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 I get a ton of e-mails from people 
seeking insight or asking me to solve 
sales dilemmas. Here are a few that 
may relate to your job, your life and, 
most important, your sales thought 
process right now:
 Jeffrey, 
 I’ve been reading and learning 
from you since I started my sales 
career in 1991. I’m writing an article 
on the definition of sales. I’d love to 
include your definition. Thank you 
for your thoughtful consider-
ation.
 Phyllis
 Phyllis, 
 I define sales as “creat-
ing a value-based atmosphere 
where the customer wants to 
BUY.” It’s simple, but not 
easy. My trademarked phrase, 
“People don’t like to be sold, 
but they love to buy,” is the 
essence of that definition. Salespeople 
must beware: the customer does not 
buy your product or service. They buy 
YOU. The first sale that’s made is the 
salesperson. If the customer does not 
buy you, they’re not buying anything. 
 Best regards, Jeffrey
 Jeffrey, 
 Which social media platform is 
the most effective for a salesperson 
and why?
 Alexandra
 Alexandra, 
 I don’t believe there is one plat-
form that is more effective than the 
others. I do believe that all of them 
must be interconnected in order to 
create real success in business social 
media. Each of the platforms has a 
specific use. If you had to pick just 
one, I would suggest LinkedIn because 
of its business nature. 
 Best regards, Jeffrey
 Jeffrey, 
 You focus on the corporate world 
in a lot of your information and I was 
wondering what advice you could offer 
me on how I can approach my custom-
ers on their turf (in their homes) as I 
work with them to improve their doors 
and windows? 
 Joe
 Joe, 
 If they offer you something, like 
a drink, take it. Pick a setting that 
is comfortable for everybody. Begin 
your conversation in terms of them. 
Do you think they want to know about 
your doors and windows? Or do you 
think they want to keep their home 
warm in the winter, cool in the sum-
mer, and safe all year around? Start 
there. 
 Best regards, Jeffrey
 Jeffrey, 
 What are the biggest fears of a 
salesperson and what’s the most dif-
ficult lesson to teach to a salesperson? 
If they ask, would you advise your 

grandchildren to become salespeople? 
Why or why not? 
 Milton
 Milton, 
 The biggest fear of salespeople 
will always be rejection, and not just 
being turned down for a sale, but also 
being turned down for a meeting and 
being turned down for a proposal. 
Usually the turn-down is also a put-
down. Salespeople are insulted, hung 
up on, have their e-mails deleted, 

and their calls go unreturned. 
It’s been the same for more 
than 150 years, and it will 
not change for the next 150 
years. The only thing that 
will change (and change these 
outcomes) is the salesperson. 
The more prepared they are, 
and the more resilient they 

are, and the more positive they 
are, and the more believable 

they are, and the more compelling 
they are, and the more valuable they 
are perceived to be, and the more 
trustworthy they are, the more they 
will sell (or better stated the less they 
will be rejected). I would hope that my 
grandchildren become salespeople. I 
would want them to carry on the tradi-
tion when Eve sold Adam the apple 
(all my grandchildren are women). I 
am beginning their training right now 
by reinforcing their YES! Attitude 
and making certain they believe in 
themselves. These two elements are 
the most important and the most over-
looked aspects of a salesperson’s suc-
cess. 
 Best regards, Jeffrey
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 In our globalized world, almost everyone 
is confronted with the need to overcome some 
type of language barrier. Businesses often hit 
this barrier when looking to expand the reach of 
their current customer base. With more than 1.9 
billion Internet users and more than five billion 
mobile subscribers, there are millions of new 
customers just waiting to be reached by the right 
business, individual or product. The problem is 
that they speak hundreds of different languages.
 In order to communicate to your customers 
successfully, your message must mean 
the same thing to them in their language 
as it means to you in your language. 
It must be funny, motivating or con-
cise to them in the same way that it is 
funny, motivating or concise to you. It’s 
a task that is not easily accomplished and 
requires more than the mere transcription 
of words into their foreign counterparts. 
On a general level, a debate currently 
rages in the translation world between 
machine-generated and human-generated 
translation. Though a the debate continues, it 
is always important to remember that a good 
translation will make you competitive in a tough 
new market, but a bad translation could take you 
out of the running altogether. Machine transla-
tion can be more economical upfront, but the 
question of quality looms. Human translation 
provides higher quality, though naturally at a 
higher cost. As a customer, you want value. In 
this article, I will explain what to look for to 
ensure that you get what you pay for.
 I will give a brief explanation of the terms: 
language service provider (LSP), translation, 
interpretation and localization. U will also pro-
vide some important tips that you may want to 
pay attention to when it is time to take your mes-
sage to a broader market.
 A language service provider specializes 
in taking a text, data or voice message from a 
source language and accurately conveying that 
message in a target language. A good LSP will 
have access to translation and project manage-
ment tools, as well as a personal database of 
tested and tried translators and interpreters who 
have a strong track record of providing quality 
translations/interpretations by clearly defined 
deadlines. These linguists will have access to 
translation tools to ensure consistent translation. 
The right translation tools are critical because 
they allow a translator to change the words in a 
document without changing formatting or cod-
ing, thus maintaining the document’s integrity. 
This means that what you get back will have the 
same professional look that it had when you sent 
it out.
 A good LSP will also assign a project man-
ager who is easily accessible and can answer 
your questions and meet your needs. This man-
ager will lead linguistic teams of up to three 
professionals per language who will ensure that 
your information is translated accurately and 
promptly.
 A good LSP will always use translators 
and interpreters who are strong communicators 
in their native language, which will also be the 
target language for translation or interpretation. 
In addition to having more experience, they 
know the culture and understand better the many 
meanings and connotations one word can have.
 Translation refers to the transfer of writ-

ten text from a source language into a target 
language. Translation in its most basic form 
requires little more than an understanding of 
two languages (sometimes referred to as a 
language pair), but how many thriving busi-
nesses are looking to be understood or viewed as 
basic? Quality translation requires much more. 
It requires most of all the ability to communicate 
at a professional level in a target language. Even 
after an able translator has finished translating, 
the work is not complete. A good LSP will often 

offer two proofreading steps to gain 
approval from additional sources. If 
your LSP doesn’t offer this from the 
get go, you should get going.
 Interpretation is different 
from translation. It is the transfer 
of speech from a source language 
into a target language. There are two 
forms: consecutive and simultaneous. 
Consecutive interpretation is when the 
speaker stops every couple of minutes 
to allow the interpreter to express 

the message. Simultaneous interpretation means 
that the interpreter expresses one message while 
simultaneously hearing the next. This language 
service is often an intense, on the spot, one-shot 
opportunity that is either realized or regretted. A 
good interpreter will have an extensive vocabu-
lary in both languages to express ideas concisely 
and clearly. 
 Localization is an often complex process 
that involves translation and sometimes inter-
pretation, and requires changing messages from 
one language to another as well as imagery and 
delivery method to fit in with the common prac-
tices of a specific region. Localization is com-
plicated and is most often applied to websites, 
apps, software and marketing materials. In order 
to be successful, localization must take many 
details into account such as language, dialect, 
history, humor, culture, etc. 
 One of the best steps that any company can 
take to ensure a smooth localization process is 
to plan ahead. Any time you create a complex 
manual, website, software or mobile app, it is 
important to consider not only your immediate 
customers but also your future customers in 
areas that you would sometime like to expand to. 
By formatting materials with expansion in mind, 
companies can save time and money when they 
want to localize those materials. One basic but 
very important thing to take into account is the 
number and length of words used in different lan-
guages to describe the same thing. For example, 
Spanish often requires more words than English 
to say the same thing and many German words 
have more characters than their English coun-
terparts. Thus, text boxes and pages may need to 
accommodate more characters. Sufficient free 
space would need to be added to eliminate clut-
ter. The main point is that companies benefit by 
looking long-term when considering what they 
would like to do with their materials.
 As you look to broaden your market, be 
sure to ask your language provider just exactly 
what you are paying for. There is valuable 
growth potential when LSP’s are priced right!
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