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• Big sales improvements come from working smarter not harder.

• You cannot get more time, so you must use your hours deliberately.

• If you aren’t teaching your sales team new skills, you are losing ground.

• Workshop-style meetings result in more buy-in because everyone is involved.

• Use your expertise and market data to set the criteria for selecting customers.

• Use challenge and rejection when hiring sales staff. Superstars will fight back.

• Find 100 new customers just like your very best buyers and your sales will soar.

• Understand and use seven “marketing weapons.”

• Use visually stimulating elements in your presentations.

• Regularly revisit and develop your mastery of the seven intense sales skills. 
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  Relevance

What You Will Learn
In this Abstract, you will learn: 1) How mastering 12 fundamentals can double your sales; 
2) How to manage your time; 3) How to get new “dream” buyers; 4) How to hire sales 
superstars; and 5) How to use seven “marketing weapons” and seven “deep sales skills.”

Recommendation
Chet Holmes provides a program built on 12 foundational skills which he says can 
double your sales. The steps are practical, sensible and focused on action. Holmes directs 
his instructions to salespeople who take responsibility, practice their skills and work 
smart. If you fall into that category, his method will help you realize your sales goals 
step by step, via time management, sharp marketing, great hiring and polished sales 
skills. getAbstract recommends this solid book to executives, sales managers and sales 
professionals. It might be a new sales classic. 

  Abstract

Defining the Ultimate Sales Machine 
Ask most people about improving their sales performance, and they will talk about 
working harder, putting in longer hours, making more calls and giving up weekends 
– but that will only improve sales at the margins. The secret is to work smarter. Athletes, 
artists and anyone who achieves success does so through training, practice and a deep 
commitment to fundamental principles they master, and then hone again and again. To 
build your “Ultimate Sales Machine,” perfect the following 12 fundamental building 
blocks and polish them repeatedly. You’ll double your sales and have fun doing it.

1. Time Management 
You get just 24 hours each day, so use them efficiently. Learning great time management 
is crucial, but getting your salespeople to manage their work time is even more vital. 
Plan on spending many months emphasizing these time-management skills until each 
staffer experiences an “epiphany.” Promote these steps by setting an example:

 • “Touch it once” – Make a decision when choices first appear. Don’t revisit them.
 • “Make lists” – Use prioritized lists to stay focused. 
 • “Decide how much time to spend on a task” – Too many activities become time 

sinkholes. Decide how much time a task needs and work within that limit. 
 • “Plan the day” – Use your list to schedule your day and optimize each minute. 
 • “Prioritize” – Twenty percent of your activities provide 80% of the benefits. Drop 

activities that contribute little but consume lots of time. 
 • “Will it hurt me to throw this away?” – To reduce information clutter by 80%, dispose 

of paper and files that are available elsewhere or are no longer directly relevant.

2. Standards and Training
Count on it: your competitors are gaining new skills. If your team members are relying 
solely on what they already know, they are becoming less valuable. Empower them with 
know-how about the latest technology. Once they are in tune with this, they will work 

“Any…
achievement…
required you to 
stick with the 
basics until you 
became great. Yet 
so many businesses 
don’t do that.”

“Doesn’t it seem 
smarter to take 12 
proven strategies 
and perfect 
them, than to 
scramble about 
using hundreds 
of different ideas 
without any 
real traction?”
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smarter and harder. Set performance standards and train people to meet them. New 
employees become profitable and productive faster if you train them well. Make each 
step in your value chain more efficient by teaching people to operate more effectively. As 
your team reaches these new standards, raise the bar even more. Training is an absolute 
must at every level, including executives. Demonstrate your enthusiasm for training 
rather than treating it as a necessary evil.

3. Effective Meetings
Every company has meetings, but not every company has productive meetings. Yes, you 
need to work on the “Three Ps” – planning, procedures and policies – but you can do 
more. Rather than treating a meeting as a lecture platform, become a workshop leader 
and involve everyone. You can achieve employee buy-in and comprehension more readily 
through workshops than through lectures where staffers sit mute while PowerPoint slides 
flip by in the dark.

Implementing new policies is difficult. Talks and even stand-alone group sessions won’t 
accomplish what you need. First, make sure everyone feels the pain that necessitates 
the change. Next, hold a workshop to get staffers to buy into the need for change and to 
generate solutions. Draft a concept for solving the problem. Then ask a leader or someone 
your staffers admire to test the idea within a defined period. Document the entire 
process carefully. Review the test with “show-and-tell and role playing.” Hold a follow-
up workshop to improve the idea by incorporating the test’s findings. Monitor the new 
activities yourself to make sure that everyone understands them completely. Implement 
measures that expose the way your firm is applying new policies and procedures, and 
reward individuals who do it right. 

4. Become a Great Strategist
Are you selling tactically or strategically? That is, are you focused on the transaction 
itself or on seeing the transaction within a larger context? Do your customers know more 
about your products or your industry than you do? If they don’t, you have a brilliant 
opportunity to become a great strategist. You can teach them how to be better buyers 
while you set the criteria for what “better” means. Your goal isn’t to wait for someone 
to decide to buy, but to educate your customers about why they need or want what you 
sell. They may need something you have that they never knew existed. Think of all the 
opportunities you waste by being passive and reactive. Find or generate market data on 
your products or services. Use it to invite, educate and stimulate prospects to become 
customers, and to get customers to make new purchases. This is not just a sales tactic. By 
setting purchasing criteria and educating your customers, you become an authority, and 
your company becomes an expert resource instead of just a place to fax in an order.

5. Hire the Ultimate Salespeople
Hiring poor performers is costly. You lose the time and money invested in training and 
managing them. Plus you miss the sales that great performers would have made. Why not 
decide to hire only achievers? Here’s how. First, understand that someone’s personality 
profile matters most in sales. Look for a superstar profile. It will vary somewhat, but top 
performers usually have personalities that are high in dominance and influence. They 
won’t take rejection; they’re pigheaded about goals and pursue them relentlessly. When 
you interview to fill sales positions, relax yourself and the candidates so they will be open 
as you probe their backgrounds and personalities. Include rejection and challenge as part 
of the interview process. Superstars will not accept it, and will begin asking questions 

“To get your people 
productive…
examine how 
they’re prioritizing 
and planning their 
day…I did that 
for months until 
every person in 
the company was 
doing their plan 
every day.”

“Create a training 
environment that 
is conducive to 
learning…where 
people can make 
comments, jokes 
and suggestions 
without reproach.”

“Hold regular, 
highly productive, 
workshop-style 
meetings dedicated 
to improving 
every aspect of 
your business.”

“I don’t care if 
you sell shaving 
cream or overnight 
delivery services 
– there is market 
data that will 
make your product 
more vital.”



The Ultimate Sales Machine                                                           © Copyright 2008 getAbstract 4 of 5

and trying to work around your objections. Too many salespeople accept the rejection 
and walk away. You want superstars, not people who are content to give up and leave. 

6. Attract Customers Who Actually Buy
Look at your customers. Do some buy more, place more frequent orders and cost less to 
serve? How many of these “dream” customers do you have? Why not go find more like 
them, rather than beating the bushes for every possible new customer? Once you crunch 
numbers, the type of customers you want to add to your client list will be clear. Use all 
your energies to find and close 50 or 100 more customers just like them. Calculate the 
lifetime value of each group. Determine what you have that these customers like best. If 
you sell through affiliates, the same concept applies. Rather than looking for just anyone 
who is willing to resell your goods or services, diagnose what makes your best affiliates 
tick and find more like them. These top customers and affiliates are also your best 
referral resource. Pursue this “Dream 100” strategy with fierce discipline and tenacity. 

7. Use an Arsenal of Marketing Weapons
You have seven powerful marketing weapons at hand. How you deploy them, in what 
mix and what timing you use will vary depending on your industry and resources. These 
power tools are: 

1. “Advertising” – Use distinctive ads with headlines and text that hold attention.
2. “Direct mail” – Be regular and consistent. Put your message on the envelope.
3. “Corporate literature” – Focus on your customers and spark their curiosity.
4. “Public relations” – Get publications to write about you; develop media contacts.
5. “Personal contact” – Face-to-face contact gives life to your work with clients.
6. “Trade shows and market education” – Get noticed to gain traffic and leads.
7. “Internet” – Build relationships, offer “webinars” and convert traffic to sales.

8. Provide Visual Stimulation to Help Sales
People take in most of what they know – up to 85% – through their eyes. If you don’t make 
use of that power in your sales and marketing, you are wasting most of your efforts. You 
speak at about 125 words per minute, but people can comprehend information at more 
than 400 words per minute. Your audience will drift off if your material doesn’t move fast 
enough to hold their attention. Great visuals keep their minds active and focused. Treat 
your slides’ headlines as prime “real estate.” Keep your presentations simple and fast 
paced. Use good stories. Focus on your audience. Be confident, but not arrogant. Refer to 
your presentation as an “executive briefing” to avoid saying that it is a sales pitch.

9. Do the Hard Work to Land Dream Clients
How do you land those 100 dream clients? First, choose them. This requires research, 
including asking the current members of your client list for other top candidates. Send 
those candidates small gifts that generate attention and relate to your message, but take 
care not to violate most companies’ rules against gifts that could be construed as bribes. 
Send a short, compelling letter with each gift. Put your dream-100 marketing push on 
your calendar, and send prospects a gift and letter every two weeks. 

Follow each gift and letter mailing with a friendly, focused phone call. You must develop 
the skill to get past each executive’s gatekeeper. Once you have a client’s ear, your goal is 
to get the opportunity to make a presentation. Focus your presentation on market data more 
than product data, set buying criteria that make your products persuasive, hit the pain point 
that you are going to solve for the client and then reveal the “smoking gun” – that crucial 

“Superstars…are 
those you can put 
in a bad situation 
with poor tools, 
no training, and 
bad resources and 
still, within a few 
months, they 
begin to...build 
your company.”

“There’s always 
a smaller number 
of ‘best buyers’  
than there are all 
buyers…marketing 
to them is cheaper 
than marketing to 
all buyers.”

“If you ignore 
the power of 
incorporating a 
visual component 
into your sales 
and marketing 
process, you may 
as well deliver it 
in a closet. Fail to 
stimulate the eyes, 
and the brain 
tunes out.”

“By continually 
fi nding more clever 
and aggressive 
ways to get in 
front of these 
dream buyers, you 
actually earn their 
respect in the
long haul.”
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piece of “evidence” that shuts out your competition and makes your case. Only when this 
education is complete do you present your product or service. Treat prospects as the special 
clients you know they will become and you’ll stand a greater chance of making the sale.

10. Develop Deep Sales Skills
Do doctors, violinists or athletes study and prepare? Of course. Selling requires exactly 
that commitment, preparation and dedication. Practice and polish your core skills. Focus 
separately on these components of the sales process to develop expertise:

 • “Establish rapport” – Most great salespeople have clients who are also friends.
 • “Qualify the buyer” – Use questions to identify your dream customers.
 • “Build value” – People are likelier to buy if they see your offer’s worth.
 • “Create desire” – Take clients through questions and stories that intensify their sense 

of need for your products and services. Use compelling data to stimulate them. 
 • “Overcome objections” – Great salespeople avoid taking “no” for an answer.
 • “Close the sale” – Getting orders requires knowing when to stop selling, stop talking 

and hand the customer a pen.
 • “Follow up” – Stay close to your customers. Don’t let anything come as a surprise.

11. Bond with Your Clients
Great salespeople can fire up their customers, but – alas – every customer begins cooling 
off the moment the salesperson leaves. Hence, you can’t afford to get too far out of 
sight because you’ll rapidly evaporate from the customer’s thoughts. The cure is to use 
mechanisms other than your physical presence to stay in the client’s mind and heart. 

Use follow-up letters and phone calls (you call the client first). Find an excuse to contact 
the client to share an amusing or interesting story. Invite them to your parties, take 
them to lunch and find every reason to build a strong personal connection. Use faxes, 
e-mails and cards in addition to letters. Mix things up to keep their attention. Find a 
fun activity that can include the customer’s family. If you bond with someone’s family, 
your connection becomes even stronger. Inviting people to your home is the ultimate 
transitional step from a merely professional relationship to the personal. See if you can 
provide clients with real help and expertise to boost their businesses. Pass along a lead or 
a bit of market intelligence. Become a valued resource not just a sales rep.

12. Focus on Goals, Effectiveness and Action
Set goals to focus your attention on the things that matter most. An entire industry exists 
to convince salespeople that what they think determines what they can accomplish. You 
decide who you are and you can modify your behaviors by changing your thinking. 
Many studies and theories discuss how this process works, but the main thing is for you 
to learn to harness its power. Use sales affirmations, goal-writing workshops or some 
other process that helps you focus on your purpose. Repetition is vital to changing your 
thought process permanently. Track your team’s sales numbers and your own. What gets 
measured gets managed and what is not measured is invisible. To create the ultimate 
sales machine, take action toward your goals.

  About the Author
Chet Holmes is a leading corporate trainer. Nearly 1,000 companies have learned his 
sales method. He lives in Los Angeles.

“Enthusiasm is 
contagious…your 
job is to keep the 
prospect hot on two 
things: you and 
the sale.”

“Most people 
spend more 
time planning a 
vacation than they 
do planning 
a life.”

“If you make 
this book your 
sales, marketing 
and management 
bible and study it 
again and again, 
you’ll never need 
to know anything 
else to rule your 
market. That 
and pigheaded 
determination.”


