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The Golden Rule states that we should treat people as we want to be treated. In the world of selling, the Golden Rule is replaced by the Platinum Rule that requires us to treat people as they want to be treated. How do you know how they want to be treated? You ask them. This is the third step in the process of selling books to corporate buyers: Discover your prospects’ buying criteria and campaign objectives.
Marketing managers in businesses of all sizes use a promotional item (such as your book) as a tool to solve a problem. Your book might provide leverage to increase sales, revenue or profits. Or, it might be used as an incentive to introduce a new product or enter a new market. Line managers my use your book to motivate or educate employees. The point is that before you can sell your books in large quantities to them, you have to find out what they want to accomplish. 

Prescription before diagnosis is malpractice

Doctors ask questions of their patients to discover the source of the suffering before prescribing a cure. You should do the same thing with prospective buyers – learn what their problems are before recommending a solution. 

Arrange a meeting, in person or over the telephone, with each qualified potential customer to ask incisive questions, the answers to which will provide fodder for your proposal. You might begin by saying, “I’m not sure if I can help you, but if I may ask you a few questions we can find out.” Then ask questions such as, “In your last promotion, what went right? What went wrong? If you could wave your magic wand, what would you accomplish? How would you describe the perfect sales promotion? If we were to start a promotional campaign today and look back a year from now, what would you have accomplished?” 

You will find that potential customers are willing to spend time to discuss these issues with you. As you demonstrate that you are concerned with meeting their goals, they become more confident that you will make an objective recommendation that will benefit them. Your initial contact person will be your advocate in your absence, and it is important for you to establish a good working relationship based on that trust. And most corporate marketing people understand the benefits of brainstorming, where ideas for future promotions begin to take form.
Establish campaign objectives

Once you have agreed upon a clear and precise objective you can recommend the best way to achieve it, using your book as the centerpiece. Here are examples of the most common corporate promotional-campaign goals and how books might be used to achieve them. 

1) Keep customers loyal. Marketing managers know that it is less expensive and more profitable to maintain an old customer than it is to attract new customers. Knowing this, you can recommend a promotional program for creating loyalty among consumers of your customer’s products or services using your book as the keystone. This is a good strategy where customers typically use one supplier (physician, bank, realtor). 

For example, doctors in a group treating people with diabetes might give a gift to their patients who are newly diagnosed with the disease: a cookbook featuring delicious recipes for diabetics (i.e., The Diabetic Goodie Book). Two other industries serve as examples of this type of promotion: 

Real Estate Agents might give homebuyers About The House or Designing Your Perfect House to their clients. 

Car insurance companies or agents might gift Licensed To Drive, to parents of new teen drivers, or promote it as a giveaway through high school drivers education programs.

2) Promote additional purchases. Other companies sell products and services that consumers frequently buy from more than one seller and in small amounts (groceries or gas). Producers can win a greater “share of wallet” by giving customers a reason to purchase more of their products than those of competitors. 

In this case, a small chain of children’s shoe stores could implement a punch-card program where every $25 spent is worth one punch on the card. Every time a card is punched four times, the child or parent could select two books from those available on display. A sample theme might be “Taking care of your children… From their heads to their feet.”  

3) Generate Goodwill. If a firm enjoys a good reputation among it customers and the general public, its sales and value could increase. Using a book as a promotional item can achieve goodwill as it increases revenue. For example, a local family-style restaurant chain could give away children’s books to local grade schools. These books might be given to students who earn a top grade. The restaurateur could place a personal congratulatory note, along with a page of coupons that the child's family could use in the restaurant

4) Inform, reward or motivate employees. A Human Resources manager might choose your book as a way to help employees create a safer working environment, to reward them for some achievement, or to influence their behavior. In this case, a company could be interested in promoting a healthier lifestyle among its employees. To accomplish this goal you could propose to the HR manager an educational continuity program, conducted over three months. A mailing during the first month could introduce your book promoting the benefits of walking. In month two, provide a cookbook showing busy people how to prepare healthy meals quickly and how to eat when time is limited. In month three, send a journal to each participant along with a pedometer.  

This is a good example of how you can act as a problem solver. You may not publish cookbooks or journals. But if you find those that would work in this situation, contact the publishers and get them to join your campaign. Of course, you would receive a commission for your efforts. If you need a source of promotional items (such as the pedometer), contact Guy Achtzehn at Guy@msgpromo.com.

The more you know about what the buyer is trying to accomplish, the more likely you are to propose a workable solution using your book as the promotional item. Gather information by asking questions that uncover needs, establish buying criteria and set the objectives for your recommendation. Your inquisitiveness will portray you as a consultant, someone trying to solve the buyer’s problems and not simply sell your books. The answers also give you the information you need to create your proposal. This is the fourth step in the process and will be described in my next article. 
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