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Question approaches can be: customer benefit approach, curiosity approach and opinion & shock approach (asking for customers opinion)
Direct, open ended, rephrasing and redirect questions
Use questions that are easy to answer, pause so the ca answer and listen

5 purposes of presentation = knowledge, beliefs, desire, attitude and conviction
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Use evidence statements: Testimonials, company’s past history, independent research results  a guarentee
[image: ]
[image: ]
[image: ]
[image: ]
For analytical buyer always provide pros aswell as cons. Lots of research. Do you agree with our facts and figures? Do you want me to clarify any details. Only talk factual business related. 
Feeler presentation: chat until they que the start of the presentation. Try to meet informally coffee/lunch. Use emotional terms like “im excited.” Start with something carried over from previous presentations. Keep the presentation on a personal note. Push the decision, force the close.

Approaches: statements; introductory, complimentary, referral, premium. Questions; customer benefit, curiosity, opinion, shock, multiple question
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A Customer Benefit Plan

Contains the nucleus of the information used in your sales
presentation

4 step process

Step 1 - FAB worksheet

Step 2 — develop marketing plan — include how they will sell
your product to their customers, displays, advertising, pricing
Step 3 — develop business proposition — includes items such as
price, markup percentage , margin — Ex. 7-7 and 7-8

Step 4 — develop suggested purchase order based on a customer
benefit plan
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Prospect’s Mental Steps

What are the prospect’s 5 mental steps in buying?
Attention

Interest

Desire

Conviction

Purchase

Ex. 7-10
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Sales Presentation Methods

Memorized — salesperson does 80% to 90% of talking

Based on either of 2 assumptions — needs have already been
stimulated because the prospect has sought your product, or a
prospect’s needs can be stimulated by direct exposure to the
product via the presentation

Formula — referred to as the persuasive selling presentation
similar to Memorized, however, the salesperson must know
something about the buyer — allows for flexibility, and less
structured, this is effective for calling on existing customers
Interactive need-satisfaction — flexible, free-flowing,
interactive, and most challenging

Problem-solution — used for selling complex products
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Approach Techniques

Grouped into 3 general categories:
First, opening with a statement
Second, opening with a demo
Third, opening with a question(s)

The approach technique depends on which of the four sales
presentation methods you have selected Ex. 8-5

Typically opening statements and demos are used for either
the memorized, or formula sales presentation methods
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Opening Statements Approach

4 types:

1. Introductory approach — most common, and least powerful
because it does not capture prospect’s attention and interest.
Should be used in conjunction with another approach such as
the complimentary approach

2. Complimentary approach — must be sincere, it is an
effective beginning

3.Referral approach — gets buyer’s attention by mentioning
another person’s name (mutual acquaintance) that the buyer
respects

4. Premium approach — effective because everyone likes to
get something free, use free samples
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Case Study 7-2

Machinery Lubricants Inc.

Take 25 minutes to do case study 7-2 in the text

Plan your sales call based on the 5 key Preapproach concepts in
Chapter 7

1. Review the Customer Profile Sheet

2. Set an objective following the SMART acronym

3. Develop a complete Customer Benefit Plan — FAB, Marketing
Plan, Business Proposition, Purchase Order

4. Choose the most appropriate Presentation type
5. Prepare for Negotiable points
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Case Study 7-2

1. Review the customer profile information. Which would include
past purchasing . buyer preferences, preferable appointment

times. customer satisfaction

2. Set up a SMART objective. To have Acme agree to change from
the current system of 364 drums to 2 3.000 litre storage tanks with
a cost savings of .14 cents a litre and installation to begin by the
end of this month. A signed PO to be completed by the end of this

call.

Customer Benefit Plan

3. Provide 2-3 FABs — 2 3,000 litre tanks will save money, less
hassle filling tanks, less waste, better for the environment_etc.

4. Marketing Plan for an end user Ex. 7-7 — availability, delivery,
guarantee, installation, maintenance
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Case Study 7-2

5. Business proposition
Last year Oil = 20,000 litres X $1.39 = $27,800
Lost deposit - Assume a 15% damage for the drums therefore lost
deposits 15% of 364 = 55 drums. 55 drums X $20 deposit = $1,100
Remaining oil in drums - 1-2 litres in every drum being returned to
Machinery Lubricants = 364 X $1.39 = $505.96 or as high as 2
litres X 364 X $1.39 = $1011.92
Total cost last year
$27,800 + $1,100 + $505.96 = $29405.96 or $27,800 + $1,100 +
$1011.92 = $29.911.92
Total cost this year

20,000 litres X $1.25 = $25,000 plus installation of $2,795 for
tanks =% Savings = $1611 $2117
Total cost next year
20,000 X $1.25 = $25.000 Savings = $4409 $4912
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Case Study 7-2

6. Purchase Order - suggested order of 20,000 litres

7. Choose the type of presentation - either Formula or Interactive
needs satisfaction presentation

8. Negotiable points
Training program
2 full containers — then possibly dating for payment
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Sales Presentation Mix

This refers to the elements the salesperson assembles to sell
to prospects and customers

Ex. 9-5 shows the 6 elements

. Persuasive communication
. Participation

. Evidence

. Visual aids

. Dramatization

. Demonstration
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Persuasive Communication

Chapter 4, Seven factors to be a better communicator:

. Using questions

. Being emphatic

. Keeping the message simple

. Creating mutual trust

. Listening

. Having a positive attitude & enthusiasm
. Being believable
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Persuasive Communication (cont.)

Persuasion through the power of suggestion:

Suggestive propositions — imply the prospect should act now
Prestige suggestions — ask the prospect to visualize using
products that famous people or companies use
Autosuggestion — attempts to have prospects imagine
themselves using the product

Direct suggestion — widely used as it does not “tell” but
suggests buying

Indirect suggestion — when it is best to be indirect in
suggesting a recommended course of action
Countersuggestion — evokes an opposite response from the
prospect
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5 Major Categories of Objections

Stalling objections
No-need objections
Money objections
Product objections
Source objections
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Reading Buying Signals

¢ A “buying signal” refers to anything that prospects say or do
to indicate they are ready to buy

« A customer’s readiness to buy can be signaled as follows:
1) Asks questions

2) Asks another person’s opinion

3) Relaxes and becomes friendly

4) Pulls out a purchase order form

5) Carefully examines merchandise
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The Trial Close

* A great way to obtain buyer feedback

« Recognizing a “buying signal” (verbal or nonverbal) should
prompt you to attempt a trial close

*  When are the 4 important times a trial close should be used?

1) After an important FAB

2) After addressing an objection

3) Immediately before attempting to close the sale

4) Whenever the salesperson needs buyer response during the
presentation
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Specific Closing Techniques

Ten common closing techniques are as follows:
Alternative Choice
Assumptive
Compliment
Summary of Benefits
Minor Points

T — account

Urgency

Probability
Negotiation
Technology
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Service Can Keep Your Customers

« What six factors would you use to service your customers to
ensure they are retained and buy from you in the future?

1) Improve your account penetration

2) Contact new accounts on a regular schedule
3) Handle customer’s complaints promptly

4) Always do what you say you will do

5) Provide service as you would to royalty

6) Show your appreciation
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Dos and Don’ts For Business
Salespeople (cont.)

Seven deadly sins of business selling are as follows:

Lack of product knowledge
Time wasting

Poor planning

Pushiness

Lack of dependability
Unprofessional conduct
Unlimited optimism

Ex. 12-7
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Relationship Selling Process

» The sales process has 10 steps:
1) Prospecting

2) Pre-approach

3) Approach

4) Presentation

5) Trial Close

6) Determine Objections
7) Meet Objections

8) Trial Close

9) Close

10)Follow-up

» See Ex. 6-1
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Qualifying A Prospect

To be a true prospect, a lead must first be qualified
To become a qualified prospect MAD must be determined

Money to buy
Authority to buy
Desire to buy

Qualify prospects by asking the person making the referral,
research the company, simply ask the prospect
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Referrals

Referrals create business and sales

It is essential to address objections when asking for referrals
This will allow you to get more referrals, and increase sales
A prospect pool is usually created from 4 sources:

Leads

Referrals

Orphaned customers

Current customers

A salesperson goal is to have a prospect pool of customers,
referrals, and when available orphaned customers

The referral cycle is the secret to reaching this goal
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Team Contest — Chapter 6

Use key words from Chap. 6 to spell the word PROSPECT
Prospect — a qualified lead — P.151
Referral cycle — provides guidelines to ask for referrals — P.163

Orphaned customers — when a salesperson leaves customers behind
after moving to another company— P.157

Sales lead clubs — group of salespeople in related but non-competitive
fields, meet once a month to share leads— P.157

Parallel referral sale — sell the product and sell prospect on giving
referrals — P.164

Endless-chain referral — customer refers the salesperson to someone
he/she knows — P.156

Centre of influence — finding & cultivating people in territory to help
find prospects — P.159

Telemarketing — trained personnel to conduct planned mkting — P.160
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Chapter 7 Preapproach

Key areas we will cover are:

Preapproach — Strategic Customer Sales
Planning

Planning The Sales Call
Determining Sales Call Objectives
Getting The Appointment
Customer Profile

Customer Benefit Plan

The Prospect’s Mental Steps

Sales Presentation Methods

Summary
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Getting The Appointment

Can be arranged in person or by telephone

Phone calls can save time, however, need to be well-prepared
to be effective. Create a plan:

Establish your objectives

Prepare an opening statement

Briefly outline your message

Ask for what you want

Prepare for possible objections

Once the meeting is confirmed briefly ask some key questions
Confirm all contact information

Thank the prospect for their time

Provide a reminder




