Clancy- Ziglar on Selling

· Successful persuaders must have a specific plan of action, “Planned selling process”: Need Analysis, Need Awareness, Need Solution, Need Satisfaction
· Sometimes the planned selling process doesn’t work, as prospects are incredibly impatient. You might have to skip the need awareness and jump in the benefit selling right away!

· Motivator: moving together for a mutual advantage vs. Manipulator: moving together for your own advantage  

· 3 ways to ask for orders when closing: “3 question close” (helps ask for the order) “Probability Close” (helps prospect understand how close he is to making the purchase) “Summary Close” (summarize all the reasons the prospect has given for buying and ask for order)

· 3 types of Qs to determine prospects wants & needs: Open-door question (lets them go whever they want with the question) Closed door questions (Keeps them in a certain area or topic for clarity) Yes no questions (demands direct response)

· Prospect: Individual or group capable of making the decision on the P or S that the salesperson is selling. Prospecting is not an 8 to 5 job. Done in any environment; plane or break room. Best way to begin is to show genuine interest in the other person

· Must overcome what most salespeople get, Call Reluctance: Remember selling is a transference of feeling, take responsibility for building self confidence and self esteem, make each call a “positive” experience, make a regular schedule to be face to face with a prospect same time every day. Get anxiety to work for you not against you. 

· “If you’re the right kind of person, selling the right kind of product at a fair prices, with the right intentions, your in a win-win situation!”

· POGO: Allows you to get involved in a conversational interview process. P: Person, start with expressing interest in the prospect is valuable to you O: Organization, when convo is drawing to an end about person, move to the org G: Goals, Then its time to gather information about personal and professional goals open-door Qs (what do you plan to accomplish in the next six months?) O: Obstacles, to reaching the goals 

· There is a difference: Feature (Part of P/S) Function (what the part does) Benefit (the advantage in using the feature and function). You are trying to sell the benefit!

· When there’s an objection, Pause and think “QUIET”: Begin with a question. To Understand objection. Identify objection. Emphasize with prospect to clearly identify objection. Finally, Test objection and prove its real. Will eliminate objection and improve chance of making sale!

· Attitude determines how many calls you make, how you finish, when you start, and what your results.  Cant control the circumstances but can control “Mental Attitude”: Accept you can control attitude, learn one new word every day, choose associates carefully, make commitment to control attitude

· Family is a successful salesperson support system

Summary

· Expresses notion of Giving & Receiving

· There is a Recipe to personal selling & being a successful salesperson. (plan of action)

· Personal selling is a Way of life; it’s a profession not work. It’s as if you never left school; you’re always learning. Linkage to PINK: Contrasts against Pink as he emphasizes that personal selling is normal and part of what we do every day (i.e. Non sales selling: persuading, influencing, convincing)

· Questions are the answers

· Sales person: Disciplined, values integrity, continuous learner, org. committed. 

· Sales person requires 2 skills: Must prepare & execute

· Customers not looking for a product but the solution the product provides
































Clancy- Bosworth & Holland on Customer Centric Selling

· CC selling revolves around the notion of understanding the “prospects situation”. Helps start moving toward better, longer, and more mutually beneficial relationships with customers

· Most traditional sales people can talk a great deal about the product but very little on how it is used in day-to-day applications. To know how means Seller must understand the buyers needs, problems, desires, and goals.

· To have effective convo w/ buyer and create effective sales-ready message, must: 1) Know the buyers title & vertical industry 2) the willingness of a buyer to recognize a goal or admit to a problem 3) the capability of the sellers offering to help the buyer satisfy their need, problem, or goal

· Sales-ready Messaging: Way of approaching a sales conversation, which increases success. Means, sales most effective when using a consistent message. Remove subjectivity from forecasting and negotiate from position of strength. 
· 4 steps: document title and goals, create solution development prompters (I.e. developing questions), create sales ready messaging in the form of SDPs, position you offering

· Customer-centric selling differs from traditional selling in 7 ways: 
· Situational conversation vs. presentation (to understand ones needs, best way is to have a convo!), Asking relevant questions vs. offering opinion, solution focused vs. relationship focused, targeting business people (target bus. Decision makers & focus on how product will benefit them and what result to expect) vs. gravitating toward users, Relate product usage vs. rely on product, managing managers (traditional sellers monitor activity rather than progress; must monitor progress) vs. needing to be managed, and empower buyers (selling is about empowerment, not persuasion or pressure; help them solve a problem, achieve a goal, find a solution) vs. attempting to sell to them! 

· Opinions: Important role in personal and professional lives. Not everyone’s opinion is of equal value. Companies rely on traditional sales people opinions to: build pipelines, create forecasts, and deliver revenue

· Inconsistency between Sales and Tactical Marketing (literature, brochures, advertising, website). Must position offers according to buyers needs.

· “Winging it”: Means the person has never broken down their “success” into teaching components

· When seller first meets the buyer: The focus is on building a rapport and trust. If you don’t, the buyer is less likely to share goals or admit to problem. 










Summary:

· CC selling is helping the customer “self-identify” through a continuous conversation not presentation

· Customer must maintain ownership of their problem, goal, or need

· Focusing on providing a solution and helping the buyer visualize for himself the solution is better than focusing on building a relationship

· Must ask questions as they are the answers (same thought as ziglar)

· CC selling defined as listening; you must listen in order to learn/understand and to determine solutions

· CC selling empowers sellers to use sales ready messaging to help the buyer ‘visualize’ using the offering to achiever his/her goal

· CC sales people ensure that the buyer “retains” ownership of their problem, goals, needs

· Selling at its best and most customer centric: When selling involves a “series of conversation” w/ the buyer, during which time the seller uncovers the buyers needs, goals, or problems.

· Linkage to PINK: PINK talks about balancing needs and wants. Executing CC selling means understanding the needs of a buyer. Putting you in the shoes of a buyer. Helping them realize the problem and allowing them to visualize the solution your offering for themselves.  Rather than just focusing on what you want (i.e. to sell your product), you basically balance it with “understanding the needs of the buyer” and provide a win-win situation by keeping them empowered. You get what you want by selling your product and they get the solution to their need or problem. 

· Linkage to “Active Listening” Lesson:
	
















Clancy- Kaplan on Bag the Elephant

· Bag the Elephant: Perusing business w/ big companies. Your multi-million dollar account you want to close
· Kaplan relates big companies to elephants because they share similar characteristics: size, pace, temperate
· Kaplan states that companies are referred to elephants because elephants are: huge, slow moving, ponderous, strong, slow to react, often lovable, stubborn, smart, sometimes dangerous, uniquely individual, and equipped with long memory. 

· He talks about how to find the right elephant for the business, get your foot through the door, and emphasis on rebounding from customer catastrophes.

· Keep in mind that large corporate clients/buyers: Have low tolerance for mistake & expect to be accommodated in each situation

· To get business from an elephant: Must overcome the belief that the elephant has no use for our offerings.

· To capture, pursue, retain elephant (3 steps; the linkage): Must change your outlook (think like an elephant), must get everyone working together for a common goal (whoever is in contact with the elephant), and must be in the right “Mindset”

· To be in the right mindset, one must grasp some habits and attitudes: One & Done (Get one shot at them) Priority one (Everyone wants to be special, give plenty of attention) Whatever it takes, Long-term vision (view elephant as partner in long-term relationship), breath of fresh air (have fun), partners (not a customer)

· 5 killer mistakes leading to destruction of small companies

· Talks about: what to know about elephants in order to understand their DM process:
· Know who does what (know who buys, who influences, who kills)
· Know how to get on the list (companies try to contact w/ vendors on preferred list; done to optimize cost)
· Know the company’s lingo and quarks (Every company speaks its own language. know their language as it distinguishes insiders from outsiders)
· Know the budget season: Every corporation has annual budget

· Bureaucracy: It adds costs, complicates B. activities, and threatens quality of offerings. 
· Red tape: Funnels every decision through a listen of D makers. 
· Therefore: Fight process w/ process. Explain your process in detail, don’t make fake promises on how it will meet their needs

· Kaplan talks about a method in Choosing the right elephants which your most likely to get: 
· Position your product or service for the elephant, develop a hit list (which would be best partners), cut down the list to the best of best (use series of questions and criteria)

· How to land the prospect; Knocking on the door (8 steps): Must always start by identifying target companies, understand their operations, and find best ways to approach them. 
· Then the steps: Build prospect database (list specific people to contact at prospect company and be prepared to contact them) Create introductory mailing, make first, send detailed mailing, make second call, send a creative mailing, make the 3rd call, stay on top of prospects mind 

· Categorizing the Prospectors: Sales people fall in 3 categories based on personality, styles, and approaches. Links to social styles and how we all have different social styles
· The Sage: Cites own experience to make buyer comfortable. To succeed needs: useful info, proof of offerings best feature, and timely & accurate responses to customers. Focus on exp. And knowledge not warm and fuzzy
· The Pal: Great relationship builder (outgoing and friendly). The buyer would buy just because they like the seller. These are given consent to spend money on entertainment for the customer. Needs: Clear, simple, detailed material explaining product
· The Pit Bull: Is all about business. Breads success and makes enemies. #s game & typically poor at customer service (often looses repeat business as result. Needs: independence, latitude in pricing, and customer support
· Goal is: For each selling situation match the client with the RIGHT SALES PERSON

· Recruit Great Champions. 

Summary

· Provides an interesting image of prospects (elephants), how to select among them, and how to put your foot through the door 
· LINKAGE TO SALES READY MESSAGING (B&H): Relates in terms of going through a process and what should be done.
· LINKAGE TO (B&H): Kaplan also talks about what steps you must take to understand and know about an elephant (your prospect) in order to bag him, which connects again with BH cc selling of understanding the customers, needs. Connects again to ziglar, must have a plan of action (taking steps). 
· LINKAGE TO SOCIAL STYLES: Must categorize the prospectors: as prospector’s social styles, personality, and attitudes differ. For each selling situation, the goal is to match the “right” type of prospector to the customer in regards to the context of their needs. 
· Linkage to Empathy: Kaplan lacks the notion of empathy and taking it under considerations
· Linkage to Adaptive Selling: In Kaplan’s discussion about bagging the elephant, he misses the concept of “adaptive selling”
· Linkage to Active Listening: Talks very little about the notion of active listening
· Linkage to Ziglar: Kaplan lacks/doesn’t emphasize focus on gaining relevant information by probing/asking questions. Best way to understand a customer problem, need, or goal to provide the solution they want to buy is by asking questions!











Clancy- Hopkins on How to master the art of selling

· SKILLS, KNOWLEDGE, & DRIVE within you are what make you great and these qualities can be expanded and intensified; if your willing to invest time, effort, and money in yourself

· Refers to role model salesperson as a “champion”, with such characteristics as: no matter how good they are they know that they’re still going to fail some of time between success, they don’t take rejections personally, they believe in continuing education (LINKS TO KAPLAN; they study technique and learn new skills), radiate confidence, close warmly (they are sincere), want to get rich. 

· Talks about the Basics of Questioning: Gives pointers on question techniques (ask Qs that: get minor yeses, isolate objections, to answer questions, help determine the benefits that he prospect wants to own) 
· Must ask the RIGHT questions. Be sure it’s a question they’ll know the answer to. Open question require thought on part of the person and closed questions aimed at getting specific response
· Must have the “Knowledge” to ask the right questions that allow you to lead and maintain control during the sale. Involves continuous learning on the part of the salesperson. 
· Emphasizes importance of asking the right question and varying your methods to fit their answers.

· Emphasizes Practice, drill, rehearse as important

· Creating the selling climate: Only sell the benefits/features prospect wants to buy. Must change the self-image of the prospect. Emotion is how; Positive emotions which involves fixing your self-image.
· Talks about using your Motivators when your down: Money, security, achievement, recognition, acceptance, self-acceptance
· Champions keep calm, listen carefully, and speak to the heart of the matter

· Learn to love “No”. Reject the negative effects of rejection (use the champions formulae for rejecting rejections): determine cash value of each rejection you receive, determine how many people you have to contact to close one sale. 
· No contacts; no sales. Contacts earnings sales
· Champion always makes one successful call after a rejection

· Getting to know people is key to every door in selling. Keep track of the results. Use ratios

· Mindset you develop before learning how to prospecting (global approach): Handle problems fast, call people back immediately, keep every promise, keep in touch (connects to itch cycle)

· Non-referral Prospecting: Need to learn how to find them and pre-qualify them. If not prequalified only 10% close.  To prequalify non-referrals must use emotion first logic second (Sale depends on emotion backed by logic). 
· Different ways of prospecting them: The itch cycle, The orphan adoption, your local newspapers, claim staking, servicing your service department, community involvement

· Referral Prospecting: Referral lead easiest to close. Champions close 40-60% of their prequalified referrals. Process of getting referrals begins the moment you meet people; goal is to build trust. Success rate with referrals is 400-600% more than non-referrals. Must have switched on mind vs. switched off (watching instead of doing is a switch off). 

· How to prospect brand ambassadors: Referrals, networking, visit classes, social media, booths/events

· Must always QUALIFY so you don’t try to close the wrong people too often. Also starts at the time you meet the person. To qualify, must determine the potential clients “neads” (I.e. needs). Talks about “triplicate of choice” (needs complete knowledge of your offerings; give most possible choices in respect to buyers need and connect to money. Put middle first, highest second, lowest last.

· Objection: a statement by a potential client that he or she wants to know more. Condition: a valid reason for not going ahead. Must accept and walk away. Must be able to tell the difference. 

· Planning activities is the key to success in selling

Summary: Focus on qualification and prospecting 

· Definition of a Champion (focused on prospecting): A salesperson who spends only 40% presenting or demonstrating and no more than 10% prospecting. 50% of their time goes in vital areas on qualifying and planning.
· Salespeople: Finite situation w/ basic skills (soft skills). Links to active listening & assessment
· We all use basic skills: how to close, what to ask
· Rejection is normal even though it’s tough to handle. Its not personal
· Must always be learning, planning, practicing, rehearsing. Global approach to your career. Notion of ongoing learning. Connects to Ziglar: Selling is active learning; a way of life; education
· Links to criteria said in class & classification 






















PINK: To Sell is Human

· Non-selling is still selling: Persuading, influencing, convincing others to give up something in exchange for what we got (Ex: experience, idea). Teaching, coaching, & instructing. Basically non-selling is selling that doesn’t involve any purchase!

· To sell is to move other people to part w/ resources so that they are left better off and both get what they want (win-win situation). For example, teachers ask students to part way with time, attention, and effort to be better off at the end. Selling is about “moving others”.

· Irritation: Challenging someone to do something we want him or her to do. (Doesn’t work)
· Agitation: Challenging someone to do something they want to do (example in book: teacher asking student to write an essay about natural disasters)

· Moving others needs different set of capabilities: Qualities of attunement & Clarity (lead with ears rather than mouth)
----
· Entrepreneurship (web), Elasticity, and Ed-Med (CH2) helps explain the transformation in the workplace and how we are all in sales b/c essentially we are moving others. 
· Ed-Med: Fastest growing industries (health and education).  Main purpose is to move others. Elasticity: the skills demanded by established companies involve you being in part a salesperson. Elasticity of skills always encompasses moving others. 

· Pixar Pitch: Techniques which provides a short summary of the point your trying to make in a narrative structure of a Pixar film 
----
· (CH3)--Move from Caveat emptor (buyer beware) to Caveat venditor (supplier beware). There is a balance of power now.
· Used to be an information asymmetry (one side is fully informed; the other us at least partially in the dark), which created a lot of headaches. Now its information parity (buyers and sellers have roughly equal access to relevant information
· Concept of the lemon to represent information asymmetry. Example: used car lot. Only the seller knows which is a lemon and which is a peach. 
· Example: CarMax vs. Sk motors (working around caveat emptor, not providing them info.) 
· Sk Motors: Negotiations, used, limited inventory, buyer beware, commission, no credit, suits, wait for customer, solving problem 
· CarMax: Used, fixed price, seller beware, non sales commission, shares screens, uniforms, providing for their needs

· Word cloud: Graphic representation of adjective and interjections that people think of first when prompted to think of something. Size of each word reflects the number of respondents that chose it.
· Many emphasized the social aspect of sale as: Outgoing, extravert, talker (Links to social styles)
----
· (CH 4:Attunement): First quality (ABCS) to move others. Ability to bring ones actions and outlook in harmony w/ other people and the context were in. Revolves around leaving both parties better off

· Attunement has 2 elements: Perspective taking (cognitive capacity; thinking; ex: e test) & Empathy (feeling; emotional response)

· Perspective taking: More important to know what the other person is thinking. Get to understand another persons perspective; getting in their head and see world through their eyes. Fewer resources, better perspective taker, better attuned to others. Allows us to adjust and attune ourselves in was that leave both sides better off. To be effective perspective taker, must attune yourself to others by following three principles: 
· Increase your power by reducing it: more likely to attune to others. Power leads people to anchor to their own vantage points not letting them adjust to the other person perspective. Inverse relationship between power and perspective taking. More information parity has helped reduce the power. Ex: sitting in a chair that is the same as the one prospect sitting on.
· Use your head as much as your heart: Means individuals don’t exist as atomistic units; they aren’t disconnected from society, groups, situations, or context. This links to empathy but perspective taking is more effective at moving others. Train ones perspective taking powers on the people themselves and the relationships and connections to others. 
· “Social Cartography”: capacity to size up a situation and in ones mind draw a map of how people are related. Ensures you don’t miss an important player in the process. Gives complete picture so you use time energy and effort to the right relationships
· Mimic Strategically: Attunement has a cognitive (perspective taking), an emotional response (empathy) and physical component (mimic; mimicking others actions). Mimicking the buyers mannerism increases the likelihood of negotiating a deal that leave both parties better off = Chameleon effect = mimicry. Mimic subtly enough that the other person does not notice what your doing.  Strategy mimicry effective. Twins with touching. 

· Fundamental part of attunement: Syncing mannerism & vocal speech to another so both understand each other.
· Ability to Chameleon: Ability to get in sync w/ people, connect with them

· Ambivert advantage: As moving others involve social situation of interacting with others.
· Extraverts are: highly sociable, assertive, lively, and sensation seeking. Might be most ideal but not most effective. 
· Selling requires a delicate balance of inspecting and responding. Extroverts geared to respond and introverts geared to inspect. Ambiverts can find the right balance; know when to speak up and when to shut up. Best movers because they are the most skilled attuners. Ambivert by research sell more than introverts and extroverts. Most of us are ambiverts happily attuned to the people around us. In a sense, we were born to sell! 
----
· (CH5) Buoyancy. Second quality needed to move others after attunement.  How to stay afloat amid that ocean of rejections. How to stay positive and keeping moving forwards in the face of rejections. Has 3 components which apply before, during, and after:
· 1) Before--Interrogative self-talk: Positive self-talk is generally more effective than negative self-talk but the most effective self talk moves from just shifting emotion to shifting action. Moves from making statements to asking questions (links to Ziglar; questions are the answers). Can I? Declarative self-talk (I can); affirmation.
· 2) During—Positivity Ratio: Being thoughtful, deliberate, and soft-spoken. Listen and observe more than the typical salesperson.  Positivity is a basket of emotions including amusement, appreciation, joy, interest, gratitude, and inspiration. Positive emotion broadens people’s ideas about possible action and makes people more receptive.  This broadening effect has important effect on moving others.  To have positive emotions and show positivity it is vitally important to “believe” in the product you’re selling and must show. Believing leads to deeper understanding of offer, which allows sellers to link offerings with what others needs. Golden ratio of positivity leads to the best results (3:1 outnumbering negative emotions; when it is above 11:1 does more harm than good). Negative emotions provide feedback on our performance and what’s working and what’s not. So important to have right mix of positive and negative emotions; relates to levity & gravity. Negativity prevents un-productive behaviors from cementing into habits. Deliver useful information. Allow yourself “appropriate negativity” moments of anger, hostility, disgust if it serves a productive purpose.  Monitor positivity ratio. 
· 3) Explanatory Style: How we as salespeople think about our day, in particular how we explain its worst aspect; goes a long way in determining success rate. Form of self-talk that happens after rather than before an experience. Tweak your explanatory style from time to time. 
· “Learned helplessness” was function of style (habit of explaining negative events to oneself). People who give up and become helpless in situation they can do something about explain bad events as: permanent, pervasive, and personal. Negative events can clarify positive ones.
· Optimism is a catalyst that can stir persistence, steady us during challenges, and stoke the confidence that we can influence our surroundings
· Must have an “Optimistic Explanatory style” (vs. pessimistic explanatory style; habit of believing that its my own fault, its going to last forever, and will undermine everything that I do): See rejections as temporary rather than permanent, specific rather than universal, external rather than personal. Having this style gives you the ability to sell more and survive in a job more. Send yourself a rejection letter, so easier.

Summary: 
· Everybody sells. Everybody is in sales. 
· Moving others is still selling: Persuading, Convincing, or Influencing others
· We are all in sales essentially (3 reasons): Non-selling: Entrepreneurs (product or idea), elasticity, Ed-Med (provide outcome/service). 
· Sales is the face of the company.
· Agitation vs. irritation. Agitation is a win-win
· Customer is key
· CH3: Clients don’t always know what they need, even if there is information parity
· Sales people are born not made
· CH4: Attunement (2 elements: perspective taking & empathy): More important to know what the other person is thinking. Constantly taking the perspective of the other. Must have both perspective taking & empathy. If only focus on empathy, might lose out on your needs and goals. 
· Increase empathy by lowering your power position (linked to info asymmetry; allows you to take the perspective of the other)
· Ambiverts and the ambivert advantage (CH 4): Highly adaptive, can change their social styles. Links to social styles: 
· Mimic strategy links to social styles. 
· “Social cartography” for critical meetings so you don’t miss out on key players. Observing your surroundings, others body language
· Touching others: can be sensitive; must know the other person really well. 
· CH5: Buoyancy has 3 components. 
· Positivity Ratio: how do you integrate positivity in your day
· Explanatory style is how we justify the rejection and assesses our own objections; could be realistic (didn’t do it good enough, I can do it better). Those who are more “objective” in their explanatory style close 37% of the time (ex: above)
· BRUSH MAN: Doing elevator pitch, introduces himself regularly, comes regularly, has physical goods to show them

· P. Has one specific POINT OF VIEW: What does he say? Why does he say it? What does it link to?

Clancy—Duncan on Time Traps

· Salesperson should be the master of his or time, not the reverse
· Organizations, technology, even sales quota rob sales professionals of time
· Time traps attempts to helps ales people get back what is theirs

· Time travel: Talks about the difference between Time management & Task management 
· “Time Management”: Efficient use of time. What doesn’t work about time management? Never have enough time. Finite amount of time. If your trying to put all tasks in one day—not productive, not focusing on what’s important (b/c putting a lot of tasks in finite of time). Time does not link to goal achievement 
· “Task Management”: Tied to goals. Helps achieve your goals. Every task has a goal (Ex: Sales calls task + goal to get an appointment). Past + achievement of goals has a relationship. Must prioritize them + tie to a type of goal or activity. 

· Yes Trap: Most salespeople say yes too often. Result, they end up starting more work than they can finish. (is your work; contrasts to ziglar and PINK)

· Identity Trap: When your time is used up by work, what forms your identity is work. You are known to yourself and to others by what you sell. Lost in your job

· Organizational Trap: The more tasks that are requested from you, the more disorganized and out of control you are.

· Control Trap: Cant bear the responsibility. Don’t delegate responsibility. Why? People with high level of control will think they are the only person that can do it

· Tech Trap: Technology should help, but if you don’t know how to work towards time trap, don’t do it yourself. Ask for help. For example, to counter tech trap, dont being attached to you mobile + laptop.

· Quota Trap: Most sales peoplePart of your goal setting. Helps prioritize your clients.
· Nightmare customers (High Maintenance, low Profit): Spending too much time on them and they usually don’t buy very much or lower price down. Avoid wasting time on them
· Good business but difficult (High M, High P): Produce a lot of business but difficult to serve. Expect more than you can give them. Avoid these and invest in the underneath
· Long-term profitability (Low M, Low P): Won’t produce great profit, but create more over the long term. Easier to serve because professional. Goal to move them in low maintenance and high profit the below.
· Spend time here (Low M, High P): Invest most time with these. Trade you most business for smallest investment. Must groom them, but once you have their business you have them for life. This is where your time trade is most lucrative








Summary:

· Interesting from Duncan: Talks about one trap is your work (identity trap)

· Ziglar says something similar: No no, you are who you are, you are your work


· PINK says something in contrast: Selling is who you are, they are born not made

· Notion of failure is not a bad thing: B/c you learn form your mistakes. Most profound learning comes from failures

· COMMENT: Work to live (must), live not to work (perception)
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