A Book Report on

How You Makethe Sale

(What Every New Salesperson Needs to Know)
By Frank McNair

(Book Report by Gary Tomlinson)

Introduction:

| titled this bookHow You Make the Saleecause | believe you can sell the product that
interests you to people you value while still maintainingryintegrity, your sense of self,
and your current wardrobe and personality. And whilenggi$ difficult, it requires no
super-human aptitude. Selling is a learnable skill, a@eh Ihelp you learn it.

Selling is not a black art. You do not have to sacr#idee chicken at the full moon to
the god of sales quotas to make a good living as an ethicalipled salesperson. You
simple have to listen, process what you hear, and nyatahproduct or service to the
problem that brought the customer into the market initeegdlace.

You do not have to change your worldview to sell succégsfin fact, the more ethical
and customer-focused you are, the more successful yohenitl the long term. Sales
people who value their customers and treat them wéjeiet gain their trust and generate
repeat business. And repeat sales to satisfied custaneettse most profitable sales of
all.

While learning the nuances of selling can be difficudtjrsg is not a science — rocket or
otherwise. Selling is process- a rather simple process, really — that moves ltigica
from beginning to end in a series of eight predictablg)yementifiable steps. The steps
are simply building blocks — each step builds upon the prewoess the salesperson
and the prospective customer move together from theirifiteraction until the final
sale.

Selling can be learnge@nd this book will help you learn it. This book vwdhch you
how to name each step in the sales process and haesagnize where you are as you
move from step to step. Let’s get to work!

Chapter 1: Selling asService:

I’'m talking here about selling as a service — that igjiceto the customer. We are
talking about a sales model — and a mind set — where ldspseson adds value by what
he knows, what she can teach, and how he or shéwsts@ sale to meet the customer’s
needs and solve the customer’s problems.
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Your role as a salesperson isseyve— to serve the customer, to serve the demands of the
sales process, and to serve your own needs for sigruécand competence by being the
very best salesperson you can be. This shift to a sennmiset is an important and
profound transformation. And it transforms not onlyself-understanding, but also

the buying experience for the customer, the customeargsterm satisfaction with you

and your products, and your success as a salesperson.

More Products are Bought than are Sold: The marketplace holds tens of thousands of
products from which we choose every day. And more cfelpoducts are bought than
are sold. For example, there are no salespeople imigles of the grocery store, but the
customer still buys.

Adding Value with Service: How do salespeople add value? What is it they do that
provides a service to the customer, and justifies thensep® the company of paying the
salesperson, training the salesperson, and providing & medienses, and the other
perks that keep the sales force in the field? Heréharerays you can add value:

1. Listen carefully to the customsy fully discern the customer’s wants and needs.

2. Clarify the customer’s wants and nedatgh for yourself and (often) for the
customer himself. It always amazes me how much themastlearns as we
walk towards the purchase together. Clarifying is one aeevprofessional
salesperson provides fro his or her customers.

3. Determine the problem the customer is trying to s@edhat he (the salesperson)
can solve the problem in the most appropriate manner.

4. Know your own (and his competitor’s) product lirsmscompletely that he can
select — from among all the reasonable options — the prodgetvice that best
meets the customer’s needs and solves the customeblsmpo

5. Present the solution so the customer sees and appreciates the ludribéts
solution, and understands why this solution is the besfarhis situation.

6. Help the customer complete the transaciioonther ways: creative financing,
advocating for the customer with management, arrangingedgliand so forth.

7. Follow-up after the saléo ensure that the customer is satisfied with hiseor h
purchase and to make any additional sales that would add adduaue to the
customer.

In each case above, the salesperson’s primary gdrvengthe customer — doing
whatever is necessary to help the customer meet his,nga@ve his problems, and leave

happy.

Three Key Myths: Let’s take a look at three key myths that can deradles career.
These myths include:

1. Sales are abouaking the sale.
2. You have to “control” the customer to make the sale.
3. Customers “buy” your company, not you.
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In many sales systems, the focus is on making the &dlenot embrace that view. |
believe the sale is a by-product of providing excellentiserto the customers, solving
the problems that the customer brings to the intenacéind asking for the business. All
this nonsense about control assumes the customeraemenny. The customer is not the
enemy. You don’'t win if the customer loses.

People like to do business with folks they know and trifdhey don’t know or trust
anyone in a particular business, they seek referrbtsrather work with someone my
friend knows and trusts than take blind luck in a listingadéspeople!)

Summary: The key to success in the whole sales game is noerpasthard-driving

sales tactics. Nor is it some magic way to trickithito buying. The key to selling is
learning how to: 1) listen carefully, so you can 2) caadblution that solves the
customer’s problems and service his or her needs and3hask for the order. If you

can master these three concepts, you can be a poofglssalesperson. Sales is service —
and the more faithfully you serve, the more fruitfulyu will sell!

Chapter Two: How Buyers Decide to Buy:

The basics of consumer behavior and the buying deasinie summed-up in six
words: People buy to solve a problem!

So, if people buy to solve a problem, then what constimuf@eblem? Interestingly, a
problem is anything the customer considers a problem. Sarb&eprs are real and some
problems are perceived. Most problems are a mixtureagfaencrete problems and
perceived problems. Many problems contain an unarticulatagecomponent. But the
thing to remember is people always buy to solve a prablem

The Salesperson’s Role in the Buying Proces®eal, perceived, or mixed — the
salesperson who offers the best solution to the probégsitige sale. Our job as
salespeople is to understand the customer’s problem andppetb help them
understand their own problem better — to clarify it wahd for) them. Then we walk
with the customer through the process of identifying jpbessiolutions, evaluating the
options, and selecting the option that best meetsgbhechase criteria.

The Path to Purchase: It's possible to map the stages consumers go throutpes
make a buying decision — there is a predictable way in wdgolple move down the path
to a purchase. Theonsumer Buying Modellooks like this:

Step 1:ldentify Need —The prospective customer realizes that he or she has a
problem. Our first job when we meet a perspective custante uncover the
problem he or she is trying to solve.

Step 2: Gather Data —Once a consumer can name the problem, Step 2 is to
move out into the marketplace and gather data. What psodrgetvailable to
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meet this need I've identified? Most of the time yoeet prospective customers
when they reach Step 7 (Visit Potential Sources) oCihvesumer Buying Model,
but it is not uncommon for them to appear during Stepa2gBathering).

Step 3: Clarify Need —As the prospective customer gathers data, he or she
gradually begins to clarify the problem to be solvedother words, to become
more precise about what is needed and why.

Step 4:ldentify Options that Fulfill Need — The customer is learning as he goes
— his task is to find out what specific products will meistneeds and solve his
problems.

Step 5: Develop Purchase Criteria -Purchase Criteria are key purchase
determinants that will drive the purchase. For examiplew much can |
spend?” “When do | need to take delivery?” This step alkbwgurchaser to
eliminate from the list of possible solutions all thdls&t cost too much or take to
long or — for whatever other reason — fail to meetam@ore of the buyer’s
purchase criteria.

Step 6: Identify Potential Sources —Here the customer runs through a series of
simple — but critical — questions: Who carries the pradinzt are in my range of
reasonable choices (and that meet my purchase crteviéijere are they located?
Is proximity an issue? Among my circle of acquaintaneé® has a
recommendation that | might follow?

Step 7: Visit Potential Sources “What is the feel of this place? Is this a place |
think | could do business?

Step 8: Interview Potential Salespeople More questions for the consumer to
wrestle with occur when they start meeting salespedpléhis person credible
with me? Does she know what she is talking about? DBeegen to listen when
| speak, or am | getting a canned spiel he uses on ewstynoer? Do | trust this
person? Do | like this person? Do we “connect™? Issbimeone | want to do
business with?

Step 9: Select Preferred Outlet and Salesperson ©ne final question — the one
for which the customer has been preparing throughout ledev€onsumer
Buying Process: Of all the places | have visited, whpidduct, which outlet, and
which salesperson seems best able to help me solve mgmrdbl

Summary: Customers go through more-or-less predictable steps itifideg their

problem, and in seeking a solution to their problem. poissible to make the stages
consumers go through as they make a buying decision (Ceng&uying Process).
Customers don'’t really buy products, programs, or servi¢bsy buy solutions. The
salesperson with the besilutionto the problem gets to make the sale. And the customer
alone decides what the “best” solution is!
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Chapter Three: How Does a Sale Unfold?

In the previous chapter, we took a hard look at how consumeve through the
Consumer Buying Model — from problem recognition and dataegatito selecting a
product, an outlet, and a salesperson that can solwvetbblem. In this chapter, we'll
look at what happens in the sales process itself. Badss unfold in a reasonable,
logical, and more or less predictable fashion. A &dlews a series of discrete steps.
These steps generally occur in approximately the same. ofthel — if you follow the
steps professionally and focus on solving the customerldgo- you have an excellent
chance of making the sale.

The Sales Processinterestingly — despite all the variability in salethere is a
predictable way in which people move down the path to ehpaec There may be minor
variations in the process based on the type of prothecthature of the buyer, or other
factors, but the process remains remarkably constargasaproduct categories, types of
sales, and other variables he Sales Proces®oks like this:

Step 1:Research Prior to the Sale This step is transparent to the buyer — it
happens before we ever meet him or her. Thorough ressamngtical to our
credibility — and to our ultimate success as salespedpltheResearch Prior to
the Salestep, we focus first on our own products. We learthalffeatures and
benefits of our product. We understand the typical custpnadlems our
product will solve, and learn how to present our produdie@salution to those
customer problems. It's a tremendous job because it takéxle to fully
understand all the ins and outs of the product(s) we reyiredad even when we
have fully mastered the product(s) we represent, we dralyebegun our presale
research.

We are selling in a competitive universe where custoimeve multiple choices
to solve the problem or problems that sent then intordudet. To be
professional salespeople, we have to know our competgtucts at least as
well as we know our own. Among the questions that drarestudy:

* What are the strengths and weaknesses of the competiiduct
versus the product we represent?

* How do the competitor’s salespeople sell — and how carakes
advantage of that?

* When people buy from competitors, why (and how oftea)they
disappointed?

* When we lose sales to the competitors, why and howwddese
them?

* How can we mitigate against those ways in which we &zdes — what
will our strategy be?
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There’s a long list of things we need to know, and going®uteet customers
without knowing them is dangerous. Do your research fwitdre sale!

Step 2: Meet and Greet —The Meet and Greet step is where the Path to Purchase
and the Sales Process Model we are examining inter§aetmeet and greet is
where you begin to build rapport and credibility, so thatithyers will invite you

into their decision making process. Here’s where wlwsurself to the

prospective customer — if they don’t buy you, they likebn't buy your product.
Meet and greet is the beginning of the sale — do it wadl,y@u’ve got a chance.

Do it poorly and the customer might still buy your prodibcit he or she will buy

in spite of — not because of — you.

Step 3: Discovery —In the discovery stage of the sales process, you begin
wrap your mind around the prospective customer’s understantiihg problem.
Why is this customer in the market — what problem is h&hertrying to solve?
You discover far more than what the problem is, howeVYeu discover how
much urgency the customer has about solving the problem, sédsehvolved

in making the purchase decision, and what budgetary camstgpiide the
purchase. The discovery step is where you begin toduatierstand the problem
and the customer’s expectation of what it will takedlves the problem.
Discovery is where yoname the problemAnd you can’t solve a problem you
can’t name.

Step 4: Features and Benefits 4 Step 4 you begin to talk about your product,
program, or service. You detail for the customer #daures of your product, and
then bridge to the benefits that accrue because ofediatre. You also need to
get the prospective customer’s agreement that the begelithave detailed
actually matter to the buyer. If we are to do featares benefits well, we will
“talk about the product in a way thaatters to the prospective customier

Step 5:Making the Case / Presenting the Solution Step 5 is where we make
the case that our product, program, or service can gwveustomer’s problem
better than any other option available. To make the wad, we talk and — most
importantly listen. We listen to the prospective cugidsconcerns and
misgivings. We deal with those concerns and misgivingsitiyessing them, not
by explaining them away. And — throughout the interactiove “check-in” with
the buyer to make sure we are speaking to their néduskey to a successful
sale is for us to make the case for our product so pevsliathat the prospective
customer buys from us.

Step 6: The Objective is Objections: Dealing with Resistance Rarely is your
sales life will the customer buy from you immediatafier you make the case for
your product. There will always be some objection — ffbat me think about

it” to “Your price is too high” and everything in betweeldo not panic.
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An objection seldom means no. It most often meansl] file more.” An
objection is usually a request for more information, soj@uin Step 6 is to
circle back to Discovery and determine what additional mé&ifon the buyer
needs. We meet the objection by providing whatever additioformation the
prospective customer seeks, and checking-in to see if veeduressed his
concerns. Then we make the case once again that @ucprprogram, or
service provides the customer with the very best soltividhe problem that sent
them into the market in the first place.

Most people panic at Step 6. Objections are not an ecchsi panic — they are
an occasion for Discovery through probing and questioningce @ou discover
the real barrier to the sale, you can deal with it @ode on to Step 7.

Step 7:Closing: It's Okay to Ask for the Order — In Step 7 you get to reap the
rewards of all the work you have done in Steps 1 throughoti've prepared

well and met the customer in a way that built rappodt @edibility. You've
listened carefully and detailed the features and benéffsus product, program,
or service. You've make the case that you can so&/@ithblem, and you have
overcome objections by circling back to gather more inftiona Now you get to
ask for the order.

All you need to do to close a sale is to follow Stegwraugh 7 faithfully. Then —
once you have flushed out and dealt with each of the tadojsc- look the buyer
in the eye and say, “Well, what do you think? Showddw business together?
If you’ve done your job well, the answer, more oftemthat, will be “yes.” And
if you get an objection at this point you already knowttbalo. Go back to
Step 3 and discover what the issue is.

Step 8: Following-Up for Ongoing Profitability — This is the stage where you
begin to really cash-in on all the hard work you didtigps 1 through 7. You've
already done a lot of work to find the customer, to catavhim or her, to build
rapport, and to make the first sale. So mine the vein g@aleeady working!
Remember to service the heck out of this new customénasgou don’t quickly
lose the customer you worked so hard to gain.

Summary: Selling is a disciplined, step-by-step process. If yasmistep, you're out.
Selling is like baseball — if you miss a base in basegballare out. If you skip a step
selling, you are out! But you can also lose a sale dyimg too quickly from one step to
the next one in the sequence. Remember you havertthearight to move to the next
step. And only the customer can decide if you have edheedght.
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Chapter Four: Identifying Hot Buttons and Flagging
Landmines:

As professional salespeople, we owe our potential cussaime same amount of
preparation thatheyput into their purchases. And we shon&ermake them do our
homework for us. Don't go in and ask the potential custam “tell me a little bit about
your company (advertising, product lines, etc.).” Thatsryob to find out that
information beforehand.

The Implicit Contract between the Buyer and the Salespson: There is a two-sided,
implied contract in the relationship between professisaldspeople and their customers.
From the customer’s perspective, the implied contraes gomething like this:

“If you will help me find the appropriate product and service to meeheeyls, |
will consider buying it from you. | am willing to answer your questj but it's
not my job to teach you my business, or to educate you on your comptkidiors,
products, or the relative merits of their products versus youost gét paid for
making the sale; do your own work.”

This contract between the buyer and the seller asatsalesperson’s perspective, and it
goes something like this:

“I'm happy to help you find the product and service that meets your reeds
solves your problems. It's my job to sell my product, so yoexpect me to
include sale of my product in the solutions | propose, but if you out-ardbaiit
need my product, I'll tell you so.

| promise to listen carefully to your problems and your concerns, akeejo
confidential all the information you provide me. | expect of yodialk@mnving:

* That you will tell me the truth about your situation and your
challenges,

* That you not waste my time and effort by engaging me just to fill out
you need for “three competitive bids” when you have already make up
your mind which supplier to use,

* That you will keep my information confidential, and

* That you will pay your bills — in full and on time.”

It's important for people to be clear with each otihem the beginning of a relationship;
clarity can save a lot of wasted time, false staints— ultimately — frustration. So here’s
the bottom line: be clear about what you can deliveraaikdhe buyer to be specific
about his or her expectations! Then be clear aboutegxpectations of the customer.
You have a right to your expectations every bit as madhebuyer has a right to his or
hers.

Identifying Hot Buttons: In the language of selling “hot buttons” are the product
attributes that excite customers and energize themit &loying your product, program,
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or service. These are tBzzlethat goes with theteakof the product you are selling. In
some cases the hot buttons are literal attributdsecdi¢tual product or service; in other
cases they are the less tangible “coolness facasssiciated with the product.

One of our jobs as professional salespeople is to kheweneral hot buttons for our
product and for all of our product’s relevant competitibmthe discovery portion of the
sales interview our buyer will tell us the specific bogtehat matter to him or her. Only
when we fully understand our buyer, our product, and dhepetitive environment in
which our product exists can we serve our customers byngelpém make an informed
choice.

Flagging Landmines: A sales landmine is a hidden piece of information tiwagn you
stray across it, carries the danger that it mightvblour sales opportunity completely
away. Examples of sale’s landmines:

* A previous bad experience with the company you represent.

» A previous bad experience with the product you represent.

* Unarticulated loyalty to a competitor’s product or service

* Embarrassing fact (for example, bad credit) that theooesr does not
want to reveal.

 Commitment to buy from someone else (the customeling ysu as a
second or third bid or estimate just to the keep the bosyhapp

It's important to note that an objection is not a lammiLandmines are more oblique
and harder to surface — which is why they are so dangerous.

Chapter Five: You Never Get a Second Chance to Maka
Good First Impression:

Like two great streams that flow along in paralldihally converging to produce one
tremendous river — the Path to Purchase and The SalessBmmnverge at the meet and
greet portion of the sales process.

You've Got to Care About Your Customers: In every case, the first thing a customer
looks for in a salesperson, is someone who authdgtitalesabout them and about their
circumstances. They seek someone they can trustpsemeth credibility, someone
who can partner with them in making the best possilgisn.

Trust is the fundamental factor in the equation, and isusuilt on a salesperson listening
to — and connecting with — the customer. Credibilityof@$ trust (no trust = no
credibility), and credibility is built on a salespen&breadth of market knowledge.
Neither trust nor credibility alone is sufficient — tiweo must exist simultaneously if a
salesperson is to make the case that he or shebsshpossible partner in making a
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decision. To put it simplygustomers don’t care how much you know until they know
how much you care.

Where Are We in the “Path to Purchase”? As a salesperson, it's critical that we
alwaysknow where we are in the Path to Purchase, because wie are drives what we
do next. By the time we meet and greet a customen, sigeas already well on the way
to making a purchase decision. They are near the end Bfitih to Purchase (Step 7) —
one of the two streams that converge to create deir 3de other stream is The Sales
Process, and we are much closer to the beginning gbtbegss (Step 2).

Our Challenge in the Meet and Greet: Our challenge in the Meet and Greet, at the
very least, is to address the three questions posed below:

1. How do | greet customers in a way that teeg me as a credible colleagQue
2. How do Ibuild rapport?
3. How do I get customers tavite me into their problem-solving proc@ss

These three questions are additive, meaning that quéstioouilds upon question one,
and question one and two support question three. Put differeustomers have to see
you as a credible colleague (question one) before tleewiding to develop rapport with
you (question two). They must experience you as crediidehave rapport with you
before they will invite you into the process that seltleeir problem (question three).

Greeting Customers So They See You as a Credible Colleagu€here are so many
different types of people — with so many differentetyof communicating and way of
relating — that it may seem impossible to speak in gétesras about how to present
one’s self as a credible colleague. It's not. Thinkudbhe questions you carried into
your last interaction with a salesperson — questions goe had whegou are the buyer
| don’t know all of the questions you had, but I'd bet éhe®re among them.

* Does this salesperson listen to me when | talk?
* Is this salesperson willing to get to know me beforengryo sell me?
Am | a human being, or just another “turn at bat”?
* Does this salesperson know what he or she is talkiogt&
o Their own products and applications?
o Competitor’s products and applications?
o0 The difference between — and similarities of — the two?
o0 The advantages and disadvantages of each?
» Does this person move the process along at a pacelirairhfortable
to me?

Mostcustomers go intmostbuying situations with many of the same questions you take
into your own purchases — including some or all of the guresabove. To establish
ourselves as credible, we have to generate favorableeentwthese questions. That is,
we must value the customer as a human being — as sofme@l just our next
opportunity to make a sale. We must, for sure, knowtoifit SAnd we must let the
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customer set the pace of the buying experience. And —iabpeove mustisten Let’s
look at these one by one.

Building Trust through Listening: Trust is one of the key dimensions of the sales
process. Buyers rarely buy from sellers they don4tt Trust in relationships takes time
to build, and usually accrues when the salesperson demntesstrahe buyer that he or
she can be counted on — that he or she can be reliedaudorsome or all of the
following:

1. Tell the truth — the whole truth — without shadingpitadvantage,

2. Listen carefully to the customer’s problem(s),

3. Question closely to ensure he or she full understandsutemer’s

circumstances and buying constraints,

Respect the customer — the customer’s desires and rmedsrsstraints,

Educate the customer — if the seller knows thingswiiahelp the buyer

make an informed decision,

6. Partner with the customer — so that both the buyettandeller get a solution
that works for each of them, and

7. Shape a solution that solves the customer’s problemnatitlei constraints laid
out by the customer.

ok

Clearly, all of these steps won'’t transpire in tinst two minutes of the meet and greet.
But the groundwork for all these steps can then be laidll begins wit customer-focus
and a willingness to listen to the problem or problemshit@ught the customer into the
market in the first place. There are no techniquedakstto facilitate the building of
trust — rather, trust develops when we encounter our mtgpeustomers with a focus
on them, not us — an authentic desire t help them theietheeds and achieve the goals
that brought them into the market. Let’s take a look.

It's Not about You! Too many salespeople think that the Meet and Greetabaillt
them. The key to a successful meet and greet is gi@tiating yourself to the buyer, it's
listening to — and caring for — the buyer. That is, doct'irterested be interested.

Don'’t act honest behonest. Don't act respectfulee respectful. Amazingly, if you
move into the sales interaction with a focus on s@rw not selling — the customer, these
outcomes will occur effortlessly and as a by-producty4-won’t have to create them at
all.

Selling is not about you — how bright you are, how cote re, how manipulative you
can be. Selling is about the customer — how carefollycan hear her, how ell you can
serve him, how faithful you can be in solving the probleat biought the customer into
the market in the first place.

Building Rapport: Where trust is a foundational thing, rapport is lesstanbial and
more fleeting. Generally rapport grows frehmred experiences, values, backgrounds,
orinterests Rapport is built — at least in part — on overlapping @sts. Think of the
folks with whom you haveapport What central interests do you have in common?
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Whatever it is, this commonality of interests in ganaontributor to the ease you feel
with each other — theapport that sustains your relationship.

And it's the same way in sales. You don’t have tadibuild rapport — you and your
customer already have the most important commonadilycpuld possibly claim. The
customer has a problem that your product, program, or semight be able to solve.
You are both interested in this deal, because - if sb@buys your product — you have
both reached an important goal. You've made a sadetheay've solved their problem.
This is enough commonality on which to start a relstom

Get Invited to the Problem-Solving Party! If you establish yourself as credible by
what you know and how you listeif,you develop a bond of trust between yourself and
the client, andf you build an authentic rapport based on your shared desdve the
customer’s problem — if you do these faithfully and thoroughjpu’ll get invited to

help solve the problem. You've got to sell yourself befgou sell your product. And —
if you do — you’ll get an opportunity to make the sale! dliadhese things, and you are
on the short list of salespeople invited to help sdieecustomer’s problem.

Cold Calling — A Special Type of Meet and Greet:Cold calling is hard, hard work — it
has a high rejection rate and requires someone witk $kin and a well-developed sense
of self-confidence. Prospects are much more likeltdilee jerks and treat the
salesperson badly, and feel justified in acting this besause they have been interrupted
in whatever they were doing to respond to the salespearsalt’

Prospects are also very impatient in a cold call sétesperson has thook” the
prospect’s interest in the firs thirty seconds (onghene) or the first couple of minutes
(in person), or the conversation will go no further.some ways, the first few sentences
of a cold call become like the headline of an advemntisnt — if the headline doesn’t grab
the reader, the game is over. If the first couple ofesees don’t grab the prospect, the
cold call is over.

There are no tricks to minimize the prospect’s initiadation. No one likes to be
interrupted. The key to overcoming this irritation is toegite prospect a reason for the
interruption — a benefit so important that the irr@atis suspended or dissipates. And
that’s why cold calling salespeople almost always letid the most astounding benefits
of their product — to grab the prospect’s attention. (Qocehave the prospect’s
attention, the sales process is exactly the sartieeame we have been describing.

Schmucks: Some people are jerks. Get used to it. Don't lefféct your interaction
with the next customer. It’s difficult to deal withlis like this. Here are several lessons
I've taken away; perhaps they will be helpful to you:

1. Never say something to a customer that you wouldn’t wepegated on the
local television newscast.
2. Put it in writing — whatever “it” is.
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3. Keep management in the loop — as soon as you realizgotinanight be
dealing with a schmuck, let your manager know.

4. Refuse to sell them.

5. Don't let it get you down.

Summary: So there it is — Meet and Greet — the first face-te-&acounter in the sales
process. This encounter is the foundation of all ti&ivi's. If it goes well and you
build rapport, you'll get invited to the problem-solving partlyit goes poorly and the
prospective customer does not trust you or find you todwilde, you'll be drinking
alone.

Chapter Six: Questioning for Results:

We absolutely need to know the answer to the quegtioat brings you here today and
how might | be helpful to you?jefore we have a prayer of helping customers find the
product or service that meets their needs and solvgsdb&m that sent them into the
market in the first place.

Differential Diagnosis: A key skill taught in any medical school curriculunthe

ability to do what physicians terdifferential diagnosis That is, the ability to
differentiate one disease from another, even itliseases have the same set of
presenting symptoms. And — to do differential diagnosisigglc— the critical skills are
the ability toquestion preciselgnd tolisten carefully

Where is Discovery in the sales processRiscovery happens very early in the
interaction between the salesperson and the prospeostemer. Technically, discovery
is Step 3 in the sales process. However, discoveen bftgins in the early moments of
the Meet and Greet (Step 2). Our job in the Discoperyion of the sales process is to
use targeted questions to identify the customer’s problehtcadetermine what the
prospective customer sees as the “best” solution éptbblem.

Question Types: The Difference — and Why It Makes a Diffence: There are two
fundamental types of questions we use in sales: opetianseand closed questions.
Open questions are the “essay” questions of life — thepyineea paragraph answer. They
often begin with words or phrases like:

* ‘“Tell me about”

* “Explain”

*  “What happened when”
* “Why”

e “How”

*  “How do you feel about”

Open questions have several pluses: they get lots ofmaft@mn (some of it unforeseen),
they get the customer to talk, and they provide a moreecsational interaction than a
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series of closed questions. So, why don’t we confine a@séb open questions only?
Because open questions are not perfect. Open questionkeanlda of time, and they
can be inefficient if you are dealing with someone waiksta lot. Furthermore some
people can manage to answer even the best open questiosgmint — leaving you no
better off than if you had asked a closed question ifirdteplace.

The best use of closed questions is often after youdwtten to know the customer —
having already built trust and rapport. You can then lesed questions to quickly get
specific answers to your questions.

The takeaway is: either type of question can be @feat helping you understand the
answer to the key sales questidkivhat brings you here today, and how might | be
helpful to you?” The fundamental issue is not what questions you asiqwyou frame
them. The fundamental issue is this: do the questionasiobelp you identify the
problem the customer has come here to solve? If your gnesto this, you're in
business. And if they don't do this, then work on thdtis. nobody’s fault but your if
you aren’t ready with good questions in your first meetiitg wour customer.

The Probing Question — So Easy it Ought to be lllegalProbing questions are used to
gather additional information about a topic that is alyean the table. The purpose of
the probe is to encourage the speaker to keep talking oncayabout the issue at hand.
We (salespeople, doctors, therapists — anyone whadi$ébe a living) often use probing
guestions to extend our understanding of the topic or tcacasler net and keep reeling
in information from the talker. Here are some sanmpbbing questions:

» Are there other concerns you have about this?
* Isthere anything else you'd like to add?

* What else comes to mind?

e Isthat all?

« Goon...

* Tellme more...

Remember: the focus of probing is to keep the other peatiamg, so you can gather
more information and they can heighten their buyfnobing is also a useful way to
clear up issues when you are unclear what the prospeastemer meant by a comment
— keep them talking and you will usually understand in tim@biRg is a powerful tool:
When in doubt, probe!

Some Sample Questions:

Category: Core Problem
* What problem are you trying to solve with this purchase?
* Why did you decide to make this purchase now?
* If this purchase solves your problem, how will things béedsint?
* How is the current situation affecting your ability to getir work
done?
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* How do you hope that making this purchase will make thingsi¥et

Category: Product Specs

* What is the single most important way you want this pase to
improve on or be different from the product/service you hawe?

* What is the single most frustrating thing about the produservice
you will be replacing?

* How much output are you looking for from the new equipihen

* How much output are you getting from the old equipment?

* How is downtime with the old equipment?

* How much are you now spending on maintenance?

» What efficiency level do you have now? What do you want?

Category: Competition

* Who else are you talking to about this purchase?

» Have you had any previous experience with this seller?

» What other products are you considering?

» Have you had any previous experience with this brand/produ@t line

* Do you have references from or for any of the suppyietsare
considering?

» Can | give you some references to compare with the otloer have?

Category: Price

* How much is your budget for this purchase?

* Have you already committed the money, or are yougssing the
market?

* How much did you pay for the item you will be replacing?

* How much is the current item costing you in downtime and
maintenance?

* Where does price fit in the list of attributes thall velp you make
this decision?

» Have you considered total cost (downtime, maintengrogluct life,
hassle), rather than front-end cost, as a possibldavanake the
decision?

Category: Buying Process

* Who else will be involved in making this purchase decision?

* Will any end users of the new product be involved in thargu
decision for the new product?

* Could I talk to some end users of the current product?

* When do you anticipate making the buying decision?

» What criteria will drive your purchase decision?
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» If a committee is involved in the buying decision, wouldetpossible
for me to meet with all of them?

Summary: It is critical toknow what you need to knd&fore you begin asking
guestions. Otherwise, you'll miss a key piece of datkthe sale will jump the track
later on in the process. Don't just wing it. Begaeed. Remember: good physicians
always diagnose before they prescribe. And you can& diagnosis unless you know
what you need to know! It's easierlisten someone into buying than talk someone
into buying.

Chapter Seven: The Difference and Why it Matters:

Every time | teach selling the hardest concept for s@es people to grasp is the
difference between features and benefits.

» Afeature is an attribute of a product, program, or servic
* A benefit is a reason for the customer to care (arimiy!).

In almost every case — for almost every product — theranore features than benefits.
And in every case without exception, salespeople amptasl to talk about features,
while customers focus on — and buy — benefits. | remethbdirst time that |
discovered the power of benefits in my own selling lifewas a major “ah-ha” for me to
realize that — when | spoke of features — | was talkbwpamy product and what
mattered to me. When | began to talk about benéfias putting myself into the
position of the buyer — talking about what mattered todnno her and speaking to the
problem he or she sought to solve. The shift in persgentay seem subtle, but the
effect on the sales process (and my sales succesgyefaand.

If it Doesn’t Matter to the Customer, it Doesn’t Matter, Period: There is an easy way
to discipline yourself to talk about what matters todhstomer. Imagine that every time
you talk to your customer they reply with a quick and pdijeery: WSIGAF? “Why
should | give aflip?

We have to give our customers — for every feature we raangood reason to “give a
flip.” And the only reasons they are obligated to acknowdesig reasons that relate to
the problem — real or perceived — that they brought irgs#tes interaction in the first
place. Don't talk about a feature if you can’t makeatter to the customer. Remember:
If it doesn’t matter to the customer, it doesn’t mapteriod.

The Universal Benefits: Key Things That Matter to Your Qustomer: The universal
benefits relate to money, power, prestige, self-wstdading, fear, and the other core
motivators that drive all human behavior. Here’'sads | have been able to identify it:

Make more money Make a contribution
Spend less money Make a difference
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Save more money Be heard or valued

Have more money Avoid Pain

Work less / fewer hours Be vindicated

Save time Be autonomous

Have more time off Feel heard

Look good to others Do competent / quality work
Be attractive Get recognition / be a hero
Be part of a winning team}  Play more

Work with folks | like Have fun!

Learn something new Serve God

Use new technology Serve a higher-order goal
Be more productive Look good to myself

Have fewer hassles Be all | can be

Be safe Reduce risk

Be secure Be left alone

Save time Minimize fear

Learning to Bridge: Bridgingis an important skill in helping prospective customers
understand how your solution fits their purchase critersotve their problem. Bridging
is a useful antidote to our very human tendency to asthahe customer will
automatically understand how a feature of our program, proaluservice meets their
needs and solves their problem(s). Customers reghlealya feature, yet never take
themselves to the core benefit that matters mostiumgathe problem they brought to
the market in the first place.

How in the world do we bridge from an unsupported asseitime detailed benefits that
will solve the prospective customer’s problems and maksdleefor us?

Proving the Feature: We begin with support — the underlying facts or data thatepro
the feature. Anybody can say anything in a sales situatia fact, they often do! Itis
detailed support that makes the feature real to the custd®ogport is the key first step
in concretizing and proving a feature so we can then bfrdge the feature to the
ultimate benefit.

Making the Bridge: Now we bridge. We take the customer’s hand and walkohiher
(metaphorically at least) from the feature, acroescttasm of doubt to the benefit that
addresses their problem. Our job is to take our customdrledp them bridge from the
features we enumerate to the benefits that solwepgtr@blem. We do that by a three-step
process:

1. Name the feature on which you are focusing,

2. Support the feature with relevant facts and data, and

3. Bridge to the Universal Benefit by walking the customen ¢dlre chasm of
doubt to the Universal Benefit(s) that address(es) thelgmrothey are trying
to solve.
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How do you bridge from the features you have memorized to theenefits the buyers
care about? A key component of making the case is the abilityridge from a feature
of your product to the associated benefit — the reasoartothat helps solve the
customer’s problem. In every case, you are bridging fitgparticular feature to one of
the Universal Benefits. The question we are answerinthéocustomer is WSIGAF?
(Why should I give a flip about this feature? How doesfdasure provide a benefit that
solves the problem that brought me into the marketplaBe®)w is a model that you can
use to successfully bridge a feature to a benefit:

1. Remind the Customer of the Problem that brought thenthetonarket in the
first place. “You mentioned that XYZ was a major concern for you.”

2. State the Relevant Feature that will solve their prablérhis product has
(state feature or features that address the problem)...

3. Use a Bridge Phase that will lead the customer fronfieideire of your
product to the benefit that solves their probléWhat this means to you
Is...”

4. Lay the Benefit out in plain view so the customer wdt have to leap to the
benefit on their own. This means that you finish theesece begun in Step 3.
“What this means to you is that you will have fewer hassles/sawve mor
moneyl/etc.”

5. Support the Benefit so that it is not an unsupported asseftihave
(provide examples) that prove this is not just my opinion, it's & fact

Examples of bridging features to benefits:

Feature 1: One feature of this product is __(state benefi This feature yields
(state benefit) , Which can be especially helpful in helping you address
(state problem) .

Feature 2: You mentioned that you have been having a problem withstate
problem) , and that you were particularly interested in (state benefiy .
This product has ___ (state feature) , which will deliver the ___ (state benefi)
you were interested in, and help you address (state problem)

Feature 3: You mentioned that you have been having a problem withstate
problem) . This product has __(state feature) , which will deliver the
(state benefit) you were interested in, and help you addressstate

problem) .

Feature 4: You mentioned that __(state benefi) is especially important to
you. We can offer you __(restate benefitpecause our product/service/program has

(state feature) . And this (restate feature) will yield (state benefit) ,
which will help you solve _ (state problem) that you say is so important to you.
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Summary: The features and benefits step is the one, single plaeree most sales jump
the track. If you haven't questioned well in Discovehgttshortcoming becomes
apparent at the Features and Benefits step. And — eyeu Ifave questioned well — the
sales process can get off-track if you don’t bridge dffelst from the product attributes
(features) you have memorized to the benefits that sbé/eustomer’s problem(s).

Chapter Eight: Making the Case / Presenting the Sation:

The key to knowing how to proceed when solving the probledmaaking the case is to
fully understand where the customer is on the Prol#\@rareness Grid. (The Problem-
Awareness Grid and all of its explanations can be faumpages 172 — 191)

Each quadrant, in the Problem-Awareness Grid, calla thiferent strategy to make the
sale. The four quadrants are:

. Quadrant 1 Has a problem and knows it (Negotiate / Solve)

. Quadrant 2 Has no problem and knows it (Wait / Build Relationship)

. Quadrant 3 Has a problem and does not know it (Educate / Raise
Awareness)

4. Quadrant 4 Has no problem and does not know it (Agitate / Create Doubt

WN P

Once you know where the customer is on the Problem-éwess Grid you can then
proceed with your necessary strategy to make your cage anesent your solution.

In my experience, making the presentation is the sédgsthat separates treal
salespeople from the imposters. Wieal salespeople make a sales presentation, they
are pulling together everything that has happened in the pmgcgtéps: meet and greet,
discovery, features and benefits — all of them. Awmdeal salesperson’s focus is on
earning the customer’s business my solving all of the custem®blems in the best

way possible. Contrast this behavior with that ofithgoster salespeople...

When imposters make a sales presentation, they argtegjag a memorized spiel —
they are “pitching.” Imposters want to sell the custobsrause selling is their job, not
because they have any inherent interest in the custarhes or her problems. Imposter
salespeople try to jam the customer’s problem into wiatsolution-box is available —
they are more interested in the sale than in themest

Making the Case: A Simple Six-Step Procesd.et’s recap briefly: People buy to
solve a problem, right? And we have spent the first $teps of the sales process
understanding their problem, and earning the right to help slodwa it. Our primary
task in the early steps was to listen and build cretipih Step 4 we actually began to
talk about the product and service we bring to the market.

But all this hard work was only preamble — we weaening the right to make our case
We were earning the right to solve the problem. Novhaxe done that, and it's time to
look at a simple process for making the case that wsalye the customer’s problem
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better than any other competitor. Here’s the processhsw it applies to the customers
you deal with every day.

A Simple Six-Step Process for Making the Case

1. Restate the problem(s) you and the prospective custowmeidentified. Be
sure to get the prospect to agree to you problem list bygakk additions or
amplifications.

2. Deal with each of the problems you have identified in,tand make the case
that your product or service offers the best solution dchef the problems.

3. Always bridge from the features of your product to the besrghat matter to
the customer and solve the customer’s problem. Rememshstomers don't
care about facts per se, but they do care about sohéngroblem that
brought then into the market. Be sure gpeak to the benefits that will solve
the customer’s problems

4. As you make the case that you have solved a portidreafustomer’s
problem, repeat back anything you hear the customer saying ahout y
solution. This will ensure that you have heard the custoomeectly, and
dealt with any concerns he or she might have.

5. Use tie-down questions (see examples below) to ensairéhie prospect
agrees with each part of the solution as you make y®ax: cahe goal is to
tie-up all lose ends on one component of the sale befowng on to the next
component.

6. Use a trial close (see examples below) to gauge the oceissoraceptivity to
the overall case you have made, and to flush out angtaijs.

Tie-down Questions: Every time | see the phrase “tie-down question” my miashies

to rodeo scenes. | imagine a cowboy leaping from ahorsecure the hooves of a steer
with a short length of rope. While tie-down questionstd@guire rope, they serve a
similar purpose to the tie used in steer roping. A ropssr & unable to wander off; the
rope secures the steer and settles the “wander ai i3sce and for all. Likewise, a tie-
down question settles once and for all that the custenssue has been tied-down.
Because you have established that the issue is resoleecydtomer is unlikely to
wander back to the issue at some later point in thee sa

Tie-down questions are quite simple. The key thing istieember to use them before
you move on in making your case. Here are some tie-dowstions | have found
useful:

* Do you feel like what we have talked about will solve postion of
the problem?

* How does that sound? Does it deal with the concerashgve raised?

* Do you think this will work? Why? Why not?

» Has that addressed your problem? What questions do you Gare?
we move on to the next issue?
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Trial Close: A trial close is nothing but a tie-down question omastks. A tie-down
guestion addresses one portion of the case you are maRmes(this solution deal with
issue X?"). A trial close, on the other hand, assedseprospective customer’s response
to the entire case you have made (“Based on what | hapeged, do you think | have
solved the problem and hit your objectives?”).

Here are some common trial-close questions — use thgoonmost prefer, or create
some that better serve your needs:

* What concerns do you have so far?

* Have | dealt with all the issues you brought to our mg&tin
* What's left that we haven't addressed?

* How does that sound so far?

The trial close is an important part of making the cheseause it helps you know where
to go next. If your trial close works (that is, iEthustomer agrees that you have solved
their problem) then you can begin to close the sadenai down the follow-up. If your
trial close flushes out an objective (and this is thetmommon outcome when you make
a trial close) you can probe and deal with the objectlzan circle back to a second trial
close.

Talking about Price: Price is one of the places we all get hung-up asp=dede. Most
of us, most of the time, don’t have the lowest priéed we don’'t want to compete on
price anyhow, becausecastomer brought with a low price will be lost to the first
supplier who comes along with an even lower priBet it's not like you can ignore
price — in the end you are going to have to send invoicdsnast rational customers
want to know what is going to be on the invoice. So Howe talk about price without
looking like a blithering idiot, or hurting our chances afkimg the sale.

Here are several pointers that | have found useful wdikimg price:

1. Don't lead with price. If the price is beyond what grespect thinks is
reasonable, he or she will quit listening the minute yiga g price and your
chance to make the sale is finished.

2. Build value before talking price. A bad deal is a bad deacst any price.
Our first task is making the case is to make sure we $@deour solution to
the prospect. Remember: people buy to solve a problethydsir solution
thoroughly before you hang a price tag on it.

3. Make sure any price comparisons are apples to applegaftysto get trapped
when a prospective customer says, “But the last guy’s pvas a third lower
than yours!” Here is the place to make sure you #km¢pabout comparable
offers. There are many ways to get a lower pricekéViaure the two offers
are identical in warranty, terms, delivery, quality adguct, advertising
support, and any other attribute that weighs into salgsunindustry.

4. Don't apologize for your price. Itis what it isf it's higher, you don’t have
to call attention to it. The customer will notice lwia or her own. Don't
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apologize — your product is worth what it costs. If yon'tibelieve it is
worth what it costs, then advocate for lower priceguit. It is impossible to
sell a product you don't believe in!

5. Make sure you continually point the customer back to yok.TVhe TVP is
the Total Value Proposition of the case you make fgimguyour product. It
includes the price of the product, the reputation of thdywrband of your
company as a supplier, the terms and conditions of tbeasal the
opportunity to do business with you.

Talking about price is hard because it is a place wenafet beat up in the sales world.
The price discussion also offers you an opportunity tewdfftiate yourself from your
competitors. You can make the case that you and ydutiosooffer more than just low
price — you offer best value. For most customers, istpduct categories, most of the
time, best value is what they are really after ay geek to solve the problem that drove
them into the market in the first place.

Summary: If you have done a good job in the sales process, yaysalhave one
competitive advantage over other offers — yourself! diig way the customer can work
with you is to buy from you. Your job is to be good enotggmake him or her want to
work with you — even if your price is higher.

Chapter Nine: Dealing with Resistance:

Ah! sweet objections. Is there anything in all of sejlthat strikes more fear into the
heart of salespeople? | think not. Remember, we'r&ingmwith a disciplined process.
You'll find objections highlighted as Step 6 — right afterkifg the Case. In fact,
Making the Case often causes objections to surface.

Objections occur at this point in the sales process becasigou make your case, you
are saying: “You brought me a problem and here is the gpltdr your problem. | have
solved your problem, now buy from me.” When you say thistomers often remember
components of the problem not-previously identified; theggected components of the
problem become objections. | don't believe most custsmheliberately withhold
information just so they can object, though sometinaesllybe tempted to think that.
Instead, the process of moving towards a decision caus@sdspective customer to
reexamine the problem. And objections emerge from tbgeclscrutiny of the problem.

Prospective customers object for one simple reaseg:db not believe that we have
fully solved their problem. A common temptation astboint is to panic. Don't give in
—an objection is not as big a deal as most salespeople believe. An@bjsaimply a
request for more information.

A Simple Process for Dealing with Objections:Dealing with objections is a skill — a
skill that each of us can build through study and practhre building the skill for
dealing with objections begins with recognizing the six stieaistake us from hearing an
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objective through clarifying and addressing it, and then bdokle sale we were
making when the objection occurred. Here are the spsst

Pause and take a deep breath — don’t panic!

Restate the objection.

Clarify the objection by probing.

Answer the objection.

Get confirmation that you have dealt fully with theesdtjon.
Transition back to the sales process.

oA wWNE

Let’s look at these steps more closely that will middeewhole process more concrete:

Pause and Take a Deep BreathThis is the most important step. Take a deep breath.
This is not the end of the sale. Here is a chancgoio to demonstrate — once again —
how customer-focused you are. Remind yourself‘dnraiobjection is simply a request
for more information!” Remember that you don’t win if the customer loses.

Restate the Objection: Repeat what you just heard the customer saying, softdreng t
language if you think it will help the sale. For instareeustomer might say, “I've
heard your quality really stinks!” You could restate amities by saying, “So, you've
got some concerns about quality?”

Clarify the Objection by Probing: Step 3 is the process is where you circle back to
what you know about discovery and gather the additionts f@ou need to address the
customer’s objection. Inthe case of our prospectiveomests concern about the quality
of our product, here are some of the questions you might as

» What, specifically, concerns you about our quality?

* How do you think these concerns might play out in your fisleeo
product?

* Do you have any data to support your concerns?

 Could I look at your data? We always like to see objedtaets about
our quality!

* What is/was the source of your information that incidawe have
quality problems?

Answer the Objection: Now’s the time to answer their question — directlgt an
unambiguously. Provide supporting evidence (test resultsgetdsts, endorsements
from satisfied customers) to buttress your answer. Make you deal with all parts of
their objection. Don'’t ignore the part of the objeatthat you don’t want to deal with,
because it will not go away! In the example whereaustomer has raised a quality
issue, it might sound something like this:

“I can appreciate your concern about quality — no onesmanthange suppliers
and then immediately have an issue with quality. Eleame independent test
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results that demonstrate our product is better than gual &0 — all its leading
competitors. I'll be happy to get you those reports...

All that, of course is just laboratory stuff. You @m@bably much more interested
in how the product performs in the real world, aren’t yg@Ristomer nods) | can
give you three references of people who use our prodact application very
similar to yours. Why don't you call them yourself, aré svhat they have to
say? You can be sure they wouldn’t use the productidit't work, because
they've got to make a buck just like you do.” (Do not offerrent customers as
references unless they have given you permission thigld t

Get Confirmation from the Prospective Customer That You HaveDealt Fully with
the Objection: Ask the customer — in plain English — if you have gitleam the
information to answer their question. Remember anctibjeis just a request for more
information. If you address the question completely,abjection will go away. In our
example here, the underlying question in the customer’s mitidst “If | buy this
product, will I have problems with quality?”

So the question you want to ask the prospective custorftéassthe information I've
given you put your mind at ease about the quality of our predudind has it eased your
concern about the use of the product in the applicatiowlifich you intend it?”

Transition Back to the Sales ProcessOnce you answer the question that led to the
objection, you have earned the right to reenter thes gabcess.

Probing to Flush out Additional Objections: Customers almost always have objection,
it's the nature of the business. The good news isrhbis:that you know how to deal

with them, handling objection can become one of thesway distinguish yourself from
your competition. In fact, it's sometimes a good ittemvite objections so that they get
out on the table early. Questions | have used to Buslobjections include:

* What concerns do you have so far?

» Isthere anything about this approach that bothers you?

* When you think about this solution, what are your firsughts?
* When you think about this solution, what are your firstossns?
* Why might this solution not work in the situation youdac

* How have you seen solutions like this fail in the past?

In each case, | was prompting the prospective custangatthim or her to help me
identify things that will ultimately come up as objectiorishen | deal with the objections
here and now, rather than waiting for them to catcloupd later. | am practicing
preventive medicine — dealing with a minor issue now befdesters into a major
iliness later on in the sales process.
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Objections do not simply vanish. Invite them throughouptioeess and deal with them
as they arise. It will build trust and credibility dretcustomer’s part, and it will make
your job easier at the close.

Phony Obijections: “Phony Objections” are one of the most difficult ceaties in the
sales world. In a phony objection, the customer — fasals that are not at all clear to us
as salespeople — will not reveal what is really orohiser mind. You can usually
recognize phony objection in one or two telltale ways:

1. A phony objection will be impossible vague and amorphous,
2. A phony objection will fly in the face of the data dshle and the case you
have already made.

Phony objections could include any of the following:

*  “I'mjust not sure...”

* “Let me think about it...”

* ‘I need a couple of days...”
e “But what about...”

e “Let me as so-and-so”

When we encounter a phony objection, our first step tieetd it exactly like a regular
objection. Use your six-step process that we just readewAsk as many questions as
possible to refine and clarify the objection so that yew &ddress it in a rigorous way.
Your questions might include:

* “What, exactly, are you unsure about?”

* “What is it that you need to think about?”

*  “What will you know in a couple days that you do not knmw?”
*  “What information do you need that | have neglected to gue?”
* “Could you call so-and-so right now?”

*  “What have | not made clear?”

If the customer persists in his or her objection, tlaeestwo final approaches to try:

1. “I'm confused.” In this approach, you look quizzically a¢ tustomer and
say, “I'm confused...” Then you recap your conversatigou recount the
fact that you believe you have solved the problem, anctipse your
conversation with, “Given all this, I'm confused about wioy are
concerned. What's up?” And then you wait. If thearify, solve the
problem they identify. If they don’t, you can carefuiipve to Step 2 below.

2. “Something is missing here...” This approach to phony objest®a final
step after “I'm confused...” If — after doing everything abevthe customer
persists in delaying the sale with excuses, you can jugyshame what you
see. It sounds something like this: “We’'ve spent a faount of time
together, and you said | had solved your problem withwtisall just
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presented. Now you seem reluctant to make the purclsaseething’s
missing from this picture; what is it?”

Proceed carefully! And remember: you can’t sell everst@mer. If you continue to be
confronted with objections that fail the smell testikaff and le the customer go. If the
objection is authentic, they'll return. If not, you'saved time to pursue other, more
productive customers.

Dealing with Objections on Price: Customers often object on price — at least partly
because price is the easiest part of the sale to quaRésist this temptation and cut
price only as the last resort. There are severaltapbreasons not to cut price right out
of the gate:

1. Price may not be the main objection It's merely the first objection. Get all
the objections out on the table before you deal withaf them, or else you
will have given away the store before you ever geteamhin objection.

2. Cutting price kills margins. Anytime you are tempted to cut price, do the
math. Ask yourself: “Is this deal going to pay out?” Mhe careful before
you move forward.

3. Cutting price messes up the market Cutting prices for one customer will
quickly lead to pricing erosion for other, similar cusews Pricing integrity
is hard to maintain. But it's even harder to deal \ltlthe issues that arise
when price cutting is undisciplined and gets out of handt yGur price with
fear and trembling — and only as a last resort.

Bringing in a Colleague: If you get in trouble, probe. If you stay in troublell i a
colleague.

Watch for “Buying Signs”: All the time that you are dealing with objections, you are
also watching fobuying signs A buying sign is just that — a sign from the custothat

he or she feels like you have made the case for yoduptoand your product will solve
their problem. Buying signs can take many forms, but tiey deal with price,
financing, availability for delivery, options (as in fabahoices), and other things related
to getting the product dsvant it, when | want it, where | want it, and the price | wanted.
Some typical buying signs might include statements ortiguesdike these:

* Can | get one exactly like this but in a different edléabric?

* When can you make delivery? Do you charge for delivery?
 What APR are you charging these days?

» Can you deliver it today?

*  How much discount do you give for cash?

* How much “wiggle room” do you have in that price?

* How much will you give me as a trade allowance?

» | really like this one, but | have a better price franother vendor...
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Whenever you hear buying signs, it's time to jump to arapd and Ask for the Order!
You may get an objective when you do this, odvyou know what to do when the
prospective customer objects!

Using the trial close to transition back to the sales procss A trial close is an attempt
to see if we have solved the problem or met the objeetioustomer has raised, and to
see if he or she is ready to move back to the oveabds process. Usually a trial close
can be done very simply — with just a phrase or twore ldee some sample trial closes
that have worked for me:

Well, what do you think?

So, how does that sound?

Does what we have talked about deal with your concerns?

With this as background, would you say | have dealt with 1gsue?

Trial closing is not especially complex. It's a simphatter of asking — either directly or
obliquely — “Have | solved this part of your problem?” Onca liave solved at least
part of their problem, head back to the sales process, logially through the balance
of the sales process, and then ask for the order.

Summary: Objections are a good — not bad — thing. That doesn’t megrath always
easy. An objection is almost always a request foemdormation. Put another way, an
objection is a simple question. And the core questionrlyndg the objection is this:
“But can you solve this part of my problem?” Don’t panttarw you hear an objection!
Just circle back to Discovery and begin gathering more dtd if you get in trouble,
probe. If you stay in trouble, call in a colleague.

Chapter Ten: It's Okay to Ask for the Order!

If you work the sales process faithfully, closing is ¢lasiest step. Remember that selling
is a series of commitments. If you get a commitnamach point in the sales process,
you will have earned the right to close. The singlst lvay to make a sale along towards
a successful close is kmep your commitmentander-promise and over-deliver on every
commitment you make. Do what you say you will do, wyem said you would do it.

Selling is a two-way relationship. It is appropriatseéekas well aoffer commitments —
as an indication of reciprocity and goodwill between yodi your customer. Listed
below are the commitments made in the Sales Process

Step 1 — Research Prior to the Sale:
(Salesperson’s Commitments)

* To fully understand his or her own product, program or servic
* To fully understand all competitive products, programseovices.
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» To understand all applications and uses of each of the pspduct
programs, or services, and all products, programs, or setviat
could be used instead of the salesperson’s product...

(Customer’s Commitments)

* None - no customer in sight. All of the salespersaosk in Step 1 is
presale research.

Step 2 — Meet and Greet:
(Salesperson’s Commitments)
* To meet the customer and listen to his or her story.
» To be trustworthy.

(Customer’s Commitments)
» To be trustworthy.
* To value the salesperson’s time and not jerk him or foemal.

Step 3 — Discovery:
(Salesperson’s Commitments)
* To question carefully and fully understand the problem.
* To value the customer’s understanding of the problem.
» To address root causes, not symptoms
* To help the customer find the best solution to the pmble

(Customer’s Commitments)
* To describe the problem as fully as possible.
* To disclose all relevant information the could impactdale.

Step 4 — Features and Benefits:
(Salesperson’s Commitments)
* To speak only in terms that matter to the customer.
» To “bridge” each feature to a benefit that the customescabout.
» To focus on features and benefits that solves the ces®problem.

(Customer’s Commitments)

* To identify the things that matter and the things thattdoatter.

» To assign some relative importance to each attribiuteegoroblem, so
the salesperson can know what matters most.
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Step 5 — Making the Case / Presenting the Solution:
(Salesperson’s Commitments)
* To present an option that solves the customer’s probjem(s
* To check-in with the customer and get a response whilemtieg the
proposed solution.

(Customer’s Commitments)
* To listen to the salesperson’s proposed solution.
* To raise issues of concern in a rational way.

Step 6 — Objections: Dealing with Resistance:

(Salesperson’s Commitments)

* To listen to / value each objection — not to dismiss angabiojn out-
of-hand.

* To probe and fully understand each objection.

» To respond professionally and in problem-solving mode to each
objection.

* To check back to see if each objection has been fully ssielle

(Customer’s Commitments)

» To raise objections as they occur, and not sit on ckptle them.

* To raise the real objection and not jerk the salespeasmund with
phony objections / resistance to the sale.

Step 7 — Closing:
(Salesperson’s Commitments)
* To tell the truth.
* To make sure the problem is solved before trying to close.
* Not to use manipulative closes in reaching for the order.

(Customer’s Commitments)

* To buy if the salesperson solves the problem in a waybiks best
for the customer.

* To tell the truth about reasons for not buying if the slmlesn’t close.

Step 8 — Follow-Up:
(Salesperson’s Commitments)
* To keep all commitments made in closing the sale.
» To maintain appropriate contact with the customer #fiesale is
made.

* Not to use the customer as a reference without permissio
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(Customer’s Commitments)

* To keep all commitments made in the sale.

» To surface after-sale problems with the salespersonebefmalating
them up the management chain.

It's Okay to Ask for the Order — Really: You've solved the problem. You've earned
the right to close. It's Okay to ask for the ordeeally! It's far simpler than you think.
All you need to say as this point ¥{§o, what do you think?”And that’s all there is to
closing. If the customer is ready to buy, he orwsltiesay, “It sounds good to me.” Then
you can write up the sale and move on to keep the comnigngeu have made in the
sales process. If the customer is not ready to bayltdse will flush out an objections
and you can circle back to deal with this new-found objadtpprobing and using the
pointers we covered in chapter 9. Either way, theisat®ving forward.

What Happens after the Customer Says “Yes”?O0ur tasks immediately after the sale
include:

1. Celebrating with the customer in his or her relief] an

2. Moving immediately to allay all anxiety (sales thearisall is “cognitive
dissonance) that accompanies making a final selectom fnany competing
options.

How do we celebrate? Easy enough — congratulate thexerstm his or her choice, and
assure him or her that you think they will “be very pézhwith their choice.” Then

move immediately to allay any anxiety that could come uphi® customer. We do so
by using thahree R’s of anxiety reduction

1. Recapall your agreements,

2. Reviewthe benefits to the customer of decisions made (andthemves the
problem that brought them into the market in the firstgathen

3. Reducall commitments to writing.

Using the three R’s will reinforce your customer’siclkeo Their post-sale anxiety bubble
will deflate, and they will leave closing assured thatitg from you was the best
possible choice they could have made.

Summary: Follow the steps and solve the customer’s problem. éRobfections so you
can get at the core kernel that drives the objectiol&ndsk for the ordersimply and in
English. You’'ll be surprised how many sales you get!

Chapter 11: Following-Up for Ongoing Profitability:

Follow-up is the last step in our eight-step selling psecdt’s also one of the hardest
parts. This is not because follow-up is so difficult g&rbut because it requires a
somewhat different skill set than selling itself. til. Sollow-up is all about solving

Tomlinson & Associates ¢ “Organizational Excellence - A Culture of Discipline” ¢ www.gary-tomlinson.com Page 30



customer problems. And the salesperson who solves thpgative customer’s
problems — and keeps them solved — gets to keep the business.

Reframing Follow-Up as the First Step in the Next SaleThe sales process is more
circular than linear (witness how we circled back tacalery and probed every time we
got an objection). So follow-up can become the firgp & the next sale. The key
guestions we ask ourselves are:

* What other problems can | solve for this customer? And
* What else can | sell this customer?

Keep Your Commitments — The Cardinal Rule of Selling: Keep your commitments.
Do what you say you will do. Under-promise and over-deliw'rite it down! Written
agreements solve the problem of assumption becaussgékyt out, in clear terms, who
is going to do what, for whom, by when, using what resaur€ait your agreement in
writing. It will save a lot of weeping and wailing and gmag of teeth on both sides of
the transaction.

Selling the New Customer to Internal Contacts: Sell your new customer to any
internal personnel who will serve the customer. Letitbernal people know the value of
the customer — how much the customer is buying initiatig, their potential purchases
over the life of the relationship. Help the customevise teamvaluethe customer —

both for the business they do in the here and now,aritié¢ business they could do in
the days to come. Your job as a salesperson is toesti®tryour customer’s interactions
with your company are smooth and without friction.

The Relationship Web: Just as you want to “sell” any new customers to the Keynal
service-people in your organization, you also want toyselfself to multiple points-of-
contact inside all your major accounts. The great adgarof building a relationship
web with your customers is two-fold:

1. The web protects you from having only one point-of-contattt your
accounts, and

2. The web give you many more sources of data as you seglderstand and
solve the problems this customer has via your product.

Build that relationship web — it's good for you and for thstomer.

Making Common Courtesy a Competitive Edge:Common courtesy isn’'t near as
common as it used to be. Relate to your customersdrpasition of gratitude and you
will make manners a point of competitive advantageyéar and your products.

Planning and Goal Setting — A Key to a Successful Life inags: “If you fail to plan,
then plan to fail!'” It's that simple. Set specifoals and work for them — measuring
your progress as you go. Among the plans you might need/étoge- depending on the
product or service you are taking to market — are:
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* Anaccount plan- how are you going to maximize satisfaction in —
and revenue from — each account?

» A prospect plan- how are you going to develop new accounts to grow
your territory and supplement those accounts that aneglanarket
share and sales volume?

» A territory development plar how are you going to generate the most
revenue and profit from a particular sales territory?

» A career development planhow are you going to manage your
career and sell yourself (the only product you are alwaysk with) to
your management for promotion?

So attach your sales planning with vigor and tenacity: sad¢ogslan while you plan for
success!

Pay Attention to Customer Complaints: Ignoring customer feedback is the very best
way to lose a customer. Interestingly, customers afteke an initial purchase from a
new supplier using criteria that are somewhat diffenemhfthe criteria that this same
customer will use to evaluate an ongoing supplier. Tierednces can be summed up
easily in two brief sentences.

* Price, quality, and functionality get you in.
* Response time, service, and support get you out.

Listen to your customers. They will tell you their plems. They will tell you how to
sell them. And they will tell you how to keep them happ

A Successful Customer Relationship is a Marriage, Not a DateA successful
customer relationship is likeraarriage not adate Value your customers. Forgive
them their foibles. Celebrate your mutual successesl dan’t forget to say “Thank
you!”

Summary:

We don’ttalk our customers into buying. Rather, kigten our customers into buying.
We find out their needs and wants and problems, their hoywedraams and aspirations.
We then tailor-make a solution, one that uses our pregiacbest meet their needs. It's
as simple (and as difficult) as that.

“Sell them every dollar of product and services they nesdipat a penny more.” The
customer is not the enemy. We are in this togethed iAthe long view, we only win if
they win. Now go out and make the sale!
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Message from Gary Tomlinson:

| hope you enjoyed reading this book report. It's impdrt@amnderstand that this book
report should not take the place of you readihgw You Make the Salewhat Every
New Salesperson Needs to KnovwAhd, McNair’'s book will definitely help you learn it.
This is an outstanding book for any new salespersonisvxcited about the prospect of
meeting people who have a problem and hatching out a sothab fits them both. It's
also an excellent book for sales managers lookingriceffective teaching manual. And
finally, this is a wonderful book for seasoned salespetptelearn all the things they've
forgot over the years.

“How You Make the Sale”
(What Every New Salesperson Needs to Know)
by Frank McNair
ISBN 1-4022-0435-3
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