MAKING THE SALES CALL (SESSION 6)
MAKING A GOOD IMPRESSION
· Waiting for the prospect
· Be on time or early
· Work or not work?  Depends
· Very first impressions
· Appearance, gender, age, attractiveness, pronunciation of name
· Handshaking
· Prospect’s choice, firm but not hard, dry hands, can offer a business card instead
· Selecting a seat
· Will probably be obvious; don’t need to ask
· Developing rapport
· “Small talk
· Scan office
· Avoid controversial subjects
· When things go wrong
· Apologize sincerely
· Move on quickly

GETTING THE CUSTOMERS ATTENTION
· Introduction approach
· Simply introduce yourself
· May not generate interest
· Referral approach
· Tell about someone who referred you to the buyer
· Always get permission; don’t stretch the truth!
· Benefit approach
· Start by telling about the product benefits
· Gets down to business right away
· Product approach
· Actually demonstrate a product feature/benefit as you walk up to the client
· Uses visual and not just verbal – can create interest
· Compliment approach
· Start by complimenting buyer or firm
· Must be sincere
· Question approach
· Start the conversation with a question
· Starts two way communication


DISCOVERING THE ROOT CAUSE OF THE NEED
· Need behind the need:
· “Our competition is gaining on us”
		Need behind the need:
			“We need to improve our sales performance”
				Need behind the need:
					“We need to give our salespeople laptops”

IDENTIFYING PROSPECT NEEDS
· Remember to communicate effectively
· Asking open and closed questions
· SPIN technique
· Reiterating needs you identified before the meeting
· Additional considerations – why don’t buyers answer questions?
· Developing a strategy for the presentation
THE SPIN SELLING SYSTEM
· Four types of questions
· Situation Questions
· Data gathering questions about background and current facts; should be limited
· “What is your position?”  “How long have you worked here?”
· Problem Questions
· These are about specific difficulties, problems or dissatisfactions the prospect has
· “Is your current machine difficult to repair?”
· Implication Questions
· These cannot be asked until a problem area has been identified.  The goal is to show that the problem has serious ramifications worth resolving
· “What happens if you ship your customer the wrong order?”  Does the slow ordering system create bottlenecks elsewhere in the company?”
· Need Payoff Questions
· These are solution centered questions
· “If I can show you a way. . .” If you could increase your profits by . . .”  “Would you like to see . . .”

OFFERING SOLUTION TO THE BUYERS NEEDS
· Relating features to benefits
· What is a feature?
· What is a benefit?
· Assessing reactions
· Using nonverbal cues
· Verbal probing
· Making adjustments

PRACTICING FEATURES AND BENEFITS
· Buyer 1:  A law office with branches all over the province.  The office sends and receives important documents every day.
· Buyer 2:  An individual who runs a catalog business out of her home.  She promises 48 hour shipping guarantee and needs to reach suppliers quickly.
· Automatic paper cutter cuts and stacks incoming documents in paper trays
· Auto redial for busy numbers
· Polling feature allows retrieval of documents sent to other fax machines
· Switches from fax to telephone and vice versa
· Delayed transmission sends documents after hours
· Can be hooked up to an answering machine
· Prints company name and fax # on all transmissions
· Can be used as a copier
· Lets you fax same document to multiple locations
· 100 number automatic dialing
· 40 page document feeder
· Transmits one page every 3 seconds

BUILDING CREDIBILITY DURING CALL
· Delineate the time the call will take
· Offer concrete evidence to the client
· Be honest!  (legal issues here!)
· Develop balanced presentations
· Demonstrate product expertise
· Keep it simple

SELLING TO GROUPS
· Gather information about the needs and concerns about each individual who will attend
· Discover ego involvement (importance to well being) and issue involvement (subject important but not personal) of each group member
· Discover objectives for the meeting and what seller hopes to accomplish with each person at the meeting
· Informal atmosphere usually works best
· Several types of group situations – may require teamwork from sales manager, other reps, etc.

**IN CLASS ROLE PLAY USING PEN: ASSIGNMENT WAS TO HIGHLIGHT FEATURES AND BENEFITS OF THE PEN  
· Holds a year’s supply of ink even with heavy use
· Pressurized refill – you can use the pen in any position

PRESENTATION SKILLS (SESSION 7)
THE CHARACTERISTICS OF A STRONG PRESENTATION
· Keeps the buyer’s attention
· Improves the buyer’s understanding 	(multiple sense appeals)
· Helps the buyer remember what was said 	(importance of visual plus audio)
· Offers proof of salesperson’s assertions
· Creates a sense of value

HOW TO STRENGTHEN THE PRESENTATION
· Verbal tools
· Word pictures and stories
· Use stories from your own life
· Have a reason for telling the story
· Tie back to your presentation
· Be accurate and vivid
· Pace the story; fit your style
· Humor
· Use from your own life
· Practice!  
· Make sure punch line is clear
· Beware of overdoing it!
· Humor is culturally bound – tread carefully.

VISUAL TOOLS
· Graphics and Charts
· Make sure it illustrates the point
· Use current information
· Don’t crowd
· Don’t overload
· Choose appropriate colors
· Use diagrams instead of tables
· Respect copyright
· Use consistent formatting
· Model, samples, and gifts
· Ethical issues may arise with gifts
· Catalogs and brochures
· Make sure buyer can see visuals	
· Mark visuals to find them easily
· Don’t let visual interfere with interaction
· Make sure videos are fast paced
· Always relate features to benefits
· Have copies to leave behind with buyers
· Photos, ads, maps, and illustrations
· Testimonials and test results
· Make sure it’s still good!
· Don’t give them to everyone
· Media used to display visual tools
· Portfolios can be helpful
· Laptops, tablet PCs, palm PCs
· Digital collateral management
· Computer hardware and software
· Have backup!!!!!
OTHER METHODS
· Product demonstrations
· Showrooms
· Executive briefing centers
· Be prepared
· Have a good place to do it
· Get prospect involved
· Relate features to benefits
· Make it part of the presentation; keep it simple
· Has anyone used the product before?
· Keep your cool
· Written proposals
· RFP process (request for proposal; request 	for bid)
· Writing proposals
· Include executive summary; description of problem and solution; budget and costs
· Presenting the proposal
· When do you distribute the proposal?

	
TO COMMUNICATE THE FOLLOWING FACTS
· We’ve been in business for 100 years
· I am dependable
· I know our last product was a flop, but this product was developed with extensive consumer testing

TO DEMONSTRATE THE FOLLOWING PRODUCTS
· A stereo speaker in a showroom/store
· Windows 7
· Shatterproof plate glass in a factory
· Air conditioning in an industrial warehouse
· A water purifier to a potential reseller

VALUE ANALYSIS: QUANTIFYING THE SOLUTION
· Simple cost-benefit analysis
· Comparative cost-benefit analysis (good 	example in book)
· Return on investment= net profits/investment	
· Payback period= investment/savings (or profits) per year
· Net present value= Future cash inflows (discounted)-investment
· Opportunity cost

SELLING VALUE TO RESELLERS
· Profit Margin (net profit expressed in percent)
· Inventory Turnover (total sales in units divided by average inventory)
· Return on Space (sales per square foot)
DELAING WITH THE JITTERS
· Know your audience
· Know what you’re talking about
· Prepare professional, helpful visuals
· Be yourself
· Get plenty of sleep
· Take deep breaths
· Visualize your audience as friends
· Everyone gets nervous – and some nerves are good for you
· PRACTICE, PRACTICE AND PRACTICE.

TOOLS USED FOR PROOF
· “No one has asked me to carry the product”
· “I think the costs are higher than my benefit”
· “I don’t think I could learn to do that”
· “I don’t have time to see your plant”
· “You don’t look experienced enough to service my account”
· I’m not sure how your product compares to your competition”

WHAT WOULD YOU DO IF:
· The power goes off during your presentation
· The buyer tells you to skip the presentation and just get to the costs
· You involve the prospect by getting them to help you calculate costs.  She hits the wrong button and it shows a 258 year payback instead of 14 years
· The prospect looks at your price list, grabs it and puts it in his drawer – you are not allowed to give these out
· You offer a sample of food for a tasting and the client says “yuck”
· You are painting a word picture and the prospect’s phone rings – he takes the call, turns to you and says, “Now where were we?”







HANDLING OBJECTIONS (SESSION 8)
WHEN DO BUYERS RAISE OBJECTIONS?
· Setting up an initial appointment
· The presentation
· Attempting to obtain commitment
· After the sale

OBJECTIONS RELATED TO NEEDS
· I do not need the product or service
· I’ve never done it that way before

OBJECTIONS RELATED TO THE PRODUCT
· I don’t like the product or service features
· I don’t understand
· I need more information 

OBJECTIONS RELATED TO THE SOURCE
· I don’t like your company
· I don’t like you

OBJECTIONS RELATED TO THE PRICE
· I have no money
· The value does not exceed the cost

OBJECTIONS RELATED TO THE TIME
· I’m just not interested today
· I need time to think about it 

OTHER OBJECTIONS
· I’ll have to talk it over with Mr/Ms X
· My business is different
· I’ll wait until business is better
· Come back in 30 days
· I have a friend in the business
· Just leave your catalog/brochure/card

PREPARING TO RESPOND
· Develop a positive attitude
· Commit to always tell the truth
· Anticipate objections 
· Relax and listen—do not interrupt
· Forestall known concerns
· Evaluate objections 

DEALING WITH TOUGH CUSTOMERS…..


EFFECTIVE RESPONSE METHODS
· Direct denial
· Indirect denial
· Compensation method
· Feel-felt-found method
· Boomerang method
· Pass-up method
· Postpone method


EARNING COMMITMENT “THE BIG CLOSE” (SESSION 9)
OBTAINING COMMITMENT TODAY
· Two views of closing
· Positive
· Negative
· Part of the Process
· Salespeople are always asking for commitment for something during the call
· Importance of securing commitment
· Moves the sales process along
· Commitment is a two way street!
 
IMPORTANCE OF SECURING COMMITMENT
· Tells the salesperson what to do next
· Defines the status of the client
· Without commitment, will take longer to obtain a sale
· Fewer sales overall
· If sale is truly a two way street, both parties benefit
· Buyers expect you to ask for the sale

FINANCIAL TERMS AND CONDITIONS
· Budget limitations
· Issue is total cost of ownership – includes benefits!
· Discounts
· Single order
· Cumulative
· Credit Terms
· Cash discounts for early payment
· Credit
· Shipping Costs
· Usually separate from price
· Presenting Price
· Should not be the focus of your presentation

WHEN TO ATTEMPT OBTAINING COMMITMENT
· Buyer’s comments
· Often these are very direct and relate to the actual purchase
· Buyer questions
· Questions which signal readiness to buy
· Requirements
· How will purchase be consummated – i.e., financial,  shipping, etc.
· Benefit Statements
· One which reflects positively on the product
·      Responses to trial closes
· i.e., “how does this sound so far?”
· Nonverbal cues
· Relaxed, natural smile; picking up promotional material, etc.

HOW TO SUCCESSFULLY OBTAIN COMMITMENT
· Maintain a positive attitude
· Confidence is contagious!
· Let the customer set the pace
· Don’t rush the buyer
· Be assertive, not aggressive
· Assertive salespeople gather information and respond to customer needs
· Sell the right items in the right amounts
· The biggest order may not be the best
· Do not rely on trial orders  

EFFECTIVE METHODS
· Direct request
· “May I take your order for X number of items?” – may be overly aggressive for many
· Benefit summary
· Non manipulative and helps the buyer synthesize and remember points covered in the presentation
· Balance sheet method
· Aids prospects who cannot make a decision
· Helps outline pros and cons of choice
· When done properly, helps buyers express feelings
· If not done properly, can seem manipulative
· Probing method
· You ask client reason for refusal
· Alternative choice
· Don’t present too many choices for some customers; they find it confusing
· Other methods

STANDING ROOM ONLY CLOSE (BAD)
· The seller attempts to obtain commitment by describing the negative consequences of waiting.  For example, the seller may state, “If you can’t decide now, I’ll have to offer it to another customer”
· This can be effective if the statement is true.  However, if the prospect really does need to act quickly, this should probably be discussed earlier in the presentation.
BENEFITS IN RESERVE CLOSE (BAD)
· First, the seller attempts to obtain commitment by another method.  If unsuccessful, the seller says, “Oh, I forgot to tell you that if you order today I can offer you an additional 5% for your trade in”.
· Although this method can be effective, it can also backfire easily.  The buyer tends to think, “If I had agreed to your first attempt to obtain commitment, I would not have learned about this new enticement.  What else do you have up your sleeve?  If I wait longer, how much better will your offer be?”  Use of this technique can also cause the buyer to seek additional concessions in every future sale attempt.
EMOTIONAL CLOSE (BAD)
· In this technique, the seller appeals to the buyer’s emotions to close the sale.  For example, the seller may say, “This is really a good deal.  To be honest with you, I desperately need to secure an order today.  As you know, I work on straight commission.  My wife is going to have surgery next week and our insurance won’t cover all the expenses”.  
· Many obvious problems arise with this method.  It is an attempt to move away from focusing on the prospect’s needs to focusing on your own personal needs. It does not develop trust or respect.
MINOR POINT CLOSE (BAD)
· The seller assumes that it is easier to get the prospect to decide on a trivial point:  “What color do you like, blue or red?”  If the prospect makes the minor decision, the seller assumes the sales is made and writes up the order.
· This can upset a prospect who feels he/she is being manipulated.  No one wants to feel that they have been tricked into making a commitment.  Even unsophisticated buyers easily spot this technique.
CONTINUOUS YES CLOSE (BAD)
· The seller, throughout the presentation, constantly asks questions for which the prospect most logically would answer yes.  By the end of the discussion, the buyer is so accustomed to saying yes that when the order is requested, the natural response is yes.
· This method is based on self-perception theory.  As the presentation progresses, the buyer begins to perceive him/herself as being “agreeable”.  At the close, the buyer wants to maintain this self-image and almost unthinkingly says yes.  Use of this method can destroy long-term relationships if the buyer later feels manipulated.
ASSUMPTIVE CLOSE (BAD)
· The seller, without asking for the order, simply begins to write it up.  A variation is to fill out the order form as the prospect answers questions.
· This does not even give the buyer the courtesy of agreeing.  It is pushy and manipulative.

IF COMMITMENT IS OBTAINED
· No surprises
· Provide all details about the order
· Confirm the customer’s choice
· Assure them they have purchased well
· Get the signature
· Don’t focus on this – don’t make a big deal out of it
· Show appreciation
· Thank your customer; a small token or letter is appreciated
· Cultivate for future calls
· Follow up after the sale
· Review the actions to be taken
· Go over what will be done and what will happen next 
· Some reasons for failure
· No may mean not now, or not ever!
· 	Wrong attitudes
· Closing is good for the buyer; you are secondary
·      Poor presentation
· Rushing the prospect or lack of product knowledge
·      Poor habit and skills
· Talking too much and not listening

SOME REASONS FOR FAILURE
· Discovering the cause
· Suggestions for dealing with rejection
· 	Maintain the proper perspective
· You are not being rejected personally
· Make sure you have objectives for every call
· 	Recommend other sources
· Only if buyer is truly not interested; can build goodwill for future
· 	Good manners are important
· Do not argue, insist, or show disappointment 

BRINGING THE INTERVIEW TO A CLOSE
· Few buyers want a prolonged visit when business is concluded
· Remember that most sales take several calls to complete
· Make sure the next step is clear for both parties

BUILDING LONG TERM PARTNERSHIPS
· Exploration
· Set the Right Expectations
· Monitor Order Processing
· Ensure Proper Initial Use of the Product or Service
· Follow Up

EXPLORATION
· Personal Visits
· Telephone
· Mail/e-mail
· Handle Customer Complaints
· Encourage Buyers to Tell Their Story
· Determine the Facts
· Offer a Solution
· Follow Through with Action
· Achieve Customer Satisfaction	

EXPANSION
· Generating Repeat Orders
· Be Present at Buying Time
· Help to Service the Product
· Provide Expert Guidance
· Provide Special Assistance 
· Upgrading
· Full-Line Selling
·  Cross-Selling
· Total Quality Management and Account Relationships

CAUSES OF DISSOLUTION
· Limited Personal Relationships
· Failing to Monitor Competitive Actions
· Complacency
· [bookmark: _GoBack]Conflict



