NewsLine is the main link among all members of The Main Line Chamber of Commerce

Do you hove the need for speed?

POWER Norkig

Sponsored by: WednGquy, August 16

P
Cltlgroupj Margaret Kuo’s Restaurant
SMITHBARNEY 175 E. Lancaster Alve., Wayne
The Fryer-Rall Group Doors open 5:30 pm

Session starts promptly at 6:00 pm

$22 Gold Members
$25 Standard Members Networking opportunifies before and affer session!
$35 Non - Members Complimentary hors d’oeuvres. Cash bar.

oth annual main line sk RUN & fun walk

South Wayne Awve. is the place to be on

" $aturday, September 9, 2006 as

. The Main Line Chamber Foundation sponsors

its 9" Annual Main Line 5K RUN & FunWalk.

Run, walk or watch, but be sure to support local high
.| school students reach their college dreams!

Sponsors - to date:

Presenting Sponsors: Land Rover-Jaguar Main Line & :

The Vanguard Group IN THlS fSSUE
(One remaining Presenting Sponsorship is available)
Design Sponsor: Boyd Tamney Cross
Children’s Sprints Sponsor: MEDecision, Inc.
Corporate Sponsors: Janney Montgomery Scott LLC,
Sage Realty, LLC & US| Colburn Insurance Service.
Patron Sponsors: Commerce Bank, Isolite Corporation,

Bob on-the-Line
Chamber Lens: Golf & YP
HDHPs & HSAs
Contributor’s Corner
Annual Awards

The
Main Line

©oWo~NO W

Chambsr of Nolan Painting, Inc., Paoli Chiropractic Center, Programs/Events
Commerce State Farm Insurance & Stephen DiOrio and 10 Members inthe News
Volume 85, The Goddard School - Malvern. o 11 Member Milestones
T Media Sponsors: Main Line Life, Main Line Times & 12-13 Calendar of Events
July/August Suburban Publications. 14 Ask the Coach

2006

To pre-register for the RUN or for more information, visit us online at www.mlcc.org




The Main Line Chamber of Commerce ~Ju{ymug{m’m

Contributors’ Corner: Each issue features an article by a member on a topic of importance to the
membership. Please submit your article to bmccrory@mlec.org or call for more information!

Who'’s buying? Who’s selling?

What salespeople can learn from scalpers.

You see them at every major sporting event you attend. You hear them, too. “Who
needs tickets?” they say. And then, before you've even passed them and averted their
gaze, they change gears and say “Who's selling tickets?” You ask yourself, “Are they
selling or buying?” And then you realize the answer is both. Not only are they selling,
but they’re also buying or receiving free tickets to sell at a higher price.

Even though this activity, scalping, is illegal, it goes on all the time. In many ways,
it's a microcosm of the “Big Board,” the New York Stock Exchange, and the world
we live in. Supply meets demand, and a transaction takes place. But did you ever
stop and negotiate with one of these scalpers? As soon as you ask “How much?”
even if just to test the waters, the negotiation begins. You think they only have
two or three tickets but it turns out they have a whole inventory. And they know their
inventory well.

“What do ya need?” they ask quickly, probing effectively. An excellent opening salvo, if | do say so myself.
A good open-ended question, used to gather information. The ball is now in your court. How do you
respond? Depending on the event, you could go right for the primo seats. But, if you do, you can expect to
pay big bucks, and they sure don’t take checks or credit cards. “What've you got?” you ask inquisitively,
eyes wide open, like a kid in a candy store. A good retort, keeping the dialogue going and getting the
seller to put his cards, or in this case tickets, on the table.

Often, what you hear next almost makes you want to cry (either in amazement or from disappointment).
The scalper rattles off a whole panoply of different seats or sections, some you would give your eyeteeth
for, others that have more to do with your nose than any other part of your body. Seeing your eyes light
up when he mentions he has seats “on the fifty-yard line,” “mid-court,” “right behind the penalty box” or “on
the first base line right behind the insert your favorite team here’s dugout,” he now has you doing mental
gymnastics. Emotion has taken over. It has trumped rationale and, for a moment, you're back at the office
reliving every single play with your colleagues, bragging about where you sat for the big game.

“How much?,” you ask, as if rationale had anything to do with buying game tickets. The price is high (you
knew it would be) but because the scalper has shown you the value, despite the cost, the deal is
consummated (as surreptitiously in front of 10,000 other people as is possible). Then, the thought occurs
to you,"What do | do with the cheap seat tickets | came with?” So, you decide, you try to sell them to the
person you just bought the tickets from, but it's like selling ice cubes to eskimos. Sure, he may give you a
few bucks for them, but he already has a supply that will last him halfway through the game.

It didnt take this “salesman” long to realize the 5 main rules of closing sales: 1) establish a recognized
need, 2) have a viable solution, 3) the value must justify the cost, 4) create a sense of urgency for the
product, and 5) the prospect should have the authority to buy. Then, as soon as he rings up your sale,
he’s back at it. “Who needs tickets? Any extra tickets?” he asks confidently, knowing that, with the
anticipation of the game at hand, the sense of urgency is increasing every second.

Frank Felsburg is a sales trainer with Cogent Training and Consulting LLC.
He can be reached at 610-938-2616, via email: ffelsburg@comcasi.net or on his website: www.cogenttraining.com.




