase your average 
$$ sale. This can also prove very popular with larger 
items such as home furnishings.  



184 
Charge for 
Delivery/Mailing & 
Package 

Similar to home delivery, you simply offer to 
package and mail items for customer at a fee.  This 
is excellent for any business where the item will 
travel in the mail and people don’t mind ordering 
over the phone. 

185 Build Rapport with 
Clients/ Treat as Special 

It should be self-explanatory but this rule is only 
followed by about 10% of businesses.  This is suited 
to every business, even busy newsagents and fast 
food outlets – people always care about the service 
they are receiving, 

186 Set an Average $$$ Sale 
Goal 

Set average dollar sale goals for each member of 
your team. This helps them focus and gives them 
incentive to up-sell. A great way to add further 
incentive is to keep a running score board of sales. 
The team member with the highest average $$$ sale 
could be rewarded with 2 free movie passes or ½ a 
day off. Putting goals in place is a sure fire way to 
increase sales. 

187 Measure the Average $$$ 
Sale 

This is as simple as it sounds, and partly works 
simply because you’re focusing on this area of your 
business.  This will highlight to your team exactly 
how well (or poorly) they’re performing in this area. 
Place your average $$$ sale chart in your tea room, 
and adjust it daily. If your team knows you’re 
measuring it they will no doubt try to improve it. 

188 Stop Discounting 

This will work in most industries, but only if you 
have a genuine reason why people should pay more 
to deal with you. This reason needs to be something 
that appeals to the customer.  If your customers shop 
around a lot you may wish to offer some additional 
incentives such as free home delivery to assist you 
in closing the sale.  It’s important that you educate 
your customers on the value of doing business with 
your store. The one caveat is clear – if you’re not 
any better, you can’t charge more. 

189 Add Value 

This is where you offer added value services to 
encourage customers to buy from you.  This works 
for almost every business, although not in the case 
where you are selling low priced items with no 
margin. 

190 Give Away Perceived 
Value 

Give away products or services to make it look like 
your customers are getting excellent value for 
money. This will work if you have items that cost 
you next to nothing yet have a high perceived value.  



191 In-store Promotions 

Run special promotions on a regular basis to create 
interest in your store.  This is important for retail 
stores, and can work especially well if you are in a 
shopping centre.  It’s a good idea to do these 
promotions on a conservative budget – it’s easy to 
over-estimate how many people will show up, and 
how many extra sales you’ll make as a result. 

192 Blue Light Specials 

Every time you flash a red light (like a police light), 
people may take advantage of a special. This is 
excellent if you have people walking past your store, 
or a large store where people tend to stay for more 
than half an hour. It’s best to use red light specials 
when you have stock you wish to clear, damaged 
goods or if you wish to highlight a new product. 

193 Educate on Value, not 
Price 

Get your client focused on the benefits of the 
product and not the price.  Remember, if you are no 
different and no better, why would a customer pay 
any more to deal with you? 

194 Ask people to Buy Some 
More 

When your customer makes a purchase, ask them if 
they would like to buy a couple of spares to have on 
hand. This works well with disposable items like 
shoe laces, light globes etc.  You’ll get the best 
results with this technique if the items you’re selling 
are about to increase in price, or go out of stock.  

195 4 for the price of 3 offers 

Great when the item you are selling is something 
people tend to buy in bulk, especially when they will 
almost certainly need to buy the same item again 
within the next couple of months. Almost any 
business can use this type of promotion.  

196 Buy one get one Free 
offers 

Excellent when the item is low cost yet high margin, 
and something that once tried, can be taken up again 
within a short period of time.   

197 In-store Video Promotions 

Play videos to demonstrate the features and benefits 
of a product that you have on sale. Important when 
you have a large store with plenty of products. This 
is most effective with power tools and electrical 
equipment, but can be used to promote any product 
that needs a visual demonstration. 

198 Suggest Most Expensive 
First 

This is important where you have a range of 
products, of varying prices and quality. Customers 
may be convinced to buy the more expensive item if 
you immediately communicate its’ benefits. You 
should never assume that your customers want the 
cheaper product. If they can’t afford the more 
expensive product, you then have the option to sell 
the lower priced item. 



199 Have a Minimum $$ Order 
Amount 

If you’re in a service or trade business where you 
need to travel to your clients, you should definitely 
consider a minimum $$ order.  Some companies 
also charge a minimum purchase price for people 
wishing to withdraw money when using a debit card. 

200 Allow Lay-away 

Although lay-away is outdated in the age of credit 
cards and interest free finance, it can still work well 
in a business where the products are usually too 
expensive or out of reach for most customers. 

201 Create a Quality Image 

Present your store and your team members as being 
professional and up-market. This is excellent when 
quality is important to the customer, and there is no 
one in the market providing real professionalism. 

202 
Customer Incentives for 
Bigger Purchases eg. 
Frequent Flyer Points 

This is where you give a special bonus if customers 
spend more than a certain amount.  This is 
especially good if you’re having trouble increasing 
your average dollar sale yet have a decent amount of 
margin to play with.  For example, you could offer 
points or funny money that is given out for each 
dollar spent. When your client reaches a certain 
number of points they can receive a discount off 
their next purchase. Funny money can be honored as 
real money that is then used for future purchases.  

203 Team Incentives for 
Bigger Sales 

Set targets for your team and offer a bonus of some 
kind for each one achieved. List the different prizes 
available beside each goal. Running it over the 
course of a month will keep the enthusiasm high 
amongst the team. It can be a team goal - a free 
Christmas party or social club function would be 
great incentives as team goals.  

204 Store, Team & Vehicle 
Appearance 

This is all about paying attention to the visual 
presentation of your business.  A professional 
appearance is one of the most important 
considerations in marketing your business, whatever 
it is.  

205 Future Sell 
Help a customer plan future purchases if they can't 
afford all now, e.g. home theatre, kitchen 
appliances. 

 
 
 
 
 
 
 
 



Driver #4: Transactions/Customer 
  

206 
Make your customers feel 
special with better service, 
give them magic moments 

Treat your customers in a special way. Always go 
the extra mile. 

207 Under Promise & Over 
Deliver  

If you tell them it will be in stock on Wednesday, 
get it in on Tuesday, and call them on Monday 
afternoon to let them know.  Always try and do a 
little more than they thought.  If you just do what 
you promise, you’ll probably get them back next 
time. 

208 Streamline Your Service Can you take fewer steps to accomplish the same 
thing? 

209 Deliver Consistently & 
Reliably 

Treating a customer badly one time can make them 
think about going somewhere else, especially if you 
have a high degree of repeat business, and many 
loyal customers.  Regardless of how happy they 
seem, they still expect a high level of service. Don't 
take customers for granted. 

210 Always have Stock 

If you don’t, you could easily lose customers.  This 
means planning ahead, and being able to spot 
trends and usage patterns.  And keep track of your 
suppliers’ stock level – if they run out, you may 
too, or you may have to buy at a higher price. Let 
them know in advance what you’re likely to need. 

211 Maintain Database of 
Product Information 

It’s great for service businesses where the client has 
a complex product that requires maintenance. Make 
sure the customer knows that they now have a file.  
There is no point in them going anywhere else – 
you have every vital detail already recorded. 

212 Product of the week / 
month 

This is particularly good if you offer a large range 
of products or services.  Added to the effect of 
selling more of the ‘product of the week’ than you 
would without the feature, you’ll encourage people 
to stay in touch.  Vary the types of products you 
feature – introduce your customers to your full 
range.   

213 Ask them to come back 

Try saying something like this ‘Have you been 
happy with our session today?  Great - I’d like to 
book you in for your next session now.  That 
should ideally be in six weeks. I could put you in 
on Thursday night, or Saturday morning.  I’m 
pretty heavily booked already.  Which of those 
times suit you best?’ 



214 Use Call Cycling 

Divide up your database by a common attribute, 
birthday, last purchase, etc., and then put them on a 
cycle.  For example, call the April birthdays in 
January. 

215 Run a Frequent Buyers 
Program 

Give them a card that gets stamped every time they 
buy.  This is great for businesses with a product or 
service that people regularly – more than every 4 
weeks or so.  You may want to offer every 6th 
purchase free, or a special gift on the 10th 
purchase.   

216 Create a Membership /VIP 
card Provide benefits and make it seem exclusive. 

217 Collect a Database of Past 
Clients 

All you need to do is say ‘I’d like to add you to my 
mailing list – can you fill this out?’  Alternately, 
you could just say ‘We regularly mail out specials 
to our customers – just fill this out and you’ll 
receive them too’.  You can also run a competition, 
or just go through your invoices. 

218 Give out Members Cards 
or Key rings 

It’s particularly good for businesses where the 
customers need to remember the phone number, 
and dial it fairly regularly.  Taxi companies, pizza 
shops and other home delivery services are prime 
candidates. 

219 Use a Multiple Purchase 
Card 

Give them a card that gets stamped every time they 
buy.  This is great for businesses with a product or 
service that people regularly – more than every 4 
weeks or so.  You may want to offer every 6th 
purchase free, or a special gift on the 10th 
purchase.  

220 Pre-sell or take pre-
payments 

This is ideal for businesses with customers that buy 
and buy again – especially if they always buy the 
same thing at around the same time.  You could ask 
people for a deposit on their next visit, and offer 
them an incentive to do so.  Alternately, you could 
sell them a package deal.  Why not sell them their 
next 3 visits for the price of 2, or a similar deal. 

221 Contracts 

This is especially good in industries where you will 
be working with the customer over a long period of 
time, or doing the same thing day in, day out.  You 
simply write a contract which states all the great 
things you’ll be doing for them.  It also states the 
way in which they agree to do business with you.  
You both sign. 



222 Till Further Notice Deals 

Can work extremely well, if you have strong 
relationships with your current customers.  This is 
especially ideal for consumable (and that doesn’t 
just mean edible) products.  There needs to be an 
incentive for the customer to agree – convenience is 
one, but something financial will assist.  Give them 
10% off. 

223 Re-book next visit now 

Good for hairdressers, doctors, any time there is a 
need for a regular checkup/service call.  Make the 
appointment while your service and how good it is 
fresh in their minds. 

224 Plan Future Purchases 
with clients 

If you have a product that is being constantly 
updated, why not help the customer out, and plan 
their future purchases with them.  Great for 
computer stores, car dealers and the like – places 
that sell products that require updating regularly.  
For example, a computer store could make a date to 
call them in 12 months and discuss an upgrade.   

225 Offer on next purchase 

Can be risky, as the customer may come to expect 
something for nothing every time.  You will end 
never getting full price for your service.  If you 
have a business that should be getting a high return 
rate of customer but isn’t, this idea may work well 
for you.  Give them a gift check to spend with you 
next time they come back or a ‘Buy before this date 
and I’ll give you this’ deal. You don’t have to make 
it an incredible deal. 

226 Reminder System 

Send a card when they need their car serviced, or 
they need to send their mother flowers for her 
birthday, every time a special occasion pops up or a 
recurring need. 

227 Accept Trade-Ins 
Ideal for businesses where the product is regularly 
updated and improved and the person has no use 
for the old model. 

228 Increase Credit Levels 

Send them a letter that says 'Because of your 
excellent payment record, your credit level has 
been increased’.  This works well your business 
sells to other business, and they regularly ‘buy now 
and pay later’. 

229 Offer Incentives / Rebates 
This is not discounting.  Examples are a free supply 
of consumables or a discount on their next 
purchase. 



230 Target likely Repeaters 

Target the people who are likely to come back time 
and time again.  Give it some thought – who buys 
your product on a regular basis?  What needs do 
they have?  Why do they buy? Where can you find 
them?  Run a referral strategy with the current 
customers that fit this profile  

231 Post Purchase Reassurance 

This is important when people aren’t sure if they 
are buying the right product – examples are 
software, cars and other complex items.  You could 
send them press articles on the product, or recent 
favorable reviews.  Even testimonials from your 
own customers could work well – anything that 
supports their decision and makes them feel more 
secure about it. 

232 Educate on Full Value 

This is all about concentrating on the product and 
the benefits, not how much you’re selling it for.  
This is essential in most businesses, especially 
those with hungry competitors willing to sell for 
below cost to win the business.  It’s also important 
for businesses that charge more yet have a much 
better product or service to justify the high price 
with.  Get your client focused on the benefits of the 
product and not the price.  Remember, if you are no 
different and no better, why would a customer pay 
any more to deal with you? 

233 Suggest Alternative Uses 

Send info sheet detailing different ways to use your 
product, or alternately, highlighting features they 
may have never used.  This is an excellent idea if 
your product is complex and multi-faceted.  
Software is an excellent example. 

234 Special Occasion 
Cards/Gifts 

Build the relationship further by sending out cards 
on the customer’s birthday, and at Christmas.  This 
is ideal for real estate agents and others with a long 
time between purchases.  Of course, any business 
can benefit from the idea.  

235 Follow Up & Follow Up 
Again 

Essential if your sales process is long, and your 
business is based on personal contact.  If your 
customers don’t respond the first time, follow them 
up again – but stop before you become annoying.  
If you don’t, you could lose the customer forever, 
and they’ll fear your next call. 

236 
Notification Sales 
(email, fax, social media 
post) 

Send your past customers a list of specials, limited 
for 30 days.  Emphasize that there is only a limited 
number of each and they must act now.  These 
specials are only for past customers. For added 
impact, it pays to call after sending the notification.  



237 Free Upgrades for more 
Loyalty 

Offer free upgrades if they buy a pack of 
accessories, or another complimentary product.  
Excellent for software manufacturers, and can also 
be good for rental companies.  Offer a guaranteed 
trade-in price, whenever they are ready to move up 
to the next model.   

238 Socialize with Clients Get out and have a good time with your clients. 

239 Provide a Shopping List 

This is an extension of the checklist strategy where 
you actually provide the customer with a list of 
items they may need to complete a particular 
project.  You’ll find this strategy most effective 
with hardware stores, photography stores, golf 
stores etc. The shopping list will work if there are 
plenty of things in your store the customer may not 
know about, or it is a specialist store with heaps of 
accessories. 

240 Labels and Stickers 

Print stickers for your customers and ask them to 
put them on the item you service or replace.  Works 
well if you supply computer consumables, service 
cars or do anything where you have to see the 
customer regularly. 

241 Sell other people’s 
Products & Services 

Important when you have just one product and it 
has a long life. 

242 Continually Clean up your 
database 

Every 6 months, call every person on your database 
and check their details.  This is important for 
businesses that collect a lot of names, yet don’t sell 
to all of them. For example, if you run big 
competitions to collect names, you may find that 
you collect a massive list. You may be wasting 
thousands of dollars sending mail to people who 
have recently moved, or deceased.  

243 Keep Good Data on 
Clients 

Ask for their birthday, spouses’ name, mobile 
number, favorite restaurant, number of children, 
income and more.  You can use this info to better 
target your special offers.  A good way to get this 
info is to ask your customers to complete a survey, 
and offer them a gift voucher as a token of 
appreciation. 

244 Tell your Magic Story 

Write down the story of how your business came to 
be and why you decided to go into business.  Frame 
it and post it on a wall for all to see. 
 



245 Build a Relationship 

Ask them questions, and genuinely listen to the 
response.  Provide ideas and advice, and do your 
best to help them.  If you believe in your product, 
you should know that one of the best ways to help 
them is to sell them something. Be honest with your 
clients as dishonesty will destroy any chance of a 
long term working relationship. 

246 Know your customers 
Name 

This shows your customer that you are interested in 
more than just a sale. 

247 Tell them Your Full Name Let your customer know who they are dealing with.  
People like to do business with people they know. 

248 Become their Friend 
Be honest with your clients as dishonesty will 
destroy any chance of a long term working 
relationship. 

249 Offer Free Trials When you have a new product let your customers 
take it home and try it for free. 

250 Sell more consumables 

Perfect for businesses that sell one large item that 
lasts for years.  Of course, consumables are often 
discounted massively, so you’ll need to give people 
other reasons to buy from you – convenience, 
expertise and deals (not discounts). 

251 Increase Your Variety of 
Services/Products 

If you only have one product that people buy 
irregularly, or only once every few years, you need 
to expand your number of products and/or services.  
This is an essential strategy if you don’t have 
anything left to sell people after they’ve bought 
from you once.  This is not a business – it’s only an 
ongoing promotion, and a hard way to make 
money.  Sell accessories, or something related, yet 
quite different.  (You’ll be surprised by how many 
people will buy from you, just because you treated 
them well last time.  Write them a letter, or call 
them and let them know of your new product 
additions.) 

252 Keep in Regular Contact  

Mail something to your customers every couple of 
months, even if it’s just a postcard with a funny 
message.  This is extremely important for 
businesses who only make sales every year or so – 
car dealers, real estate agents.  A phone call to 
make a special offer is also an excellent idea.  You 
need to judge how far apart your communication 
should be – in some industries (such as 
hairdressing), every 6 weeks is perfectly 
acceptable.  In the car business, it could become 
annoying.   
 



253 
Inform Customers of all 
Your Business 
Services/Products 

Often, people only know part of your business.  If 
you introduce them to another part, the results can 
be huge.  This is a perfect idea if you have a large 
range, or a series of older products you haven’t 
promoted for some time. 

254 Offer Service Contracts 

Make the service contracts very attractively priced 
– it’s as much an investment in your future earnings 
as a service. If they keep coming back to you, 
you’ll know exactly when they may be in need of 
an updated model. You will also have the direct 
opportunity to sell them accessories & get referrals. 

255 Send out a Newsletter 

Essential for businesses where people only buy 
once every three months or more.  You can 
advertise any product you want, you can also 
include tips, articles and more.  You don’t need to 
make it too sales-orientated – just letting people 
know about anything new is usually enough. 

256 Direct Mail Regular Offers 

Send your customers letters advertising particular 
deals on certain items.  Pick products or services 
that they have never tried, or alternately a package 
deal on something they have. 

257 Run Competitions 

Mail to your customers, and ask them to buy.  If 
they do, you’ll automatically put them into the 
draw for something they’d dearly love to have.  
This is excellent if customers buy regularly, yet 
have lots of different suppliers to choose from.  A 
competition can put you in front.  The trick to 
competitions is to make the prize something 
exciting and rare, and to make the person believe 
that there is a reasonable chance to win.  

258 Past Customer 
Events/Promotions 

Getting together will ensure that your relationship 
with your customer is enhanced. 

259 Closed Door Sales 

Invite past customers to an exclusive sale.  The sale 
occurs after hours, and the bargains are especially 
good.  It pays to provide drinks and nibbles.  It’s 
also a good idea to have a door prize 

260 Named Promotional Gifts 

This is a good way to generate customer loyalty if 
you generally find it’s lacking in your business, but 
only if it’s combined with an improvement in the 
way you deal with your customers.  Give them 
something useful, and depending on your profit 
margins, make it something meaningful.  
Remember, the lifetime value of each customer 
could be huge, so don’t be too skimpy.  Don’t mail 
these gifts to customers who are obviously unhappy 
– you’ll be wasting your money.  



261 Information Nights 
Invite your customers to an info night on a new 
product or service.  Suggest that they will be the 
first people to see a new model, or new innovation.   

262 Direct Mail Special Offers Make a special offer exclusive to your customers. 

263 Catalogues so Visitors can 
re-order 

Mail out catalogues to your customers, with an 
ordering page.  This is perfect for businesses with a 
large range products, or products that need regular 
re-ordering.  

264 Cooperative Promotions 
Team with a business that sells to the same type of 
customer as you do.  Offer a special deal if they 
buy both. 

265 New Product Launches 
When you have a new product let your customers 
take it home and try it for free.  Have an event to 
launch the product, a party, special offer, etc. 

266 Train Your Team 
Run regular training sessions, and let your team 
share different ways they’ve discovered what 
makes clients happy.    

267 Offer a Shareholding in 
Company 

This works well for almost all businesses, although 
the books must be in order, and the business needs 
to be showing a profit (or something close).  Once 
you have your customers as shareholders, they will 
always buy from you. 

268 Rolling Timeline of 
Communication 

It’s important for almost all businesses – especially 
those that don’t see the customer that often.  For 
example, a book store may mail to customers every 
three weeks with a newsletter, every eight weeks 
with a referral strategy and every 4 months with a 
gift voucher to spend.  Rolling is where people are 
communicated with sequentially – the sequence 
starts from the moment they buy from you.  Rolling 
can work better, as it’s more personalized, although 
calendar is far easier to administrate. 

269 Calendar Timeline of 
Communication 

It’s important for almost all businesses – especially 
those that don’t see the customer that often.  For 
example, a book store may mail to customers every 
three weeks with a newsletter, every eight weeks 
with a referral strategy and every 4 months with a 
gift voucher to spend.  Calendar is where everyone 
gets the same thing depending on the time of year.  
Rolling can work better, as it’s more personalized, 
although calendar is far easier to administrate. 



270 Increase Product 
Obsolescence 

This will only work in some businesses – the 
businesses that have an emphasis on having the 
‘latest’ or most up to date models.  This may mean 
investing more money in research and 
development, or sourcing more current products, 
and getting them faster. 

271 Introduce Upgrades 
Regularly 

That is, give your products a shorter life span by 
developing new models that customers simply 
‘must’ have.  This will only work in some 
businesses – the businesses that have an emphasis 
on having the ‘latest’ or most up to date models. 

272 Telemarket 

Great when your product doesn’t need to be seen, 
or can be explained over the phone.  It also works 
when your customers have bought from you before 
and already know the product well. 

273 Use appropriate message 
medium 

Use handwritten letter, telephone call, e-mail or 
social network depending on the customer 
demographic and message. 

 
 
Driver #5: Profit Margin 
  

274 Increase Your Margins/Prices Raise your prices up 10% or so. But do so 
gradually. 

275 NO Discounting 

If you constantly discount, why have a regular 
retail price?  Discounting not only costs you 
money, but it gives the impression that your normal 
prices are a rip off. It’s better to not discount and 
simply offer more add on value. 

276 Get rid of C’s customers 

Stop dealing with prospects & customers who 
annoy you, haggle on price, never buy but always 
look and so on.  These clients tend to take up a lot 
of time and are slack in paying their accounts. 
You’ll find that these clients will normally want a 
discounted rate which ultimately affects your profit 
margins. Simply send them a letter explaining the 
way you’re now doing business and that they have 
to pay full price, on time, every time.  You need to 
be certain that the problem is theirs, not yours – it’s 
easy to blame your customers if you give bad 
service and bad products – they have a RIGHT to 
complain. 

277 Commission Only Sales Team 

If your business and industry allow it, put 
salespeople on as commission only.  Holiday pay, 
insurance and sick days, are all examples of wasted 
money that comes with paying wages. 



278 Pay NO Overtime 

This should be negotiated with your staff when you 
discuss their employment agreements. Rather than 
pay them overtime you can perhaps negotiate flexi-
time or some other suitable system.  

279 Reduce Team Size 

By evaluating your systems you may be able to 
reduce the size of your team without losing 
productivity. In many cases you’ll find that some of 
your team has long periods of inactivity during the 
day.  

280 Reduce Unnecessary 
Management 

Taking away unnecessary ‘watchers’ can also make 
your team more responsible – they start to believe 
that you trust them, and they will live up to your 
expectations. 

281 Reduce Owner Wages 
Stop paying yourself so much. Wait until you feel 
you’re in a strong enough financial position before 
you start taking a high wage out of the business. 

282 Do it Right the First Time 

You only get paid to do most things once, so if you 
don’t do it right the first time your profits can 
quickly dwindle.  You’ll cut down on refunds, and 
develop more loyal customers. You need to think 
about it – is there an area where you could improve 
the quality of service or product you’re delivering. 

283 Reduce, Reuse & Recycle There are many different products you can recycle 
to help reduce expenses. 

284 Streamline Product Line 
Stop carrying things that are not making you any 
money – start to specialize in just one item … the 
one item that people buy. 

285 Take Inventory on 
Consignment 

You don’t have to pay for it until it sells which 
means that your money can be working for you 
elsewhere. 

286 Just in Time 

Always keep your inventory as low as possible, 
without running short and then only order 
inventory as you need it.  It’s important to run your 
business lean and mean – if that means you’re 
occasionally inconvenienced or waiting on 
something, then so be it.  

287 Only Sell Fast Moving 
inventory 

Any inventory that sits on shelves is wasting 
money. The longer it sits there the lower the 
margin you make on it when it finally goes. If the 
inventory is particularly slow moving it will 
probably need to be sold at a discounted price.  Ask 
wholesalers for testimonials (with phone numbers) 
of other business owners who’ve sold a line before 
– call them and find out how it’s going. 



288 Buy In Bulk, pay & receive 
overtime 

Order a large amount, thus taking advantage of a 
bulk buy deal.  Pay over a series of months, and 
only receive a little bit at a time – most wholesalers 
are happy with this arrangement. You’ve made a 
commitment to keep buying from them, and they 
only send you what you’ve paid for.  This is a great 
idea if you’ve got smaller items that move quickly.  

289 Buy Direct Avoid Unnecessary Costs 

290 Re-finance 

If you have a number of loans then you need to 
consolidate them into one.  This gives you the 
advantage of only paying one lot of interest and 
one repayment. 

291 Charge for a Finance Facility 

Any business that offers finance for customers 
should arrange it on a commission basis.  Approach 
a number of loan companies and offer to sell their 
product for a commission. This is a great way to 
increase your profits from each sale. You can also 
charge interest on 30, 60 or 90 day accounts. 

292 Reduce 30 Day terms to 7 
days 

Change your accounts from 30 to 7 days. Also, 
change your policy so that overdue accounts accrue 
interest and extra charges. 

293 Negotiate Fixed not Variable 
Expense 

If you use a particular service on a regular basis 
then you should consider arranging a fixed rate. For 
example, if a business needs to have its computers 
serviced 4 times a month, and the fee was $120 per 
service, it would be worthwhile arranging to pay a 
retainer of $160 per month and $60 per service.  

294 Pay Cash rather than Loan 
Interest or Prepay Loans 

Save the interest charges if your cash flow can 
handle it. 

295 Only Buy what you NEED Don't tie up your money in excess stock. 

296 Use a company credit card 

This way you can leave the money in your account 
for up to 30 days earning interest, or direct it into 
other investments.   Using your credit card can also 
gain you bonuses such as rebates and points. 

297 Rent for maximum tax write 
off 

If you own the building you work in it will be 
classed as an asset and cannot be claimed. 
However, if you rent the building it becomes an 
expense which can then be claimed. 

298 Change Accountants Ask potential accountants what they can do for you 
that your current account isn’t doing. 

299 Go GREEN Turn off any unnecessary lights. Save money on 
things like electricity and phone expenses.   



300 Stop Running Ads that don’t 
work 

Test and measure each ad to make sure that you’re 
getting the maximum return possible.  

301 Measure Everything 
If you don’t know exactly how much you’re 
spending and how much you’re making, you won’t 
have a clue where your business can be improved. 

302 Regular/Timely Invoices 

Don’t wait until the end of the month to send 
invoices out. The money is always better off in 
your account than theirs, so get your invoices out 
and follow them up. 

303 Get Phone Bills etc Checked Keep your own records if possible, and check every 
bill against these. 

304 Sell Only Quality 

When considering the move to higher quality 
inventory you need to keep 2 points in mind. 
Firstly the goods still have to be affordable for your 
existing clients. And secondly, you must be making 
more money out of them per sale. 

305 Keep an Accurate Database 

This is important if you base much of your business 
on mail order and direct mail.  If your database is 
out of date you can waste a lot of time and money 
contacting inactive customers, or sending mail to 
an old address after your clients have moved.  

306 Sell an Exclusive Label 

This gives you the opportunity to increase your 
margin because your clients simply can’t go 
anywhere else to buy your product. But don’t be 
too greedy.  

307 Sell Via Direct Mail/Internet 

This is a great way to lower overheads and other 
expenses such as wages and advertising costs. By 
using these mediums you’re able to operate from 
home, simply taking orders and mailing out the 
goods. 

308 Set Monthly Expenditure 
Budgets 

Set a budget for the month, and then don’t go over 
it, regardless of the circumstances. 

309 
Only allow your Team to buy 
with an Authorized Purchase 
Order 

This isn’t necessarily because you don’t trust your 
staff, but more to ensure that your money is only 
being spent on the bare essentials.  

310 Know Your Actual Costs 

Many of your expenses are never evaluated. If you 
take some time to find out your actual costs you 
can then look at ways of reducing them.  Get 
quotes on different services and products and 
review these periodically. 

311 Calculate Costs as Percentage 
of Sales 

Calculate all costs as a percentage of sales.  This 
gives you an idea of how many sales you need to 
make before you start showing a profit.  



312 Repackage Smaller/Own 
Label 

A lot of your profit can go into the packaging of 
your product. By reducing the size and amount of 
packaging on each product you can save quite a bit 
of money.  

313 Promote Idle Time 
To get clients coming in during quiet periods you 
should look at offering a reduced rate or additional 
free service.  

314 Work 2 or even 3 shifts 

Great for any business looking to cut down on the 
amount of equipment they need to purchase.  This 
won’t work if your business is based around 
customers, and can’t operate when they’re not 
calling. If you run a business where one half of 
your team service and the other half deliver, you 
could have the sales team in your office in the day, 
and the delivery team at night – that means half the 
office space. 

315 Maximize Space 

If you’re paying for floor space that’s not being 
used then moving will save you an unnecessary 
expense.  Be creative and use walls, ceilings for 
displays. 

316 Sell More Big Margin Goods 
or Services 

You should consider exactly how much each item 
makes you, and then continue to inventory only 
those which make you the most money (margin).  

317 Private Label 

This is ideal when the product is easy to make, and 
the raw ingredients or components are locally 
produced. It’s also important that the labor 
involved is minimal, or at least worth the trouble.  
Selling your own labels also gives you the chance 
to discount on certain lines to undercut your 
opposition. The beauty of this is that because 
there’s no middle man, you’re probably still 
making more profit than your opposition would be 
at full price.  If people are brand-sensitive, you’ll 
have a battle convincing them that your ‘home 
brand’ is just as good. Even so, some people prefer 
buying from the person who actually makes the 
product. 

318 Sell Via Party Plan/Multi 
Level 

You’re effectively recruiting people to sell your 
product for you, without paying them a wage. 

319 Provide Regular Team 
Training 

Important for businesses where there is a high 
emphasis on customer service and sales depends on 
building rapport, answering objections and closing.   
By ensuring that your team is multi-skilled you can 
cut down on costs.  



320 Efficiency, Productivity & 
Time Management 

If you evaluate each of these areas individually, 
you can quickly identify which of them are costing 
you money. Notifying your team of the minimum 
performance standards that are expected of them 
can help to fix any problems. 

321 Set Team Incentives Based on 
Margins 

Offer your team an incentive if they get the highest 
possible margin on items.  This is excellent for 
businesses where staff have a tendency to make 
deals in order to win the business. It’s also a good 
idea if you’re selling a lot of cheap, low margin 
products, but very few high quality items with good 
margin.  An example of this would be if you had 
standard and discount prices. Simply pay your sales 
team a higher commission on anything that they 
sell at the full rate. 

322 Avoid Unnecessary 
Redundancy 

Cut down on double handling and unnecessary 
paper work.  Take some time to look at your 
existing systems to see if there’s any area that is 
guilty of duplication. This can eliminate wasted 
time and expense. 

323 Develop Better Negotiation 
Skills 

The first step is understanding what the other 
person wants – if you know this, you can work out 
how to give it to them, and still get what you want.  
Rehearsing in front of a mirror or practicing in the 
car as you drive you can develop these skills. 

324 Reduce ALL Costs by 10% 

Sit down with your team or business partner and 
run through every cost you have in your business. 
Think of at least 2 ways to reduce every cost by 
10%.  Once you’ve thought of a suitable way, make 
a commitment to do something about it and create 
an Action Plan. 

325 Manufacture In-house 

If you’re selling a lot of a particular item you 
should look at the possibility of manufacturing it 
yourself.  This strategy is one well worth looking 
into, especially if your product is simple to put 
together, and you’re quite certain you can make it 
without loss in quality. 

326 Sub-let 
This gives you extra revenue and can be great for 
business if you get a company in that provides a 
service that complements yours.  

327 Work from Home 

This cuts down on your overheads and 
transportation costs as you don’t need to commute 
to work. You also have the added advantage of 
paying only one lot of bills and receiving a number 
of tax benefits.  



328 Join/Start a Purchasing Group 
By joining with other companies to form a buying 
group you can achieve substantial savings in a 
short period of time.  

329 Invest in & Utilize 
Technology 

This will improve the speed at which your business 
operates. You need to have the fastest, most 
reliable machines that you can afford.  

330 Systematize the Routine, 
Humanize the Exceptions 

Put systems in place to cut down on your teams 
work load. 

331 Automate as much as possible 

By automating you not only save money on wages, 
you can also increase your productivity. If there is 
a way to automate, look at the costs involved, and 
see if it’s worthwhile. Remember, machines don’t 
make mistakes (usually) and can work through the 
night without needing overtime.  

332 Sell obsolete 
Equipment/Machinery 

Offload anything that is outdated and almost 
unusable for your business. The profit from the sale 
of old equipment can be used to offset the cost of a 
new replacement.  Customers also feel more 
confident dealing with someone who is running 
modern equipment – they feel more confident that 
the job will be done properly. 

333 Sell Off Old Inventory Make room for new stuff.  Have a fire sale or sell 
to 3rd party. 

334 Employ People In-House 

In many cases it’s far less expensive to pay 
somebody a wage than it is to sub-contract the 
work out. Of course, it’s a question of finding 
someone who can produce the same result, but is 
willing to work for one business. 

335 Outsource 
If you don’t have enough work to keep them busy 
full-time, or if the cost of the equipment they need 
is too great, you’re better off outsourcing the work. 

336 Move Premises 

Evaluate the share your current location adds to the 
cost of each sale and see if you can lower it by 
moving to a different location.  Look at your 
database and see where the majority of your 
customers live.  Can you find a place closer to them 
for the same or less cost? 

337 Negotiate Employment 
Agreements 

Eliminating overtime and paid holiday are 
examples of achievable goals that can be 
successfully negotiated. But it’s important to 
remember that in order to attract and keep good 
people, you must offer them something they value. 

338 Reduce/Eliminate Taxation 
Expense 

Find an accountant who knows the law and 
recommends accordingly, but also know how to 
play it so close that they get maximum benefit. 



339 Go Mobile 

As with working from home, having a mobile 
business dramatically reduces your overhead.  It 
also offers excellent tax benefits and is often more 
convenient for your customers. This could also be 
the source of a real uniqueness. 

340 Document & Bill for  Change 
Orders 

Make sure clients authorize and pay for changes 
made along the way. 

341 Stagger Employee Start Times 
During peak time of day have more staff.  
Employee A comes in early, Employee B comes in 
late and stays later. 

342 Plan for Downtime or Idle 
Periods 

Identify non-critical fill-in tasks that employees can 
assume. 

343 Keep Staff Skills Current for 
Your Technology 

If staff don't know how to use the new system, you 
wasted your money. 

344 Use Technology to Save $$$ Motion detector lights, lower lighting, and 
programmable thermostats.  Small savings add up. 

 
 

 
 
 
 
 
 
 

 
 
 
 
 

 



Worksheet 11 
 

Resources to Work Less 
 
 

√  Strategies Utilized Last 12 Months – Better, Faster, Cheaper in Next 12 Months 
 
0 Strategies to Consider for Next 12 Months 

 
 
Element #1: Skills 
  

341 Complete Team Member Job 
Descriptions 

Make sure everyone knows what their job is and 
what is expected of them.  That way there will be 
no surprises at annual reviews. 

342 Determine Skill Required for 
Each Job 

You cannot hire the right person unless you know 
the skill required 

343 Complete Team Skill Based 
Training Sessions 

Build a team that works well together and supports 
each other. 

344 Hiring on attitude  

345 Develop an Employee 
Orientation Program 

Introduce new employees to your company and 
train them in how you want the work to be done. 

346 Develop a Consistent 
Recruitment System 

Have a process for recruiting that others can follow 
so you will always get the people who line up with 
your vision. 

347 
Use Behavioral, Personality & 
Communication Analysis with 
all Team Members 

Make sure you get the right people on the bus and 
in the right seats. 

348 Develop Contingency Staffing 
Plans 

Have replacements for everyone.  Require everyone 
to train their replacement. 

349 Implement a probation period 
Train and evaluate new hires for specific time 
period.  Make sure they understand the terms of 
probation period. 

350 Run an Ongoing Training 
System 

Refresher training will assure that all employees are 
doing their jobs the way you want them to be done. 

351 Subscribe to Newsletters, 
Magazines, etc 

Subscribe to lifelong learning, for you and your 
employees. 

352 Team Building Training 
Programs 

Teams don't develop by themselves.  Schedule time 
for exercises and events. 

353 Run Time Management 
Training 

Most people's weakness.  Different people handle 
time differently and the training should help people 
to manage time in their own way. 

354 Team Development As a team we can accomplish more than as 
individuals. 



355 Individual KPI’s Make sure everyone knows their key performance 
indicators 

356 Provide team with adequate 
tools to complete the job 

They can do their jobs unless they have the right 
tools 

357 
Make sure each team member 
understands how their role 
impacts the customer 

If the dishwasher doesn't do a good job, a dirty fork 
may make it to the customer and destroy the 
experience. 

358 Put qualified people on the 
front line 

Often the lowest paid and least trained staff are the 
first contacts for a client or prospect. 

359 Mystery shop your own 
business 

Boss undercover or mystery shopper can reveal 
what you do really well or where there is room for 
improvement. 

360 Develop a personal dream Develop your own personal vision of how you want 
your life to turn out. 

361 Get your life in order Fix the problems, mend or end bad relationships, 
see a therapist, etc. 

362 Get a mentor 
Learn from the wisdom of others.  Surround 
yourself with people who are smarter than you and 
then take advantage of what they have to offer. 

363 Have a reading list 

Keep a list of books, CD's, etc., for 
reading/listening.  Update it as you hear about new 
items.  Set yourself a goal of reading so many 
books/month. 

364 Get personally involved in 
your community 

It’s never too soon to give of yourself.  Find causes 
that you believe in and volunteer your time. 

365 Exercise regularly Exercise generates chemicals that make you happy 

366 Take time out to recharge 

Find your point of diminishing return and then stop 
working when you reach it.  You will find that 
when you come back you will work more 
productively. 

367 Have a daily schedule Create a schedule and follow it. 

368 Take a yearly vacation Take time out to recharge yourself and enjoy your 
loved ones. 

369 Have a hobby Develop other interests. 

370 Learn about your strengths and 
weaknesses 

Find out what you do best and concentrate your 
efforts there.  On the things you don't do well or 
don't like to do, find others who will do them for 
you. 

371 Develop curiosity Out of curiosity come new opportunities. 

372 Have a plan for your personal 
life 

Plan how you are going to reach your goals.  Set 
intermediate milestones so you can monitor your 
progress and stay on track. 

373 Develop a personal budget Know where your money is going. 

374 Get a yearly physical You can't do your best if you are always sick.  
Schedule a physical and lose the weight, exercise, 



take the medication, etc., that your doctor 
recommends 

375 Practice continuous learning This goes with curiosity.  Ask questions of those 
around you. 

376 Plan your day Set aside time at the end of the day to make a to do 
list of what you will do tomorrow. 

 
 
Element #2: Systems 
  

377 List All Major Tasks for Each 
Job 

Write it down once and you'll have it forever to use 
to train employees. 

378 Regularly Update Quality 
Control/Assurance 

Things change and its important that your manuals 
reflect the changes. 

379 Each Task have 
Policies/Procedures Manual 

Your employees need to know how to do things 
your way.  Consistency is important for your 
customers so they k now what to expect every time 
they walk into your store. 

380 
 

Accounting procedures are 
properly documented  Useful for taxes. 

381 Use Checklists For Repetitive 
Tasks 

This assures they get done and employees know 
which tasks they are responsible for on which day.  
Now you can concentrate on other things. 

382 Understand & Illustrate All 
Work-Flow Processes 

Assures they get done in a consistent manner and 
can be used to train new employees. 

383 Document All Sales And 
Marketing Systems 

Assures they get done in a consistent manner and 
can be used to train new employees. 

384 Document Information Flow 
Processes 

Be sure everyone gets the information they need 
when they need it to do their job. 

385 Complete an Equipment 
Automation And Upgrade Save on labor by using automation when possible. 

386 Complete Systems Training 
And An Induction Program 

Introduce new employees to your company and 
train them in how you want the work to be done. 

387 Prioritize tasks Make sure you are always working on the most 
important task. 

388 Re-system as your company 
grows 

Systems aren't meant to be developed and then 
forgotten.  They should be periodically reviewed, 
updated, replaced, etc. 

389 Security systems Protect your assets from fire, vandalism, etc. 

390 Emergency Preparedness Plan Prepare to respond to disasters so business 
continues 

391 Regular Maintenance On All 
Equipment Fix things before they break 



392 Use Computer Invoicing And 
Credit Monitoring 

Using a modern database tool gives you the ability 
to generate aging reports, track customer spending, 
etc. 

393 Run A Computerized 
Inventory Control System 

Track what your customers are buying and order 
appropriately. 
 

394 Use Latest Computer 
Programs. Upgrades fix bugs and introduce new capabilities. 

395 Complete A Phone/Fax 
Systems Upgrade Make use of new capabilities in automation. 

396 Have A Computer Back Up 
System 

Run it every night so you can recover in case of a 
crash.  Have your back-up located away from your 
business so it will be available in case of a fire. 

397 Run Both Internal And 
External E-Mail 

Use Windows Messenger or IM for the internal e-
mail.  Use it to get quick answers from your staff.  
Save external e-mail for vendors and customers. 

398 Use A Purpose-Designed 
Computer Database  

Have a database that’s specific to our business so 
you can generate reports easier. 

399 Network All Computers For 
Ease Of Access 

Have one database that’s accessible from all 
computers.  Centralize operations to eliminate 
redundancy. 

400 Reorganize Stock According 
To Highest Turnover 

Make sure your best selling products are readily 
available and easy to find by you and your 
customers 

401 Forecast Stock Movements Plan for your income stream. 

402 Have A Purchasing And 
Stock Receiving System Set levels for automatic reorder. 

403 Complete Regular Stock 
Inventory Always know how much you have on hand. 

404 Run Paperless Systems 
Save money and resources by converting to 
electronic reporting.  You will also always have a 
record and can use the data to spot trends. 

405 Simplify Your Order Pick 
And Pack Process 

Organize your products so items that are ordered 
together are grouped together. 

406 
Measurement Systems For 
Freight, Couriers And 
Vehicles 

Understand how much it costs and how long it 
takes for each delivery system. 

407 Use An Order Tracking 
System 

Always know where your orders are and keep you 
customer informed of delivery date and time. 

408 Use A ‘Just In Time’ Stock 
Delivery System 

Don't tie up your money in inventory.  Order 
enough so it arrives just in time to be bought. 

409 Change Product Packaging 
For Safer Delivery 

Put hand holds for picking up, size for ease of 
delivery. 



410 Quantify Service Or Product 
Delivery Costs 

Measure postage, truck costs, labor, etc., to know 
what the costs are so you can build them into the 
product costs and work to lower them. 

411 Measure And Use Re-order 
Levels 

Set a minimum stock level at which you reorder. 
This level should take into account how long it 
takes to reorder and how fast the product moves. 

412 Upgrade Office Equipment 
Regularly 

Take advantage of new capabilities and 
efficiencies. 

 
 
Element #3: Structure 
  

413 Roster Staff For Service 
Delivery Be sure to schedule your staff for delivery. 

414 Outsource Logistics And 
Warehouse Support 

It’s usually cheaper to let someone else store your 
product. 

415 Outsource All Delivery Of 
Purchases Let professionals do it. 

416 Review Exit Interviews 

Exit Interviews reveal many staff issues and 
incorrect assignments, many people have taken 
jobs without considering all of the requirements of 
the work  

417 Meet with Key Employees Make them part of the business.  Use them as a 
source for new ideas. 

418 Hire on Competence  People Fail in Jobs usually because they don’t 
match the Job. 

419 Identify key attributes of top 
performers 

Know what works, use this information  in hiring 
and promoting 

420 Increase Security So you don't lose product to thieves. 
 
 
Element #4: Culture 
  

421 Deliver Your Service With 
Systematic Consistency 

Customers like it when they know what to expect 
when they deal with you. 

422 
Measure Quality And 
Professionalism Of Service 
Delivery 

Constant improvement.  Ask your customers about 
the service and make improvements to make it 
better. 

423 
Follow Up And Measure 
Quality And Time Of 
Delivery 

Constant improvement.  Ask your customers about 
the service and make improvements to make it 
better. 

424 Confirm Details Before 
Service Or Product Delivery 

Be sure you're delivering to the correct location 
before you send the truck out. 

425 Develop a System for Conflict 
Resolution 

Plan in advance for how to handle conflicts and 
make sure your team knows what is expected. 



426 Develop Company's Rules of 
the Game 

Make sure everyone knows what is expected of 
them and consequences for unacceptable behavior. 

427 Develop a System for 
Recognition & Remuneration 

Make sure your employees know that they will be 
rewarded for work well done. 

428 Have a Redundancy System Have back-up for critical systems in case of failure. 

429 Develop Career Planning 
Within the Company Help your employees to develop their capabilities. 

430 Set Company & Individual 
Team Member Goals 

Always be working towards a goal.  Set the team 
goals and let the employees set their individual 
goals that will help the team. 
 

431 Test & Measure Performance You won’t know how well you’re doing unless you 
measure it. 

432 Hold Regular Team Meetings  Have an agenda and rules.  Use it to keep 
employees up to date. 

433 
Set the Company Vision and 
Write Your Mission 
Statement 

Make sure everyone knows why you are in business 
and how you are going to make the world a better 
place. 

434 Develop a Team Social Club A great way to build a team. 

435 Hold a company retreat 
Take advantage of the knowledge your employees 
have by being on the front line and use it to 
improve. 

 
 
Element #5: Budget/Testing/Measuring 
  

436 Measure Conversion Rate For 
Each Sales Person 

Develop a system to measure conversion rates from 
prospect to customer. 

437 Keep A Record Of Your 
Profit Margins 

This will help you identify expense or revenue 
changes. 

438 
Continuously Measure The 
Number And Origin Of All 
Leads 

Concentrate your resources on your best lead 
generation techniques. 

439 
 

Measure Your Average Dollar 
Sale For Every Team Member 

Find out who is doing well and what they are 
doing.  Give additional training to the ones who 
aren't doing well. 

440 
Record The Number Of 
Transactions For Each 
Customer 

Identify your "A" grade customers.  Make sure they 
know how you value them. 

441 
Constantly Monitor Credit 
Control And The Age Of 
Your Accounts 

Don't get too far in debt.  Work to collect what's 
owed to you.  Offer discounts for early payment. 

442 Complete And Keep To 
Monthly & Yearly Budgets Plan your spending and measure against it. 



443 Complete A Monthly Balance 
Sheet Use it to track your growth. 

444 Complete A Petty Cash 
System 

Have a way to pay for small unbudgeted items as 
they occur. 

445 Complete A Weekly Bank 
Reconciliation Catch mistakes early and have them corrected. 

446 Daily Or Weekly Update 
Your Cashflow Statements 

Know the health of your business so you can fix 
problems. 

447 Have A Daily Banking 
System 

Deposit your receivables daily so they can work for 
you. 

448 Measure Key Performance 
Indicators In All Areas   You can't improve what you don't know. 

449 
Always Complete A 
Marketing Campaign Profit 
Analysis 

Know how successful your campaign was, what 
worked and what didn't. 

450 
Complete A Purchasing 
System For All Internal 
Purchases 

Put in place the proper checks and balances by 
requiring signatures based on the cost level. 

451 Complete Regular Stock 
Control Check Ups Make sure your inventory isn't disappearing. 

452 Have A System For Payroll 
And 401(k) 

Make sure everyone gets paid on time and they get 
their promised benefits. 

453 Complete All Regular 
Government Returns 

It’s the law.  You don't want them hanging over 
your head as a distraction. 

454 Keep An Asset Register That 
Includes Depreciation 

Needed in case of an audit, select the method of 
depreciation that best suits your tax needs. 

455 Work With An External 
Accountant For Tax Planning 

Get a fresh, unbiased view of the financials of your 
business. 

456 
 

Make sure environmental 
permits are up to date air/water/solid waste 

457 Occupations Safety & Health 
Make sure all regulations are followed and your 
employees are receive safety training as applicable 
and are working in a healthy environment. 

 

 
 
 

 


