
on the mark

Remember those sales and marketing 
techniques abandoned years ago 
because you thought they were “old?” 
It’s time to resurrect and fine-tune 
them for today’s market.  BY MARK OKUN

Sometimes “New”
Isn’t Always Better

G
rowing up in my family’s furniture 
store, I started interacting with 
customers at eight years old. By 
age 12, I was selling every Satur-
day to customers who were two, 

three, and even four times older than me. One 
of the lessons I remember to this day is that for 
people – no matter their age or station in life – 
things stay pretty much the same, kinda.  
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on the mark

“Content 
builds 

relationships. 
Relationships 

are built 
on trust. 

Trust drives 
revenue.”  

–Andrew Davis

 
It is said that history repeats itself. The plaid 

jacket that was all the rage in the 1970s looks 
dated now, but take the same geometric pattern 
of plaid, jazz up the colors, and you suddenly have 
the fashionable hipster plaid known as tartan. 

The same applies to sales and marketing. Most 
of the old methods, when used in 2018, seem tired 
and worn — even comical. Clients have changed, 
just like advertising has, and so has the way we sell 
to clients. This means we must also change with 
the times. I believe with a few tweaks, these past 
techniques can once again have life and become 
successful tools.

The Old PlaybOOk
In the old days, we were told to qualify the cus-
tomer and always be closing. In my opinion, both 
of these bedrock methods of client connection 
need a revamp, because as originally used, they 
are pretty terrible.

In 2018, the sales realities have flipped qualifi-
cation to the client, who does it all online. Before 

we meet them or know who they are, clients will 
qualify the items they want to buy, qualify the 
place they will make their purchase (online or 
brick & mortar); and may even qualify the person 
they want to work with. 

This power swap indicates that in order to 
qualify as the client’s first choice as a lighting re-
source, we can no longer wait for them to enter 
our showrooms. If we wait for the door to open 
to begin the qualification process, there will be a 
continued reduction in traffic and sales.

Clients may not know why service is necessary, 
be it in design or product knowledge — and that it 
is as relevant or more important than the product 
alone. Sadly, the client will usually discover this 
after they make a purchase that is not what they 
expected or wanted.  

Therefore we must broadcast to our base in 
advance of their buying cycle, why they need to 
work with a professional in a showroom and that 
the expert they need is us.

direcT Mail, Flyers & The yellOw Pages
When evaluating the marketing process, it is criti-
cal to stop wasting money. Curtail the use of bulk 
direct mail, flyers, and the Yellow Pages. Each of 
those marketing methods was highly successful in 
their day, but they have lost their effectiveness. 
With some modifications, we can make such use-
less tools useful again. 

When sending snail mail, make sure it’s in letter 
or greeting card form and that the envelope, as 
well as its contents, do not broadcast “Marketing 
Material Enclosed.” To get positive results, use 
oversized pieces in colors that impact the senses 
and that stand out from the typical items found in 
their mailbox. 

Include something of value to begin building the 
foundational influence of reciprocation. Curiosity 
is a trigger and will get attention. Do not tell the 
client what their “gift” is, show 3 to 5 items, each 
with its own landing page triggered by a QR code 
included on the card that the client scans to see 
what they have received from you. To claim the 
“gift,” they must come to the showroom. 

This method has several benefits: We get the 
client’s attention without being salesy; excitement 
is created by the opportunity to get a gift, and one 
of them is a biggie. This method will create posi-
tive word-of-mouth communication as people talk 
about your showroom.  
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on the mark

yOu’re NOT MONTy PyThON
Drop the SPAM. When email was new, we loved to 
open every one that was sent to us. Today we have 
overloaded SPAM folders and exclusive buttons 
that swiftly designate an important, yet ill-con-
ceived piece of marketing material, to the trash 
while rendering the sender to the eternal position 
of junk provider. Another short-lived digital mar-
keting method is the banner ad; the click-through 
rate is so negligible, it’s not worth the investment 
in time or money. After all, how many banner ads 
do you see and then click on in a month? 

geT sOcial
Stop – or at least profoundly limit – automatic or 
scheduled posting. This impersonal method of 
getting work done has a limited place in any suc-
cessful digital marketing effort. You can’t build a 
relationship on any of the digital platforms with-
out engagement, and these types of posts are the 
least-engaging.

The real benefit to using social media is in 
creating a connection with people and having a 
conversation. People swipe by businesses that 
only post salesy ads or talk about how good they 

are. Using social media effectively is about the 
rapport and relationships that can be built with 
current and future customers. The goal is TOMA 
(Top Of the Mind Awareness). When the need 
for a product arises, or when a recommendation 
is asked for, the positive drip, drip, drip of edu-
cational, humorous, and professional content will 
drive you to the top. 

OuTdaTed sales MeThOds
Back in the dark days of selling, when the client 
had limited choices, the playbook demanded that 
the sales force be aggressive and strong-willed to 
get the customer to buy. From the famous play/
movie Glengary Glenn Ross, we learned the acro-
nym “ABC, Always Be Closing.”  

While closing is still a skill we use, how we em-
ploy it has changed. Closing the customer morphs 
from being an action being done to a person, to 
the natural result of a mutually beneficial process 
that educates the client. 

If you have been a student of Sales, you have 
heard many types of closes that have been used. 
As the client has become empowered through the 
life enhancements of digital changes, there are 

The real 
benefit to 

using  
social  

media is in 
creating a 

connection 
with people 
and having a 

conversation. 

A division of Tacony Corporation 
St. Louis • Jacksonville • Los Angeles

1.800.659.5051 • REGENCYFANS.com

IN
D

O

OR/OUTD

O
O

R

L

ED
LIGHTIN

G 72" BLADES

OUTDOOR RATING

INTERIOR DECORATING

INDOOR/OUTDOOR FANS DON’T HAVE TO LOOK DATED

Regency’s Indoor/Outdoor Designer Series Fans bring modern style to any room. Available 

in a variety of attractive finishes that make matching décor a snap, each fan features a warm 

white LED lighting and blade lengths up to 72". Regency’s Indoor/Outdoor Designer Series 

makes it easy for customers to find the fan that matches their unique design needs.

ORDER TODAY!

Regency_AD_0118.indd   1 2/5/18   8:29 AM

AS SEEN IN 
enLIGHTenment

MAGAZINE
JUNE 2018

114  enLIGHTenment Magazine  |  june 2018 www.enlightenmentmag.com



on the mark

The wayback MachiNe
Way back in 1977 I read my first sales book by Joe 
Girard titled How to Sell Anything to Anybody.” 
Joe is listed in the Guinness Book of World Re-
cords as “The world’s greatest salesman.” 

Years later this book, along with several others, 
became part of the required reading list during 
the standard three-week sales training program I 
pioneered. 

Girard, referred to his “Rolodex” (a prehistoric 
version of Outlook) as a Ferris wheel and each 
card was a seat for his clients. Today, with a host of 
digital resources at our fingertips for CRM, staying 
in touch with clients is easy, and the seats we have 
and the notes we can make are unlimited.

As an example of using the Ferris wheel method, 
early last fall a client received their merchandise 
from me and mentioned they would like to do 
landscape lighting. A note was made and put into 
the calendar with an alarm. The alarm came up on 
March 31; we still had snow with more predicted. 
I reset the date to April 6, and on that day a quick 
call was made to the client to see how they made 
out through the winter and to see if they wanted 
to get ahead of the rush and complete their land-
scape lighting design we had touched on last fall. 
The response from the customer went like this: 
“Thanks for calling, are you psychic? We were just 
talking about our gardens, when can you come 
out?” By the time you read this article the job has 
been designed and installed.

NOsTalgia
We may become sentimental for the processes of 
the past, but like Yellow Page ads, we will leave 
them behind and never see them be useful or 
have the power they once did. The information 
that was provided in that distinct book is now at 
the touch of your finger or within the sound of 
your voice. Have you thought of a voice strategy 
yet? It’s coming!

If you have an old-school method you love and 
hate to part with, tell me about it, and we can try 
to adapt it to the clients you’re working with today.
And, as always, Happy Selling! 

several we need to drop. One of them is the as-
sumptive close. This was used at every point in 
a presentation. No matter where the customer 
was in the sales process, we assume they are 
buying now. Today this same technique is con-
sidered blatantly insulting and transparent. 

The change needed to make this closing 
method desirable once again is to flip it. From 
the start of our interaction, we must still as-
sume the client is going to buy the item, just 
not from us. There are too many outlets of the 
product alone to take that for granted. What 
they can’t get anywhere, but in a showroom is 
knowledge.

The new concept to assume is that the client 
is under-educated on the products they want 
and it is our job to teach them. When provid-
ing specific product knowledge that the client 
may or may not know, close with an assumptive 
question: “Were you aware of that detail?” 

If they respond “Yes,” follow up with, “Why is 
that important to you?” The client begins to tell 
you every reason why they want this item.  Now 
you no longer have to assume the client’s rea-
sons to buy and can focus in on why they need 
to buy from you.
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