
 

 

SALESMAN 
 

If you can’t sell or won’t sell, you’re screwed. I actually had two owners of a fledgling 

sales training company start a consulting day with me explaining that they detested 

selling and having to sell and consequently knew they weren’t good at it. I summarily 

ended the day, refunded their fee and sent them to the airport. In this business, 

you’re selling somebody on something with every breath, and the core of the 

business is selling – in fact, it’s important NOT to ever think you’re in a “build it and 

they’ll come” environment. Successful info-marketers build it LAST, only after they’ve 

figured out how they will sell it, to whom, and often, have begun doing so.  

 

Death of info-businesses is often predictable when (a) there are more employees 

engaged in activities other than advertising, marketing and selling than there are 

engaged in selling and/or (b) when leadership comes from the bean-counter side 

rather than the sales side and/or (c) when there is “no money for” sales and 

customer acquisition while money is being liberally spent elsewhere. In years past, I 

sometimes had visitors to my offices in Phoenix (especially egos-on-wheels Nat’l 

Speakers Association members) openly bemoan the “humbleness” of the 

environment. To me, a dollar locked up in fancy furniture is a dollar that can’t be 

buying stamps. As I’ve raised myself from broke to rich, my attitude about this has 

not changed. The furniture in my home conference room where I meet with clients 

and have held mastermind meetings was purchased about 10 years ago at a discount 

furniture store. It is kitchenette tables and chairs, not conference room furniture.  

 

My money is elsewhere. Of course, there are symbols of my success, and they matter  

– but my expertise matters even more. I can afford ‘eccentricity’ because of my self-

marketing. I’m not necessarily objecting to fancy offices. But you must never forget 

this is a business all about marketing and selling, and those functions must be very 

well fed, even if others must be starved. 

 

I’VE GOT A “SECRET” 
 

Above all else, more important than everything else, I am a salesman. Always have 

been. This may be less visible or made less visible than other roles and identities and 

“known for’s.”  There may be illusions made for others, but I have never held any 

illusions about what I am.  I’m not embarrassed or abashed about it either. I’m often 

asked, of everything I do, what do I like doing best?, and I have different answers I 

give to different questioners at different times. I’ve never actually given this answer, 

but it is the most accurate: What I enjoy best is closing a sale. Making a deal.  

 

I think this is why Ron LeGrand and I have been friends for so long. Why Zig and I 

became friends, despite early conflict and philosophical disagreement. Others, the 

same. We know we can get up on a wood box in public square or get nose to nose 

with anybody, anywhere, and take wallets out of pockets – and we relish the fact that 

we can. This makes us think like salespeople, too. We have a “let’s sell something” 
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mindset, about everything. I never write an article, book or newsletter without 

thinking of it as a sales document, for overt, covert, imbedded sales messages and 

purposes. The amazing longevity of Think And Grow Rich, out-living tens of 

thousands of success books, is due to his work as a salesman and as an advertising 

copywriter, so that he wrote his book as a sales document. The savvy publisher 

Melvin Powers taught me that secret of the most long-lived self-help books. This 

info-biz, it is selling.  The importance of selling goes beyond this field, too… 

 

As an investor, I’ve done well with insistence that the companies I own stock in have 

leaders who came up from the  sales side, not the finance side, and not through 

lifelong executive-ship beginning with their M.B.A. (and I’ve gotten my nuts kicked 

each time I violate this). Tupperware has thrived under a sales-side CEO, Rick Goings. 

Shaklee has suffered under a succession of executive-suite and bean-counter CEO’s. 

Ford needed no bail-out and has been thriving with a CEO who can, will and clearly 

loves to sell. GM is a mess, a fraud, and a future disaster – and there’s no Salesman In 

Chief in sight. Look at Apple, with Jobs, without Jobs, now twice. And make no 

mistake: Jobs was a salesman on steroids. Dini-Dwyer Owens, outstanding CEO of 

the Dwyer Group, who spoke at a GKIC SuperConference is a dynamic saleswoman, 

groomed from birth by her father, Don Dwyer, a client of mine – Don a super 

salesman.  

 

Personally, you should be your business’ most persuasive and effective salesman – 

and you must be a demanding “driver” of sales and of selling.  If you can’t sell it, how 

can you expect anybody else to? This is not the kind of business suited to care-

takers. Our goods do not sell themselves from shelves. 

 

For 40 years, I’ve woken up every morning eager to sell something, and I’ve rarely 

gone to sleep any night without having done so. If the cash register isn’t ka-chinging, 

nothing else matters. 

 

WARNING! 
 

Ours is also a product category to which Zig’s warning – to be convincing, you must 

be convinced – definitively applies. If you aren’t a voracious reader with much to 

report from your reading, your staff and salespeople aren’t, don’t expect your 

customers to be. If you don’t listen to audio programs for personal development and 

motivation, skill development and education, and your staff and salespeople don’t, 

don’t expect that your customers will. If you aren’t investing in training and coaching 

and mastermind groups, do not expect that your customers will.  

 

LIVE YOUR PRODUCT.  The best salesmen of information, education and motivation 

have keen, passionate, unending and eclectic interest in information, education and 

motivation. If it is only about the money for you, very frankly, there are bigger 

markets, better categories, more lucrative businesses and less difficult opportunities 

where you can use the same marketing skills. I have stayed (principally) in this field 

and succeeded grandly because I have keen interest, passion, love and reverence for 

2



 

 

it. If that’s a “secret”, there you have it. In this field, you must be a Product Of Your 

Product. You need not wear ladies’ shoes to run Zappos nor ladies’ lingerie to own 

Victoria’s Secret. You damn well better be immersed in reading and listening to this 

product if you are to sell it or direct the selling of it.   

 

My contemporaries like Brian Tracy (who you’ll hear at the 2013 GKIC 

SuperConference), the late Jim Rohn, the late Zig Ziglar, also love/loved what they’re 

cookin’. I have long agreed with Mike Vance on this: the hardest thing to fool people 

about over any extended period of time AND the “secret sauce” of persons of 

profound influence over others (because it is THE usually unenunciated, unconscious 

chief desire of most people in others) is: authenticity.  My own income soared as I 

learned this and stopped trying to present a fabricated me and instead presented my 

authentic self.  This is why my late friend Bill Brooks’ 4 questions about hiring a 

salesman are so insightful. The questions are: can he sell? Will he sell? Can he sell 

HERE? Will he sell HERE? The last two get to whether or not a salesman can be his 

authentic self in the selling circumstances he is to operate.  In 40 years at this, I’ve 

seen a lot of “shooting stars” who, for a few years, could step to stage or media or 

webinar and sell truckloads of “stuff” wane in popularity, lose power to influence, and 

disappear – in my opinion, almost entirely due to lack of authenticity. 

 

Remember…  

 

 

“Timid Salespeople have skinny kids.” 

Zig Ziglar 

 

 

“If you believe in what you are selling, it is your duty and obligation to ask for 

the order each time you speak with a client.” 

Nick Loise 
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