Midterm 2 – chapter notes 

FREESE

Step 1  : make prospect curious
Step 2  : establish your credibility
Step 3 : uncover buyer’s needs
Step 4 : present solution 
Step 5 : commitment , close the sale

QBS divides the sales process into 3 stages: ( look at picture page 101)
· Interest generation ( most important step)
· Presentation
· Closing step ( important step) 
 
1)	How does asking the right questions reduce risk for a salesperson?  Identify two risks.
· The risk of rejection 
· To reduce the risk of rejection is to use the “single ping theory”- sending out feelers and seeing what kind of response you get in return
· “did I catch you at a bad time?” “ when is a good time to call back?”
· when closing the sale : “ mr. prospect, you have been thinking about our proposition for some time now. Does it make sense for us to think about sitting down and wrapping up the details?”
· The risk of “mismatching” – automatic tendency of people to counter what someone says. Strategies to overcome this :
· “reversing the positive” framing the question negatively – you put mismatchers in a position to respond positively
· asking more questions and making fewer statements ( much jarder to mismatch questions, and they invite the prospect to take part in the conversation
· building your credibility
· leveraging curiosity 

2)	What is the best way to uncover needs, according to Freese?  How does this differ from other readings you have seen this semester?
· There are 4 types of questions that help to focus your conversation
· Status ( and issue)  analytical and helpful for gathering information ( what is important to the customer)
· “how many file serves do you currently have installed?”
· is your network topology ethernet or ?”
· Issue
· “what is the most significant business issue you currently face?”
· “what would you like to accomplish with this type of product?”
· Implication ( why is it important to him?)
· If the issue was downtime : the implication question would be “ how does downtime affect your customers
· Solution
· “if I could show you how to solve all the issues we discussed would you be willing to take the next step?”
· create a sense of urgency
· to successfully understand buyer needs you must understand the difference between latent and active needs
· Active needs: occur when prospects realize that they are no longer satisfied with the status quo
· Latent needs: are those that the prospect hasn’t yet recognized
· Uncover latent needs and transform them into active needs 

3)	What is conversational layering, and how is it used?
· Methodology designed to help salespeople ask the right question at the right time to slowly build up the relationship
· Using questions to probe the prospects curiosity. Five ways to build curiosity:
· Provocative questions 
· Partial information
· Glimpse of value
· Newness and exclusivity
· Leveraging momentum
· The herd theory :
· Based on the basic human fear of being left out
Leaving an effective voicemail:
· “ a question only you can answer” this leaves the prospect a feeling of value and importance
· “something made me think of you” 
· associative reference – I just got of the phone with so and so from purchasing I have a question can you  call me back
Establishing your credibility with – asking diagnostic questions
· these are closed ended questions and very specific and only require a short answer from the prospect
· these slowly establish your competence and  experience while slowly building a convo with the prospect

Presenting the solution 
· the mutual agenda  : ask what issues are important to them ( what they need) and my agenda ( what needs must be filled by the solutions your service or product offers)
· presentation strategy:
· divide and conquer : after the mutual agenda, break down the bigger selling decision into its smaller component parts
· use stories  : easier to remember
· gold medals (reward) and German shepherds (fear) : because buyers can only be motivated by reward or fear remember to position your product both as providing positive reward and as defence against negative consequence
· use confirmation questions : “does that make sense”
· say and explain : don’t assume everybody knows as much about your product as you do 
Closing strategies :
· know the status of the opportunity : if you don’t ask for the sale then the prospect cant say no, and if the prospect doesn’t say no then you can’t learn what is preventing the sale from closing and work from there ( price seems high – ho  much did you expect to pay?)
· tit for tat : don’t bend over backwards  giving your prospect more and more without expecting a commitment from them.. because every time you do business with them they will be expecting more always
· reiterate your value : keeps the value of your product fresh in your prospects mind 
· emotional reassurance: to make the prospect feel more comfortable ( empathy)

five prerequisite to closing successfully:
· a recognized need
· a viable solution
· value justifying the cost 
· a sense of urgency
· the authority to buy
Two types of buyers:
· running towards gold medals ( having the latest and greatest)
· or running from German shepherds ( avoiding potential problems) 
Three attributes to strategic questions : 
· scope : broadness of the question. Begin with narrow questions
· focus : specific purpose of the question 
· disposition : the tone of your question 

4)	Compare Freese’s notion of diagnostic questions to Pink’s notion of problem finding?  How are they similar or different?

Thull – exceptional selling 

To walk away from each sale  as a partner with the customer in creating a solution instead of merely serving as an order filler

1) How do salespeople sabotage their own efforts in the way communicate? What does Thull suggest? (Choose the 3 you think are most important and tell the class why you chose these).
· Stylistic : how you speak with your customers
· Emotional mindset
· “ the old brain” : how a customer’s gesture or tone of voice can trigger a negative perception or negative reaction : an adaptive unconscious
· stress: so focused on closing the sale that you stop listening
· Presentations commoditize solutions : he solutions salespeople sale is sometimes more confusing than the problem itself, the presentation turns into a lecture and the salesperson becomes a persuader, meeting turns into a debate
· Customers expectations : salespeople and customer enter a conversation with a preconceive  perceptions and expectations and distinct mindset
· Commoditization of the value proposition : often the salesperson doesn’t know if the value has relevance for the customer, have to show the value find out where it is most relevant for every prospect 
· Connecting the dots : the more value elements you can help your customers understand and connect, the more inked you and your solutions become to the customer’s organization
· Successful selling is also about managing the customer’s emotional acceptance of change

Solving the style change: to break these patterns and establish  credibility and trust with the customer:
· Salespeople need to be professionally involved and emotionally detached in conversations with customers
· Must retrain themselves and learn new conversational processes and skills
· Have to confront their conditioning and establish themselves as valued business advisers


2) Why is “diagnosis” important? (p. 60-62) Pretend you are teaching the class how to do this with an example.
a. Diagnosis is more effective than presentation because:
i. It always focuses on the consumer
ii. It is about the observable symptoms of problems and the parameters of solution, not blame
iii. It engages the customer as a collaborative partner
iv. It promotes ownership
v. It differentiates you from your competition
vi. It is something you do with your customers, selling is something you so to your customer.
b. The mind set that supports value diagnosis is characterized by 5 traits and characteristics:
i. Value relevancy
ii. Change leadership
iii. Mutual self-esteem
1. Maintain and protect your self-esteem and your customers
iv. Mutual self-interest
1. Looking out for yourself, your organization and your customer
v. Emotional maturity
The salesperson’s goals are ( the prime process) 
· Discover
· Need to know about this company’s reality- its internal characteristics, what its experiencing, the potential consequence, and the customers viewpoint on those consequences
· Diagnose ( 5 important parts), asking questions that lead from job responsibility to indicator ( can you tell me more about, give me an example of, when did you first notice) to cause to priority.
· Focus the field of inquiry on a job process the manager is responsible for
· Have the customer begin a review of the process
· Describe the optimal outcome of the process
· Protect the customer’s self-esteem by acknowledging his achievements
· Harvest the thought process you have just guided your customer through. It is the spring board into an in-depth diagnosis
· Design ( enables customers to achieve a positive future by: )
· Clarifying expected outcomes
· Choosing the optimal solution alternatives
· Identifying the resources required to implement the solution and achieve its value
· Establishing the time frame in which the outcomes will be achieved
· Conventional sales process mistakes needs for expectations
· Deliver ( important reasons for having feedback conversations: )
· Ensuring customer’s awareness of the value delivered
· Protecting the customers relationship from competitive threats
· Expanding the customer relationship
· Gaining new customers
· Is there anyone else in the organization experiencing the same symptoms as you
· Is there anyone from another company experiencing these symptoms?

Two reasons customers don’t buy 
· They don’t believe  they have a problem, so they don’t have incentive to change
· They don’t believe the solution proposed will work  

3) Why should salespeople talk about money? How should they talk about money?
a. The return on solution conversation tallies the gains, ( cot savings or new revenue) that will be generated from the solution and the total cost of the solution in order to estimate the net financial impact of the solution on the customer’s business
The executive conversation- rules for engaging rulers
· The issues we propose to address must be relevant in the larger context of the business ( adapt the value proposition to their perspective)
· The statement of value assumption must be valid ( the problem exists)
· The problem and solution must be attainable 
· The solution’s value must be measurable 
· There must be consensus and alignment around the findings, conclusions and final decisions

It’s important to discuss money because if you don’t establish a credible cost of the problem  customers are far less likely to buy

You should talk about money through the return on solution conversation . customers participate in the calculation  of the return on the solution you are offering them and it is build on numbers they can verify thus increasing your credibility and justify your price


4) What does Thull say about presentations? How does that relate to our discussion in class today?


PINK Chapter 6

1) Define clarity and explain the difference between problem finding and problem solving.
a. Clarity: the capacity to help others see their situations  in fresh and more revealing  ways and to identify problems they didn’t realize they had
b. Find the right problems to solve
c. Problem finding: what good drawing can I produce? Creative, curating information and asking questions
d. Problem solving: how can I produce a good drawing? Algorithmic, assessing information and answering questions
e. The quality of the problem that is found is a forerunner of the quality of the solution that s attained
f. Knowing what the problem really is before you jump in and try to solve it 
The contrast principle:
· Seeing something in comparison with something else than when we see it in isolation
· Comparing your reality to the others
· Framing your offering  in ways that contrast with its alternatives and therefore clarify its virtues

2) How does a salesperson figure out the “right” problem? (uncovering needs)

3) Describe the “less” frame and provide an example.
a. reducing customers options 
b. the 24 jam stand with 3% sales and the 6 jam stand with 30% sales 
c. additions can subtract 
d. framing peoples options in a way  that restricts their choices can help them see  those choices more clearly instead of overwhelming them

4) Describe the “experience” frame and provide an example.
a. Purchasing a experience over purchasing a good 
b. Experience give us something to talk about and stories to tell, which can help us connect with others  and deepen our own identity
c. Buying a bmw on what it will allow you to do with it like visit old friends make memeories on roadtrips….instead of on the interior leather

5) Describe the label frame and provide an example.
a. Changing the label 
b. Labelled neat : assigning a positive label- helping the students frame themselves in comparison with others – elevates their behavior

6) Describe the “blemished” frame and provide an example.
a. Listing positive traits of a hiking boot and also some negative effects 
b. “adding a minor negative detail in an otherwise positive description of a target can give that description a more positive impact 
c. only operates under two circumstances:
i. people processing the information must be in a “low effort” state: not solely focusing on the decision but maybe being a bit busy
ii. negative info must follow the positive info, not the reverse
d. when individuals encounter weak negative information after already receiving  positive information , the weak negative information ironically highlights or increases the salience of  the positive information  

7) [bookmark: _GoBack]Describe the “potential” frame and provide an example.
a. Emphasize our potential
b. The potential to be good at something can be preferred over actually being good at that very same thing
c. Comedian “the next big thing” versus “could be the next big thing”
8) Finding an OFF-ram
a. Details on how to act 
b. Provide and off-ramp to get to the destination 
c. A specific request accompanied by a clear ay to get it done
9) Clarity on how to think without clarity on how to act can leave people unmoved

Three step curation process by beth kanter:
· Seek: put a list of all the best info together, as you scan gather the most interesting items : 15 mins twice a day
· Sense : creating meaning out of the info you gathered
· Share : 

Learn how to ask better questions :
· Produce your questions : all of the questions that pop into your head
· Improve your questions: categorize them into open and closed questions, look at the benefits and disadvantages of open or closed ended questions and change a few of both into the other
· Prioritize your questions : 3


PINK – Chapter 7

1) What lesson was learned from Hollywood on how to “pitch”? Given this lesson, how does Pink define pitching?
a. Pitching: the ability to distill one’s point to its persuasive essence
b. The success of a pitch depends as much on the catcher  as on the pitcher 
c. The most valuable sessions were those in which the catcher” becomes so fully engaged by a pitcher that the process resembles a mutual collaboration 
d. The purpose of a pitch is to offer something so compelling that it begins a conversation, brings the other person as a participant and eventually arrives at an outcome that appeal to both of you.

2) Summarize the one word pitch, the question pitch and the rhyming pitch. Describe one situation for each pitch where it can be used most effectively.
a. The one word pitch:
i. To define the one characteristic they most want to associate with their brand around the world and then own it. ( search – google)
b. The question pitch
i. questions can outperform statements in persuading others
ii. your compelled to respond, either aloud if the question is direct or  silently if the question is rhetorical
iii. more intensive processing of message content
iv. by making people work just a little bit harder question pitch prompt people to come up with their own reasons for agreeing
v. when people summon their own reasons for believing  something they endorse the belief more strongly and become more likely to act on it
vi. when underlying argument is weak this can have a negative affect
vii. president
c. the rhyming pitch
i. rhymes boost the processing fluency, the ease with which our minds slice, dice and make sense of stimuli
d. the subject line pitch
i. utility, curiosity and specificity
ii. should be either: obviously useful ( found the best and cheapest photocopier) or mysteriously intriguing ( a photocopy breakthrough)
e. the twitter pitch 
i. uses twitter as a platform and its character count as a limit on loquaciousness
f. the pixar pitch
i. six sentence format that has a well documented persuasive force of stories but within a framework that forces conciseness and discipline
ii. once upon a time, every day, one day, because of that, because of that, until finally

3) What are the pros and cons of pecha-kucha? In what selling situations do you think it would be most useful?
· Chatter
· Presentation that includes 20 slides that only appear for 20 secs each

Pink Chapter 8 and Fox and Dollarization

PINK – Chapter 8
Sales and theatre have much in common both take 
· guts ; 
· both invite rejection and 
· both have evolved along comparable trajectories

1) Define improvisation and provide an example from the book.
a. Offers a way to freshen our thinking
· Improve can generate ideas, incorporate changes, quickly and easily and communicate effectively and convincingly during sales presentations
· Three essential rules of improvisational theatre:
· Hear offers
· Say “yes and”
· Make your partner look good
2) Describe what Pink means by “hear offers” and come up with an example of your own.
· The principle of this hinges on attunement, leaving our own perspective to inhabit the perspective of another
· Not Listening for anything; just listening; the job in that situation is just to take in anything and everything someone says as an offer you can do something with
· When you start listening in this way you start hearing things you might have missed before 
· Realize that what might seem like objections are often offers in disguise
· Like an actor holding an imaginary steering wheel says to the second actor don’t forget to lock the door and the other actor builds on this and this allows the scene to move forward
· Ask you brother for a 200$ donation (p.190) and he says I can’t right now, focus on the right now or if he says he can’t give money hes broke he can be a volunteer
· Changing the way you listen and the way you respond


3) Describe “yes and”, and give an example of your own.
a. This principle relies on buoyancy in particular the quality of positivity
b. Saying yes and instead of yes but
4) Making your partner look good
a. Calls for clarity- the capacity to develop solutions that nobody previously imagined
b. Creating a win-win solution


Fox and Gregory – The Dollarization Principle

1) Describe the dollarization principle. Why is it important?
a. Is to calculate the exact gain ( in dollars) that the customer receives as it relates to the price he or she paid for the product or service
b. Understanding the financial impacts a product or service has on its buyers
c. Dollarization is figuring out what your offering is really worth in dollars and cents to your customer; 
d. Goes beyond articulating features and benefits but in fact calculates the full economic value a customer receives from a product or service
2) Why dollarize?
a. Create value for customers and able t extract some value in return

Two key challenges in dealing with the customer’s perceived cost of risk
· First customer is frequently comfortable with and complacent about the current product or service
· Newness brings with it a vacuum of experience and reviewable data, buying companies tend to overestimate the risk of switching to something new
· Three step strategy in selling in this situation:
· Seller works with the customer to generate preliminary understanding of the new product’s benefits and applicability to the customer’s situation
· The seller works with the customer to conduct a pro forma dollarization analysis
· The seller asks the customer for a conditional buying commitment
· Testing the product diminishes the cost of risk 
· When you have exhausted all available strategies and the buyer still focuses on price, use the  reduction of absurd. ( not buying any gears) by bringing the conversation to an absurd level the seller has made the point that  product performance and price must be considered in concert.

3) Describe how loss can be avoided and provide 2 examples that you might use in your “pen” selling scenario.
a. 
4) Describe “change for gain” and repeat number 2.
5) How does dollarization shorten the sales cycle?
a. Three requirements to get a business to accelerate its decision making process on a purchase :
i. Dollarize ( the dollarization story alerts the customer to the financial impact of making or not making the decision)
ii. Make someone a hero ( customer is making a valid business decision)
iii. Create a sense of urgency ( can stop losing X dollars)


Dollarization best applied in marketing through the following
· Testimonials
· Case stories
· Head-to-head comparisons
· Test-driven data
New product pricing:
· Estimate the product’s dollarized value
· Compare the dollarized value to the price floor ( compare to minimum price you would accept)
· Consider  the target customer’s investment criteria
· Account for the marketplace dynamics
· Consider unconventional pricing structures
Putting dollarization in sales and marketing  ( three steps)
· Dollarization discovery ( how your offering results in financial value for your customer)
· Data development ( data required to calculate the dollarized value)
· Data that quantifies the performance advantage
· Data that dollarizes the quantified performance advantage
· Strategy integration ( how to use your dollarized story to shape your marketing approach)
In developing your dollarization story  ( discovery):
· Determine who is your competition
· Articulate your differentiating features
· State your benefits
· Quantify your benefits
· dollarize


Dealing with the price objection
· Sometimes the customer just wants to know your price
· Often the customer is fully aware of the competing price, his budget and your price but it is a way to drive down the sellers price
· Or they need to understand why they should invest in the sellers offering: the customer needs the seller to  demonstrate the dollarized value if investing in the seller’s solution 
· Price only consumers do not merit mush investment of selling resources
· Mention the price early on
Dollarization can move even the most reluctant customer to action
When selling a new concept to demonstrate to the prospective consumer that despite the apparent risks of leaving behind the tried  and true the new product will produce a financial return so attractive that the consumer would be committing management mal practice by not at a minimum testing the new product.
Net-value= ( dollarized value- cost of risk) – price
In order to move the customer to by, the seller must demonstrate that the net value of the new product is greater than the net value of the old product

There are 2 fundamental reasons that drive all purchase decisions : people buy either to feel good or to solve a problem

Primary motivation for buying in business is to solve a problem; the solution to a problems is either the avoidance of loss or the chance of gain  both of these can be measured in dollars and cents or dollarized 

Examples of avoidance of loss
Reduce cost of materials
Reduce downtime
Reduce labor cost
Reduce regulatory penalties
Reduc product-liability costs
Eliminate manufacturing waste

Examples of chance for gain
Increase sales
Increase prices
Expand market shares
Enter new markets
Earn new customers
Enable new products

Questions for Pink Ch 9 and Sant

SANT – The Giants of Sales

1) Describe the four ways to sell. Which do you think is the most effective and why?
The two following methods work well in selling intangibles, such as intellectual capital or services and in selling commodities, where there is little differentiation between products
a. Process oriented sales method
i. Treats sales as a process, a series of steps
ii. Easy to teach
iii. Address the needs of sales management
iv. Effective in complex sales
v. Have been adopted by highly influential corporations
b. Relationship-driven sales method
i. What matters the most in winning a sale is how strong a bond you forge with the decision maker
ii. Based on trust and mutual respect
iii. Basis on what one vendor will be chosen over an another
iv. People prefer to buy from people they trust 
v. Tend to result in more repeat business
vi. The sale’s person value is maximized
c. Linguistic approach
i. Certain words or phrase can exert tremendous power over a persons mind
ii. They work for two reasons
1. Scientific reasons back them up : research in cognition)
2. They are testable : salesperson can quickly determine if the method is working or not by trying it in the course of a sales call
d. Tactical method
i. Focuses on tricks and techniques
ii. Why they support these methods:
1. Believe that their success is limited only by a particular skill deficiency
2. Techniques are often trainable in short, focused sessions

2) Describe Patterson’s contribution to the field of sales.
a. Defining a sales process-a sequence of specific steps that can be identified, tracked and measured – menas that sales can be taught, measured and improved
b. Two innovations of modern selling:
i. Holding a regular sales meeting
ii. Having sales rep trainednot just in product features but in sales techniques as well
iii. Position the product as a solution 
iv. Selling value
v. Systemizing the sales force to maximize the results
c. Four step of cranes process:
i. The approach – identify the consumers problem
ii. The proposition – develop a specific value proposition
iii. The demonstration – show how the solution fits
iv. The close – ask for the order
3) Describe Carnegie’s contribution to the field of sales.
Improving our relationship with other people, not about selling them more stuff. Its about getting what you want by helping someone else get what she wants
a. Influence is linked to trust. Gaining influence means building trust  and trust is fundamentally a relationship
b. Displaying interest in the other person
4) Describe Wheeler’s contributions to the sales field.
a. Tehh five wheelerpoints
i. Don’t sell the steak, sell the sizzle : people want to know whats in it for me  ( the benefits)
ii. Don’t write – telegraph : need to get the customers immediate and favourable attention in the fewest possible words
iii. Say it with flowers : prove the benefits
iv. Don’t ask if – ask which : always give your customer a choice between something and something not something and nothing
v. Watch your bark : saying them in the right tone
b. The way you say something can make a huge difference in whether or not you convince the customer
5) Describe Girard’s contributions to the sales field.
a. Law of 250 : most people have about 250 other people in their lives who are important enough to invite to a wedding or a funeral. In other words each person a do business with represents another 250 people.
b. Generating awareness and interest among prospects well before they ever needed a car
c. Each satified customer can lead to referrals and shorten the sale cycle
d. Priming the pump
e. Need to nurture your relationship



PINK – Chapter 9

1) Define “serve” and servant selling according to Pink and provide 2 examples from the text.
a. Improving anothers life and in turn improving the world
b. Moving people can achieve something greater and more enduring than merely and exchange of resources
c. Make it personal and purposeful ( matatu drivers)
d. Making it concrete and personal like the radiologist and the scans
e. Purpose is a performance enhancer
f. The stories ( at the call center) made the work personal and the content made it purposeful
2) Servant –selling
a. Those who move others aren’t manioulators but servants
b. They serve first and sell later
c. Essence of moving others today 
3) Servant-leader
a. Is a servant first
b. Becoming a servant leader begins witht the natural feeling that one wants to serveto serve first then conscious choice brings one to aspore to lead
c. To serve thos ebeneath him 
4) What is the difference between up-selling and up-serving? Why does it matter?
a. Upserving means doing more fir the other person than he expects or you initially intented
b. Taking the extra step that transforn a mundane interaction into a memorable experience
c. Difference : what it can do for you but rather what you can do for them
5) Do you agree or disagree with Pink’s position or commissions? Why or why not?

Paying sales force in other ways has many virtues
Removing a barrier to serving them thoroughly and authentically
Challenging the orthodoxy but not eliminating it 
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