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INTRODUCTION

They may forget what you said, but they will never forget how you
made them feel.
—Carl W. Buehner (1898-1974), Mormon leader,

businessman, and author

have the great fortune of being able to personally meet some of
the most successful sales professionals in the world—some of
whom we work with at my marketing consulting firm. I have
been long captivated with the “how do they do it” aspect of success
in business, as many of us of course are. How do they think? What
are their characteristics? What are the similarities among the most
successful businesspeople? What consistent actions do they take?
What drives them? What has combusted to make them who they
are and to produce such exceptional accomplishments?
Interestingly, this same curiosity about what makes others suc-
cessful is also present in those enjoying current success. The indi-
viduals and firms with whom we consult know that we have other
profitable businesses with whom we work with on strategy and busi-
ness development. That is the reason, I believe, that the most fre-
quently asked questions I hear are “What are other firms doing

that’s working?” or “What exactly is she doing to bring on so many
sales?”

X




