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This chapter is about image carriers that reach your business relations electronically.

First we will look at e-mails, then electronic direct mail, CD-ROMs and websites. 

3.1 Writing effective e-mail messages
Is there anybody these days who does not write e-mails? Electronic post has reached

enormous volumes, certainly in the business world. It is fast and cheap. An e-mail

does not have to be formal, so you do not have to spend a lot of time on it. Or do you?

Do not be mistaken. You do! The reason is that all your business correspondence

gives some impression of your identity, thus influencing your image. That is certainly

the case with electronic correspondence, or e-mails. Poor grammar and bad spelling

tell the reader (whether an existing or potential client) you do not care about him or

her all that much. 

Like you, most e-mail users receive dozens of e-mails a day – and that is a

conservative estimate. In that huge flow, it is crucial that your message is eye-

catching and attention-grabbing. You have to ‘crash through the front door’ and state

your purpose absolutely clearly in the first paragraph, in a short and snappy way. But

then again, do not exaggerate – exaggeration is annoying. In that sense, an e-mail is

no different from a traditional letter. Apart from an eye-catcher and a summary, the

first paragraph should also provide the structure for the rest of your message.

So how do you start off? Begin with a greeting, or a brief word of thanks. Then write

your main message in one or two short sentences, ending by stating what you expect

from the reader. In the paragraphs that follow, you can give additional information or

arguments and describe the advantages to the reader. The last paragraph should

once more contain the core of your message, after which you sign off with a greeting.

Just as a letterhead and a signature at the bottom of a traditional letter serve to show

the reader who is the sender, your e-mails should include clear sender information.

Always place your own name, company name, address, telephone and fax numbers at

the bottom of your message – unless your contact(s) with the receiver are so frequent

that you can afford to leave them out. If you are not sure where your message will end

up, add your contact details. An electronic signature is sure to make a good and

reliable impression on the people receiving your offers and other commitments.

In answering an e-mail message you have received, leave the subject line unaltered,

so the receiver of your reply will know instantly what the message is about. Write

your reply above the text you have received. Most e-mail programmes offer you the

chance to request a ‘notification of receipt’. Do not expect every receiver to honour

this request, certainly not if you add it to all your messages. The same applies to

messages you label as ‘priority’. It is not advisable to deal with different subjects in

one and the same e-mail. Instead, send separate e-mails, so that the receiver can

open and/or file them separately. And finally, use your spelling check!

Digital image carriers3
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Your EU business partners will expect your company to have a business e-mail

account. Using a free e-mail account for business purposes will not convey a

message of professionalism or help you establish a solid image. Of course, there is

nothing wrong with having a personal free e-mail account and with sharing that

address with business relations. As long as it is clear that it is your personal e-mail

address and not that of your company. On the whole, EU business people prefer to

‘talk’ business via business e-mail accounts, so they can be sure the information

exchanged travels to and from the right places. 

• be direct

• start with the main message

• beware of spelling mistakes

• do not forget your company address

• place your reply at the top

• restrict your use of requests for a notification of receipt and ‘priority’ tags

• deal with different subjects in separate mails

• keep in mind that e-mails also carry your identity

• properly address first-time contacts or new business relations

• do not start off in an informal way

Hints for e-mail
messages

How to write a professional e-mail (an example)
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3.2 Electronic direct mail
The criteria for effective letters also apply to an electronic direct mailing campaign.

The main problem here is: will the message be opened at all? Because sending 

e-mails is fast and cheap, the flow of e-mails is tremendous. As a result, European

business people do not sit at their desks anxiously waiting for the next incoming 

e-mail message. Instead, when checking for e-mail, they frantically try to go through

most of them, deleting many messages after having read only the subject line or the

first line of the body text. Beyond that, there is the fear of being hit by a virus. 

These are the main reasons why a promotional campaign based on e-mails,

especially e-mails with attachments, may not generate the response you expect. In

many cases, the message will be deleted from the ‘Inbox’ without even having been

read.

In other words, do not overestimate the effect of running an electronic direct mailing

campaign. If you decide to do it, always follow-up by fax, ordinary mail and telephone.

3.2.1 Spam

The EU law says the following about sending unsolicited commercial

communications: Article 13(1) of the Privacy and Electronic Communications

Directive requires EU Member States to prohibit the sending of unsolicited

commercial communications (SPAM) by fax or e-mail or other electronic messaging

systems such as SMS and MMS, unless the prior consent of the addressee has been

obtained (opt-in system). 

The opt-in system is mandatory for any e-mail, SMS or fax addressed to natural

persons for direct marketing. For legal persons it is optional; Member States may

choose between an opt-in or an opt-out system.

For all categories of addressees, both legal and natural persons, Article 13(4) of the

Directive prohibits direct marketing messages by e-mail or SMS which conceal or

disguise the identity of the sender and which do not include a valid address to which

recipients can send a request to cease such messages.

It is highly recommended to make sure you know which rules and regulations

regarding the use of e-mail for direct marketing activities apply to you. Regardless of

the rules, however, it is obvious that spamming can be very harmful to your image. 

For access to the European Union Law visit: 

http://eur-lex.europa.eu/en/index.htm

3.3 CD-ROMs: your virtual image
In addition to or in the place of corporate brochures, product sheets and product

catalogues, presentations nowadays are often put on CD-ROM. A CD-ROM designed

in a professional and user-friendly way can boost your image. But remember that a

major disadvantage of CD-ROM presentations is that receivers cannot browse

through them in any given place. 
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While a printed brochure can be explored in a few seconds for a first impression, a

CD-ROM must first be inserted in the CD-ROM drive of a computer. Imagine the

businessman who has been to a trade fair and received a CD-ROM with your company

presentation. Having returned to his office, he will be confronted with mail on the

desk, and new e-mails in his mail box. What will be his first priority? Chances are

that the CD-ROM will be slipped into a quiet corner of his bottom drawer. On the

other hand, a CD-ROM can be a very effective means of giving a multimedia

presentation at an exhibition. 

pros cons

• fast and flexible • low click-through rate

• 24 hrs global exposure • regular updating necessary

• inexpensive • intensive website promotion

• enhancing image

For company information, product details, order registration, on-line price and stock

information 

Websites

3.4 Websites that make sense 
The Internet offers an additional medium for promotional campaigns and for

establishing a strong image. Apart from the fact that ‘Net Presence’ - or

having a website - is associated with being a modern, professional

organisation, the Internet offers display possibilities and advertising space.

Your company profile, brochures and catalogues can be digitalised and put on

the web. By placing promotional materials online, you can save on printing

costs, while still being able to update the information at any point in time

without substantial costs. In other words, it is an economic and flexible option.
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3.4.1 How to develop and maintain an image-building website

• Design the site in accordance with the desired corporate image.

• Build a site that is professional, attractive and fast!

• Grab and hold the visitor’s attention: the website of your competitor is just one click

away!

• Offer the most important information clearly and concisely (What would a potential

customer want to know? What is your added value, your USP, testimonials etc.?).

• Text blocs must be short and to the point (web users do not read extensive texts).

• Offer a download option for background information, datasheets and annuals.

• Develop a logical and simple navigation system.

• Register the site with all well known search engines.

• Make sure your site is linked to other relevant websites.

• Check the links regularly.

• Update and renew the site regularly, so as to offer up-to-date information and to

encourage repeat visits.

• Include a ‘What’s-new’ page.

• Promote your site on all of your promotional materials.

• Track and profile visitors by offering an e-mail update service.

• Ask visitors for feedback.

• Offer an online helpdesk.

Web promotion is a must

Once you have a website, do not fall into the trap of sitting back and relaxing. Your

website will not be effective as a promotional tool unless you actively attract your

target group to visit it. 

To help you attract the right visitors to your website, the CBI has developed a manual

on website promotion. You can download it for free at our website:

www.cbi.eu/marketinfo
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3.4.2 Online news room

Positive news about your organisation or products published by the trade press are a

major image enhancer. Journalists may be the world’s greatest experts when it

comes to the Internet. When they put together articles or specials, chances are that if

they do not find you or the information you have to offer on the net you will not be

included in their write-ups. 

One way of serving their needs and making life easy for them is to create an online

news room. A useful online news room is a huge time- and money-saver and is not

hard to produce. 

If you are considering creating a news room, you should ask yourself: “Are we able to

provide interesting news on a very frequent basis?” and “Are we able to keep the

news room updated?”. Obviously, it does not make sense to create a news room if you

hardly ever have any interesting news or are unable to manage it properly. In practise,

only the bigger organisations or institutional organisations maintain online news

rooms. 

Your news room should be a structured and easily accessible archive of everything

that might interest journalists. For example: news releases, press conference

agenda, events agenda, photo stock, corporate and executive publications, facts and

figures, reports, policies, financial results, organisational structures, speeches,

awards and so on. Easy access, seamless and quick navigation and interesting, up-to-

date information are essential for any effective news room. Rather then requiring

journalists to register or sign in for access, offer them the possibility to leave their e-

mail address if they wish to be keyed in on your latest news. 

The face you present to the media must be highly professional. Targeting journalists

means avoiding any form of presentation that is showy, but slow and distracting.

Make sure they can find what they are looking for quickly and effortlessly. A simple,

easy-to-navigate and clean-looking news room is all they need. Your press releases

should be placed in chronological order, with the most recent one at the top. Apply

the rules of traditional press release writing. 

Provide multiple versions of accompanying graphics: 72 dpi resolution materials for

digital publications and 300 dpi resolution materials for printed publication. Make it

easy for journalists to get the graphics they want by providing your releases with

links. 

Finally, one must-have element for every news room is a search tool with which

visitors can search through all of your information.  

3.5 E-news letter
An e-mail newsletter is a quick and cheap way to distribute news and information

about your company. Another advantage over a printed newsletter is that with a

digital version you can keep track of who opens your mail or how many people visit

your website after you have sent it. An e-newsletter also allows you to time the

moment your information pops up in the mailbox of the recipient. Its short production

time, moreover, enables you to be as up-to-date as you want. 

a news page on your
website may seem
interesting, but it will be
counterproductive if it
does not contain much
real news, or if you fail to
keep it updated 
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Disadvantages are the possible irritation your e-mails may cause with recipients and

the fact that spam filters may hinder your e-newsletter from reaching the recipient at

all. 

Note that the more details you require from readers signing up for your e-newsletter,

the more likely they are to back out. Encourage them to register by only asking for a

few details, guarantee that you will protect their privacy and promise a unique benefit

that is only for subscribers to your e-mail newsletter.  

Here are some elements every newsletter should include:

• a procedure for signing up and signing out

• a link to your privacy statement

• the date of issue

• your complete company details.

For further instructions on content items, see under sub-heading, 2.11 ‘News

Letters’. Bear in mind, however, that information shown on a screen tends to be

scanned even more superficially than printed matter. Apply a direct writing style that

will arouse interest, making proper use of intriguing headings and introduction texts,

followed by ‘Read more’ links. 
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‘Personal image carriers’ are people who represent your company and, as such, have

direct personal contact with business relations. In spite of, or perhaps thanks to, the

enormous expansion of electronic communication media in the past ten years,

personal contact is still decisive in reaching actual business agreements.

4.1 Personal visits that pay off 
If you seriously plan to enter the export business, prepare for personal contact. Like

all other business, export is carried out by people and based on personal relations.

There is no better way to develop a relationship than through face-to-face contact.

Make sure you know the key persons as well as the do’s and don’ts, the cultural

peculiarities, in your target market. Also make sure you understand the business and

the needs of your prospect(s).  Remember that often buyers will base their decisions

on a personal relationship – especially if your product is not unique and there are a

lot of competitors. 

Personal image carriers4

4.1.1 Getting set for a visit

A personal visit to a customer or potential buyer requires thorough preparation. The

basis for this preparation is made up of knowledge of the company, its products

and/or services, the company management, production opportunities, its present

market, references and insight into the needs of the business partner. The rest is up

to you or your (sales) representative. 

If your representative succeeds in answering the customer’s needs with appropriate

arguments, providing the right supporting evidence and presenting tailor-made

solutions to existing problems, he or she will give a professional impression. His or

her enthusiasm, professionalism, (self-)confidence, product and market knowledge,

punctuality, transparency and reliability all contribute to a positive impression and,

hence, a positive image.

pros cons

• personal contact • time-consuming

• immediate feedback • high cost per contact

• negotiating on the spot • reluctance with buyers

• partner assessment

Use selectively for well-defined prospects and existing clients. Also for follow-up 

activities and in markets with a limited number of potential buyers, and for market 

research.

Personal visits
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4.1.2 What you should have at hand

If you want to establish a professional image with a potential client, do not visit

empty-handed. Make sure that when you are there you can at least provide the

information or items a client might reasonably expect from you given the purpose of

the meeting, such as:

• literature

• product specifications

• production and export capacities

• samples

• data on sizes, weights

• packaging

• container quantities

• FOB and CIF prices

• duties and taxes

• shipping schedules, agents, rates

• conditions for agents/importers.

Armed with this information, you will find it easier to discuss product adaptations or

to estimate a landed cost price on the spot. The purpose of all this is to show that you

are a serious partner prepared for serious business and that you expect to establish

at an early stage, together with the potential client, whether or not there is a basis for

business. If your preparations exceed your clients’ expectations, you will both benefit.

4.1.3 What to wear?

Dressing is another aspect of preparation that can strongly influence your image.

Allow your common sense to dictate what you wear. In general, most professional

salespersons dress for the occasion. At the same time, it is advisable to wear clothing

in which you feel comfortable and self-assured, and that suits the sector in which you

are active. Here are some guidelines:

Dressing for men Avoid light-coloured clothing. It is safe to wear a medium dark blue, grey or brown

suit. A blue shirt and conservative tie make a safe combination.

Dressing for women Try to steer away from an overly casual look. It is usually acceptable to wear 

a medium dark, solid colour dress, a ‘deux-pièces’ or a tailored suit with a 

complimentary blouse. Do not wear flashy jewellery or anything that ‘jingles’.
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4.2 How to meet
You are going to a business meeting, because at least one of the parties involved has

a specific reason for it. Reasons may vary from introducing one’s company to closing

a deal or solving a problem. So is there a fixed procedure for effective meetings? Not

really. There are a lot of guidelines and do’s and don’ts, but there is no rigid script.

The effectiveness of your meetings depends largely on your ability to ‘read’ the

situation. Still, there are some points to bear in mind for different types of meetings.

4.2.1 Meeting to get acquainted

Keep your introduction short. Explain in no more than five minutes who you are, what

you do, what your aim is and why you wanted to visit this specific buyer. Keep it

simple, so the buyer can make notes. 

After your introduction, encourage your contact to take over and to start talking about

his or her company and its needs. Ask questions at appropriate intervals. Show that

you are interested and impressed, and make notes. Once you have analysed the

information provided by the buyer, you are ready to qualify it and to create a win-win

formula. Link the business and the needs of your potential customer to the benefits

you can provide. Give more in-depth details about yourself, your company and its

products/services and present arguments to prove why you are a suitable business

partner. 

This is the point at which you have to display your understanding of your customer’s

business and need. It is also the moment for establishing your knowledge about your

own products, specifications, production costs, relevant international marketing

issues like planning, development procedures, standards, logistics and contractual

terms. The positive, professional image you give at this stage of the meeting will

provide your potential partner with more of a buying argument than a sharp price

will. Remember that reliability is crucial to establishing a long-term relationship!

4.2.2 Meeting to sell

Selling requires a careful strategy, although it does depend on the level of the sales

track. You will not get many chances (if any) to start again. Once you go wrong, it will

be very difficult to find your way back and come out on top. It is helpful to be aware of

the phase of the sales track in which you find yourself at the moment of the meeting.

Is this your first meeting following a request for an offer, are you going to present

your offer, or are you there to close the deal? The way you conduct your meetings in

the various phases of the sales track will heavily influence the outcome.

In the acquisition phase

Every sales book will tell you that ‘asking questions’ is the key to success in selling.

But what exactly are you going to ask? It would be rather pretentious of us to tell you

exactly what to ask. But what we do know is that the person posing the questions is

the one in charge of the conversation. Obviously, you have set yourself a goal for the

meeting. To achieve that goal, it helps to be in charge of the meeting rather than

merely reacting to the other person’s moves.
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Selling becomes much easier if your offer is tailored to the customer in all aspects.

Here are issues you must gain knowledge about during your meetings:

• the company of the buyer

• the market and the products/services of the company

• the buying structure of the company

• the buying procedure 

• the buyer himself

• the use the buyer has for your products/services.

Make sure you obtain enough information to be able to calculate the advantages of

your products/services over the alternatives and to determine which next step will

bring you closer to your ultimate goal: an order.

In the sales phase

In the sales phase you present your offer and try to close the deal. Ideally, each and

every offer you make is accepted. The reality, however, tells another story. You or your

sales representative will need to work hard to convince and score. The way you

present your offer and work towards closing the deal may, in the end, be decisive.  

There are various ways to present your offer: by letter, by e-mail, by fax or through a

personal presentation. Let us have a closer look at the latter.

On the road to closing the deal it is necessary that:

• your offer meets the requirements of your customer

• you present your offer in a clear and understandable way

• you take away obstacles by posing solid and valid arguments

• you cash in on buying signals by embedding them into the implementation or

execution track which is to follow the order

• you ask for the order.

Taking away obstacles (disagreements, objections, doubts, second thoughts et

cetera) is of the utmost importance. Obstacles will hinder you from getting the order,

and if you fail to remove them they will keep resurfacing. When confronted with an

obstacle, do not panic. Obstacles can be useful, as they may provide additional

information. First listen, then try to remove the obstacle. 

1. identify your customer’s needs

2. quantify your customer’s needs

3. time your customer’s needs

Needs assessment

You ask questions to discern the (hidden) motives behind your business partner’s

choices or, in other words, to find out why he may or may not buy from you. 

Example of scoring a
buying signal

A buying signal from
prospect: “Can you
instruct our employees 
for us?”

Seller scoring the signal:
“Of course we can. It
would make the
implementation of the new
software application much
easier for you. Shall I add
it to the project actions?”

Expect to receive buying
signals throughout the
sales cycle
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Here are some do’s and don’ts in taking away obstacles:

• show empathy and understanding

• take notice of the customer’s body language

• if the issue is not totally clear to you, ask the customer to elaborate 

• ask what the customer feels is the decisive issue at the heart of the obstacle

• explain and be honest about your limitations

• provide a solution

• verify acceptance of the solution provided

• do not carry on your point

• do not hide away or loose confidence

• do not interrupt or react immediately

• do not ignore the matter

• do not blame the customer for raising the issue.

Is there a chronological order in which to present your offer? Not really. But a helpful

rule of thumb is to begin by presenting your solution to the customer’s ‘problem’,

then to tell about your competences in this field and finally to present the costs.

Changing the sequence means shifting your emphasis to other aspects of your offer.

Generally, you will name your price at the end of the offering phase, so as to

emphasise the solution, your competences and the customer benefits. 

Remember that price negotiations only make sense if your business partner is

seriously interested in doing business with you. If you are not certain about that, it

may suffice to tell him there is room for negotiation but that you do prefer not to go

into exact figures at this stage. Always prepare yourself for having to negotiate.

Rather than giving away a discount, try to trade off the discount.

Like the first impression, the last impression is important. Pay attention to how you

end your meeting. Summarising the meeting, agreeing on the ‘next step’ and

engaging in a brief social conversation are all elements of a proper goodbye. 

4.3 Networking
There are numerous ways to establish contact with customers and prospects and it

should not be difficult to find reasons for contacting them. The fact that building and

maintaining a business network is vital for business is proved by the extensive

number of study books and workshops dealing with this topic. In Your Image Builder

we will take a closer look at the one way of networking, which despite the many study

materials expounding on it, seems to remain difficult for many business people: the

network meeting. Let us just be honest: a lot of people attending a network meeting

show more interest in their coffee cup than in their network partners – perhaps to

hide the fact that they do not quite know how to converse. 

an obstacle not removed
will resurface sooner or
later in the sales track and
keep you from closing the
deal
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Hints for network meetings:

• prepare: check the attendance list beforehand and decide who you want to meet

and why (determine your goals)

• establish contact with one of the organisers beforehand so that on arrival you will

have at least one familiar face to look for 

• remember to take on the right attitude, as your attitude is your most important

asset at this type of meeting

• seize networking opportunities as soon as you arrive and do not wait till you are in

the room

• when checking in, verify who has arrived already

• view the people at the meeting as individuals, not as a mass entity 

• have a one-minute ‘elevator pitch’ ready (see below)

• have at least a few ‘opening’ questions (small talk) ready to open the conversation

• approach people who are by themselves or smaller groups of people: seek contact

with those who will probably appreciate your company

• ask open-ended questions and turn answers into two-way communication

• avoid spending too much time at the bar or in dead areas

• exchange business cards when this is appropriate and relevant

• the golden rule for networking: give and you will receive.

4.3.1 The elevator pitch

At a networking meeting the way people present themselves is crucial for first

impressions. Having a so-called one-minute elevator pitch ready is essential. The

elevator pitch is a concise, clear and carefully practised description of your company.

• has a stimulating opening

• has the target group in mind

• lasts 20 to 60 seconds

• is brought with enthusiasm

• ends with a question or call to action

The best elevator
pitch

When you are preparing your elevator pitch, think goals, not means. Have the target

group in mind, compose a draft pitch and cut out irrelevant information and words.

Remember, a hundred words will last around 40 seconds. Last but not least,

rehearse your elevator pitch before using it. 



4.4 Making trade fair participation worthwhile 
Fairs and exhibitions are among the most efficient

and effective tools for communicating with an export

market. In light of the fact that trade fair

participation means full exposure to the markets and

their buyers, the way a company presents itself at a

trade fair is a matter of top priority. Your presentation

will reflect not only on your products or services, but

also on you personally, your company and even your

country. At a fair, you are totally exposed – not only

your capabilities, but also any weaknesses you may

have. So a fair is a strong tool for establishing a good

image, but an equally strong tool for establishing a

poor image.
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MOTORTEC ‘07. By courtesy of IFEMA (Madrid, Spain), Fototeca, Fernando Madariaga

Trade fair 
participation

pros cons

• concentration of buyers • strong competition

• audience is interested • information overkill

• presence of unknown prospects • advanced planning

• full exposure • high investment

An efficient and effective tool of communication provided it is thoroughly planned and

prepared and based on a long-term strategy

4.4.1 Stand behaviour: a critical success factor

Spectacular stands or displays may be beyond the reach of smaller companies. But

they are not essentially what potential buyers are looking for. What buyers hope to

encounter is capable stand staff: representatives who are thoroughly familiar with

specifications, production costs, relevant international marketing issues like

planning, development procedures, standards, logistics, and contractual terms – the

kind of representative they would like to encounter in

a personal business meeting.

The behaviour of your stand representative is of

crucial importance. He or she is expected to show a

positive attitude, to approach visitors eye-to-eye and

to initiate contact with a smile and a greeting. As a

stand representative, make sure you give a fresh and

energetic impression. Show interest in the visitor.

Limit drinking and eating and avoid smoking while

manning your stand. Keep the stand neat and tidy,

and, whatever you do, do not use that quiet moment

for a quick snooze. Create a reliable image.
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Qualify your visitor

Inquire after your visitor’s interests, the nature of his company, his or her function

and authority. This will not only help you establish whether further discussion is

worthwhile, but also, if it is, which direction to pursue. 

Know your products inside out

Make sure you are completely familiar with production processes and what

adaptations and alterations would be possible. Emphasise the advantages of your

products over competitive products and the benefits for the buyer. Bear in mind that

the interests of a purchasing manager will differ from those of a technical manager. 

Be honest and realistic

Never fake an answer; do not promise what you cannot deliver.

Speak slowly and clearly

At most European fairs you can get by with English. Sometimes, however, an

unfamiliar accent can make communication difficult.

Wear a name badge

This will ensure that you can be easily recognised as the stand holder. 

Keep fit

Manning a stand can be tiring, particularly if you have had a long journey to get there.

It is not a good idea to party all night before or during the fair. Make sure you get

enough sleep. Your composure matters.

Make notes on the spot

Make use of buyer contact forms as a vital source of information. They may serve as a

lead for discussions and will make a professional impression on your visitor. You can

give the visitor a copy of the form to confirm what has been discussed.

Follow-up at all times

If you have promised follow-up, always keep your promise. Silence is killing. Bear in

mind that failing to follow up will jeopardise the image of your company as well as

that of your country.

4.4.2  Give-aways

Promotional items can, if properly used, serve several purposes. They can help you

draw visitors to your stand, generate more leads or turn leads into business. You can

also use them to express gratitude to visitors for visiting your stand or as a souvenir

to remind them of your company or product long after the show is over. Supporting

your exhibition theme or proposition with them can also be effective. However,

promotional items can also be perceived as an ‘empty’ gesture, in which case they

are a waste of time and money.
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Here are 10 considerations to bear in mind deciding on using give-aways:

• choose give-aways that match your goals 

• choose give-aways that match your target groups

• involve stand staff and the premium supplier in your choice

• make sure your give-aways are not too breakable

• have special give-aways for VIPs

• be selective in handing out your give-aways

• if you can use them at more than fair, buy them in bulk

• put your contact details on the give-away

• link the give-away to a questionnaire or game 

• do not forget the press when you are passing around give-aways.

4.5 Telephone calls: meeting without seeing
Meeting without seeing – on the phone, for instance – requires good manners and style. 

4.5.1 Making calls

How to go about making a phone call:

• set yourself clear (primary and secondary) goals for each phone call

• be ready before you call: be informed, have additional

information at hand, concentrate, remove sources of

disturbance et cetera

• make sure you reach and talk to the right person

• keep your opening simple and interesting, explain why

you are calling

• try to establish two-way communication, ask questions

• close with a commitment

• follow-up on the commitment.

Although people cannot see you from the other end of the

line, somehow they can sense you. Therefore, when you are

on the phone, smile, be warm and enthusiastic, use your

hands while talking and, for an important call, stand up. It

will help you a lot.

4.5.2 Taking calls

How to go about taking calls:

• note the time and date of the call 

• verify and record the caller’s name, company name and phone number

• ask for and write down a short statement about the purpose of the call

• put your name or initials on the note as a reference.

4.6 After sales versus customer service
The deal is closed. You have done a good job. Now what? Many salespersons confuse

the word after sales with customer service and miss out on important opportunities.

The crucial difference between after sales and customer service lies in how the

customer experiences working with you or your organisation. Good customer service

is something he may expect, but good after sales will surprise him and make him
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come back for more business. After sales are about giving your customer a positive

feeling about the deal he or she has done. It is aimed at closing new deals in the

future. After sales, therefore, should be part of your sales activities, not of your

customer service. 

Some tips on how to make your after sales work:

• without promising too much, give or do something extra 

• contact your customer after delivery or implementation to make sure he or she is

satisfied

• plan a few future contact moments in your diary, but also make use of spontaneous

occasions for contacting your partner (like congratulating him or her on a job

promotion et cetera) 

• inform the customer if something has not gone according to agreement before he

or she finds out him or herself.

Good after sales can set you apart from others. They will cost you a bit of time, but

can produce great customer loyalty. Quite likely, your customer will spread the word

about your after sales and thus actually start selling for you.



55

101 Ways to Promote Your Business, by Harris & Harris, 1996

101 Ways to promote your website, by S. Sweeny, 2006

Business Cards Basics, Bob Packard, 2001

Corporate Charisma, by Paul Temporal & Harry Alder, 1999

Creating a Winning PowerPoint 2000 Presentation, by Grace Jasmine, 2000

Creating Corporate Reputations, by Grahame Dowling, 2002

Documenting Your Business, by Moss, Stephen R., 2001

E-mail Essentials, by Matt Haig, 2001

Free Publicity for Your Business in a Week, by Guy Clapperton, 2003

How to Design Trade Marks and Logos, by John Murphy, 1996

How to Make a Great Presentation in Two Hours, by Frank Paolo, 1994

How to Market Your Business, by Rosengarten, Ian B, 1993

How to Promote Your Web Site Effectively, by Charyl Rickman, 2001

How to Promote, Publicise and Advertise Your Growing Business, by Kim Baker &

Sunny Baker, 1992

How to Publicise Your Business, by Mike Park, 2000

Letterhead & Logo Design 9, by MINE, 2007

Market Your Business, by Roy Hayter & Helen Lines, 2001

Marketing Corporate Image, by Gregory, James R. & others, 1999

Power of Corporate Communication, by Janis Forman & Paul Argenti, 2002

Profit from Exhibitions and Trade Fairs, by Alan Taylor, 1995

Promotional Design That Works, by Cullen, Cheryl Dangel, 2002

The Corporate Image, by Nicholas Ind, 1999

The Image of a Company, by Ben Bos, 1994

The Power of Corporate Communication, by Argenti, 2006

The Power of Logos, by W.L. Haig & L. Harper, 1997

The Presentation Design Book, by Rabb, Margaret Y., 1994

The Presentation Kit-book, by Ian Linton, 1997

The Pyramid Principle: Logic in Writing and Presentation, by B.Minto, 2002

What Your Business Card Reveals About You, by Lynella Grant, 1998

Winning Sales Letters, by Dianna Booher, 1990

Writing Effective E-mail, by Nancy Flynn, 2003

Your Expo Coach, by the CBI, Rotterdam 2006

Your Show Master, by the CBI, Rotterdam, 1996

Literature



56

Reader’s notes




