The NEW Strategic Selling
Step 1- Review Current Accounts 
Need to constantly review, get feedback, and reassess accounts.

1. Analyze current position with regard to the account and our Specific Sales Objective (SSO).

a. Identify relevant changes

b. Rate changes (O)pportunity or (T)hreat

c. Identify SSO

d. Where are we Euphoria – Panic continuum 

2. Think through alternate positions.

a. Things we can improve

b. The whole key to strategy is position.
3. Determine which alternative positions would best secure your objective and devise an Action Plan to achieve it.

4. Implement Action Plan

Step 2 - 6 Keys Elements to Sales (Analytical Tools)
1. Buying Influences

2. Red Flags/Strengths 

3. Response Modes

4. Win – Results

5. Ideal Customer Profile

6. Sales Funnel

1. Buying Influences

Economic Buyer – Who has final authority to release $ for this SSO?

User Buyer – Who will be personally supervising the candidates?

Technical Buyer – Who will make judgments about expertise, the specifications, etc. 

Coach – Who can guide me in this sale?

Rate their Influence Level – High, Medium, Low

IMPORTANT – Finding the economic buyer.  In order to close a sale, typically you are going to need to identify who has the final authority.  Unfortunately, technical buyers are addicted to passing themselves off as the EB.  Often the EB has told them” go ahead and make this decision.”  But in reality this means “bring your recommendation to me and I’ll sign off if I agree.”  
Questions to ask to help identify this:
a. After you give your “ok”, how does the final decision process work?

b. Is there anybody who can veto this proposal?

c. Is there anybody whose approval is needed?

Economic buyers are generalists who tend to have less information about your area of expertise than you do.  This is exactly why they need you.  You can help them make their picture clearer.  These EB are usually top management who are paid for their crystal ball & knowledge that increases their ability to predict the future, and thus decreases their perceived risk and uncertainty.  This knowledge is held in the highest regard.  You can get the economic buyer on your side – by providing general, industry-wide information.

2. Red Flags/Strengths

Red Flags

· critical information missing

· uncertain about information

· haven’t contacted a buying influences

· buying influence new to job

· re-organization

Strengths (benefits as the customer perceives them)

· area of differentiation

· improves their position

· relevant to current SSO

Use strengths to reduce impact of red flags. 
Area/unique strengths/”so what?”/“prove it” 

Areas of strength & differentiation
People, process, knowledge, service, implementation, experience, organization, customer base, reputation, training…

Are there alternate positions that:

1. Capitalize on an area of strength?

2. Eliminate a red flag?

3. The Buyers Perception of Reality
People buy when they have a discrepancy between reality and their desired results.

4 Response Modes 

1. Growth – Want to do more, better.  Does our proposal eliminate the discrepancy?  Keywords: “more” “better” “faster” “improved”.   Just because a company is in growth, does not mean the person you are selling is there.  Example, 100% increase in orders the manufacturing facility can only handle 60% increase, they aren’t in growth but in trouble.
2. Trouble – Needs to change or reverse course to prevent a defeat.  What will  most quickly remove problems & get them back on course?  Don’t sell to improve lifestyle but to save life!  Trouble always takes precedence over growth.

3. Even Keel – Things are going as planned. LOW sales opportunity, unless you can demonstrate a discrepancy for them.

4. Over Confident – Sit back and wait.  No sales opportunity.

4. Win/Results
People win, companies get results.  How do each buying influences win?

Eg. Economic Buyer – reduces costs.  User Buyer – increases production.

Sample Wins: remain in power, get more power, be seen as a leader/problem solver/etc., increased personal productivity, gain recognition, contribute to organization, etc.
Sample Results:

Economic Buyer – ROI, financial responsibility, increase productivity, etc.

User Buyer – reliability, do job better/faster/easier, best problem solution, ease of use, increase efficiency.
Technical Buyer – best fit to specs, discounts/low bids/price, reliability, delivery timely, best solution.
Coach – recognition, visibility, gets strokes, makes contributions, seen as problem solver.
Need to be Win/Win

1. Serves self interest of our company
2. Serves self interest of buying influences

3. Buying influences know you have served their interest

5. Ideal Customer Profile
Our desire for: Location, Industry, Size, Hiring, Funding, etc.
6. Sales Funnel

999 – Research
100 – Lead 

010 – Prospect

004 – Qualified Prospect

002 – Proposal

001 - Client

The NEW Conceptual Selling
Tactical Planning 

3 Phases of a Sales Call
1. Getting Information – reasons customer has to do business with you.

2. Giving Information – information for them to make a buying decision.  Present strengths/differentiate 
3. Getting Commitment – resolving uncertainty

The Essential Sales Tasks
1. Understand -identify customer’s concept
A customer buys (not the service) but what they think it will do for them.  Need to find each persons Concept.  Sales people who do the best with decision makers always find out first what the decision maker wants to achieve.

Focus on buyers expectations (results)

a. Discrepancy – the perceived gap in their reality they want to address.
b. Importance – the level of importance this gap has.
c. Solving a problem – Not trying to solve the ‘surface’ problem but the concept behind it.  This is the basis for all long term sales success.
2. Connect –relate our service to identified concept

We cannot try to sell the customer our service until we know what the concept (problem) our service will solve.

Example how-to Get/Give Info & Connect

	
	Getting Information 

Asking, Learning, Exploring, Discussing
	Giving Information

Showing, Telling, Explaining

	Understand the customer’s Concept
	“What does higher productivity look like to you?”
	“Let me show you how this will help your company achieve higher productivity.”

	Connect your Service
	“What specific skills/experience sets will help you achieve higher productivity?”
	“Let me show you the results we have that will help you achieve higher productivity.”


80% Rule

From studies done, typically the sales person talks 80% of the time.  Typically this is the time the seller is telling the customer something, - in other words, he’s making statements, not asking questions.  Also 80% of the time, the statements that the seller makes do not have anything to do with the customer’s interests or needs, but with the virtues of the seller’s service.

Why?  “I feel more comfortable being in control?”  “It’s my job to tell the customer about the service.”  “Talking takes less planning.”  “You’re afraid to hear the answers.”  “You are nervous.”

4 Questions to ask before a Sales Call
1. Why am I here?

a. What is the Single Sales Objective?

i. Specific, clear, definable, tied to timeline

2. What do I want the customer to do?

a. Commitment to action

3. Why should the customer see me? 
a. Valid Business Reason (You should always have a valid business reason to contact the economic buyer.  This can be as minor as an article of interest.  This demonstrates that you want the individual to win.)
i. Why you want their time

ii. Establish a common foundation

5 Criteria of Business Reasons

(1) Will the client accept the reason I want to see them as having an impact on their concept?

(2) Does the Valid Business Reason tell the customer why they should place my call at the top of their priority list?

(3) Does it make it clear what’s in the sales call for the customer?

(4) Does the Valid Business Reason relate to the customer’s business?

(5) Is it stated concisely? 

4. Do I have credibility?

a. Credibility from experience, knowledge, presentation, associations

b. BUT never be a “know it all” never suggest you know more than your customer does.

Setting Appointment Expectations (Prior to Call & Repeat it at beginning of meeting.)
1. Clarify Selling responsibilities in the call.

2. Clarify the customers responsibility

3. State purpose

4. Identify people

5. Materials needed

5 Types of Questions during the Sales Call
1. Confirmation 


- each customer’s concept


- business issues


- organization structure


- data accuracy 

When used: at the beginning of sales call, before presenting service, builds a foundation before moving forward.

Keywords: still, remain, continue, now, currently (always present tense)

2. New Information


- better understand what the customer is trying to accomplish, fix, or avoid


- update information


- identify missing information

When used: when encouraging customer to explore their Concept openly.  In response to an unexpected “no” answer to confirmation question.  When information is missing or unclear. 

Keywords: what, how, where, tell me, how many, elaborate, show me, describe to me… (be cautious when using “why”.)

3. Attitude


- uncover individual needs, desires, concerns, and feelings


- discover unidentified issues


- understand attitude & values

When used: to understand customers feelings, their perspective on the feelings of others who are involved, to understand the ‘real’ issues.

Keywords: opinion, feeling, reaction, how, describe, attitude…

4. Commitment 


- moves toward closure


- determines where you are in the sale


- obtains customer’s agreement to take action that moves the sale forward.

When used: before the end of every sales call, to ensure that the customer will take action, to learn what remains to be done.

Keywords; decide, plan, share, commit, schedule, determine, propose, recommend, agree, secure, provide

Determine what commitment you want prior to the meeting.  (range)

Best Action Commitment- Set-up a Discovery Meeting with Team

Minimum Action Commitment – Talk to other buyers and identify the timeline for making this decision. 

Commitment Signals:

Keywords: cost, timing, financing, payments, terms, 

5. Basic Issues (against commitment) –don’t call them objections

- uncovers why the sale isn’t moving forward


- discover unidentified issues


- learn how a customer may lose

When used: a “no” response to a commitment question or when signal arise. 

Keywords: uncertain, issue, questioning, uncomfortable, concern, unclear, doubtful, lose, hesitant, puzzled.
Basic issue signals:


- hesitation


- questioning attitude


- repeated objections


- argument


- passive resistance 

Possible basic issues:

- loss of power, control, security, credibility, self-esteem, time

-  lack of recognition


- decrease of personal productivity


- not seen as the problem solver


- decrease of responsibility


- etc.

Resolved?  Commitment to move sales forward ->
