Dr. Gary S. Goodman

Is Your Company
Green and Growing?

G

iven much of today’s
advertising and editorial copy, you could think
everyone is jumping onto
a hybrid-driven, environmental bandwagon.
I went to a grocery store and
bought a gallon of organic milk. With
my receipt I was handed a pamphlet
that purred, “Because you care about
the environment.”
It was just an old-fashioned coupon book, featuring such well-known
back-to-nature products as Coca-Cola.
Frankly, I didn’t get the connection between most of the featured
goodies and snacks and the “green
revolution,” but at least this is one
supermarket chain that’s trying to
promote environmental awareness.
However, many industries seem
stuck in a pre-green mindset and are
adapting slowly, if at all. They aren’t
helping themselves to profits or helping their customers, either.
 	
We can learn from their mistakes.
Three of them come to mind – airlines, the American car industry, and
the printing business.
 	
There is one sector, though, that’s
trying to stay ahead of the curve –

higher education. But, surprisingly, it
might serve better by actually turning
the clock back.

Thanks, But I’d Rather Reach
Out & Sell Someone.
TM

You know airlines are desperate
and confused when they replay the
TV ad showing a boss distributing
boarding envelopes to his minions as
effortlessly as dealing out a deck of
playing cards.
He mutters something to the effect that they should get out there to
speak to their customers.
The implication is clear: When
your business really needs sales or
needs to retain clients, there’s no
better way to do so than by getting on
planes, securing rental cars, burning
fossil fuels, spending impulsively on
open-ended, unrestricted tickets, and
wasting a lot of time in the process.
Recently, an environmentalist
chastised an airline for flying from the
States to London with only five passengers on board, calling this action
“criminal.”
I wonder how the same gent
would respond to TV ads that incite
countless millions to travel on

You might wonder:

But how else will we do business, how will we sell
and service our accounts?

We have a world of substitutes,

including that old standby, the telephone.
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The best mileage we’ll ever get

is from the trip
we don’t take.

impulse, instead of planning and
rationing their trips, especially those
requiring long-distance commuting.
With fuel costs spiraling upwards, we should seriously review
our analysis of the current energy
crisis. I, along with others, think
the dialogue regarding miles per
gallon that the average car achieves,
is misplaced.
James Kunstler put it well in a
recent Business Week interview:
“It isn’t that we’re driving the
wrong cars. It’s that we’re driving
cars of any size, incessantly.”
You might wonder: But how else
will we do business, how will we sell
and service our accounts?
We have a world of substitutes,
including that old standby, the
telephone. A telemarketing sale can
cost a fraction of its face-to-face counterpart, even when big-ticket items
and big bucks are passing hands.
(If you doubt this, refer to my bestselling book, You Can Sell Anything
By Telephone!)
Plus, there’s nothing as potentially comforting and satisfying as speaking to a responsive, intelligent being
in real time when we have a pressing
service issue to resolve.
Using travel alternatives can offer
the bonus of improving our quality
of life. Is it really any fun these days
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to fly for business, or to crawl along in
smoky traffic jams?
The next time your managers
start handing out boarding passes,
smile and tell them, “Thanks, but I’d
rather Reach Out & Sell Someone” TM
– by telephone.

Detroit’s Dealers Keep
Spinning Their Wheels
and Ours

While many notable onlookers
attribute Detroit’s decline to being
insulated and arrogant, I see their
problems differently, having been in
the car business myself.
To me, car retailers are stuck in a
business model that – no surprise here
– depends on doing business by car.
They haven’t fully grasped the implications of the Internet, and still insist on
seeing prospective buyers face-to-face.
Not only are the gas guzzlers they
sell wasting energy and the environment, but by doing business through
a traditional retail model, they’re
forcing their customers to pollute as a
pre-condition of buying.
Prove this to yourself.
Call a handful of dealers to get a
quote on a lease or purchase. Sellers
will hem and haw and do everything
they can to avoid reciting figures,
even ballparks, in favor of getting you
into their showroom or offices.

They believe deals are made faceto-face and nowhere else.
Recently, I left a message for a senior executive at a company that owns
several California dealerships. I suggested they consider selling their Prius
and other hybrid models by telephone.
I wasn’t called back, and they
probably thought I was a crank.
Let’s go back a few decades. I went
to work for a Southern California auto
leasing giant. Instead of trying to
lease a car to everyone in my family,
which I was expected to do, I picked
up the telephone and made cold calls.
My manager thought I was nuts
and doomed to an early retirement. To
his utter astonishment, I leased not
one but two very profitable vehicles to
a downtown Los Angeles businessman
whom I had contacted the prior week.
I told my prospect: (1) I’d be happy
to order his cars and what the lease
prices were to the penny, what his
mileage allotment would be, along
with the equipment he’d get; and (2)
we’d buy one of his existing cars,
though we needed to see it first to
determine its cash value.
Then, over the weekend, I mailed
the leases to him for signature.
“You didn’t drive out to see him
and ink the deal?” my boss snorted.
“He’ll never buy that way!”
But he did, and as promised, we
bought his used car.
Within two weeks, all new trainees at my leasing company spent at
least some of their time cold calling by
phone, because I demonstrated how it
could be done, and quite efficiently.
You’d think that in the intervening
years the car business would embrace
telephone effectiveness and telemarketing, but it hasn’t. Like so many industries, it wastes its human and financial
capital driving and flying to places to
get done what can be accomplished for
a fraction of the cost by a combination
of phone, fax, e-mail, and the Web.
With gas now well above $4 a
gallon, and predicted to rise much
higher, all organizations should explore alternatives to pressing the flesh
face-to-face.
You’d expect me to say this, being
the best-selling author of You Can Sell
Anything By Telephone! and Reach
Out & Sell Someone.TM
But what alternatives do we have?
The best mileage we’ll ever get is
from the trip we don’t take.

You’re Not in the Paper and
Ink Business, Anymore!

“I’m sorry,” my prospect whispered hoarsely, “but I guess I’m in a
cynical mood.”
He didn’t need to tell me.
As he strode down the surrealistically darkened corridor to greet me, I
could detect something was askew.
His gait, the slightly off-center
ambling of a once proud but now humbled individual, spoke volumes about
how beaten-up he’d become over the
years. Backing up a few days to when
I had requested our meeting over the
phone, he sounded like he was teetering on the edge of an abyss.
He had attended one of my seminars, and had always been upbeat and
accessible to me when I pitched him
my training products.
But on this day, he told me, he’s
reeling from the encroachment of
the Internet, as so many printing and
mailing companies are these days.
“My industry has been shrinking
about six percent a year,” he informed
me. “And my company will probably
lose two percent this year,” he added,
with a hint of gratitude that he isn’t
sinking as fast as some of his peers are.
We spoke about some of his
successes, too, and we hit a positive
note when he shared with me a story
about how his company had helped
a trade organization to more than
double its attendance at a recent seminar in Las Vegas.
They didn’t do it by printing and
mailing conventional flyers, alone.
Much of the printer’s labor was
devoted to creating e-mail brochures
and using a “drip method” to periodically tease potential registrants into
signing up.
Is he using this success as a template that can be sold to other clients
at a profit?
I doubt it, and that’s a shame. He
still thinks he’s in the paper and ink
business, which is shrinking, inexorably, six percent per year.
Peter Drucker has pointed out
that America’s railroads declined more
than they had to because they failed to
adapt to the advent of the automobile
and airplane. Had they perceived their
importance, railroads would have
broadened their mission statement to
say they were in the transportation
business, offering freight and passenger service by buses, trucks and by air.

We Have to Determine
Where Interacting in Person
Is Essential

Though, as I’ve said, I’m inclined
to believe many of our face-to-face
transactions can be subbed-out with
better-planned and -executed phone
calls, e-mails, and video conferences,
there is one sector that I believe is
embracing the Internet too strongly,
and that’s higher education.
One of the universities I’ve
been associated with is encouraging
its instructors to convert their traditional classroom courses into
Web-delivered offerings.
The university is slashing its
on-the-ground schedule, because
webinars are cheaper and easier to
administer than seminars, and the
market for distance learning knows
no boundaries.
But is watching a professor on
video or hearing her through an
audio link the same as being there,
face-to-face, in a classroom? Do you
get the same feeling of involvement
and connection? Are you building a
strong personal or professional bond
with your instructor – or with the
university, for that matter?
I doubt it.
Here is where Drucker’s wisdom
may have been misapplied.
Universities are redefining
themselves as a matter of economic
necessity. I believe they’re acting,
at least tacitly, as if they’re in the
“degree and certificate business,” and
not in the business of the “best development of the individual’s mind and
learning potential.”
If it takes more bricks and mortar,
more classrooms with smaller class
sizes, and even an investment in commuting by car to accomplish the latter
outcome, it’s worth the price.
The environment inside our
minds is as important and worth cultivating as the one outside. N
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