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M ON TH L Y  Q U O T E S  

 
        Why Salespeople and Everyone Else Fails 

 
Failure is your best teacher. Success teaches little. This concept is foreign to many and hard to accept 
by most. Doesn’t make it any less true.  
 
Quantum leaps in anything demands a willingness to fail. An unwillingness to embrace and accept fail-
ure as part of the learning process results in stagnation and little or no growth. Failure allows you to 
test the limits of your ability and provides feedback on what you need to work on or improve.  
 
If you are not currently experiencing anxiety, fear or concern, you are aiming too low and will remain mired in the 
status quo. Failure to embrace failure means that your current situation is about as good as it is going to get. If you are 
OK with this fine. If you are not, you have to change your beliefs about how you view failure.  
 
Failure is a resource. It helps you find the edge of your capacity. Embracing failure means deliberately destabilizing 
yourself and breaking thought patterns and habits that keep you stuck in mediocrity.  
 
Unfortunately, our parents, our teachers and our culture have taught us from birth to avoid failure. It is deeply rooted 
in our psyche and we will go to great extremes to psychologically protect our self and avoid harming our fragile egos.  
 
This self-limiting belief is the primary reason that we avoid learning new things or trying new practices that make us 
uncomfortable. The reality is that more of the same always producing more of the same. If you want to increase your 
sales, the best sales advice I can give you is to change the way you sell. Quit giving free presentations. Make prospects 
qualify to see your stuff. Better yet start charging for your proposals and presentations.  
 
I can hear you now, “that’s crazy, my prospects wont go for that. Our industry has never done that and besides buyers ex-
pect us to give them free proposals”.  I thought a similar thing until I started charging for proposals and it worked.  
 
Like you, I was scared to try it. Just the idea started my heart to pound and my palms to sweat, but I pushed on know-
ing that this was a physiological sign that I was leaving my comfort zone in an attempt to find a better way to sell. 

 
(continued on back page) 
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“If you are not currently experiencing anxiety, fear, or 
emotional discomfort in your thoughts, actions and be-
haviors, you are aiming too low and will consequently 
stay mired in the status quo.”  All breakthroughs and 
quantum leaps are preceded by great emotional anxi-
ety. Don’t run from these. Embrace them as validation 
that you are “in the hunt” and that a major break-
through is imminent.”                                                         
     ~Steve Clark 
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Thank you everyone for allowing me to share my random thoughts with you. Writing them down  has helped me to clarify some of 
my thoughts and feelings, but most of all, you have expanded my world. I have had some of the most interesting conversations over 
the past few months about what our worlds are like—mostly with clients, but also with others .  
 
ROXO owner, Dr Samantha Graber  suggested that I explore the subject of single entrepreneurs and the unique challenges  that 
they experience. While it has been almost four decades since I have been in that position, we have two single daughters in their 
thirties. Although they are not self employed yet, they do have that independent mindset and are attracted to men who are. The con-
cerns that they express about the men that they date are quite similar to those my self- employed friends experience.  
 
A friend of mine who spent her thirties climbing the corporate ladder and now operates her own business spoke to me about this 
recently. She said that financially, at this point in time, it would be to her advantage to work for minimum wage. In the same 
breath, she said that it wasn't about the money, although the stability would be great, she knew that she would  hate it.  
 
That attitude was something men she has dated find difficult to understand. To them the payoff of stability and more free time 
would be a worth it, but she knows it would not be enough for her. Non entrepreneurs are confounded by the amount of time men-
tally and physically that a business requires. Goodness sakes that is a major issue with those of us who have very long terms rela-
tionships, but consider how threatening it might be to someone who cannot think outside the corporate or standard box.  
 
Ideally, like will attract like and single entrepreneurs will be attracted to each other, but even that is no guarantee especially for 
those in their forties and older. Many people are indulging their entrepreneurial leanings as a second career and they do have a ba-
sic income, perhaps a military retirement. They might not be as receptive to the concerns of those who are totally invested in mak-
ing it happen.  
 
These are not imaginary concerns, they are quite real . There are dozens of articles on the problems facing entrepreneurs in the dat-
ing pool. Most of these issues are the same ones that all entrepreneurs face. The same but quite different. Relationships take as 
much work and commitment as building a business.  
 
The solutions are the same also. The same but different. In long term relationships, we have been smoothing out the rough spots for 
years. We have built a trust relationship that still must be carefully nurtured. Dating involves building that trust. 
 
 Communication is always critical. In developing a new relationship perhaps that involves education also. "I do not intend to ignore 
you but I am working out a new marketing campaign in my head. May we get together when I can devote more attention to you?"  
There are many variations on this, not asking for permission just trying to be clear. That is an exercise that benefits all of us all of 
the time. Being able to articulate our intentions while maintains the space that we need to function. Up front agreement?  
 
Attitude is paramount. It is very easy to flood our minds with negatives like, " I will never have a fulfilling relationship." How easy 
to focus on what we do not have instead of on what we want to have. Once again surround yourself with like minded people who 
probably have like minded friends. This is fishing in the "right pond " as Steve is prone to say,   
 
I still remember how hurt he was by friends, especially church friends, who did not share his enthusiasm when he first started his 
business. They had no frame of reference and a bit of a crab mentality….pulling back those who got outside the catch basket. It 
was an adjustment made up of disappointment and resentment, of evaluating how he expressed his excitement (like a steamroller), 
and of surrounding himself by positive forward thinking people.   
 
Thank you Sam for directing my attention to this area. The  recent conversations that I have had with a wide range of people have 
really peaked my interest about an often ignored demographic . . I'd love to hear from others about your experiences or those of 
people whom you know. You mail email me at charleenclark1945@gmail.com.   
 
 
To your success,  
 
Charleen Clark 
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Hello Friends, 
 
It has happened again. The month  has flown by in a wag of the tail. Perhaps 
the time goes so quickly because you are always in my thoughts. I am con-
stantly thinking of ways in which I can counsel and guide you.  
 
 In my humble opinion the canine brain is very highly evolved. I will not take 
up valuable space in this column to cite historical and scientific data to sup-
port that statement, but trust me, I know. I am aware that felines often con-
gratulate themselves that they have staff and dismiss canines as codependent 
nitwits. 
 
 Oliver and I have frequent discussions about this. For some obscure reason, 
cats think it is a badge of honor not to come when they are called or to display 
affection towards their human companions. To be fair, Oliver is not as rigid 
about this as  other cats I have known. That creature purrs so loudly some-
times that he disturbs my naps. He also comes  trotting when he is summoned 
most of the time.  
 
You are all business people so you will appreciate my logic. To the casual 
observer it might appear that I am overly influenced by my people's reaction. 
It is true that I greet them as if they had been gone for years not just to the 
post office. I have a keen sense of time so I understand that I have not been 
abandoned but the happy expressions on their faces when I do make an issue 
about it is so endearing.  
 
Look at it this way, I understand what they need and I am happy to supply it. 
It is a win - win situation. I convince them that they are the center of my uni-
verse and they in turn reward me handsomely. There is no dishonor in this. 
Amy and Caroline, who claim to be the  "real" children, often whine that I get 
away with things that they never could. Perhaps they did not understand the 
system.   
 
I hope that you are beginning to understand where Steve gets his ideas. He 
has been a good student. I do not expect or require recognition for my busi-
ness aplomb. Real leaders do not need the credit; they just want to get the job 
done and done well. Understand your objective, and find the most expedient 
and efficient way to achieve it. While you ponder how to apply this wisdom, I 
will relax in my air conditioned comfort and wait for Steve and Charleen to 
coo over me and hand feed me treats.  
 
It is an honor to share my deep thoughts with. 
 
Your patient and perceptive friend, Jake 
 
 
 
 
 

What Our Raving Fans  
Say About Us 

  
Your presentation was most eye opening for the 
clients.  We have had further discussions with 
them since your visit.  It is drilling down to where 
they see their business going and how to have a 
say in its direction.  We are always preaching to 
our sellers to be partners and the clients appreci-
ate it. 
  
From a local standpoint the "NO's" concept you 
harped is paying dividends.  All of sudden the NO's 
are becoming "maybes" and in already a few cases 
SALES! 
  
We've made it a game.  The sellers are kind of en-
joying it as they are finding they are in a rut with 
same-ol, same-ol and feeling sorry for themselves 
because of attrition without trying to grow the list 
and the potential.  They are getting it now.  We as 
sales managers must persevere on that path to 
keep that fire alive.  Managing is "fanning the 
flames" or it will go out. 
  
I have recommended your presentation to the 
other clusters in our region,  
 
Art Versnick 
Vice President & Market Manager 
Clear Channel Radio-Lima, OH 
 
I am so appreciative of the 'coaching' you pro-
vided yesterday! 
 
 I have given both Jim and Neil a very similar mes-
sage in the past; however, they do respect you and 
it seems they value what you say to a much 
greater degree. I haven't been able to get their 
confidence in me built to where they take seriously 
what I say all the time. I am learning to be more 
firm, and I am learning that I am on the right track 
more than not. Also, I have now been attending 
appts. in the field with them and getting a good feel 
for what is/has been their style. I see they have a 
long way to go, but they seem very willing to work 
on it. In answering your question to Neil about his 
closing percentage, in the past it has been 35% on 
average. I will refigure that and also ask Neil to 
figure that. I have reiterated many times to them 
the importance of tracking this info., but they are 
reluctant to want to know just how they are doing.  
  
Thank you, again, and talk to you soon. 
  
Carla Schlosser 
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The One Destructive Habit We All Engage In 
 
Excuse making - we all do it. The temptation is just too 
overwhelming. Some of us do it more than others. It is a 
habit that leads to destruction and failure in business and 
in life. We are a nation of habitual excuse makers who 
rationalize poor performance and incompetence.  
 
Nowhere is this more evident than in the sales arena. 
Sales organizations are full of non producers and sales 
managers who blame the economy, their competition’s 
low ball tactics, their company’s management practices, 
the cost of their product or service, the marketing de-
partment, AND…. THEIR CUSTOMERS for their poor 
performance.  
 
Admittedly, most customers have tiny minds, short atten-
tion spans, overwhelmed and too easily distracted to pay 
attention to anything that requires more than a nanosec-
ond of serious thought.  Certainly, customer’s, prefer-
ences and demands have changed, and not necessarily for 
the better. The population, as a whole, isn’t getting 
smarter, more studious, and more noble. But whatever 
customers you have chosen, they are what they are and 
blaming them will prove to be a waste of time. 
 
Sales reps, sales managers and business owners who 
blame their failure on their customer’s ignorance, short 
sightedness, cheapskate mentality, and stupidity have two 
choices: replace these customers or fix yourself.  You are 
not going to fix them. Fixing yourself requires that you get 
your head out of your ass and realize that you need to ac-
quire new, more powerful sales skills by participating in in-
tense sales training or sales management training. Failing to 
do this, your future results will not improve.  
 
If you or your team is underperforming, it is either be-
cause you are not selling what your customers want or 
your selling skills are impotent and you are not persua-
sive. It is not their fault they don’t buy from you. Either 
way, professional sales training or sales management 
training will help if you are willing to invest in yourself 
and grow. Failing to do this, don’t expect any different 
results. As Pogo said, “we have met the enemy and it is 
I.” This ruthless self honesty is the starting point of all 
growth. 
                                        Steve 
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(continued from page 1) 
When I first tried it, I screwed it up pretty badly and I 
lost a few deals that maybe I would have gotten if I had 
done it the traditional way like most salespeople still 
do. But after a few times and some lessons learned it 
started to work.  
 
My sales advice is, examine your sales process and be 
willing to try new ways of selling even if, especially if, it 
makes you uncomfortable. 
 
My sales advice is, if you keep on doing what you have 
always done, you will get what you have always gotten. 
If you choose to do that, don’t complain when your in-
come doesn’t change. 

     Steve 
 


