Mark 454 – Personal Selling Test #2 Study Guide

*How dose a sales person add value for their clients? By positioning yourself as a resource –not just a vendor / supplier. 
- Customer service before, during and after
- Customization
- Specialist in their domain
- Resourceful, reliable

· Describe three sales communication formats:
	1. Canned Presentations:
· Include scripted sales calls, memorized, and automated presentations.
· Can be complete and logically structured.
· Do not wary from buyer to buyer; should be tested for effectiveness.

	2. Written Sales Proposals:
· The proposal is a complete self-contained sales presentation.
· Written proposals are often accompanied by sales calls before and after the proposal is submitted.
· Thorough customer assessment should take place before a customized proposal is written.
· Components of a written proposal include;
· Executive summary
· Customer needs and proposed solutions
· Seller profile
· Pricing and sales agreement
· Suggestion action and timetable
· Tips for creating effective sales proposals:
· When writing a proposal, pretend you are one of the buyers’ decision makers and decide what you need to know to make a good decision. 
· Think of the proposal as an in depth conversation with the buyers’ decision makers 
· Give the decision makers all of the information they need to make an informed decision
· Avoid copying proposals, using the same wording for all customers…
· Avoid so-what proposals that do not give customers the financial justification for buying your product
· Realize that you must educate the buyer and provide information accordingly
· Ensure that your proposal has a logical flow that the customer can easily follow. 

	3. Organized Sales Dialogues and Presentations
· Address individual customer and different selling situations.
· Allow flexibility to adapt to buyer feedback.
· *Most frequently used format by sales professionals.

Communication Formats: Organized sales dialogues and presentations
· Conversation over multiple encounters including sales calls, phone calls, email, etc
· Conversations are customized based on each customer's unique characteristics
· May include standardize marketing communication material.



· Discuss the components of the sales dialogue template, with emphasis on customer value proposition and FAB:
Customer Value Proposition: 
· Demonstrates how your product will add value to the prospect’s business by meeting a need or providing an opportunity 
· Customer value proposition should answer the question; Why should I spend my time with you? 
· Customer value proposition must address: value created for the prospect and issues that are important to the prospect
· keep it simple
· choose one or two benefits 
· focus on tangible outcomes, add value 
· avoid empty promises



	Weak Propositions:
	Better Propositions:

	“By selecting our training courses, your   company will significantly decrease staff turnover.”
“We will help you generate substantial cost savings”
*by how much?
	“By implementing our lean management training techniques, we (XYZ Consulting) will increase productivity in your Montreal crankshaft division by a minimum of 10% over the next six-month period, as measured by our tracking software.” 

	“This is the most advanced machine in the industry.”
“our customer service department is the best in Canada!”
*back up the statement 
	“By investing $100,000 in our ERP software package, you will be able to eliminate computer maintenance expenses by $50,000 annually, resulting in a payback period of 2 years.”



FAB SELLING: 

FEATURES – So what? Features dent to focus on characteristic like shape, packaging, size, color, quantity, price, ingredients, components, specifications, ect. 
· Features can be read or figured out…don’t really need a sales person to describe all the features of a product. 
· Features are quantifiable and have a tangible aspect

ADVANTAGES – Prove it! 
· Selling based on the products advantages  how the product can be used, how product will help the buyer
· EX: ‘works twice as fast’, ‘less effort required’, ‘retrieve more rapidly’, ‘swing faster’ 
· Selling based on advantages is a better technique than features but still not as good as communicating benefits!

BENEFITS – What’s in it for ME?
· Results from using the product
· Appeal to customers personal motives
· Stress benefits, not features or advantages  People buy benefits, not features or advantages
· Benefits tend to focus on elements like; increasing productivity, saving money, reducing costs, saving time, improving self-image, increasing status/prestige, facilitating convenience, improving quality of like, increasing peace of mind
· It helps when the benefits can be quantified
· EX: ‘save 10 min per download’, ‘improve your golf score by 5-10 points’, ‘50% less time required’, ‘task can now be performed in 1 hour instead of 2’, ‘purchase a luxury car to demonstrate prestige/success’, ‘buy a camera for the memories it will provide’, ‘purchase rustproofing for peace of mind’, ‘purchase HD television to host parties and have fun with friends’

The FAB sequence: The (feature) means you (advantage) with the real benefit to you being (benefit).
EX: This new ultra-light titanium hokey stick means you can shoot the puck faster with the real benefit to you being that you can score more goals. 

Sales Dialogue Template (Includes 9 parts)
1. Prospects info (company name, type of business, prospects name and job title) 
Other people involved in the purchase decision (name, job title, department, role in purchase decision) 
2. Customer value proposition – a brief statement of how you will add value to the prospects business by meeting a need or providing an opportunity. Include a brief description of the product or service.
a. Product/service that delivers value:
b. Value proposition statement:
3. Sales call objective (must require customer action such as making a purchase, supplying critical information, ect)
4. Linking buying motives, benefits, support information, and other reinforcement methods (repeat for each person who will be involved in the upcoming sales call) 
a. Buying motives: what is most important to the prospects in making a purchase decision? Rational motives include economic issues such as quantity, cost, service capabilities, and strategic priorities of the prospects company. Emotional motives include fear, status and ego-related feelings. list all relevant buying motives in order of importance. 
b. Specific benefits matched to buying motives: benefits to be stressed are arranged in priority order (sequence to be followed unless prospect feedback during the presentation indicates an alternative sequence). Each benefit should correspond to one or more buying motives.  
c. Information needed to support claims for each benefits 
d. Where appropriate, methods for reinforcing verbal content – (audio/visual, collateral material, illustrations, testimonials, ect).
5. Current suppliers (if applicable) and other key competitors: table including competitors, their strengths and weaknesses
6. Beginning the Sales Dialogue: plans for the first few min of the sales presentation
Introduction, thanks, agenda agreement, then begin ADAPT (assessment, discovery, activation, project, transition to presentation) as appropriate or transition into other sales dialogue or presentations. The ADAPT process may take place over several sales conversations during multiple sales calls. In other cases, it may be concluded in a single sales call, then immediately followed by a sales presentation during the same sales call. 
7. Anticipated Prospect Questions and Objections, with Planned Responses
8. Earn Prospect commitment – a primary plan for how the prospect will be asked for a commitment related to the sales call objective
9. Build value through follow-up action – statement of follow-up action needed to ensure that the buyer-seller relationship moves in a positive direction

· Explain how to obtain prospect information 
Note that the more information a salesperson has about the propect, the better prepared they will be and the greater the chances of building a long-term trust-based relationship. However obtaining information can take time and can be costly. 
	Traditional sources of information include:
	Less traditional sources of information

	· Secondary data
· Internet research
· Networking
· Trade shows
· Information prospect divulges during encounters
	· Gatekeepers
· Assistants
· Salespeople within prospects firm
· Noncompeting salespeople
· Centers of influence



· Explain how to effectively approach prospects by telephone:
Planning your telephone call: 
· Establish your objectives (what you want to achieve)
· Prepare a script (follow but don’t memorize)
· Call when you are in a good disposition
· Stand if need be (voice is better when your standing)
· Pay careful attention to gatekeepers – may not have decision-making authority but can tremendously affect your chances of being considered
· Have secondary (and tertiary) objectives

Telephone call objectives:
· Objectives should be SMART 
· Specific – to have the prospect agree to a meeting within the next 14 days 
· Measurable – 1 meeting
· Achievable – 14-day window appears realistic
· Relevant – is important to me because it may hopefully lead to a sale which contributes to meeting my performance objectives
· Timely – within the next 14 days

Overcoming reluctance in your telephone call
· everyone is nervous! 
· use role-playing with colleagues, friends, family and others who will not judge you 
· discuss / debrief with colleagues and / or noncompeting salespeople (“support network”)
· find a coach / mentor (call your University teacher!) 
· have a “buddy” by your side as you make your initial telephone calls 
· encourage feedback from your “buddy” 
· if you can, record your conversations and review them later
· rehearse your speech before making the call 
· keep a script by your side 
· observe what the sales “stars” are doing
· follow the 30-count technique


· Describe key characteristics of effective presentations 
Creating value through effective presentations
Key characteristics: Effective presentations…
· are carefully prepared
· captivate buyer’s attention
· improve buyer’s understanding 
· encourage buyer feedback 
· engage the buyer
· offer evidence to support salespersons claims
· create a sense of value
· use multiple-sense appeals because humans learn through 82% sight, 11% hearing, 4% smell, 2% touch, 1% taste (we remember 20% of what we hear and 50% of what we see and hear)

· Strengthen presentations with the following methods:  
1. Verbal methods (8)
· Examples  “The potato chips are produced and then directed towards the main conveyor belt. If some chips fall on the floor, an infrared device senses this and automatically stops the conveyor belt, preventing any further losses. This allows production employees to locate the problem area and immediately make the necessary adjustments.”

· Anecdotes  “One of my clients was experiencing significant losses due to potato chips that fell on the floor during the production process and had to be destroyed. After we installed our infrared device, potato chip spoilage decreased by 60%, resulting in a monthly savings of $40,000.”

· Comparisons  “An independent study by Consumer Reports reveals that, in a blind taste test, 70% of drinkers prefer Pepsi over Coke.”

· Analogies  “Having an iPad is like having your own portable television.” Or “A business plan is like a road map for your business.”

· Word pictures  “Why should you purchase the four-wheel drive option car on this car? Picture for a moment the following situation. You are driving off the beaten path to your cottage in a remote area of the Eastern Townships. A winter storm begins and you find yourself stuck in a snow bank. Calmly you reach down to your gear box and shift into four wheel drive, easily driving away and reaching your cottage a few minutes later.”

· Voice characteristics  
· vary your pitch
· fluctuate your speed and alter your volume, 
· vary and change your tone to emphasize key words,
· provide quantitative information at a slower pace 
· raise your volume for emphasis
· lower your volume to build intrigue 
· alternating between loud and soft is more effective than keeping a monotone voice 
· use your voice to demonstrate your passion and confidence

· Similes  a direct comparison statement using the words like or as. 
“Sales is like the blood that courses through your veins.” “This beer is as cold as ice.” “He is drinking like a fish.”

· Metaphors  an implied comparison that uses a contrasting word or phrase to create a vivid image. 
“You are at war with your competition.” “This shredder plows through paper quickly.” “Our 30-minute workout sculpts your body.”




2. Visual methods (5)
· Charts and graphs  
· clearly label each visual with a title, 
· do not overload with information, 
· try to make one key point, 
· use colors but not excessively, 
· use graphs instead of tables when possible
· use consistent fonts 
· use to make numerical data meaningful 
· include pie charts, bar charts, flow charts and organizational charts
· Product Demonstrations  preparation is key! Involve the buyer - relate to the buyer’s needs and benefits sought. Ensure you obtain buyer’s permission before demonstration.
· find out if buyer and / or member of buying team has used product before 
· have a back-up plan in case of technical failures or difficulties
· assure the appearance of the product is neat and clean
· check for problem-free operation
· be confident and able to demonstrate the product skillfully
· practice using the product prior to the demonstration
· anticipate problems and have back-up or replacement parts on hand
· make sure that setup and knockdown are easy and quick!
· photographs and illustrations (and maps)  used to achieve authenticity, show an item in use or to spotlight a location
· electronic materials 
· PowerPoint / Prezi / video clips (sound and action) / sound bites / e-brochures / e-newsletters / e-magazines / virtual tours
· handouts and printed materials 
· samples / catalogs / brochures / manuals / guarantees / sample ads

*Other than strengthening your presentation, why should you use sales aids?
· capture prospective buyers attention
· Generate interest in the recommended solution
· Make presentations more persuasive
· Increase the buyers participation and involvement
· Provide the opportunity for collaboration and 2-way communication
· Add clarity and enhance the prospects understanding
· Provide supportive evidence and proof to enhance believability
· Augment the prospects retention of information
· Enhance the professional image of the salesperson and selling organization

*Tips for preparing Visual Materials 
· Visual materials should be kept simple
· When possible, use phrases and let the buyers mind complete the sentences
· Use the same layout and format throughout to tie the presentation together
· Check for typography and spelling errors
· Use colors sparingly and for functional rather than decorative purposes
· Leave plenty of white space; do not crowd the page too full. 
· Each visual should present only one idea
· Target using a maximum of 7 words per line and 7 lines per visual
· Where possible, use graphics (charts and graphs) rather than tables
· Use bullet points to emphasize key points
· Never read the presentation directly from the visual
· Clearly label each visual with title and headings to guide the prospective buyer



3. Encourage buyer feedback
· Use of check-backs examples:
· “how dose this sound to you?”
· “dose this make sense to you?”
· “would this feature be useful to you in your current operations?”
· “what do you thingk?”
· “so is this something that would be valuable to you?”
· “Isnt that great?”
· “do you like this color?”
· “form your comment, it sounds like you would want the upgraded memory. Is that correct?”
· “dose that anser your concern?”
· “would this be an improvement over what you are doing right now?”
· “Is this what you had in mind?”

· Support product claims
Methods to support product claims include:
· Stats
· third-party sources carry the most weight 
· Statistics Canada 
· government reports 
· Maclean’s university rankings 
· consumer reports
· Concordia University studies / research 
· sondages CROP 
· McKinsey Consulting
· Testimonials – statements from satisfied clients (recall the Proactive commercials)
· Case studies – a testimonial in a story or anecdotal form

· Deliver group presentations
Group presentations strategies:
• arrive early for networking and set-up 
• the details / logistics matter ! (e.g., audio visuals, sound, lighting, room temperature, catering, etc.) 
• before the presentation begins, attempt to connect with as many individuals as possible by using ice-breakers and looking for areas of common interest
• if possible, try to identify the buying roles of the various participants: deciders / purchasers / users / influencers / gatekeepers / initiators
• learn participants’ names (draw seating plan) 
• maintain eye contact 
• encourage interaction and participation 
• energize presentation by being dynamic and using appealing visuals 
• the larger the group, the more structured your presentation
• employ verbal and visual methods discussed earlier to strengthen your presentation 
• look for verbal cues 
• know when to pause, take a break, solicit questions, introduce a video, etc. 
• be confident (and honest) when answering questions
• repeat or restate questions to ensure understanding 
• remain calm at all times – tense situations will occur! 
• practice! practice! practice! 
• demonstrate interest by requesting a plant tour

Group presentation: Contents
At minimum, initial presentations should: 
· Establish your company’s credibility (e.g., history, clients, success stories, etc.) 
· State your competitive advantages (USP – unique selling proposition)
· Provide quality assurances (e.g., guarantees, warranties, 1-800 number, etc.) 
· Demonstrate ROI – payback - $$$ 
· Summarize benefits


· Understand why prospects raise objections 
· Objections: 
· Are forms of resistance expressed in statements, questions and / or actions by a prospect.
· It may or may not signify an intention to buy
· Are not necessarily a negative signal
· Are often indirect ways to seek further information.
· It shows that the prospect is interested enough to object!
· Objections: Rationale
· Without sales objections, there would not be a need for salespeople.
· The first person to reach the prospect would make the sale.
· Some studies have found that the sales people have 10% higher closing rate when objections are raised than when they are not.

· Explain how to overcome objections 
· Why prospects raise objections and strategies for dealing with them?
· Buyer wants to avoid the sales interview:
· Strategy: Set appointments to be come part of the buyer’s daily routine.
· Salesperson has failed to prospect and qualify properly:
· Strategy: Ask questions to verify prospect’s interest.
· Buyer will not buy on the first sales call:
· Strategy: A regular call on the prospect lets the prospect know the salesperson is serious about the relationship.
· Prospect does not want to change the present way of doing business:
· Strategy: Salesperson must help the prospect understand there is a better solution than the one the prospect is presently using.
· Prospect has failed to recognize a need:
· Strategy: Salesperson must show evidence that sparks the prospect’s interest. 
· Prospect lacks information on a new product or on the salesperson’s company:
· Strategy: Salesperson must continually work to add value by providing useful information.

· Reasons for Objections
· Some prospects view raising objections as a sport.
· It may actually be an appeal by the prospect for assistance in justifying a decision to purchase.
· Bias against salesperson’s company.
· Bias against salesperson.


· Handling Objections:

· Etiquette:
· Never argue with a prospect.
· Do not view the prospect as a rival.
· Never downplay the importance of a prospect’s objections.
· Prospect deserves respect – no matter how difficult the individual.
· This is not a battle for you to win.
· The goal is to achieve a win-win outcome.

· Basics:
· Objections can occur at anytime during the presentation.
· Acknowledge the objections (Ex. “Good point.” – people like to be praised).
· Clarify the objections (Ex. “ Did you mean.......”).
· Ask to defer the issue to later in the presentation- allows you extra time to think.


· It Gets Easier!
· Practice makes perfect!
· Overtime, you will become more and more familiar with the types of objections raised.
· This will build your confidence in responding to objections and will even allow you to anticipate them.
· Closing thoughts:
· If you cannot overcome an objection:
· Always remember to focus on the benefits.
· Perhaps no competitor can overcome it either!
· Categorize the major types of objections

	1.         No Need
	Buyer has recently purchased or does not see a need for the product category.
· “I am not interested at this time.”
· “I have all I can use (all stocked up).”
· “I do not need any.”
· “The equipment I have is still good.”
· “I am satisfied with the company we use now”
· “We have no room for your line.”
Strategy:
· Stimulate need awareness through effective questioning (Ex. SPIN; ADAPT) and presentation of key features and benefits that may peak the prospect’s interest.

	2. Product or Service Objection
	Buyer may be afraid of product reliability.
· “I am not sure the quality of your product meets our needs.”
Buyer may be afraid of late deliveries, slow repairs, etc. 
· “I am happy with my present supplier’s service.”
Other examples:
· “I do not like the design, color, or style.”
· “A maintenance agreement should be included.”
· “Performance of the product is unsatisfactory (Ex. The copier is too slow).”
· “Packaging is too bulky”. 
· “The product is incompatible with the present system (Ex. We prefer Apple over IBM).”
· “The specifications do not match our delivery requirements?”
· “The product is poor quality.”
Strategy:
· Improve fact-finding during early stages of the sales cycle; to offset perceived downsides. 
· Make sure to present and emphasize features and benefits that add value and are important to the prospect.



	3. Company Objection
	Buyer is intensely loyal to the present supplier.
· “I’m happy with my present supplier.”
Other examples:
· “Your company is too small to meet my needs.”
· “I have never heard of your company” 
· “Your company is too big, I will get lost in the shuffle.”
· “Your company is pretty new. How do I know you will be around to take care of me in the future?”
· “Your company was recently in the newspaper. Are you having problems?”
Strategy:
· Evaluate validity of concern; offer evidence (preferably third-party) to counter or alleviate concern.
· Highlight competitive strengths without making disparaging remarks about competitors.

	4.   Price Is Too High
	Buyer has a limited budget
· “We have been buying from another supplier that meets our budget constraints.”
· “We cannot afford it.”
· “I cannot afford to spend that much right now.”
· “That is 30% higher than your competitors comparable model.”
· “We have a better offer from your competitor.”
· “I need something a lot cheaper.”
· “Your prices not different enough to change suppliers.”
Strategy:
· Recognize price objections are common and often an attempt to get a lower price.
· Present evidence showing how the value gained exceeds the perceived cost.
· Find ways to build in additional value.

	 5.     Time/Delaying
	 Buyer needs time to think it over
· “Get back with me in a couple of weeks.”
· “Ask me again next month when you stop by.”
· “I’m not ready to buy it yet.”
· “I have not made up my mind.”
· “I do not want to commit myself until I have had a chance to talk to the engineering department.”
Strategy:
· Be sensitive to prospects time issues (avoid being perceived as pushy).
· Where appropriate and accurate present meaningful reason to move forward in the sales process.






· Describe techniques for handling resistance

	1.    Forestall
	Handle the objection before the prospect brings it up

	2. Direct Denial
	Formulate a rather harsh response by telling the prospect that he/ she is wrong.

	3. Indirect Denial
	Soften the blow when correcting a prospect’s information.

	4. Translation/ Boomerang
	Turn a reason not to buy into a reason to buy.

	5. Compensation
	Counterbalance the objection with an offsetting benefit.

	6. Question
	Ask the prospect assessment questions to gain a better understanding of what he/she is objecting to.

	7. Third-party Reinforcement
	Use the opinion or data from third party source to help overcome the objection and reinforce your points.

	8.Feel-Felt-Found
	Relate the fact that others actually found their initial opinions to be unfounded.

	9. Coming-to-That
	Advise the prospect that you will be covering the objection later during the presentation.





· What is commitment in other words (Closing)?
· It signifies the prospect’s willingness to make a purchase from the salesperson.
· It involves helping people make a decision that will benefit them
· Does not mark the end of the sales process.
· Is part of the ongoing sales cycle.
· Is strongest when prospect bye, rather than when they are “Sold to” (Push vs pull)

· What is the difference between a prospect “buying” rather than being “sold to”?


· Describe pre-sale commitments – “Little Victories.”
· Presale commitments help build salesperson confidence and generate sales momentum.
· What are some examples of “Little victories”? 
When prospect:
· Agrees to visit my office.
· Consents second visit.
· Agrees to read the brochure I have left.
· Agrees to pass on my sales information to the buying committee
· Consents to calling the references that I’ve provided.
· Consents to being sent additional information about my product.
· Agrees to attend an information session I’m hosting.
· It Degrees to sample my product.
· Agrees to take my call.



· Explain how to recognize commitment signals 

There are 2 signals that can come from a customer:

	Verbal Commitment Signals
	· Questions about price.
· Inquiries regarding installation.
· Questions about delivery terms.
· Questions about services provided.
· Inquiries regarding payments terms.
· Positive comments about the product.
· Inquiries regarding discounts, deals, rebates, and etc.
· Questions about whether the product can perform certain functions.
· Questions about whether certain features are included or can be added.
Examples:
· “If I were to purchase......”
· “I didn’t know these functions were included.”
· “The payment terms are less stringent than I thought they were.”

	 Nonverbal Commitment Signals
	The Prospect:
· Reaches for wallet.
· Test the product.
· Handles the product.
· Touches, smells, tastes and observes the product.
· Listens intently.
· Nods his head.
· Increases eye contact.
· Appears more relaxed.
· Becomes friendlier.
· Shares personal information.
· Carefully reads the contract.




· Discuss specific techniques for earning commitment
Remember:
· The sales presentation is a process, not a single action.
· There is no best closing method.
· Prepare and anticipate several methods.
· Select a method that seems most appropriate when you reach the “moment of truth”.
· The goal is not only to close the transaction but to develop a long-term partnership as well.

· What is the difference between aggressive and assertive selling behavior?

	Aggressive Behavior
	· Believing you’re the best judge of the prospects needs.
· Minimizing prospect participation.
· Overwhelming the prospect, forcing a close.
Examples:
· “We are the best company in the market.”
· “Our product is the only one that can remedy your problems.”
· “You cannot increase profitability without our help.”
· “Our solution is superior to all the others.”

	Assertive behavior
	· Propping in order to let the prospect uncover his own needs
· Fostering two-way participation (two ears, one month).
· Responding to objections, leading to somewhat natural, automatic close.
Examples:
· “I would like to demonstrate how our solution can help your company grow.”
· “We have been ranked as a talk three performer by our industry association for the last four consecutive years.”
· “Our service has increased productivity by up to 50% and company similar to yours.”




· Methods of earning commitment 

1. Direct Commitment: Ask for the order, with no confusion.
Examples:
· “Can I sign you up for an order?”
· “Would you like to sign the contract today?”
· “Can I visit you this afternoon to sign the contract.”
2. Alternative Choice: Offer alternative products or scenarios from which to choose.
Examples:
· “Which do you prefer–Model A or B.”
· “Which package would you like to buy– the gold, silver or bronze?”
· “Which edition do you preferred– the deluxe, premium or standard?”
· “In which section of the stadium do you want your tickets– the red, blue, grey or white section.”
3. Summary commitment: Summarize benefits before asking for the order.
Example:
· “Our company can deliver within four hours of your request, seven days a week. Our customer support 1-800 telephone line is available to you and your team 24/7. We also have three dedicated R&D staff available to troubleshoot any problems you may encounter with our product.”
4. T-account / Balance sheet: Ask the prospect to make a decision by waiting the pros and cons
·  Draw a large “T” across a sheet of paper.
· On one side list all the pros.
· On the other, place all the cons.

5. Success story: Story about a customer with a similar problem solved it by using your product.
Example:
· “Mr. Smith of XYZ Inc.  was experiencing a similar employee retention problem to yours. Employees were leaving his company at a rate of 50% per annum. After he agreed to let us design and human resource for Graham, employee turnover decreased from 50% to 10% the following year.”
6. Contingent close: Get the prospect agreed to purchase if he can demonstrate the benefits promised.
Example:
· If I can demonstrate how to increase your productivity by 20%, will you be interested in our services?

7. Advantage close: Stress the specific advantages of making a timely decision
Example:
· “The advantage of using our services during that quieter summer months is that you can ramp up your productivity in time for your busy fall season.”

8. Puppy dog close: Allow the prospect to try your product in his environment forest set. And, as with the puppy, hopefully develop an attachment, leading to an eventual purchase.

9. Compliment close: Compliment the prospect. It works well with those who believe they are experts, have big egos or are in a bad mood.
Example: 
· “It is clear that you no great deal about this industry.”
· “Your department is well-managed.”
· “Your employees respect you.”
·  “You have built an impressive company.”
10. Dependency close: Discussed the risks Post by having only one supplier. Position yourself as an alternative supplier and as a way to reduce the dependency of using one option.
-What are the risks associated with a company using one exclusive supplier for its purchase?



11. Technology close: 
· Use of technologies to summarize key benefits
· Use of PowerPoint, excel, charts, bar graphs, etc.
· Demonstrate playback, revenue increases, cost savings come on Market share gains, etc.

12. Special deal close: Offer a special deal or incentive to promote action.
Example:
· “If you’ll agreed to finalize our agreement, I’ll ask the finance department to delay cashing your first check by one month.”
13. No-risk close: Offer a money-back guarantee if the prospect is not fully satisfied with your product.
14. Turnover close: What are the pros and cons of “turning over” your prospect to a colleague salesperson?

· Turn the prospect over to another salesperson and your company.
· It requires humility on your part.
· Positions you as “ team player”.
· Your colleague may one day return the favor

15. Urgency close: Suggest that supplies limited and may not be available in the future.
Example:
· “Our peak session begins next week and quantities usually sell out within 10 days.”
· “Our rates increased with the new fiscal year beginning on January 1”

16. Negotiation close: Situation where seller in prospect look for win-win situation.
Example: 
· “Why don’t we compromise?”
· “If I can accomplish ________,will you grant me________?”
17. Management close: Bring getting a senior manager or supervisor to help finalize the transaction.
18. Multiple-close sequence: Using a combination of closing methods at the same time.
Example:
· “Our services will decrease production costs, improve efficiency and reduce employee turnover. Would you be willing to commit to an initial mandate?” (Summary commitment+ direct commitment)
· “Our solution surpasses your quality requirements, is deliverable within your prescribed deadlines and increase productivity by 15% more than your stated requirements. Can we meet your finance department to finalize the contract terms?” (Summary commitment+ direct commitment).
	
Less Popular techniques:
19. Standing-Room-Only Close: This close put a time limit on the client in an attempt to hurry the decision to close.
Example:
· “These prices are only good until tomorrow.”
20. Assumptive close: The salesperson assumes that an agreement has been reached and places the order from in front of the buyer and hands him a pen.
21. Fear of Emotional Close: The sales person tells the story of something bad happening if the purchase is not made.
Example:
· “If you did not purchase this insurance and you die, your wife will have to sell the house and live on the street.”
22. Continuous Yes Close: This close use that principle that saying yes gets to be a habit. The salesperson asked a number of questions, each formulated so that the prospect answers yes.


23. Minor-Points Close: Seeks a agreement on relatively minor issues associated with the full order
Example:
· “Do you prefer cash or charge?”


· What makes a good sales “closer”?

Good closers:
· Are confident, maintain a positive attitude.
· Prepare for each sales call.
· Listen/Look carefully for buying signals.
· Are continually practicing their closing skills.
· Are prepared to close anytime, anywhere.
· Are not afraid to ask for the order.
· Let the buyers speaks first at the “moment of truth”.
· Use more than one closing strategy.
· Stop talking once the buying signals become visible.
· Realize they won’t close a sale each time.
· Learn from each sales call.
· Do not get discouraged when unable to close.
· Do not feel personally rejected.
· Do not define themselves as humans by their sales performance.
· Recall that there are many more “no’s” than “yes’s” in the sales process.
· Listen instead of “tell” (Ex. Two ears, one mouth).
· Use open-ended questions.
· Always them to demonstrate class and professionalism.
· Do not burn bridges by demonstrating negative reactions.
· Maintain contact with the prospect even after failure to close.
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· Consider the key reasons for maintaining long-term relationships with customers 
· It is 5 – 6 times more costly to attract new customers than to keep current ones
· The longer a customer stays with a provider the less costly it becomes to service that customer because the learning curve decreases over time
· Satisfied customers can become ambassadors for you and your company
· Happy customers may provide referrals
· Long-term customers pay less attention to competing brands
· Satisfied customers may increase their purchases over time
· Long-time customers more likely to buy your new product offerings
· Established customers are less-price sensitive than non-established customers

· Distinguish the relational sales process from the transactional sales process 
	Transactional sales process
	Relational sales process

	· Short term orientation
· Low commitment to relationship
· Little trust between parties
· High degree of opportunistic behavior
· Few customer contracts
· Little time spent understanding buyers needs
· Low degree of mutual cooperation
· Few transactions over the long-terms
· Low level of customer service expectations
· High perceived transaction risk
· Little joint problem-solving
· Relative ease in switching suppliers
· Little emphasis on customer loyalty or customer retention
· Desire to simply meet basic customer expectations
· Little information sharing
· Much time spent negotiating price
· Competitive level of negotiations
· Relatively little product customization
· Potentially aggressive closing techniques
	· Long-term oriented
· High-value ties
· High level of trust
· Little or no opportunistic behavior
· Frequent customer contacts
· Strong desire to understand buyer needs
· Much communication and cooperation
· High-frequency transactions
· High customer service expectations
· Medium to low perceived transaction risk
· Joint-problem solving
· High cost associated with switching suppliers
· High level of customer loyalty and customer retention
· High levels of mutual customer expectations
· Sharing of expertise, resources and information
· Lower levels of price bargaining
· Commitment to finding “win-win” solutions
· High degrees of product customization
· Collaborative working atmosphere with shared vision and goals




· Explain relationship enhancers 
Challenge for salespeople: The skills required after the sale are different from those required prior to the sale. 

	Relationship Enhancers and Detractors:

	Enhancers
	Detractors

	· Focus on long term
· Deliver more than salesperson promises
· Call regularly
· Add value
· Keep communication lines open
· Take responsibility for problems
	· Focus on short term
· Overpromise – Under deliver
· Call sporadically
· Show up only for another order
· Be unavailable to the customer
· Lie, exaggerate, blame someone else



Relationship-Enhancement Activities include:
· Provide useful (relevant, timely and high quality) information 
· Expedite orders/monitor installation  track orders, inform on delays and help with installation
· Train customer personnel  go over all orders and correct problems before customers recognize it!
· Remember the customer after the sale  set up a regular call schedule and let customers know you will be back
· Resolve complaints  Preferably prevent the need to complain. If complaints do occur, ask customer how they want the complaint resolved.

· Address customer complaints 

	       Typical Customer complains include:
· Late deliveries
· Damaged merchandise
· Invoice errors
· Out of stock – back orders
· Shipped incorrect product
· Shipped incorrect order size
· Service department unresponsive
· Product dose not live up to expectations
· Customer not informed of new developments
· Customers problems not taken seriously
· Improper installation
· Need more training
· Price increase – no notice
· Cannot find the sales person when needed

	Resolving customer complaints:
· Anticipate customer complaints when possible
· Listen carefully
· Do not interrupt client
· Do not argue with client
· Do not get defensive or make excuses
· Never belittle a customers complaint
· Encourage customers to voice their concerns
· Record facts carefully
· Repeat the information being provided by the client
· Ask customers how they would like to see the complaint resolved
· Resolve complaints quickly and fairly
· Thank customer for taking the time to voice their complaint
· Follow up to make sure complaint has been resolved
· Keep a log of complaints in order to identify any recurring systemic errors


When considering financial claims, consider the following:
· What is the dollar value of the claim?
· How often has the client made claims in the past?
· What will be the impact on the long-term relationship with the client?

· Consider the elements of service quality 
· Customer service involved performing value-added activities designed to enhance the sale
· Customer service demonstrates that sales people are not merely opportunistic
· Customer service demonstrates a willingness to pursue long-term relationships, not simply chase orders

	10 Customer expectations of sales people;

	1. Warmth and friendliness
2. Reliability
3. Helpfulness/assistance
4. Speed or promptness
5. Assurance
	6. Accuracy
7. Follow-through (as promised)
8. Empathy
9. Resolution of complaints, mistakes, or defects
10. Tangibles



5 Dimensions of service quality: 
0. Tangibles – physical facilities, equipment and professional appearance of personnel
“Measure the intangibles by the tangibles”
0. Reliability – the ability to provide accurately and dependably what was promised
“Is the delivery on time?”
0. Responsiveness – the willingness to help customers and provide prompt service
“Is the sales person willing to answer my questions?”
0. Assurance – the knowledge and courtesy of employees and the ability to convey trust and confidence
“Is the salesperson knowledgeable?”
0. Empathy – the degree of caring and individual attention customers receive
“Dose the salesperson know that I have special and unique requirements?”

Personal Characteristics conducive to long-term relationships:
· Control your emotions					- Fulfill customer expectations				
· Maintain high moral ethics 				- Ensure customer is fully satisfied
· Be nice to all people					- Maintain a positive attitude
· Be patient						- Seek to deliver beyond the clients expectations
· Express genuine care and concern for the client		- Take pride in your work (be happy!)
· Be fair							- Solve problems promptly
· Keep your promises					- Keep customers informed 

