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5分钟摘要





英文




决心＋设定目标＋专心＝成功


这是成功的神奇公式。说起来简单，做起来却不容易。你可以根据自己的判断或某些个人因素，以你的愿景替这个公式加进其他项目。

这世界没有永远当红的独门生意——资本主义社会天生就有改变和毁灭两种力量在不停循环，为有决心、有目标并且专心致志的人不断创造新的机会。

你无法一次就学会和鲨鱼共游，高风险的挑战是需要练习和毅力的。


“我很相信运气。而且我工作愈认真，运气愈好。”

——加拿大幽默作家 史戴芬·利考克

“每天工作半天。别管是哪个半天……前12小时，还是后12小时。”

——假日旅馆创办人 凯蒙斯·威尔森

“星期一到星期五的工作是为了要赶上竞争对手，星期六和星期日才是要领先竞争对手。”

——卡里森企业首席执行官 凯特·卡里森





MAIN IDEA





中文




Determination + Goal-Setting + Concentration = Success


This is the magic formula for success. It's easy to explain but difficult to execute. You can add your own extra dimension with vision, backing your own judgment or a host of other personal factors.

No one has the only game in town—there's a never ending cycle of change and destruction inherent in the capitalist society. New opportunities are continually being created for those with determination, goals and concentration.

You don't learn to swim with the sharks in a single outing. High-stakes challenges demand practice & perseverance.


"I'm a great believer in luck, and the harder I work the luckier I get."

—Stephen Leacock, Canadian humorist.

"Work half days every day. And it doesn't matter which half…the first twelve hours or the second twelve hours."

—Kemmons Wilson, Founder of Holiday Inns.

"Monday through Friday are when you work to keep up with the competition. It's on Saturdays and Sundays that you get ahead of them."

—Curt Carlson, Chief Executive of Carlson Companies.





第1部　麦凯销售速成秘诀　
英文



1．关键不在产品本身值多少钱，而是顾客认定产品值多少钱

主要观念

我们对任何产品价格的认知，不是来自于产品本身的价值，而是我们为这项产品创造了多少需求。因此销售产品时，产品价值的决定权是掌握在我们自己手中。

支持概念

只要说得天花乱坠，任何人都可以得到一次订单，但只有真正的销售高手，才能够得到源源不绝的订单。

营销不是销售的艺术，也不只是说服别人掏钱买东西而已。营销是创造情境的艺术，让顾客说服自己掏出钱来消费。最具说服力的做法莫过于，具体证明别人也想买同样的产品。

2．再怎么吸引人的销售提案都会有人不愿接受；营销高手会营造一种情境，让消费者自我促销。

主要观念

你要创造一种气氛，让消费者觉得必须拥有某种条件，才能取得这项产品。这是实质价值有限、却可以拿来向人大大炫耀的产品唯一的销售方式。

支持概念

日本人形容美国人典型的营销计划是：“预备？射击！瞄准。”先做了再说。

彰显自我或独特身份地位的价值要怎么认定？要如何彰显这两种特质因人而异，没有绝对的依据可以遵循。因此销售人员的挑战是，运用这两项特质来提高产品的价值。

3．了解顾客和了解产品所有细节一样重要

主要观念

一旦掌握顾客的特殊兴趣和特质，就可以据此和他们联络、打交道。

支持概念

就以政客来说。如果你有求于他，不要直接开口要求他，应该要营造一种舆论，让政客觉得支持这个立场是受欢迎的，或是采取必要措施让他觉得必须回报你。

了解顾客，就是要了解顾客真正要的是什么。这种需求可能超过产品本身——也许是被认同、尊重、觉得自己很重要或其他各种事情。

4．找出顾客特质的66个问题

主要观念

只要具备正确的知识，任何人都能破除潜在顾客天生的疑虑。“麦凯66问”就是用来有系统、有效率地搜集信息。

支持概念

如果销售只是比谁的价格最低，那么世界上就不需要销售人员了。然而，销售人员的职责就是要确定，你的产品至少得到了一个公平评价的机会。那么该怎么做呢？应该针对任何潜在顾客，诉诸他们关心的所有议题。

搜集这些信息比想象中容易。在一般工作场合之外，顾客对于真正感兴趣的事物，会非常乐意坦诚相告。你也可以从报纸或商业杂志获取相关讯息。“麦凯66问”的表格，只不过是把所有这类数据整理成一套有用的格式。

最后一点，这些数据必须不断更新，因为环境会快速变迁。

5．“麦凯66问”：实战故事

主要观念

只要熟悉麦凯66问中有关顾客的问题，就具备所有与顾客密切往来的必要知识。

支持概念

如何利用这些数据？

问题5——出生日期和地点。顾客生日当天，邀请顾客一起午餐。看到和顾客家乡相关的消息时，剪下来寄给顾客。

问题7-12——教育背景。你会很讶异突然间冒出一些共同的朋友。

问题13-19——家庭。每回和顾客聊起有关顾客家庭的话题时，一定会吸引他们全部的注意力。

问题22——职业背景。最重要的是去看看顾客办公室的墙壁，从顾客墙上悬挂的东西，可以看出他们真正关心的事情。

6．销售提案过程中一旦加进自己的个人特质，顾客就会开始针对你个人响应，而不再针对提案响应。

主要观念

销售过程的挑战在于，要怎么让别人从你的提案中看到，你提议的内容对他们有哪些好处。要做到这一点，关键在于你的提案能够让对方展现他个人的特质。

必须先好好分析顾客，然后再决定公司内部应该由谁来服务这位顾客。了解顾客非常重要——不要以为只是带着吸引人的条件，就可以大摇大摆地去见顾客。

7．如何应付难缠的潜在顾客？

主要观念

优秀的业务员不只能够争取到顾客的第一张订单，还能从同样的顾客手中取得源源不绝的订单。任何人都能获得第一张订单，只要说的谎话够多就可以。业务员是不是够杰出，要看他每天能够拉进来多少重复的订单。

支持概念

试试以下技巧：


	务必注意要透过某人或某些事物的引荐。如果你在大公司服务，公司的广告可能就是你初次的引荐；如果你替小公司服务，找个双方都认识的人引荐。

	事先写封问候信并请求安排会面。

	在你打电话去请求安排会面时间时，向对方秘书保证你只需5分钟的时间，并且保证如果超过5分钟，就会捐献500元美金给秘书喜欢的慈善机构。

	第一次见面自我介绍时，要告诉对方他这个客户对你们公司来说有多重要，以及日后所有业务往来都会由你亲自负责。然后就速速离开，全程约花费两分半钟。

	事后寄上感谢函，再次确认你们上次所谈的事情，并且感谢他拨空接见。



这样管用吗？还有其他的招式吗？你会发现这种做法比起其他做法更有效果。

8．短简产生长期效果

主要观念

寄送私人的短简，可以增强你在顾客面前塑造的专业形象，而且可以创造重复订单。

许多成功人士经常寄送短简。这些短简都是用手写、贴上邮票，在特殊的日子寄出，或者是会议后确认讨论内容。虽然寄送短简只花几分钟，却可以确定收件人不会忘记你。这样可以创造大量的重复订单。

9．寻找新商机的次佳对象

主要观念

别忘了和你的供货商做生意。

商界人士都知道80/20法则：80％的生意来自20％的顾客。现在反过来看，也就是对你的供货商来说，你也是为20％供货商创造他们80％业绩的重要顾客之一。把握这个优势，有机会就要让你也成为他们的供货商。

10．业务人员——不是创业家——所知道的事

主要观念

问问任何一个业务员，世上最悦耳的声音是什么，他们会马上告诉你——别人叫出他们的名字时。把握机会善用别人的名字。

11．盯住时间，而不是手表

主要观念

优秀的业务员总是能让顾客不把他们当成业务员，而是把他们当成可靠、不可缺少的顾问，而且幸运的是这位顾问还由别人来付薪水。业务员的个人特质也许可以为他赢得第一张订单，但只有服务精神和平易近人的个性才能带来长期的生意。

支持概念

业务生涯中最棒的事就是，只要遵循一项简单的原则就能保证成功：每天固定安排打几通业务电话，然后坚持到底。只要你拟定一份确实可行的工作计划表，就一定会成功。

许多业务员都有惰性，而且仿佛不必努力就可以继续保有饭碗。但是你哪时候听说过，有什么成功的业务员是整天闲坐在办公室的？

12．如果没有目的地，就永远到达不了

主要观念

一定要有目标。目标就是有截止期限的梦想。

支持概念

目标不一定需要详细规划，只要实际可行且见诸文字——因为只有这样才能够把目标具体化，并且强迫自己去执行。

设定目标只是在长期追踪你的作业时间，需要有以下3个步骤；


	设定并写下你的目标。

	拟定一套达成目标的计划。

	追踪作业时间以确保计划落实。



13．相信自己，即使没有人相信你

主要观念

只要相信自己，世界上就没有完成不了的事。永远不要放弃。

你一定能够达到目标……只要你设定目标。谁说你比对手不聪明、不优秀、不努力或是没有能力。

旁人对你的评论实在是无关紧要——唯一重要的是你如何看待自己。

14．寻找模范

主要观念

你永远都需要模范。

支持概念

每个领域的超级巨星都有自己的模范，即使他们已经是别人心目中的模范。他们研究自己的模范、模仿他们、和他们竞争，并且设法超越他们。模范是他们面临新挑战时的动力来源，他们会超越原有的模范，然后再寻找新的模范。当你超越最崇拜偶像的成就时，还有比这个更棒的感觉吗？

15．幻想

主要观念

幻想，是把自己投射到某种成功情境的艺术，这是达成个人目标的利器。

支持概念

伟大的运动员似乎都有本事能在事情发生前的瞬间，预先看到下一刻的景象。

人类之所以能生存下来，靠的是对未来怀抱愿景——他们看到事情应该有的样子，而且在成真之前绝不罢手。

16．最简单、最便宜、也最受人忽略的广告手法

主要观念

在车顶漆上公司的名称和标志。所费不多，但是当大楼上班的人往下看时，都会记住你的公司。

17．自以为是白手起家的人，就是最容易下手的潜在顾客

主要观念

你唯一必须做的事，就是让他觉得你的提案正是他的主意。



Part 1　Harvey Mackay's Short Course in Salesmanship　
中文



1. It's Not How Much It's Worth, It's How Much People Think It's Worth

Main Idea

Our sense of what anything is worth derives not from any intrinsic value of the object itself but from the demand that has been created for that object. Therefore, if we are selling something, we hold the key to setting the value ourselves.

Supporting Ideas

Anyone can get an order once if they stretch the truth far enough. The real mark of a pro is getting the reorders.

Marketing is not the art of selling, not the simple business of convincing someone to buy. It is the art of creating the conditions in which the buyer convinces himself to buy. And nothing is more convincing than hard evidence that others want the same thing.

2. There Are Objections to Every Proposition, No Matter How Attractive; Good Salespeople Set Up Situations Where the Customer Sells Himself

Main Idea

You need to create an atmosphere in which the customer must qualify to get the product. That's the only way to sell products with limited intrinsic value but great snob value.

Supporting Ideas

The Japanese describe the typical American marketing plan as: READY? FIRE! AIM.

What value can be placed on ego or uniqueness? These are qualities that everyone sets themselves. There are no definitive guidelines to work from. Therefore, the salesman's challenge is to add value to his product through the use of these qualities.

3. Knowing Something About Your Customer Is Just as Important as Knowing Everything About Your Product

Main Idea

When you know about your customer's special interests and characteristics, you always have a basis on which you can contact and talk to them.

Supporting Ideas

Look at politicians. If you want one to do something for you, instead of asking them directly, you should either create the public climate to make supporting that position popular or do whatever is necessary so that the politician feels they have to return a favor to you.

Knowing your customer means knowing what your customer really wants. It might be more than your product—it could be recognition, respect, a feeling of self-importance or any of a number of other things.

4. The 66-Question Customer Profile

Main Idea

Anyone armed with the right knowledge can break down a potential customer's natural suspicions. The Mackay 66 is designed to make information gathering systematic and effective.

Supporting Ideas

If selling was simply a matter of determining who has the lowest bid, then the world wouldn't need sales people. However, your job as a salesperson is to make sure that your product at least gets a fair hearing. How do you do that? By appealing to all the areas of interest for any specific prospect.

Collecting the information is easier than you might think. Customers are remarkably candid about things that truly interest them outside the usual work environment. You will also read relevant information in newspapers or trade magazines. The Mackay 66 paperwork is developed simply to help organize all this information into a usable format.

One final point, The information has to be updated continuously, as circumstances change quickly.

5. The Mackay 66 Continued: War Stories

Main Idea

By knowing enough about a customer to fill in the Mackay 66, you have everything needed to be in touch frequently.

Supporting Ideas

How do you use the information?

Question 5—Date of birth and place. On their birthday, take them out to lunch. Whenever you read something about their home town, clip it out and send it to them.

Questions 7-12—Education. Its amazing what common friends this can turn up.

Questions 13-19—Family. You'll have their complete attention when you talk about their family interests.

Question 22—Business background. The most important reading you can do is to read the office walls where you call. Offers great insights into where their heart lies.

6. Once You Attach Your Personality to a Proposition, People Start Reacting to the Personality and Stop Reacting to the Proposition.

Main Idea

The challenge is to make others see the advantage to themselves in responding to your proposal. The key to this is letting the other person's personality shine.

You need to put a lot of thought into analyzing customers before deciding who in your company will service that account. Knowing your customer is all-important—don't just march in offering an objectively attractive deal.

7. How to Handle the Tough Prospect

Main Idea

A great salesperson is someone who can get the initial order and ongoing reorders from the same person. Anyone can get the initial order if they are prepared to tell enough lies. It's the level of repeat business generated day in and day out that marks a salesperson for distinction.

Supporting Ideas

Try these techniques;


	See to it that you are introduced by someone or something. If you sell for a big company, your initial introduction can come from corporate advertising. When you work for a small company, look for someone known to both of you who will be your introduction.

	Write beforehand and ask for an appointment.

	When you call to make an appointment, promise his or her secretary that you will be there for only 300 seconds. Promise if you stay any longer, you will donate five hundred dollars to her favorite charity.

	On your first in-person meeting, introduce yourself, tell him his business is important and that you will personally be following through on all contacts. That's all. Leave quickly, taking about two and a half minutes.

	Follow up with a thank you note confirming what you said and thanking him for his time.



Will this always work? Does anything? But you'll find it averages better than anything else you could try.

8. Short Notes Yield Long Results

Main Idea

Short, personal notes reinforce the professional image you are portraying to your clients and generate repeat business.

Many successful people constantly send out short notes. These are hand-written, hand-stamped and mailed out the same day something special has happened to the person they are being sent to or as a follow up to a meeting. It only takes a moment but it ensures the recipient doesn't forget you. And it generates enormous amounts of repeat business.

9. The Second-Best Place to Look for New Business

Main Idea

Don't forget to do business with your suppliers.

Everyone in business knows the 80/20 rule: 80 percent of your business comes from 20 percent of your clients. Now turn that around. This means you are also 80 percent of the business to 20 percent of your suppliers. Make this work in your favor by expecting them to use you as their supplier when possible.

10. What Salespeople—and Not Entrepreneurs—Know

Main Idea

Ask any salesperson what the sweetest sound in the world is and they can tell you straight away—the sound of their name on someone else's lips. Use other people's names at every opportunity.

11. Keep Your Eye on Your Time, Not on Your Watch

Main Idea

The mark of good sales people is that clients don't regard them as a salesperson but as trusted and indispensable advisers who luckily are on someone else's payroll. The salesperson's personality may win the first sale, but service and accessibility bring repeated sales over a period of time.

Supporting Ideas

The best thing of all about a sales career is that success is guaranteed by just one simple rule: Set up a schedule with a fixed number of sales calls to be made every working day and stick to it religiously. As long as you've set a realistic work program, you must succeed.

Many sales people are seized by inertia and act as if they can continue to cling to their jobs without having to exert themselves. However, have you ever known a successful salesperson who sits around in their office all day?

12. If You Don't Have a Destination, You'll Never Get There

Main Idea

You've got to have goals. A goal is simply a dream with a deadline.

Supporting Ideas

Goals don't have to be elaborate. Just realistic and committed to paper—because that's the only way to give them substance, and force you to carry them out.

Setting goals is simply the long-term version of keeping track of your time. It actually takes three steps:


	Set and write down your goal.

	Develop a plan to achieve those goals.

	Keep track of your time to make sure your plan gets executed.



13. Believe in Yourself, Even When No One Else Does

Main Idea

If you believe in yourself, there's literally nothing in the world you can't accomplish. Don't ever quit.

You can accomplish your goals…if you set them. Who says you aren't smarter, better, harder-working or more able than your competition.

It doesn't really matter what anyone else says about you—the only thing that matters is what you say and think about yourself.

14. Seek Role Models

Main Idea

You never stop needing role models.

Supporting Ideas

Superstars in every field keep right on holding role models in front of their eyes, even when they themselves have become role models to others. They study them, copy them, compete with them and try to surpass them. They are a constant source of motivation to meet new challenges. They top old role models and then find new ones. What better way to feel good about yourself than to surpass the achievements of people you admire the most?

15. Fantasize

Main Idea

Fantasizing, the art of projecting yourself into a successful situation is a powerful technique for achieving personal goals.

Supporting Ideas

Great athletes seem to have the ability to see things happen a split second before they happen.

Human survival itself depends on future vision—seeing things as they should be and never stopping until that is the way things are in reality.

16. The Easiest, Least Expensive, and Most Neglected Form of Advertising

Main Idea

Paint your company name and logo onto the top of your trucks. It costs very little and everyone who works in a building looking down on a street will remember your company.

17. Show Me a Man Who Thinks He's a Self-Made Man and I'll Show You the Easiest Sell in the World

Main Idea

All you have to do is make him think it's his idea.



第2部　麦凯谈判速成秘诀　
英文



1．保持微笑和说“不”，直到舌头流血为止

主要观念

你会很惊讶，当你学会说不，你就能得到更好的交易条件。

支持概念

时间永远是卖方的敌人，不是买方的敌人。因此卖方总是希望立刻成交——他们知道如果你现在不买，第二天他们就得给你更优惠的条件。

老练的谈判人员掌握两项重要原则：


	从来没有人因为太常说“不”而破产。

	在任何谈判中，信息是最有力量的工具。长期来看，直觉比不上信息。



2．派出分身

主要观念

准备谈判重要交易前，先派其他人员去了解一下对方的虚实，然后再正式提出条件。

支持概念

这种做法主要是去了解，卖方实际面对一个活生生买方时会有什么反应，借此搜集更多信息。这也可以让你知道对方心中的底牌。

你可以进一步多派出几名不同人员，分别带着不同方案去了解吸引卖方的条件是什么。

3．天底下没有“客满”这件事

主要观念

以下是向饭店订房的技巧，也适用于其他地方。谈交易要像这样；

“你们有500间订房。你我都知道会有人取消，只是不知道是谁而已。我确定一定会有空房，所以我今天就要汇钱过去。等你打电话给我确认我的订房时，我一定会感激不尽。”

他们永远都会回电。

4．了解你的往来银行

主要观念

尽管银行会故意让你产生种种心理障碍，但银行是卖方，你是买方，他们的工作是说服你和他们做生意。所以让他们来说服你，你每次就可以得到比较优惠的条件。

支持概念

银行业者也只是手上有项产品要销售的人——不过那产品是钱。为什么和银行业者开会的地点大多选在他们的地盘？因为他们想要提醒你必须慎重处理金钱。

5．赢得谈判唯一最有效的工具就是，能够谈不成就走人

主要观念

理由很简单——如果你非谈成交易不可，对手只要等待就能立于不败之地。

支持概念

交易条件很少会因为你离开谈判桌而更加恶化。压倒性的胜算在你这一边，为了让你重回谈判桌，磋商的条件会更优惠。千万不要陷入迷思，认为只要条件还有谈判的空间就一定非谈判不可。

6．呼叫“欧迪斯先生”

主要观念

只有在你不敢交易一破局就走人时，这种老掉牙的骗人花招才管用。

支持概念

“欧迪斯先生”这种花招是这么用的。某位汽车业务员给了你一个很不错的报价，你到处询价之后，又回到原先给你优惠价格的地方。这位业务员开始填写数据时，顺口问起其他车商给的报价。这时，买方丢出了他手中握有的最珍贵资产——信息。这位业务员告诉你，这笔交易必须得到业务经理的批准，于是他打开广播喇叭——“呼叫欧迪斯先生”。

随后业务经理出现，业务员也跟着离开。他回来后表示，业务经理不同意这笔交易，于是双方重新磋商回到其他车商的报价水平。为什么大家会受骗上当而不直接走人呢？因为他们对这辆车已经投入太多心力，舍不得没谈成交易就走人。往往最后就付出了代价。

7．合约中最重要的条款，是不会载明的

主要观念

最重要是和诚实的人打交道。如果没办法，就加入一项条款，让你有权检查，和这份合约直接相关的所有账目、纪录、通讯和税务数据。

8．合约可以避免争论

主要观念

有了书面协议，就有希望；没有书面协议，口说无凭。

支持概念

如果和你打交道的人认为有你的口头承诺就够了，每回见面后就写短简给他们。


	感谢他们对你的信任和信心。

	详述交易条件：“关于我对协议的理解，我同意……”



9．他们让你等得愈久，代表他们愈想成交

主要观念

如果有人不厌其烦告诉你，并不在乎这笔交易是不是能成交，其实他们内心并不是这么想。善用这种心理，让这成为你的优势。

支持概念

装作无所谓或漫不经心，通常只是精明谈判者的伎俩，目的是卸除你的心防，让你丧失谈判优势。

10．破釜沉舟最好也要预留后路

主要观念

如果你非得搞定这笔交易才行，最好还是要有个预备方案，以防事情不如预期。

11．只靠心作决定的人，最后一定得心脏病

主要观念

千万不要一时冲动就决定大笔金额的买卖，包准以灾难收场。

支持概念

如果你发现情况正一步步导引你点头说“好”的时候，要赶紧说“不”。事后你会惊讶地发现，交易条件原来可以更好许多。

你有权利也有责任，对于自己任何一笔重要投资保持冷静的思考。

12．不要在布置豪华的地方买东西

主要观念

在下列情况不要接受任何提议；


	周遭环境太富丽堂皇

	有太多生面孔

	离家太远

	在场的人太亲切

	生意条件太诱人

	接受这笔生意后获得的头衔太大



抓紧你的支票本，赶快离开。

13．凡事皆可谈

主要观念

所谓的资本主义就是凡事都有价格。

支持概念

如果富可敌国的公司都可以买卖或是切割成小单位，世界上就没有谈不成的交易。

要买卖任何东西时，你只需要让对方坐下来，然后说明对他们有哪些好处，他们一定会接受的。

14．买方与卖方的战争

主要观念

拥有最高阶的信息、规划和技能的人，长期而言永远会是赢家。

支持概念

卖方运用攻击性武器：

侦察（麦凯66问）、渗透、宣传、广告、公关、改变战术、探查防御弱点、坚持、压力和最后通牒。

买方运用防御性武器：

侦察（譬如派出分身）、时间（包含逃避、幽默或混淆）、小规模冲突的试探，以及突击（例如最后通牒）。



Part 2　Harvey Mackay's Short Course on Negotiation　
中文



1. Smile and Say No Until Your Tongue Bleeds

Main Idea

You'll be amazed at how much the terms of deals will improve when you learn to say no.

Supporting Ideas

Time is almost always the seller's enemy, not the buyer's. That's why sellers always couch their deals in terms of buy now—they know if you don't buy now, they are going to have to give you a better deal tomorrow.

Skilled negotiators operate by two key principles:


	No one ever went broke because they said no too often.

	The most powerful tool in any negotiation is information. In the long run, instincts are no match for information.



2. Send in the Clones

Main Idea

Send in a ringer or a substitute when you are negotiating a very important deal to get some idea of the lay of the land before you start making your own offers.

Supporting Ideas

The idea here is to add to your information base by finding out how the seller reacts when face-to-face with a real, live buyer. It gives you an idea of what he is really willing to take.

You can refine this further by sending in several different clones with differing packages to find out what terms are attractive to the seller.

3. There Is No Such Thing as a Sold-Out House

Main Idea

Here's a technique for getting a hotel room that can be adapted elsewhere. Couch the deal as:

"Look, you have five hundred reservations. You know and I know someone will cancel. We just don't know who it will be. I'm so sure there will be an opening I am wiring you the money today. When you call me and confirm my reservation, I'll remember you exactly one hundred ways."

They always call back.

4. Understanding Your Banker

Main Idea

Despite all the psychological barriers banks throw at you, the banker is the seller, you are the buyer. Their job is to persuade you to do business with them. Make them do it and you'll get a better deal every time.

Supporting Ideas

Bankers are simply people with a product to sell—money. The reason most meetings with your banker take place on their turf is that they want to remind you that money is a subject to be taken very seriously.

5. The Single Most Powerful Tool for Winning a Negotiation Is the Ability to Walk Away from the Table without a Deal

Main Idea

The reason is simple—if you have to make a deal, all the other side needs to do to win is to outwit you.

Supporting Ideas

It's extremely rare for a deal to get worse because you walk away from the table and mean it. The odds are overwhelmingly on your side that even better terms will be negotiated to bring you back. Never fall into the trap of thinking that just because something is negotiable that it has to be negotiated.

6. Calling Mr. Otis

Main Idea

Scams such as the classic Mr. Otis only work when you lose the ability to walk away without a deal.

Supporting Ideas

The Mr. Otis scam works like this. You get a fantastic offer from a car salesman. You shop around and come back to the place that offered you an incredible proposition. The salesman writes it up. In passing, he asks what the other dealers offered for your car. At this point, the buyer tosses away the most valuable asset he has—information. The salesman tells you the sales manager has to okay the deal. He gets on the intercom—"Calling Mr. Otis".

The sales manager shows up, and the salesman leaves the room. He comes back and says the sales manager won't go for the deal, and then proceeds to re-trade it back to exactly the same level the other dealers had offered. Why do people fall for it and not leave? Because they have invested so much emotionally in the purchase of that particular car they can't think of leaving without a deal. And they end up paying for it.

7. The Most Important Term in a Contract Isn't in It

Main Idea

Most important is dealing with people who are honest. If this isn't possible, insert a clause allowing you the right to inspect all books, records, correspondence and tax records that relate directly to the agreement.

8. Agreements Prevent Disagreements

Main Idea

With a written agreement you have a prayer. Without one, you have only air.

Supporting Ideas

If you deal with someone who insists your word is good enough, write to them every day you meet with them;


	Thank them profusely for their trust and confidence.

	Set out the terms of the deal: "As I understand our agreement, I have agreed to...”



9. The Longer They Keep You Waiting, the More They Want to Deal

Main Idea

Anyone who goes to a great deal of trouble to show you they don't care if they sell you something cares a lot more than they are willing to admit. Use this to your advantage.

Supporting Ideas

Feigning indifference or casually disregarding timetables is often just a shrewd negotiator's way to put you off your guard, and therefore giving away a negotiating advantage.

10. He Who Burns His Bridges Better Be a Damn Good Swimmer

Main Idea

If you put yourself into a situation where you've got to win a deal, you'd better have a back-up plan in mind for when things don't work out how you expected them to.

11. Make Decisions with Your Heart, And All You'll End Up with Is Heart Disease

Main Idea

Never make a significant deal, involving a commitment to spend your own money, on the spur of the moment. This is a certain recipe for disaster.

Supporting Ideas

If you ever find yourself in a situation where every step has been orchestrated to your making a yes decisions, say no. You'll be amazed how much better the deal will become.

You have not only the right but also the personal responsibility to think in a cool, calm way about any major investment you are asked to make.

12. Never Buy Anything in a Room with a Chandelier

Main Idea

Never act on a proposition if:


	The surroundings are too grand.

	There are too many unfamiliar faces.

	It's too far away from home.

	The people are too nice.

	The business is too glamorous.

	If the title that comes with participation is too grand.



Grab your cheque book and get the heck out of there.

13. Everything's Negotiable

Main Idea

Capitalism, by definition, means everything has its price.

Supporting Ideas

If companies with assets exceeding those of many nations of the world can be bought and sold or cut into small pieces, there's no deal you can contemplate that won't work.

Whenever you are trying to buy or sell something, simply get the other side to sit down, show them it will be to their advantage and they'll go for it.

14. The Buyer/Seller Battle

Main Idea

The player with the highest level of information, planning and skill will always win out in the long run.

Supporting Ideas

The seller uses the weapons of offense:

Reconnaissance (the Mackay 66), infiltration, propaganda, advertising, PR, shifting tactics, probing for weaknesses in defenses, persistence, pressure and ultimatum.

The buyer uses the weapons of defense:

Reconnaissance (like clones), time (including evasion, humor or confusion), minor skirmishes to test the water, ambushes such as last minute ultimatums.



第3部　麦凯管理速成秘诀　
英文



1．经理人可能犯的最严重错误

主要观念

不论你从事的是哪一个行业，如果要成功，经理人就必须营造一个让员工有最大生产力的环境，然后闪到一边，放手让员工去做。

支持概念

经理人必须提供激励、目标、资源和领导，不要处处设限或规定。

2．有钱人遇上老经验，老经验最后得到了钱，而有钱人最后得到了经验

主要观念

律师和会计师在法律和会计的专业领域表现优秀。他们在自己的领域是专家，但对于提供具体的商业建议则一无是处。

3．我们永远会听到好消息，重点是，要尽快知道坏消息

主要观念

有能力的经理人会到处巡视厂房，比大家早一步掌握好消息；杰出的经理人则是最先掌握坏消息。经理人一定要最快速掌握坏消息，才能在情况恶化之前采取行动。

支持概念

你必须建立两条传递坏消息的管道——员工和顾客。真正杰出的专业人士知道，从报告或其他二手信息中绝对不可能找出最佳的商业信息。要从顾客和员工未经过滤、持续回馈的讯息中才找得到最佳商业信息。

4．丢到地板上

主要观念

鞭策自己做某件事最好的方式是——写在笔记本上，丢到办公室你走进走出的地上。只要每次脚步踏过，就会提醒自己。

5．对待供货商就像对待顾客

主要观念

有多少公司敢说，供货商在长期停止供应产品之后，还能反过头来成为他们永远的顾客？如果你期待别人关心你的事业，就想办法证明你也关心他们事业的成败。

支持概念

你付款的方式透露出你是什么样的人。如果收到账单当天就付款，你一定可以得到比较优惠的交易条件。

6．各有所长

主要观念

经理人不可能面面俱到。每一位高成就的企业主管，在组织里都需要一个有条理的帮手，来帮忙追踪处理所有细节。一个人无法同时兼具这两种能力，能力互补的两个人合作的成就远大于单打独斗。

7．不要自己当刽子手

主要观念

你必须有个人帮你作一些强硬、不受欢迎的决策，而且决策过于强硬、严苛或惹人厌时，这个人还得能够承担后果。这样你才能避免卷入而弄得灰头土脸。

8．话说回来，万一你得亲自当刽子手……

主要观念

就当个优秀的刽子手。大型组织的高层如果没有神鬼战士是无法生存的。

支持概念

亲自当个刽子手，必须做到以下几点：

具备超凡的智慧，必须有能力经常提出正确的疑问、公正的胸襟、自我要求高，能够以身作则和不怕人批评。

你还得能够证明自己比别人更坚毅，而且愿意比公司其他所有人更卖力。

9．小事情也许微不足道，但是代表了一切

主要观念

成功的企业就像一支成功的美式足球队：

不一定要是赢家，只要比对手少犯点错就行了。关键战术是领导力。除非你能找个方法用实例证明，否则没有人会相信公司任何事情有多重要。

10．如何看出谁是赢家

主要观念

赢家周围总是包围着其他赢家，他们不需要二流的角色或阿谀奉承的人。他们了解，如果合作的伙伴不只能配合他们的脚步、还能教他们一两招，就能更成功、跑得更远。

支持概念

在商场上建立新关系时，不要只看对方的条件，也要观察他的部属。如果他不信任部属或是不敢指派工作，他们就只是他的复制品，你真正的潜在问题才正在发酵。一旦事情出差错，他们就会束手无策。

11．你最优秀的部属，最有生产力的时刻也许是盯着墙壁看的时候

主要观念

牺牲创造力来换取效率，会造成反效果。千万不要把行动和效率划上等号。

支持概念

IBM是世界上最常被模仿的公司，他们的座右铭是“思考”。经理人为公司执行最困难、也最有价值的任务，便是思考。思考带领你到今天的地位，也会带领你到想去的地方。经理人必须尽其所能鼓励创造性思考。

12．自动自发更有趣

主要观念

当你感觉承受压力太久了，而且很难再保持高度专注时，就号召全公司举办一次交谊活动。你会惊讶地发现，这就能为团队注入新鲜的活力。

13．你曾看过不停工的罢工吗？

主要观念

日式的罢工是每个人工作时在手臂上挂上黑臂章。生产力依旧，但员工传达了心中的不满，而且每个人照样领薪水。这当中的启示是创造力，而不只是生产力。

14．不只所谓“熟能生巧”，还得再加上一个字：纯熟能生巧

主要观念

各个领域高阶层的表现都和天赋、训练及决心有直接的关系。

支持概念

没有一本书可以改变你的人生，只有你自己可以，没有任何人可以代劳。

人终身都需要导师。不管做任何事，只要不断学习，一定可以做得更好。松懈的时刻就是对手超越你的时刻。

聘雇那些以终身学习为志的员工。补助员工学费以鼓励他们进修，成立一间藏书丰富的商学图书馆。

15．相信专家……会犯错

主要观念

有些专家可以帮助你完成事情，有些专家则是告诉你说他们认为会发生什么事。听前者的建议，避开后者。

支持概念

只能依赖专家告诉你某件事情发生的原因，千万别期待他们会告诉你为什么某一件事将会发生。对于未来他们不会比你清楚，他们的计算机也没有这种能力。相信自己的直觉。

16．斥责人的最佳方式

主要观念

叫秘书告诉他们，从未看过你如此震怒（这会引起他们的注意）。然后请他们进来，叫他们坐在你的椅子上，问他们“如果你是我，你会怎么说？”10个人之中有9个人，会比你更严厉对待自己，第10个人也许会滥用这项安排。等到他们下一次再搞砸时就请他们走路。

17．不要让任何人，尤其是超级明星，挑选他自己的继任人选

主要观念

不管是有意或无意，没有人会真的希望继任者表现杰出。他们会推荐可能失败的人选，借此彰显自己的成功。

18．多让员工参加会议，你就可以少加薪

主要观念

企业内每一位员工都需要被赏识和激励。因此，尽量派遣员工代表公司参加一些研讨会和会议，这可以提升他们的自尊心，更能让他们学到新点子这些安排所传达的意义，远远超过单纯的加薪。

19．要对日常作业很快就感到无聊

主要观念

专业经理人重复同样的工作，不会出差错；创业家则受不了这种呆板的工作。如果要成功，这两种人缺一不可。

支持概念

创业家往往会设定作业的步调，而不管企业官僚制度。他们最大的长处是锲而不舍地寻求进步，最大的缺点是疏忽细节。如果能找到和你个性互补的人，将会有更大的成就。

20．知道何时该放松，和知道何时该认真工作同等重要

主要观念

必须投入特别重要的工作时，做事效率高的人会全力以赴，然后面对例行作业时，就会大剌剌地偷懒。这样可以让他们保持活力，真正提高生产力。

21．拥有一家企业1％的股权，远胜于拥有任何企业100％的管理权

主要观念

近来，必须具备专业技能才能经营企业。拥有这些技能的人也和你一样明白自己的价值，他们期待拥有股权。如果不让他们拥有公司的股权，他们将带着技能另谋高就。

22．不要临渴掘井

主要观念

如果有重要员工已经上任，给他公司的股份。如果等到别人以高薪挖角，到头来你必须给他更多股份才能留住他。

23．对待员工如同对待顾客

主要观念

仔细研究一下，找出真正能激励员工的方式。慢慢和他们建立友谊。你的长期成功要靠他们的表现，这层关系远超出你的认知。如果你对他们表达个人的关心，他们就不只是为薪水工作，也为了赢得你的赞许。把员工当成你最佳的顾客。

24．如何被炒鱿鱼

主要观念

要随时有心理准备会被炒鱿鱼。在产业界和其他公司建立起重要的人脉网络，使这件事成为发生在你身上最棒的一件事。你也应该利用辞职，从尴尬的老板身上获取他最大的让步。有本事的人不会因为辞职这类的事而惶恐。

25．除非先承认有问题，否则不能解决问题

主要观念

顽固僵化比新科技让更多公司亏损连连。

支持概念

专业的股票和期货营业员很快就学到，在市场上勇气是得不到奖章的——只有赚钱。如果你赚不到钱，尽早退场。

26．能够花钱解决的问题，就不是问题

主要观念

任何能够用钱解决的问题，都不算是问题，只是一项费用支出。只有当你无法用钱解决错误时，才是真正的问题。一旦发现问题，立刻花钱导回正轨。

27．“我还没见过糟糕的履历表。”——约翰·布朗

主要观念

在纸上，每个人都是赢家，只有面对活生生的人，才能比出个高下。雇用合适的员工，是经理人最了不起的才能。

28．聘雇人员的关键测试

主要观念

问问自己，如果眼前这个人替你的竞争对手工作，你作何感想？

29．如果要当圣诞老人，你的雪橇最好要拉得动拖车

主要观念

如果你采用公司早期小规模起家时的传统，一旦公司成长后，这些传统就会成为一只怪兽。当心点。

30．节省时间最好的方法是什么？

主要观念

花时间做好时间管理。

支持概念


	拜访客户之前，要先电话联络对方。

	停车时，永远要把车子停在最方便驶开的位置。

	听录音带，不听广播。

	开车时用录音机做笔记。

	把那台录音机放在床边。

	随时携带有用的阅读资料。

	不要在星期五午餐时间到银行办事。

	不要和其他业务员喝咖啡，只和顾客喝。

	阅读和商业相关的新闻，不要阅读体育或综艺版面。



31．别生气，也不要报复

主要观念

憎恨敌人只会招致反效果。真正报复的最好方式，是不要让敌人造成你自我毁灭。如果你老是心存报复，你的损失将远大于他们对你的直接伤害。

32．了解敌人

主要观念

了解竞争对手和了解顾客一样重要。

支持概念

除非知识能被实际运用，否则知识不是力量。知识不必博大精深，但要能够易懂实用。而且需要有判断力，才能够正确利用知识。

33．不要被名气吓着了

主要观念

大公司总认为名气让他们无懈可击。其实不然，每一个人都必须常常仔细研究竞争对手。



Part 3　Harvey Mackay's Short Course in Management　
中文



1. The Single Greatest Mistake a Manager Can Make

Main Idea

No matter what kind of business you are in, to be successful, managers must create the kind of environment that makes their people the most productive and then get out of their way and leave them to it.

Supporting Ideas

Managers need to provide motivation, goals, resources and leadership but not restrictions or rules.

2. When a Person with Money Meets a Person with Experience, the Person with the Experience Winds Up with the Money and the Person with the Money Winds Up with the Experience

Main Idea

Lawyers and accountants make excellent lawyers and accountants. They're great specialists in what they do, but hopeless for specific business advice.

3. You'll Always Get the Good News; It's How Quickly You Get the Bad News that Counts

Main Idea

A capable manager walks around his plant and gets the good news before anyone else. An outstanding manager gets the bad news first. No one needs it more quickly than the manager, so he can do something about it before the situation gets any worse.

Supporting Ideas

You need to develop two lines of communication for bad news—your employees and your customers. The mark of a real pro is recognizing that the absolutely best business information is never found in a report or other second hand information. It's in constant, unfiltered feedback from clients and employees.

4. Throw it on the Floor

Main Idea

A great way to motivate yourself to do something—write it on a pad and throw it where you walk in and out of your office. Every time you step over it, you get reminded of it.

5. Treat Suppliers the Way You Treat Your Customers

Main Idea

How many companies can say they made permanent customers out of their suppliers long after they ceased to furnish supplies? If you expect the other guy to care about your business, find ways to show them that you care about the success of their business.

Supporting Ideas

The way you pay your bills says a lot about the kind of person you are to deal with. You'll always get a better deal if you pay your bills the same day you get them.

6. The Time for the Renaissance Man Was the Renaissan

Main Idea

A manager can't be all things to all people. Every high profile business achiever needs an organized inside man following along to tidy up all the details. These two talents simply can't exist in the same person. Two people with complimentary abilities can achieve more together than they ever could alone.

7. Never Be Your Own Hatchet Man

Main Idea

You have to get someone who can make the tough unpopular decisions, and can take the fall when they get too tough, too mean or too unpopular. That way you can be isolated from the dirt if any comes out.

8. On the Other Hand, If You Are Going to Be Your Own Hatchet Man…

Main Idea

Be a darn good hatchet man. No large organization survives without a little bit of an Attila at the top.

Supporting Ideas

To be your own hatchet man, you need:

Exceptional intelligence to ask the right questions all day long, fair-mindedness, high self-performance standards, a commitment to keep up your guard and the ability to shed criticism.

You also need to be able to prove you're tougher than anyone else and willing to drive yourself harder than anyone else in the company.

9. Little Things Don't Mean a Lot: They Mean Everything

Main Idea

A successful business is like a successful football team:

You don't have to be winners: just make fewer mistakes than your opponents. The key tactic is leadership. Nobody is going to believe anything in the business is important unless you find a way to show it is by example.

10. How to Spot a Winner

Main Idea

Winners surround themselves with other winners. They don't need second-raters or ego strokers. They realize they will win more and go further with associates who not only keep up with them but who are also capable of teaching them a thing or two.

Supporting Ideas

When forming a new business association, don't just look at your opposite number. Look also at his subordinates. If he doesn't trust them or delegate to them, they are just his clones and you have a real potential problem in the making. When things go wrong, they won't know what to do.

11. Your Best People May Spend Their Most Productive Time Staring at the Wall

Main Idea

Efficiency created at the expense of creativity is counterproductive. Never equate activity with efficiency.

Supporting Ideas

THINK is the one word motto of the most imitated company in the world, IBM. The hardest, most valuable task any manager performs for his company is to think. It's what got you where you are today, and it will get you to where you want to go. Managers need to do everything they can to encourage creative thinking.

12. It's More Fun When It's Spontaneous

Main Idea

Whenever you sense the pressure has been on too long and the concentration level is suffering, shout the entire company to a one-off social activity. You'll be amazed at the way it breathes fresh life into your team.

13. Have You Ever Seen a Stand-Up Strike

Main Idea

The Japanese style of striking is to have everyone wear black armbands while they are working. No production is lost, the employees air their grievances and everyone keeps drawing their pay checks. The lesson here is about creativity, not just productivity.

14. It Isn't Just Practice that Makes Perfect: You Have to Add One Word: It's Perfect Practice that Makes Perfect

Main Idea

The level of performance at the top level in any field is directly proportional to talent, coaching＆determination.

Supporting Ideas

No book is ever going to change your life. Only you can actually do that. No else can do it for you.

You never stop needing teachers. Whatever you do, you can do it better if you just keep on learning. The moment you relax is the moment your competition overtakes you.

Hire people who feel that learning is a lifelong process in all situations. Encourage your employees by paying their tuition fees. Develop a well stocked business library.

15. Trust the Experts…To Be Wrong

Main Idea

There are experts who can make something happen and experts who can tell you what they think will happen. Seek the advice of the first group and shun the second.

Supporting Ideas

Rely on experts only to tell you why something happened. Never expect them to tell you why something is going to happen. They don't know any more than you do—and neither do their computers. Trust your instincts.

16. The Best Way to Chew Someone Out

Main Idea

Get your secretary to tell them they have never seen you so angry. (This focuses their attention.) Then call them in, sit them in your chair and ask them "What would you say if you were me?" Nine times out of ten, they will be harder on themselves than you would ever have been. In the tenth, they might abuse the treatment. Wait for their next screw-up and fire them.

17. Never Let Anyone, Particularly a Superstar, Pick His or Her Own Successor

Main Idea

Consciously or unconsciously, no one really wants his successor to succeed. They recommend candidates likely to fail to make their own success seem all the grander.

18. Give More Conventions and You Can Give Fewer Raises

Main Idea

Every person involved in your business needs to feel appreciated and motivated. Do this by sending your staff along to seminars and conventions representing your company. It gives their egos a boost, they pick up new ideas and communicate more to them than any simple raise in salary could ever do.

19. Get Bored Easily

Main Idea

Professional managers repeat the same task over and over without any problems. Entrepreneurs can't handle the boredom. You need both types to be a success.

Supporting Ideas

The entrepreneurs tend to set the pace without worrying about corporate bureaucracy. Their greatest strength is their restlessness, looking for improvements. Their greatest weakness is an inattention to the details. If you can link up with someone who compliments your personality, you'll achieve much more.

20. Knowing When Not to Work Hard Is Just As Important as Knowing When to

Main Idea

Peak performers can turn on tremendous bursts of speed when needed for some particularly important task, and then be unashamedly lazy in between when the work is only routine. This keeps them fresh, and actually increases their productivity.

21. Owning 1 Percent of Something Is Worth More Than Managing 100 Percent of Anything

Main Idea

These days, to run your business you need professional skills on board. The people with these skills are just as aware of their value as you are. They expect a piece of the action. If you don't make it possible for them to have a share in your business, they are going to take their skills somewhere where they can get a better deal.

22. Dig Your Well Before You're Thirsty

Main Idea

If you have a key employee already on board, offer him a share of the business. If you wait for others to make a bid for him, you will end up having to pay him a much bigger share to stay with your company.

23. Treat Your Own People the Way You Treat Your Customers

Main Idea

Do your homework. Find out what really motivates your employees. Make them your friends one at a time. To a greater extent than you may realize, your long-term success depends on their performance. If you take a personal interest in them, they will be working not just for their pay but for your personal stamp of approval. Treat employees as if they were your very best customers.

24. How to Be Fired

Main Idea

Always be prepared to be fired. Make it the best thing that could happen to you by preparing a network of key contacts in other businesses in your industry. You should also use a termination to extract the maximum possible concessions from an uncomfortable boss. Survivors aren't panicked by events like terminations.

25. You Can't Solve a Problem Unless You First Admit You Have One

Main Idea

Sheer stubbornness has destroyed more company bottom lines than new technologies.

Supporting Ideas

Professional stock and commodity traders learn early there are no medals for courage in the marketplace—only money. If you aren't making any, bail out quickly.

26. If You Can Afford to Buy Your Way Out of a Problem, Then You Don't Have One

Main Idea

Any problem that can be solved with a checkbook isn't really a problem, it's just an expense. You only have a problem when you can't pay for any mistake you've made. Once a problem is acknowledged, buy your way quickly back onto the right track.

27. "I Have Never Seen a Bad Resume"—John Y. Brown

Main Idea

Everybody is a winner on paper. It's in the flesh that the differences stand out. Hiring the right people is the greatest talent a manager can have.

28. The Acid Test for Hiring

Main Idea

Ask yourself, How would you feel having this same person working for your competition instead of for you?

29. If You Want to Be Santa Claus, Your Sled Better Be Able to Pull a Trailer

Main Idea

If you start a company tradition in the small, early days, it will grow into a monster as the company grows. Watch out.

30. What's the Best Way to Save Time?

Main Idea

Spend time on time management.

Supporting Ideas


	Always phone ahead when making a call.

	Always park in a getaway position.

	Listen to cassette tapes rather than the radio.

	Use a tape recorder to make notes while driving.

	Keep that tape recorder by your bedside.

	Always carry something useful to read.

	Don't go to the bank during the Friday lunch hour.

	Never have coffee with another salesperson, only with a customer.

	Try reading something business related instead of the sports page or variety section.



31. Don't Get Mad and Don't Get Even Either

Main Idea

Hating your enemies is totally counterproductive. The best way to achieve true revenge is not to let your enemies cause you to self-destruct. If you don't do that, you will be losing more than they ever directly cost you.

32. Know Thine Enemy

Main Idea

Knowing your competition is just as important as knowing your customer.

Supporting Ideas

Knowledge is not power unless it is used. It does not have to be perfect, but it does have to be accessible. And it requires judgment to act on knowledge properly.

33. Don't Be Intimidated by a Reputation

Main Idea

Big companies think their reputations make them impregnable to competition. Not true. Everyone needs to closely study their competition often.



第4部　速成小招式　
英文



1．感激是人性中最淡薄的情感

主要观念

当有人说永远心存感激的时候，千万不要期待这份感激之情能持续长久。每个人都希望自己是可以靠一己之力成功的，不喜欢老是觉得自己得感谢别人（感觉欠一份人情）。

2．买便宜的车、昂贵的房子

主要观念

如果你买得起昂贵的车，开辆普通车会更引人注目。此外，车子会贬值，而房子会升值。

3．如何认识名人？

主要观念

诀窍在于不要犯了崇拜者症候群，而且要投其所好。如果能做到这点，就可以很快地不断引起他们的兴趣和注意。

4．全球最好的研发公司近在咫尺

主要观念

每一个城里的公共图书馆都是你可以运用的最好研究设施。事实上，许多人的谋生方法就是在图书馆挖掘信息的宝藏，然后整理成工具书卖人。

5．“对自己来说，没有比自己更伟大的事物。”——华特·惠特曼

主要观念

乐观，包含重新诠释过去的光荣，使我们相信自己有能力克服任何理论上无法克服的障碍。这正是我们追求任何可贵事物时所需要的信念，可比谦虚有生产力多了。

6．天底下没有记忆力差这回事

主要观念

你可以记住任何事情……只要是你对这些事情够感兴趣。像“麦凯66问”中列举的细节，好记性不如烂笔头。离开顾客办公室时，立刻把细节记下来。

7．时时惦记过去

主要观念

我们拥有的物质享受来来去去，但最好要抓紧你当初起步所依赖的一项资产——让别人信赖你的那些魅力特质。要和当初帮你登上顶峰的人保持联络，不要成功后就一刀两断。

8．预测未来以保持自己的敏锐度

主要观念

和自己玩场游戏。写下一些你自己感兴趣的事情，猜测它们会有什么样的结果，例如股市、选举、体育竞赛。

9．请百万富翁吃午餐

主要观念

别忘记寄短简给你所认识成就非凡的人。对这些人而言，恭维比金钱更受用，而且也会感激你的好意。此外，他们也不会老是抢着付款来证明自己有钱。

10．重点不只是你认识哪些知名人物，还包括你怎么认识他们

主要观念

要和重量级的商业人士建立人脉，有个简单方法就是去搭头等舱。这群人有一种奇妙的同志情感，每个人都想知道，为什么其他人愿意付这么昂贵的票价搭乘头等舱。

11．如何打败供需法则

主要观念

随手可得的东西乏人问津；愈是不容易得到的东西、愈是人人想要的东西，愈受欢迎。诀窍在于创造大量需求，而这个需求和供给量没有直接的关系。

12．会说“我会处理妥当”这句话的人，都有存在的价值

主要观念

老板交办你一件工作，你第一件该做的事就是说：“我会处理妥当。”这会让老板安心，然后你就该彻底执行。如此一来，你很快就会建立起名声，成为大家眼中说到做到的人。

13．同样的演讲内容不要只讲一次

主要观念

要发表演讲时，不要忽略该做的市场研究。把演讲内容讲给一些和你本行完全无关、又没有利益关系的人听，然后根据现场的反应衡量演讲是不是成功。当你觉得内容相当精彩时，就引用到重要的演讲场合。

14．现金之美

主要观念

下次要付红利给公司员工时，要在全公司面前付现金。你会很惊讶地发现，这对公司上下有多么大激励和振奋的作用。



Part 4　Quickies　
中文



1. Gratitude Is the Least Deeply Felt of All Human Emotions

Main Idea

Don't expect gratitude to last any longer than it takes for people to say they are eternally grateful. Everyone likes to consider themselves self-made, and hate to consider themselves grateful (and thus morally beholden) to anyone else for very long.

2. Buy Cheap Cars and an Expensive House

Main Idea

If you can afford an expensive car, you make more of an impact by driving an ordinary car. Besides, cars depreciate while houses appreciate.

3. How to Get to Know a Celebrity

Main Idea

The trick is to avoid the fan syndrome and find out where their interests lie. If you can do that, you'll get their interest and attention immediately and repeatedly.

4. The Best R&D Firm in the World Is Never More than a Phone Call Away

Main Idea

The public library in any town is a marvelous research facility at your command. In fact, many people make a living by mining the raw ore of information at their library and converting it into nonfiction publications.

5. "Nothing Is Greater to One Than One's Self Is."—Walt Whitman

Main Idea

Optimism, including the favorable re-interpretation of past victories, is the belief that our abilities are superior to the obstacles that logically should overcome us. This is exactly what we need to achieve anything worthwhile. It's a heck of a lot more productive than humility.

6. There Is No Such Thing as a Bad Memory

Main Idea

You can remember anything... if you are interested enough. For details like the Mackay 66, pale ink is better than the most retentive memory. Write down those details immediately you leave the client's office.

7. Put Your Memory Where Your Mouth Is

Main Idea

Material possessions may come and go, but you had better hold on to the one asset you started with—the appeal that caused other people to trust and believe in you. Stay in touch with those who helped you reach the top, rather than trying to disown your roots.

8. Stay Sharp by Predicting the Future

Main Idea

Play a game with yourself. Write down your prediction of the outcomes of some events that interest you, such as the stock market, elections, and athletic events.

9. Take a Millionaire to Lunch

Main Idea

Don't forget to write short notes to the very top achievers you know. They are often more motivated by compliments than money, and will appreciate the thought. They also have less desire to prove how much money they have by picking up all the tabs all the time.

10. It's Not Only Who You Know, But How You Get to Know Them

Main Idea

A simple way to make some excellent business contacts is to fly first-class. There is a marvelous sense of camaraderie as everyone wants to know why everyone else is willing to pay such an outrageous premium.

11. How to Beat the Law of Supply and Demand

Main Idea

Nobody wants something if it is too easy to get; if they can't get it, if it's in demand, then everyone wants it. The trick is to create a huge demand for a product that is not really related to supply.

12. There Is a Place in the World for Anyone Who Says, "I'll Take Care of It."

Main Idea

The first thing to do when given an assignment by your boss is to say: "I'll take care of it." It gives your boss peace of mind. Then go like anything to follow through. You'll soon develop a reputation as someone who delivers.

13. Never Give the Same Speech Once

Main Idea

If you give speeches, don't neglect your market research. Take your speech to some disinterested types far removed from your industry, and gauge the success of your material in live reactions. Then, when you are positive you have a winner, take it into the crucial situations.

14. The Beauty of Cash

Main Idea

The next time you pay one of your employees a bonus, pay them in cash in front of the entire company. You'll be amazed how motivating and how intoxicating this is for your whole company.



在地观点

漫谈新营销经验


黄永猛



W&G水銮营销广告创办人


营销大师赛斯·高汀，最新力作《紫牛》中，一反以往市场对于广告效力的推崇，逆势提出紫牛产品论，强调未来要争取消费者的注意与青睐，唯有靠产品成为“紫牛”，才能做到。至于如何才能让产品成为一头会赚钱的“紫牛”？首先，大厂商必须改掉传统依赖媒体营销的做法，让产品自己营销自己，只要可以跻身产业中的紫牛，就有机会脱颖而出，即使不透过消耗大成本的广告预算，只要产品会说话，一样也可以卖得吓吓叫。

卖的是价值，不是价格

同样的理论也见诸《世界经理文摘》，华顿商学院两名知名营销学教授也指出，现在卖产品，卖的不是功能，而是认同，这句话与本文作者所提及的销售精神“销售关键不在于产品本身值多少钱，而是在于顾客心中认定产质量多少钱”有异曲同工之妙，显示新时代的营销学正在演绎中。

新兴的营销学都将以往关心的重点，由广告拉回到产品，甚至客户身上。强调要做好营销，一定要先做好搜集资料的功课，所谓知己知彼百战百胜。读完本文后，我对作者的看法相当认同，不过，在搜集资料之余，我认为在与客户谈判的过程中，信息虽然重要，但是对对方个性的掌控更是制胜的关键，毕竟人的购买行为如何，全由个性来主导。要如何掌控消费者及客户的个性，私底下的接触极为重要。

如果可以透过私下的交谊，掌握对方的人脉、财务状况，甚至喜好，胜算将会明显加大。除了客户的个性需要掌控外，其所处的企业所蕴含的公司文化，也是决定采购者采购行为的重要决策因素。如果是集权的公司，一般而言，采购者在采购时会倾向拘谨、小心；如属分权的公司，采购者通常会拥有较为开放的心胸，且也掌控较多的主控权，而这些都不是靠上网搜集数据就可以取得的，是要靠花心思，逐一观察客户的行为，甚至深入其往来的人事脉络去搜集资料。就实务而言，这种透过生活点点滴滴去体会，而建置的数据库，效用远大于制式化的信息。

NEEDS未必是WANTS

透过与对方直接的交流，很重要的一点就是可以知道对方采购的意愿，以及实际上可以支配的资金有多少。简单来说，needs（需求）和wants（需要）是不一样的，有needs未必有预算，距离付诸采购行动还有一段很长的距离；但是有wants却大不相同，因为这个需要对他有迫切感，而且资金也已到位，碰到这类客户，只要再加把劲，就可以先驰得点。

另外，对于文中所提及的80/20法则，我也相当赞同，毕竟人的精力有限，一定要将精力花在会掏出钱来的客户身上，特别是能掏得出钱来的大客户身上，因此在营销时一定要切记80/20法则，毕竟贪多嚼不烂。如果花大把心力去开发一大堆小客户，虽然在数量上取胜，却因小鬼难缠，落到最后业绩没做到几桩，客户倒是一箩筐，就与原先的营销原意大相径庭了。

另一个本文中值得推崇的理念就是，“拥有一家公司1％的股权，远胜于拥有任何事业100％所有权”，这与80/20法则也有异曲同工之妙。很多人很容易流于浮面、本末倒置，结果反而看不清楚真正的重点，把许多精力与时间虚掷在没有效率的努力上。

因此我建议有心从事营销的人，在市场征战前一定要先确立目标，想清楚自己锁定的客户是谁，以及顾客最在意的那1％或是前20大是什么，之后再针对自己锁定的目标去搜集商情。当然，这里所谓的“商情”不单只是产品的市场调查、或是同类产品效能的评比而已，更重要的是，要能够掌控到你的目标市场想要的要求，以及对于产品的期望，再从而针对其需求，拟出一套可行的方案，付诸执行，这样才能够提高成功率。

以前比营销，比的是执行力，但现今在公司强力的要求下，营销人员的执行力已大幅提高了，在大家执行力都大致提高至相当的水位之后，更重要的是要比策略和目标。

出奇制胜也是营销奇招

这里所谓的“策略”，并不是要你去做价格破坏者，而是希望你能够出奇制胜。举例来说，我曾经在公用停车格上看过这么一个房屋中介广告，上面检附了中介人员夫妻俩的照片，一看就令人印象深刻，连带的广告阅读率也大幅提升。姑且不论产品卖相如何，至少可以多些人关注，卖出去的机会也会大很多。

当然要靠一个人单打独斗去做营销，有时难度较高，如果可以透过团队运作，成功机率也会大幅提升。但是要管理各种不同形态的营销人员，并非容易的事，毕竟多数的营销人员都在外面拚业绩，彼此可以交流的时间可能极为有限，如要敦促这些营销人员发挥1加1大于2，甚至大于3的战斗力，建立共识是很重要的，除了时常聚在一起开会凝聚共识外，由中立的主管拟具大家都能够接受的游戏规则以及奖励制度，也都是很重要的手段。

此外，营销主管能否知人善任，也是影响业绩的很重要因素。一般而言，营销人员大致可以区分成3种，第一种是公关型（PR）：这类营销人员很会和别人攀亲带故，交际手腕也很好，比较适合用来打前锋，快速搜集客户信息。就业别而言，一般成功的直销人员都具有这种特质；第二种是企划型：这类营销人员很会做企划书，思绪很缜密，这类的营销人员，特别适合从事健诊、保险等的营销工作；第三种营销人员走淳朴路线，喜欢和客户搏感情。一般而言，这类营销人员比较慢热，不过由于懂得站在客户的立场为客户设想，只要和他往来过的客户，一般都会成为老客户。

卖不同膏药的营销员

尽管不同特质的营销人员适用于不同的业别，但是区分并不是这么严格，在同一业界也常同时遭逢到上述3种特质的营销人员，但是哪一种营销人员从事什么行业并不重要，重要的是能够利用自己的特质，发挥长处。以走淳朴路线的营销人员来说，要想在营销界出类拔萃，可能就得靠苦工，当然在客户的选择上也以年长的客户为主要抢攻对象，比较可能收致效果。相反地，如果你属于第二类企划型的营销人员，那你要求的对象可能是科技界、教师、律师等专业人士，因为这些人相信数字会说话，双方才能站在同一沟通基础上交流。

打营销战除了知己知彼外，攻心为上也是很重要的战略，谈判的输赢存乎一心，端视哪一方先让步，因此要赢得谈判，唯一也是最有效的工具，就是能够谈不成就走人。因为当你表现出不在乎的时候，对方为了做成生意，只好压低条件，连带的你也占到了便宜。

总而言之，打营销战，比的不是有形的信息，要切记，看得到的东西都不值钱，因为你看得到、找得到，别人也同样可以做到。要知道，信息要靠自己亲身去搜集的才值钱，因为只有这种信息，才是别人抢不走的。在搜集信息时切记不要忽略任何小事，要知道小事情虽然微不足道，但有时却无比重要，只要有件小事敲中客户的心坎，一桩生意就成交了，所以千万不要因事小而不为！
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