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Mind Y‘%ur Business

Ron Karr:

1A

Business 1s

Nothing More
Than Solving
Problems”

By Yitzchok Saftlas

show on America’s leading talk radio station. The show features Fortune 500 CEOs, CMOs, and top business leaders, where they share

E very Sunday evening since July 2015, Yitzchok Saftlas, CEO of Bottom Line Marketing Group, hosts 77WABC’s “Mind Your Business”

their business knowledge and strategic insights on how to get ahead in today’s corporate world. Since Q2 2017, the 77WABC “Mind Your
Business” show has remained in the coveted Nielsen “Top 10” in New York’s highly competitive AM Talk Radio market. Guests have included
John Sculley, former CEO of Apple and Pepsi; Dick Schulze, founder and Chairman Emeritus of Best Buy; Beth Comstock, former Vice Chair
of GE; and Captain Sully Sullenberger, among nearly 200 senior-level executives and business celebrities.

Every other week, TJH will feature leading questions and takeaways from Yitzchok’s popular radio show.

n a recent 77WABC “Mind
Your Business” broadcast,
Yitzchok Saftlas sat down to

speak to Ron Karr about the secrets
behind his remarkable success.

Karr is a speaker, marketing con-
sultant, and Fortune 500 sales ex-
pert based in New Jersey. He was
elected as the president of National
Speakers Association for 2013 and
2014 and is the president of Karr As-
sociates, Inc. Karr is the facilitator of
the Chief Revenue Officer Mastermind
Forum and the creator of the Velocity
MindsetTM sales concept. He is also
the author of a bestselling book on
sales, called Lead, Sell, Or Get Out of
the Way: The 7 Traits of Great Sellers.
In the book, Karr details his time-prov-
en and successful sales philosophy and
methods.

Yitzchok: Ron, let’s go back to
your roots. You’re a sought-after
speaker, you wrote a hugely suc-
cessful book on sales, and you
were president of the Nation-

al Speakers Association at one
point. Were you a born sales-
man? What’s your backstory?

Ron: The story I usually begin my
speeches with is how I was diagnosed
with a speech impediment called rhot-
icism at the age of fourteen. Rhoticism
is the inability to pronounce the letter
“R.” Tt caused me a lot of grief and hu-
miliation, especially with a name like
Ron. After being bullied mercilessly for
years, I finally went to a speech thera-
pist for help. I quit after just 45 minutes
because it was just too awkward and
too hard. I went back to my comfort
zone, like we all tend to do. But around
a year later I decided to try again, and
I committed to stick with it for as long
as it took. It took more than two years
— but who would have thought then,
that 43 years later, I would have been
inducted as the fortieth President of
the National Speakers Association?!
So the question I ask my audiences,
and this a great way to start the show
today: what’s your impediment? What
stops you from doing more?

YS: That’s such a great thought
and a great way to start. You
have to ask yourself— what’s my
challenge? You have to challenge
yourselfin order to go places.

RK: Well, in sales, you have to
challenge people because we have to
get their attention, they have to be en-
gaged. One of the best ways to engage
people is by challenging them in a pos-
itive way.

YS: Ron, in your book Lead, Sell,
or Get Out of the Way, you talk
about such a wide range of top-
ics. Tell us how you came up with
that title.

RK: When people think of sales-
people, they think of “talking too
much.” To break out of that stereotype
and be a successful salesman, you have
to be a leader. You have to lead people
through a conversation to see what’s
important to them. You have to help
them see what you're selling as it really
is and what the consequences will be if
they don’t get it.

That’s why I called my book Lead,
Sell or Get Out of the Way. If you don’t
lead the customer, you're not going to
make the sale and you’ll be pushed out
of the way. The number one thing to
remember is to look at yourself as a
leader, not as a salesperson. The sec-
ond thing to keep in mind is the con-
cept of psychological selling. If you
start presenting your solution before
you give context, it lands flat. But if you
lead them through the conversation to
where you're trying to go, they’re going
to be engaged, and they’ll probably end
up doing business with you.

YS: Over the past 30 years,
you’ve developed the concept you
call the “Velocity Mindset™”, It’s
such a fantastic concept — even
Jjust saying it causes an adrena-
line rush! Can you explain to us
what a Velocity Mindsetis?

RK: Well, the example I use is, if
you're a manufacturer, and you invest
a lot of money in a big machine and
you're only producing ten units a week,
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that’s going to cost you because the
overall costs are more than the worth
of each unit. But if you increase pro-
duction to a hundred units, your costs
will go down and your profit will go up.

The question we all have to ask
ourselves is, how can we do more in
the time that we have? We all have the
same amount of time, right? We have
to keep asking ourselves how we can
sell more in the time we have and how
can we sell faster. How we can success-
fully leverage the sales cycle? It’s really
about how to become more successful.
We do the same sales cycles as every-
one else, but we do more in less time.
That’s what the Velocity Mindset is all
about.

YS: You say salespeople often
sabotage the chances of their
success by having the wrong
conversation. What does that
mean? What is the wrong con-
versation in the world of sales?

RK: The wrong conversation is
when the salesperson is self-focused.
They're talking a small conversation
around the products, and they’re not
getting to what’s important to the
customer. What you have to do to get
the attention of the customer is take it
away from yourself. The way you build
a relationship is by bringing ideas to
people and help them get to where they
want to be.

So the next time you call a potential
customer say, “I really want to ask you
an important question. When it comes
to your money in the future, what are
the three things you want your money
to provide for you?” When you ask a
question like that, there’s a change in
the brain. All of a sudden, the guard
that they had up to protect themselves
from the persistent salesman goes
down. Why? Because they are thinking
about themselves and how what you’re
selling can benefit them. That’s where
you want to lead them.

YS: The key is to focus on the out-
come.

RK: Yes, exactly. I teach sales ex-
ecutives and CEOs that you have look
at yourself as a leader. You have control
over the situation. Your number one
job is not to sell anything; your num-
ber one job, your priority, is to create
an environment where someone wants
to engage with you. Most people do it

wrong, because they talk about prod-
ucts and services and remain self-fo-
cused. But, if you elevate the conver-
sation beyond the product to what I
call the enterprise conversation, then
you'll get to the bigger picture. Youre
going to be able to get into bigger con-
versations that you wouldn’t have got-
ten into before. It’s no longer about a
product; it’s about those things that
are quantifiable and qualifiable within
the whole picture. And that is what will
separate you from everybody else.

YS: Does this apply to busi-
ness-to-business as well?

RK: Oh, absolutely. When I leave
a voicemail for potential business cli-
ents, I say, “Please give me a call so I
can share some ideas with you.” It’s all

people say no to you, they’re not re-
jecting you. It’s simply an answer
with no risk involved. “Yes” is a risky
answer. Tenacity doesn’t mean you
keep going after a bad prospect. But
if you're getting a “no,” find out what
you're missing. Maybe you need to ask
a better question. Maybe the timing
isn’t right.

YS: What would you say defines
a master salesperson? Is it sim-
ply someone who can sell any-
thing?

RK: Yes, in a way. But it’s not
just about selling. It’s about helping
others solve their problems. To me, a
master salesperson has both the em-
pathy and tenacity, and they’re really
out there helping others succeed. If

A master salesperson has both the
empathy and tenacity, and they're out
there helping others succeed.

about them. Now, they’ll call me back.
Not all of them, but all we’re looking
for is an increase of ten-twenty per-
cent. That way, we’re making a lot more
money by focusing on the client instead
of the product.

YS: What are the main charac-
ter traits you think a successful
salesperson should be hard-
wired with?

RK: Great question. The number
one trait is empathy. We want people
who can empathize, and we want peo-
ple that can really get into the world
of the customer’s business and see it
from their perspective so they can help
solve their problems. Business is noth-
ing more than solving problems. It’s
not about selling. If you go into it that
way, you may get a transactional sale,
but you’re not going to get a lifetime
customer and it’s going to be price de-
pendent. But if you really want to sell
at a higher value and higher prices,
you have to find out what they’re try-
ing to get to.

Tenacity is a close second. When

you help others succeed, you'll make
more money than you ever thought
was possible.

YS: Here’s a tough question.
How do you sell something
that the customers believe is
too costly? At the same time,
the salesperson feels that they
don’t know if the value is really
there for the price they are ask-
ing. How would you coach that
salesperson?

RK: Well there’s a lot of things
that come up for this answer. Num-
ber one — you've got to own the offer.
You've got to believe in it. If you don't,
then there’s no way you're going to be
able to sell it. The first time someone
has an objection, you're going to cave
or they’re going to feel your hesitancy.
The question you have to ask yourself
is how can I turn it around so that I
do believe in my offer and product? To
do that, you have to look at the costs
of the lifetime and not just at the time
of sale. You have to think about how
you're going to help that customer in

terms of price productivity and market
share. Always use the bigger number,
because the bigger number always
serves you and your customers better.

YS: Holding onto the idea about
the salesperson believing in the
product: if the salesperson is not
allin, they’re not invested. But if
they take a step back and start
Jocusing on the outcomes, they
can re-engage.

RK: Yes. It’s about outcomes, but
it’s also about understanding what
your strengths are. You will never be
able satisfy a customer a hundred per-
cent, and you're always going be lack-
ing something. Instead, concentrate
on what your strengths are and look
for opportunities.

YS: Ron, you facilitate a Chief
Revenue Officer Mastermind
Forum. What it is all about, and
who qualifies for it?

RK: This group is for a vice pres-
idents and CEOs — people that are re-
sponsible for driving the sales of their
companies. When a vice president or
CEO of a company has challenges,
who can they to speak to? They can’t
talk to the president; they can't talk to
their investors. So we created a safe
forum for people that have a couple
of things common. Number one, they
want to build a high-performing, high-
growth company. Number two, they’re
going to play hard. And what I mean
by that is, they’re going to come to
these meetings and they’re going to get
vulnerable and open themselves up to
get peer-to-peer mentoring and ideas
from other people. And of course,
you get the facilitation by me and we
bring in some other speakers. But, it’s
a membership, not a program. It’s not
for everybody. We interview all the
potential members to make sure they
qualify. We look to see if they have the
right attitude, if they have something
to give to other participants.

YS: Ron, do you have a final
takeaway for us?

RK: You have to stop worrying
about yourself and how to make the
next dollar. You have to just go in and
be present in a conversation. If you
focus on helping people get to where
they want to be, your success will be
automatic. /AN



