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By Lois Creamer

 BUSINESS 
in 2016

Resolve to fill youR calendaR 

this yeaR with smaRt sales 

and maRketing effoRts.

I
f you want to book more
business, you need to be
a good salesperson. And
the key to filling your
calendar with engage-
ments lies in your ability
to connect with the peo-

ple who actually book speakers. Along
the way, it’s important to know who
you are, what you do, how you do it
and for whom you are a good fit. 

Here are some things to keep in
mind as you sell your services and book
more business.

Be Savvy About Social Media
Years ago, all we had when searching
for prospects were directories, search
engines, cold calling and lists. Then,
social media arrived and changed
everything! 

Social media is a great way to seek
out executives within companies. My
favorite channel for this type of detec-
tive work is LinkedIn. In addition to
making searches possible, LinkedIn is a
platform that seems to be always
improving. I’ve found you can yield
more detailed search results if you go
to a paid level. However, even the free
version is helpful to you in your search
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for prospects if you practice target mar-
keting in your business. If you know
me, you know I feel strongly about tar-
geting specific industries and markets
within those industries. You create a
real momentum in your business when
you do this. 

I have clients who work in almost any
market you can imagine, but let’s use
financial services as an example. If you
enter “financial services” in the search
box, you’ll get lots of results. Filter with
“VP of sales” and you’ll get actual names
and companies. I suggest sending an
“InMail” message (LinkedIn’s email)
with these three things:

1 Your positioning statement so he
or she will know what you do.

2Then: I want to connect to see 
if one of my programs may be 
a good fit for one of your up -
coming meetings.

3 Followed by: I’d love to send
information, but want to make
sure it would be welcome.

Actually, the above three points 
are your formula to open any sales 
conversation. 

Another platform I like for speakers
is Twitter. Many are surprised by that!
Look for tweetchats in your expertise,
as well as chats where you think your
customers would be. It’s a way to con-
nect and get known. I also suggest
using the “Lists” feature. 

Coordinating with Corporations 
There are two worlds you will be oper-
ating in when speaking: corporate and
association. Marketing to each of them
is as different as night and day. Associa-
tions typically have one opportunity a
year with a possibility for spin-off busi-
ness, while corporations may have sev-
eral opportunities a year. Let’s start
with selling to corporations.

When approaching corporations, you
need to ask for the VP of sales. About 80
percent of the time, he/she is the deci-
sion maker, so start there. If it is not this
person, they will tell you whom you
should talk to. Another likely contact
may be the VP of marketing. 

When calling, one of three things
will happen: 

1 You’ll get the VP on the phone.
If you get the VP, great! Give your

positioning statement, then say, “I’m
calling to see if one of my programs
may be a good fit for an upcoming
meeting?” If yes, continue. To qualify 
a prospect, I suggest you use my 10
Questions to Book More Business 
(see sidebar). 

If they say they never use profes-
sional speakers, thank him or her for
their time and end the call quickly. The
likelihood of you being the first speaker
they ever pay for is low. Don’t waste
your time. Move on to more fertile
fields!

2 You’ll get his or her assistant.
If you get the VP’s assistant, treat

him or her exactly liked you’d treat the
VP! Remember, these people are very

powerful and can many times make
decisions. Certainly they are the ones
who will decide whether you get a call
back or not, so sell to them! Make
them part of the process.

3 You’ll get voicemail.
The third situation requires leav-

ing a voice mail. If you have a great
positioning statement, use it. The
recipe for your voice mail is: 

1.Name 

2.Positioning statement 

3.Why you’re calling: To see if my
program may be a fit for an
upcoming meeting

4.Invitation to call back: I have
something I’d like to send that will
illustrate what my speech can do
but only want to send it if it is wel-
come. Please call me back and let
me know if I can do this.

All About Associations
Let’s now talk about the national asso-
ciation market. It is many times like fly-
ing a kite in the wind because you will
usually not have an opportunity to
speak to anyone who makes a decision.
Therefore, the person you ask for is the
meeting planner. He or she is the infor-
mation gatherer. The decision is typi-
cally made by a volunteer committee
made up of association members. 

The planner will file your materials
and submit them to the committee
when they meet. Occasionally, a com-
mittee member will come in with a
name for the group to consider. This is
why we always need to ask our corpo-
rate clients if they are members of asso-
ciations or trade groups. They may be
helpful in getting us considered for the
association meeting!

A word about meeting planners:  It is rare 

for a planner to decide on speakers.
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When selling to the association you
will tell them your topics and see if they
would like you to submit your informa-
tion, and how they would like you to
submit the information. Your material
should carry the day! Yes, they will
check out video on YouTube if you sug-
gest, but be aware the first thing they see
is what you send. You will hear if you
get it; you’ll hear nothing if you don’t. 

And if you want to be considered
for the following year’s convention,
you have to do this exercise all over
again. They get rid of information at
the end of the planning process.

Note: Treat selling to state associa-
tions as you would selling to businesses.
Your decision maker here will be the
executive director.

A word about meeting planners: It is
rare for a planner to decide on speakers.
They usually have to make decisions
about venue, rooms, set-up, logistics
and many, many other things. I have
one client who spent $5,000 on print-
ing and mailing a great piece to all plan-
ners. I asked what it generated. Zero.
While he was surprised, I was not.

Many times our first contact with
people is to merely find out when they
will be in a planning mode and wanting
to fill slots with speakers. After you get
this information, add an electronic tick-
ler in your contact management system.

You’re now well on your way to
making productive use of your time
when selling! Good luck!

Lois Creamer works with

professional speakers who

want to book more business,

make more money and fully

monetize their intellectual

property! She can be reached at (314) 822-

8225 or Lois@BookMoreBusiness.com. 

10 Questions to 
Book More Business 

W
hen you’re selling your services, consider
asking prospects these 10 questions in your
quest to book more business. These ques-
tions will help you qualify and quantify a
prospect’s interest in you.

1. Does your company use paid, professional speakers? 

2. how is the decision made regarding speakers? 

3. who have you used in the past?

4. Do you have a specific meeting date?

5. when do you begin to plan your meeting?

6. where will the meeting be held? 

7. is there a theme or focus to this meeting? 

8. is there a budget i should be aware of? (here is the
money question!) 

9. what type of meeting is this? is it quarterly, annual,
semi annual?

10. is there anything i haven’t asked you that you would
like me to know about your meeting?


