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Joe Arrigo

For thirty years, Joe Arrigo has functioned successfully as 
salesman, sales manager, sales trainer, and has conducted sales 
seminars for companies seriously looking to enhance sales 
performance. His experience encompasses the temporary industrial 
staffi  ng industry, direct mail packaging, closed circuit television 
systems, typography, and the executive search industries.

In his career he has acquired the business of literally hundreds 
of companies, such as J. Walter Thompson, Beltone, Procter & 
Gamble, Playboy, Firestone, Ogilvy & Mather, CBS, Centel, Peat 
Marwick Mitchell, Helene Curtis, Warner Cable and Harlequin 
Books. As a sales manager, he’s trained and coached many people 
to professional success and personal fulfi llment.

Over the years, combining both practical experience and 
exhaustive study, his philosophy and methodology coalesced, 
and is the embodiment of this book. Joe knows these powerful 
methods work because he’s developed and used them to achieve 
uncommon success as a top performer.

Joe was born and raised in Chicago, and now lives in a suburb 
of the city.
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The Secret Factor 
for 

Uncommon 
Sales Success

In the twenty-fi rst century of selling, salespeople need more 
than a litany of features and benefi ts along with a few closing 
techniques in attaining uncommon success.

Salespeople need fresh sophisticated skills because today’s 
buyers are sophisticated and shop in a ferociously competitive 
marketplace, a market where an avalanche of products and 
services continue to blitz buyers.

Along with this accelerated information stream, exacerbated 
by our modern fast-paced society, buyers gravitate toward 
simpler, time saving ways when making buying decisions.

Salespeople can exploit this tendency… so when buyers do 
make decisions, they are biased in your favor. That is what this 
book is about. 

The latest psychological research in how people make 
decisions supports the information contained in this book. 
This research throws an interesting and surprising light on 
what was previously accepted. When used in concert with 
each other, the cutting-edge concepts and techniques construct 
a compelling synergy to infl  uence buyers; creating a powerful 
edge in achieving uncommon sales success.

Finally, the philosophy contained in this book takes into 
account the balance between a salesperson’s personal and 
professional life. This is of paramount importance toward a 
skilled sales expert’s continued overall successful achievement.
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From 

The Secret Factor for Uncommon Sales Success

A great many courses in sales technique emphasize logic. 
They appeal to the conscious mind therefore giving it too 
much information, which causes the individual receiving the 
information to mentally shut down.

If you insist on basing your sales techniques solely on 
logical, rational, reasoned facts—the brain is not your friend.

The power of how something is presented, and what 
questions you ask, have enormous impact.

In discussing closing we must be cognizant of the fact that 
everything we have discussed so far is a major part of the 
closing process, just as three-quarters of an iceberg lies beneath 
the surface. We must also be very aware that many decisions 
are made by not making a decision, by letting time elapse 
until a critical situation demands that it be done. Therefore, 
the salesperson who will be summoned at that crucial juncture 
and given the opportunity to supply the solution, and close, 
is the one who has cultivated the buyer, the salesperson who 
has left the most compelling emotional imprint on that buyer. 
Having said that, we must also be aware that closing is the 
difference between a salesperson and an order-taker.

I consider the skill of listening of paramount importance, 
second only to the overall concept of this book. So important, 
I’m devoting an entire chapter to it here. Surprisingly, I know 
of no sales course that devotes any meaningful time or effort 
on this subject.
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Introduction

There are a plethora of sales books on the market. In 
reading and looking through many of them I get the 
feeling most of the authors are simply motivators, 

and not really cognizant of the everyday problems of the 
salesperson. Some sound like they haven’t spent any time in 
the fi eld. Many are still writing about bush-league warmed-
over topics like persistence, PMA (positive mental attitude), 
enthusiasm, the fear of success, fi nding your strengths, taking 
action, being punctual, seeing yourself as successful, having a 
goal, having an action plan, delivering value, features, benefi ts, 
etc. Not to say these are unimportant. It is to say that they are 
redundant, and can take you just so far. Many of the pages 
seem to be just a waste of time and a lot of trivia that is of 
little use to the salesperson who’s out there in the battlefi eld. It 
seems they’re just fi lling up pages with words just to produce 
and market books. They’re fraught with anecdotal stories that 
simply entertain and have little relevance to what a salesperson 
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is looking for—specifi c practical information to enhance their 
performance and enlarge their pocketbooks. They seem bereft 
of a central concept…just a litany of tips. 

Serious salespeople are looking for new twentieth-century 
data that will give them an edge in this ferociously competitive 
marketplace. Something they can sink their teeth into and apply 
that has a  realistic potential to get results. Today’s salesperson 
needs to glean and apply effectual information to create an 
edge that will elevate them above the morass. The salesperson 
needs to be open to new techniques that are outside their 
normal realm. A salesperson can have fi fteen years of sales 
experience, and that experience could be one year’s worth of 
experience fi fteen times. So it requires a willingness to depart 
from the proverbial comfort-zone and embrace concepts that 
more represent and speak to the modern world. 

There is an assault in this modern age on verbal 
communication. We have voice mail, email, text messaging, 
press 1, press 2, press 3, BlackBerry, video games, Internet, 28 
hours per week of television per capita, and headphones to 
tune out. Even the secretaries are on voice mail! And that has 
become anathema to the salesperson. The fact is, salespeople 
are spending less one-on-one time with their prospects than 
ever before. Therefore we need to develop potent new ways to 
create more power in infl uencing them, and be highly effective 
when we are in front of them and/or speaking with them on the 
phone. This is the quest of this book. It’s a small book because 
it’s concise, with a central concept, where everything works 
together in concert for maximum impact. 

The last fi ve years of my sales career was spent in the 
temporary industrial labor industry. Before that I sold a 
diverse array of products and services including closed circuit 
television systems, summer homes, direct mail packaging, 
typography, in-home direct sales, and the executive search 
industry—which is selling people to companies and companies 
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to people. I’ve been a salesman, a sales manager and a sales 
trainer. I’ve known the euphoria of a large sale and the agony 
of done-deal gone bad. I’ve read countless sales and self-
improvement books. Many excellent ones such as            Maxwell 
Maltz’,  Psycho-Cybernetics, Stephen Covey’s, The Seven Habits 
of Highly Effective People, Jesse Nirenberg’s, Getting Through to 
People,   Sydney J. Harris’, Pieces of Eight, and J. Martin Kohe’s, 
Your Greatest Power. 

The book you’re now reading was written by a person 
who made his living in the very subject this book addresses—
sales. Everything this book discusses and recommends I 
did successfully, and wish now to share with you. Yes, there 
is a secret. Secret not because the knowledge is esoteric, but 
because the concept is diffi cult to accept by many people, 
and they casually reject it or treat it as an afterthought when 
introduced to them—as I’ve experienced when conducting sales 
seminars—unless they understand its underlying principle 
explained in this book. Along the way I intuitively sensed the 
psychology behind it, learned more about it, and applied it. I 
was a top producer. Being open to this concept along with the 
techniques that support it, I believe, gave me a substantial edge 
in achieving uncommon success. It’s something I hope you will 
fi nd fascinating and exciting, embrace, and bring to your own 
special style and talent.




