How to Build a Book of Business

By Tim Taylor, President of Network F.0.B.

This second in a two-part series designed to help
TIA members generate new business during tough
economic times. Part-1 appeared in last month’s
edition of Logistics Journal.

Summary: In Part-1 Mr. Taylor discussed pick-
ing new client targets wisely, focusing on business-
es similar to those of existing clients; businesses in
which you have valuable background and expert-
ise. He advised: You're the expert in the hauling
business; become an expert in your clients’ busi-
ness and become a problem-solver to build long-
term relationships. He also noted that many new
opportunities exist for brokers who, “Work the
“other end of the sale,” finding leads from shippers
as well as buyers. “If you need a compelling reason
for prospects to call you back, just tell them you've
seen the messes your other clients were having

until you stepped in.”

Agents: Want a good night’s sleep?

Besides commissions paid weekly
and on time, GTO 2000 offers
agents something else: Less stress
50 you can sleep nights. How?
GTO 2000 handles your time-
intensive operations such as billing,
accounting, insurance, and carrier
screening. .. which lets agents do
what they do best: booking loads,
not flipping pillows.

As a nationally established
company, we provide:
« Centralized billing and accounting
* 24-hour customer support
» 11,000 certified carriers and
25 offices nationwide
* Fully insured with cargo
insurance and surety
banding
* Marketing, sales and
advertising support
* State of the art
dispatching software

‘ A * Full medical and dental benefits
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We're looking for motivated agents to join our team. Call today at
(800) 966-0801 ext. 2270, or visit our website, www.gto2000.com,
and complete our online application.

Prospecting

Limit prospecting efforts to no more than 25 compa-
nies at a time and replace 10 each week. One of the
most successful agents 1 have ever worked with said,
“It is hard to get one client but it easy to get 10."
Translation: You're not going to bat 1.000 but swing
at the pitches you like and you'll make the hall of
fame. Theres a systematic approach to making sales
calls but first, do the research. Narrow your prospect
list instead of using a shotgun approach. Remember:
its not a ready, fire, aim business.

Find Similar Clients

Once you've networked in and out of your existing
clients, his vendors and/or his customers, you can
begin calling on similar firms with the confidence
that you have something of real value to offer. Start
at the bottom just to get information then move
directly to the top and see where it leads. The most
rewarding experience is to have a company presi-
dent refer you to the traffic department or purchas-
ing manager as an expert in the field. Needless to
say, you will have done web research on the prospect
before even initiating your call sequence.

Focus Your Calls

When calling on prospects or existing clients, make
sure you're directly focused on their problems. Skip
any extraneous information about the things you
can do; just concentrate on their needs and how
their business will benefit by using your service. If it
will save time or money, tell them how much and
why:. If it will improve productivity or reduce errors,
show them how. Tell them how they can expect
more from you in terms of value.

Expounding on how you're better or how long
you've been in business won't make a hoot’s worth of
difference to a prospect who wants to know how you
can solve transportation problems. It might feel like
a sales call but it is in fact just a commercial visit and
a waste of everyone’s time. Sadly most of the time
wasted will be your own.

Always remember, they are clients; your bread
and butter; you get to hear their problems but they
are never, ever to hear yours.

What if you target a new type of client but have
no customer base in a similar business?

Ah, the prospects list. At the risk of sounding
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