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INTRODUCTION
Walk down the aisles of any bookstore or library and you’re bound to see
plenty of books written by two or more authors. But sit down and read
through it, and it’s doubtful you’ll be able to tell which author has contributed which information. They’ve collaborated, shared notes, and have
ultimately written the book from a single voice.
But is that the best way to learn about a given topic? Sure, the authors are
usually recognized experts in their field and can draw from some unique
experiences and insights, but each book only takes into consideration a single viewpoint—one perspective that the reader is supposed to accept as
true. That might make for an interesting read, but it only tells half the
story. The importance, value, and methodology of sales, for example, may
look dramatically different when seen through the eyes of a representative
of a sales professional than through the eyes of a purchasing agent or consumer. Each may be seasoned when it comes to the buying and selling, but
their approach—and even their fundamental beliefs—could be quite opposite, simply because they work on different sides of the fence.
That’s what makes the books in the Perspectives series so different from any
other books on the shelves. Each offers a true 360-degree learning experience that gives you the opportunity to learn by providing two distinct and
often opposing viewpoints. It’s a rare chance to get both sides of the story
so that you, the reader, can get a more complete understanding of the given
topic.
In order to make a series like this work, though, the authors for each book
need the freedom to write in their own voice and provide their own opinion, even at the risk of conflicting with their co-author. Therefore, it’s
important to note that the authors of this book have not collaborated
on their work during the course of their writing. In fact, neither
author will even have a chance to read their co-author’s submissions until
after the book has been completed. This is what makes Perspectives books
such a unique concept, and a true opportunity to get both sides of the story.
In Perspectives on Increasing Sales, Marvin Miletsky represents the sales
perspective, while James A. Callander speaks on behalf of the customer.
Through a total of 97 questions divided into five distinct parts, Marvin
and James give their expert opinions on important topics including the
basic foundations of sales, developing prospects and contacts, pitching,
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negotiation, and managing the salesperson/customer relationship. Part how-to
book, part philosophical debate, Perspectives on Increasing Sales covers all the
topics that anyone involved in sales would need in order to vastly improve
their knowledgebase and skill set.
We hope you have as much fun reading Perspectives on Increasing Sales
as we had working on it. Sometimes the authors whole-heartedly agreed
with each other. In other instances, they couldn’t have been more different.
There’s no question, however, that it’s eye-opening to see the different perspective each author provided. But the perspectives don’t end in this book.
We want to hear your point of view, as well. Visit the blog site for this book
at PerspectivesOnSales.com to comment on select content, read questions and
answers that don’t appear in this book, and let us know whose perspective
you agree with more.
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OPENING REMARKS
MARVIN MILETSKY
It started innocently enough: I was on my summer vacation and realized that
I was in need of direction, of some motivation, something to keep my brain
challenged and satisfy my thirst for being in the game. My entrepreneurial
juices were flowing as I tried to envision a business enterprise that would
reward me with the wealth I sought in return for my dedication. I considered
what business to open and the best site for its placement. And then, as if by
divine intervention, it came to me: a lemonade stand, right in front of my
house. I was five years old and I was on my way.
I had it all worked out: The commute was manageable, the raw materials
plentiful and cheap (actually, they were free, provided by my family). But it
wasn’t as easy as I thought it would be. I gave free samples to my friends—
only to discover that my sample quenched their thirst, meaning that they
didn’t need to buy any actual product. The sun’s heat warmed my thirst
quencher to a point that it was undrinkable and had to be thrown out. I paid
a playmate a dime (in advance) to watch the store while I went inside; when
I returned, he was gone—and so was all my stock. The worst blow of all came
when a kindly officer told me I would have to move to another location as I
was blocking the sidewalk.
The products and services have sure changed since those days, and so have the
people. And the simplicity of setting up shop without any care or planning
has long ago disappeared. Plus, there are threats to a business from angles not
even invented when I was hawking my lemonade. But my passion for making the sale, for positioning myself properly, for networking has never waned.
In fact, it’s more like the story of the hungry lion: The more success I had,
the more I wanted.
In writing this book from the sales point of view, I hope to share with you
various techniques I’ve used over the years that have helped in developing
leads that eventually turned into negotiations, which led to the ultimate reward:
the sale! Along the way, you’ll find advice on the importance of relationshipbuilding and the establishment of trust between you and your prospects and
clients.
Whether you’re at the beginning of your career or just looking to brush up, you
should find some interesting advice to sharpen your approach and keep you in
the hunt. Happy sales to you!
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JAMES CALLANDER
I was drawn to this project by the perspectives concept. There are always at
least two sides to any situation, and selling is no exception. A salesperson
who can see things from his or her customer’s point of view is more likely to
be successful. Your goal must go beyond beating out the competition; you
must make it your mission to establish yourself as the person your customer
relies on—again and again.
As a salesperson, you should never see yourself as being in a competition
with your customer. Taking a predatory or adversarial position with your customer is not productive. Your efforts should be aimed at becoming a valued
asset to your customer. In helping facilitate your customer’s business, you will
be increasing your own. In order to be of help to the customer, you must first
gain an understanding of the sales process from your customer’s point of
view. If your customer is successful, you will be successful.
I hope you will view this book as being like a trip to the grocery store. When
you go grocery shopping, you don’t put everything you find on the shelves
into your cart. You pick and choose the items that suit you. I have tried to take
a broad view and write for salespeople in a broad range of businesses and at
various stages of their career. Take what you find helpful now. You can
always come back and re-examine the answers as your career evolves.
This book is one I wish had been available when I was starting out my career
in sales. Now that I am on the other side of the desk, I wish more of the salespeople who call on me would put into practice the ideas we have covered
here. The answers in this book were hard-won, and I hope you will benefit
from them and maybe avoid some of the mistakes we made.
Ultimately, only you can decide what kind of salesperson you want to be. I
hope this book will arm you with the knowledge you need to put that decision into practice. Whether you are just getting started or have been in sales
for years, there is always more to be learned and new perspectives from
which to view things.
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A SPECIAL NOTE

FROM

SERIES EDITOR, JASON MILETSKY

Since about a week after graduating from Brandeis University in 1994, I’ve
owned my own marketing and advertising agency. I started small, working
out of my bedroom for the first few months before upgrading to a one-person
office in one of those buildings where 30 or so sole proprietorships share a
pool of receptionists and half a dozen conference rooms.
Those weren’t easy years. I didn’t know much about advertising (I was an
Economics major) other than that I had always loved watching television
commercials. And I knew even less about computers and graphic design at a
time when the industry was shifting from drafting boards to the PC. But I
had a daily routine: Get to the office by 8:00 a.m., call every number in the
Yellow Pages to try to drum up any business I could, head out the door by
4:00 p.m. to wait tables so I could generate some cash until about midnight, head
back to the office to teach myself Photoshop and Quark until about 3:00 a.m.,
and then back home for a few hours of sleep before doing it all again.
That went on for a long time. And all the while, I was selling. During the day,
I cold-called anyone and everyone, looking for opportunities to get my foot
in the door with any small project a company needed. At night, during my
restaurant shifts, I’d let every customer I served know that I was trying to get
my own company off the ground. Believe me, I played every card I could; I
milked the “ambitious young guy struggling to start his own company” thing
for as long as I could. When I finally persuaded someone to let me come in
and make a presentation, I had to come up with sound rationale as to why
they should let a kid just out of college (who had never even taken a marketing class) with no portfolio and no case studies handle the design of their
business cards, much less any portion of the marketing efforts.
It was a pretty slow and arduous process, but I loved every minute of it.
Selling was such a rush—I loved the challenge of it! I mean, what could be
a bigger mountain to climb than starting with so much of the deck stacked
against me and having to figure out a way to succeed? By nature, I believe
that overcoming challenges is part of a salesperson’s DNA—and the bigger
the challenge, the better!
So I kept on selling, and apparently I was pretty good at it. As the years
passed, my company started to grow, and I found myself taking up more than
my share of the spotlight—at least among family and friends. I had published
a few books on how to use Photoshop (all those late-night, self-help lessons
paid off), was named by NJBIZ magazine as one of the “Top 40 Under 40”
business people in New Jersey, and even found myself on the cover of
Entrepreneur magazine one month. The sales efforts I made had, to a large
extent, paid off.
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Today, my agency, PFS Marketwyse, is consistently listed as one of the leading
agencies in New Jersey, with clients including Hershey’s, JVC, SecureHorizons,
and others. Like any company, we’ve had some missteps and struggles along
the way, but we’ve seen phenomenal growth and there’s a lot for me to be
proud of—especially the approach I’ve taken to sales and my efforts to bring
in new business.
But what sometimes gets lost in all of that is how much of the credit I don’t
deserve. I didn’t just wake up one day and discover that I was a good salesman; I grew up learning from an amazing teacher. My dad is without question one of the best salespeople I’ve ever known. He always has a story about
something different he did to get a prospect’s attention—a method he took to
get an order that most others wouldn’t have ever thought of. Most often,
these involved something funny, witty—something that maybe even ran the
risk of making a prospect or current customer stop dead in their tracks and
say, “Are you nuts?”
My dad always finds a way to make it work. He knows when to play hardball in negotiations, when to back off and give a little, and how to get the
most out of every sale. I remember going to his office, both as a little kid off
from school for a day and as a college student working for his company during winter breaks, and seeing how well-respected he was. The owner of the
company, other salespeople, engineers, the guys in the warehouse—hell, even
the dude who worked in the sandwich truck parked outside every morning
constantly told me what a great guy my dad is. I don’t know if I’ve ever told
him this, but it always made me feel proud of him.
Even more importantly, though, was the way he kept everything in perspective and had his priorities in order. Sure, he paid a lot of attention to his job.
I often saw him at the kitchen table, working on orders at night after dinner,
and business trips sometimes kept him away from home for a few days every
month. But I don’t remember any nights (other than when he was away on
business, of course) when I was very little that he didn’t read with me before
I went to sleep or sit and play a board game with me when I got a little older.
I don’t think he ever missed one of my little-league games (it didn’t seem to
matter that I wasn’t very good), high-school track meets, or college rugby
matches. He found the right balance. In a profession that has been known to
totally consume people and claim their identity, my dad never let it take him
away from what was really important.
So much of my own success has come from lessons I’ve learned watching my
dad. In fact, many of my early clients were through connections my dad made
for me or companies he convinced to give me a try. Even his own company
was an early client of mine. All these years later, my dad still tries to sell for me.
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He frequently calls me after business trips to say he talked me up with someone on an airplane who might need some marketing and that I should give
the guy a call. Always selling, and always looking out for me.
When I developed the concept for the Perspectives series and decided that
Perspectives on Increasing Sales would be among the first four titles, there was
only one person I could think of to write the Sales Expert perspective. It’s
always been tough for me to say “thank you,” to let my dad know that I’m
proud of him, and to tell him how much respect I have for him as a salesman
and as a father. Hopefully, giving him the chance to share his experiences in
this book says it all.
Getting this series launched has been a rough and wild ride, and one of the
best parts about it was getting the chance to work with my dad on this title.
Great job, Pop! I’m proud of you.

I would of course be remiss if I failed to thank James Callander for being
part of this book. His experiences as a purchasing agent (and as a salesperson)
have been remarkable, and I believe the contributions he’s made to this book
will help give truly valuable insight to every reader. Many people don’t realize
it, but writing a book can be an extraordinarily difficult, time-consuming, and
sometimes thankless process, and I appreciate James’s commitment to turning
in some excellent work in representing the Purchasing Agent perspective.
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