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Success is the Natural Consequence of Large Numbers

...Of Everything
Do you have the wrong idea too?

I was insulted the first time I heard the idea.  When I came to the life insurance business in 1977 I was quickly told that “It was a numbers game”.  Numbers? What business was I in? A lottery or gambling? And a “Game”? This profession I just joined was a game? Something to play at? Nothing serious? Come on…
I was offended. I was also wrong – and it kept me in the small money for many years.  You can change your perspective and accelerate your performance overnight.
All business is a numbers game to the extent that it takes large numbers of many things to be successful.  It was the maxim “SW, SW, SW, SW, SW, Next!” that really got me on the right track.  You know: 
“Some Will buy from you, Some Won’t regardless of who you are – but it’s not about you, Some are Willing to listen to your story, Some are Waiting for your call if you only would – Next! You have to keep looking for people whose timing coincides with yours.  
That’s how this and any business is a “numbers game”.  It’s about working a system to reveal the people who are inclined to listen and take action today on your product or service.  If you don’t look, you won’t find. If you don’t ask, you don’t get.
You have to ASK to be a high performer – Always Seek Knowledge – about the prospect, their needs, wants and timing.

The fact that it always takes time to make a connection is the reason that it always takes large numbers of everything to be successful.  If you have many trials or attempts, you will make this reality work for you rather than work against you. That’s because if you ask enough times, someone is bound to be ready now.

Make time work for you.

Large Numbers of What?

All of this got me to thinking about just what “large numbers” meant.  Large numbers of what? It turns out that the highest performing advisors are naturally big believers in doing a lot of activity in all key result areas.  Here are some of the key ones for you to consider. 
1. Advertising impressions – About the time you are sick and tired of your message is just about the time the people who receive it are starting to get it.  That means we usually get tired of our own marketing and advertising just when it is about to become effective for us.  It’s like we invent “Preparation G” and quit -- we were so close.  Regardless of the type of marketing or advertising you do, you have to give it time to work for you. I’m reminded of a client advisor who ran a series of newspaper ads for some time and finally gave up a few months later… only to get a call just after from someone who had cut the ad out to call later, and he did.  He made the sale too.  You just never know. Remember this piece about advertising that I quote so often.
Here is what one writer said about what a potential customer thinks about your advertisement or promotional effort…

The first time a man looks at an advertisement, he does not see it.

The second time, he does not notice it.

The third time, he is conscious of its existence.

The fourth time, he faintly remembers having seen it before.

The fifth time, he reads it.

The sixth time, he turns up his nose at it.

The seventh time, he reads it through and says “Oh Brother!”

The eighth time, he says, “Here’s that confounded thing again!”

The ninth time, he wonders if it amounts to anything.

The 10th time, he asks his neighbour if he has tried it.

The 11th time, he wonders how the advertiser makes it pay.

The 12th time, he thinks it must be a good thing.

The 13th time, he thinks perhaps it might be worth something.

The 14th time, he remembers wanting such a thing a long time ago.

The 15th time, he is tantalized because he cannot afford to buy it.

The 16th time, he thinks he will buy it some day.

The 17th time, he makes a memorandum to buy it.

The 18th time, he swears at his poverty.

The 19th time, he swears at his poverty.

The 20th time he sees the ad, he buys what it is offering.

This piece was written by Thomas Smith of London, England in the year 1885. It is still valid today.  

1885! Do you suppose that anything has changed since then as far as a “man’s” distractions go?  Are we any busier? Are there any more ads today than in 1885? 

You cannot just “build it” if you want them to come. You have to market and sell it every day.

2. Marketing Opportunities – You need more marketing, not more markets.  Marketing has been a casualty of the false professionalism kick that the financial planning business has been in lately.  While other professionals have their marketing in high gear – dentists, ophthalmologists, plastic surgeons, accountants and lawyers for instance, newly “professional” advisors are waiting for the phone to ring.  That dog don’t hunt.  Sorry. When you know what you do and who the best people are for that work, you must keep your name in front of them all the time.  McDonald’s tried to stop advertising and failed. Even Guinness Brewery failed at the same attempt at home in Ireland.  Don’t add more markets though.  Lasik eye surgeons don’t do wrinkles. Purify your message, concentrate your resources and maximize your performance. 
3. Telephone calls – Pleasant persistence prepares prospects for presentations.  OK, we do have the issue of No Not Call Lists but still, your pleasantly persistent calls are what people need in order to move forward once you get past that list hurdle.  Thinking you can just do one call and then they will call you is dreaming in technicolor. Even if people wanted to call you, it really isn’t their job.  Your job is to instigate relationships. You have to keep following up. 
4. Emails – Regularity builds relationships.  I get asked regularly about whether the same communication can be sent to the same people or whether it has to be changed every time.  You can and should send the same one multiple times to be sure people get that message right.  Most people miss the first few anyway. And, I always like to use an email subject line like this: Jim Ruta Following up…  It has been surprisingly effective in maintaining contact. I believe it’s because who would ever complain about someone just following up.  It sounds so wholesome.  And, it is. 
5. Pre-approach letters (PAL) - Every call is an interruption so writing ahead helps warm up your reception. Some advisors don’t even know what I’m talking about when I talk about PALs.  These are short letters that pave the way for a call with a short synopsis of your intent.  We have a bunch of very effective ones in ExpertInstitute.com and whole presentations in Peak Performance Perspectives, my new sales and prospecting book – available to members at half price, $48.50…. But, I digress. Sending PALs has always been a good way also to motivate yourself to make the necessary contact. When you write and say you are going to call, you are more inclined to follow up on your promise.  Keep them going out every week.
6. Direct mail – Frequency is necessary. Repetition is required and patience is a virtue when it comes to direct mail.  Direct mail letters are not pre-approach letters.  Pre-approach is targeted at specific people. Direct mail is mass mail to groups. You need at least 1000 pieces to make it work because response rates are very small… just 1 to 5 %. If you don’t have large enough numbers, one percent can be zero with appropriate allowances for error.  But, targeting a specific group with a good post card or letter can be very effective.  Just be sure that you have a compelling and appropriate message for that audience and keep at it.  Also, it’s much better to do 1,000 pieces five times to the same people with a month separation than 5,000 to different people once.  Research tells us that it can take 3 or more mailers before people even read them. That’s just the way it is.  But, you will be growing your image in the community. 
7. Leads - Leads are just names and a little information but it’s where it all starts.  Do you have enough leads in your system?  We need to be “leading” as often as we need to be prospecting.  “Leading” is looking for lists and groups of people that can take best use of your skills, talents, abilities, products and services.  The chamber of commerce/board of trade is a good lead list possibility but this also takes time. Joining any association can be an effective way of “leading” but only if you take your time – a lot of time.  They will sniff you out immediately of you join any association or group with business on your mind first. Join, work and wait. Then, the business will find you. Patience grasshopper.
8. Prospects – When you have a long list of people to see you are more confident.  If you are working on only one deal, that deal becomes everything.  If it fails, you fail.  This is a bad place to be and prospects feel that pressure.  Much better to take the time to build a long list and then keep it long so that you never feel and subliminally express that desperation. Even if you have big cases on your mind, get a lot of prospective ones on the list so you can quickly move to the next if you have to. And, you routinely have to.  
9. Appointments – Avoid looking hungry and overly available.  In my career manager days we always recommended booking appointments 3 or 4 weeks out to create demand for your time an advice.  You only had to pay this price once and then if you keep the system full, you were booking the next available date and it was 3 weeks hence.  A good rule is to keep yourself booked 25 appointments ahead.  Knowing you are “in business” for weeks at a time makes life, prospecting, referrals and selling much easier. 
10. Closing attempts – “Unless the bank can ask for their money 5 or 6 times, they don’t really want it.” Wise Old Manitoba Farmer.  I got a kick out of the advice but it makes sense. When you are serious, you are persistent.  When your passion for an idea is only good enough to generate one close, you aren’t that passionate.  My daughter Abigail is on me for a small aquarium lately and there isn’t a day that goes by that she doesn’t make the request.  I wake her up in the morning and her first word is “Fishies!”  I get it.  She wants an aquarium.  Are you that passionate? Are you that committed? Do you believe in your product or service enough? There is a fine line between persistence and pestilence, but the line is wide between success and failure.  Be sure that you bring the urgency to get the job done to an appointment. 
11. Referral requests - Timing is everything. Be sure your clients know you “Work by referral to business owners or…”.  Make it a key part of your everyday routine.  When someone asks “How’s business?” don’t give them that goofy line about “GREAT! Never been better… yada, yada…” It’s a wonderful opening to say “It’s good thank you but I’m always looking for good new people to help. Anyone come to mind?” ASK.
12. Applications – “Big-Case-it-is” is still a disease in the business although we don’t hear about it much anymore.  It’s like everyone has access to million dollar premiums.  It’s a mistake.  And, when insurance people have to worry about underwriting more than ever (or so I’m told), there is no better antidote to that than having a lot of applications in the system.  When we used to complain about how long disability insurance underwriting used to take and likely still does, this story put it all in perspective. Underwriting is like buying a new garden hose and attaching it to the faucet. Turn it on and nothing happens at the nozzle for as long as it takes for the water to push all the air out first.  Then, you have pressure and water.  The trick is to keep the hose full.  Underwriting is the same way.  Keep it full and you will always have applications coming out the end of the process.   And remember, your attitude is inversely related to the length of time since your last sale.  (A = 1/T) The more applications the better your attitude and the higher your performance. 
13. Clients – Since the Mutual Fund industry raided the life insurance business some years ago looking for sales people, we have had the sense that the only professional way to treat clients is to limit their number so you can spend the requisite amount of time with them. Some companies even had a formula for the number of clients you could have – basically total working hours available in a year divided by the number of hours necessary to work with a client equals total number of clients possible. This caused a lot of insurance agents to sell a lot of “client records” and then live to regret it.  This whole idea is killing high performance for most advisors.  There is another way – even accounting for the fact that there are some business models that require it – but most don’t. How about adding people to support your clients and then sharing your skill with as many people as possible. That will build your “brand” and attract new clients.  This false exclusivity only slows production and reduces your effectiveness through reduced experience and practice.
14. Communications – More so today than ever, clients and prospects need to know you are “still on the job”.  Any communication at all helps accomplish that. Effective communication increases performance, loyalty and referrals. It makes good sense to be in touch every month in some way with your clients or prospects.  When I was a recruiting Branch Manager in the insurance business we used to call these contacts “Interest Sustainers”.  We kept people who were potential recruits and possibly interested in joining us in the loop by sending interesting pieces in the mail for them to read.  You can do the same to keep your name top of mind with your clients and prospects. Increase your chances to get referrals when your topic comes up but staying in your client and prospect consciousness. 
15. Practice Trials – Do you have a practiced, polished, professional presentation for prospects? Practice has all but disappeared from the routine of most advisors as we’ve become more “professional” – that is, left it all up to the client to decide. “An amateur practices until he gets it right.  A professional practices until he can’t get it wrong.” There is an awful lot of proficiency between these two levels of performance.  Where are you? I recently heard about a joint interview with one of the country’s top agents.  The observing agent was stunned (despite his 40 years experience) at how polished the top advisor was in the interview.  He had it down cold – right down to how and when he would remove his eyeglasses for effect.  Everything was in perfect order.  Maybe that’s why that top advisor has been among the world’s leaders for decades. You’ll find better results when you practice too.
Ultimately, using large numbers of everything you do to build your business increases your chances of success and is the simplest way to improve you performance.  Watch a maple tree.  Tens of thousands or more maple keys fall and only a few become trees.  It’s a rule of nature. It’s a rule of business too. 
You too need to give reality a chance to work for you.  You do that with large numbers of everything you have to do.

Finally, here’s a great new gem:  “A firm purpose dramatically changes the nature of everything required to accomplish it, making success easier.” Be sure that you always start with a firm purpose.

I’m Jim Ruta with today’s JimCLASS and more of The Art of High Performance. And, I’m always looking for more opportunities to speak and welcome your referrals….
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