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INTRODUCTION


When I left college, my first job was with a multinational manufacturer of agricultural fertilizers. My job title was ‘Technical Sales Representative’ and my role to encourage farmers to buy my employer’s products, rather than those of the competition. We used often complex technical arguments to encourage farmers to believe that, while our products were frequently costlier, they could give a greater financial return on investment than cheaper products.


Starting my career selling something that cost more meant that I had to learn how to do much more than simply offer the lowest price to win the orders. I had to persuade my customers that the additional benefits my product could give them more than compensated for the premium price. The problem, of course, was that farmers buy fertilizer to put on their growing crops. It might be six months before they see the additional yields I was promising – and then only if the weather had been kind to them.


Furthermore, this was 35 years ago. I had no laptop, mobile phone or Internet connection. I could not research my customers, or show them anything other than printed leaflets and fact sheets. Worse, I often struggled to find them as, once away from the farmyard, they could be contacted only by driving across the fields to where they were working.


The selling skills I learned all those years ago have helped me succeed in every one of the following years. That’s not to say that I’ve always succeeded; but I have used those skills to encourage other people to hire me, promote me, take my ideas seriously and support the several new ventures I have started over the years.


As the world has changed, so, too, have my selling skills. It is no longer face-to-face verbal combat. Today, new connections are more often than not made online. Information (sometimes too much of it) is readily available and geography is no longer a barrier. With my iPad I can identify the people I need to influence, connect with them and even speak face to face using Skype, and all from the comfort of my living room, garden or favourite beach.


However, the process I follow – one I hope you will learn to follow, too – remains largely the same. It can be summarized by the mnemonic AIDA:


•  Attention – you have to win the attention of the person you want to influence


•  Interest – next you get them interested in what you have to offer


•  Desire – then you help them see what’s in it for them


•  Action – finally, you need commitment.


Now, it’s been many years since I considered myself a salesperson. My career roles have been far wider, although each has required me to influence the decision making of others. In fact, right at the beginning, my father was horrified to learn that my first job title contained the word ‘sales’. To him – and perhaps to you, too – sales jobs come pretty low in the corporate pecking order.


So, while this book will be of huge benefit to anyone starting or developing a sales career, it is not written specifically with them in mind. The people for whom I’ve written this book are those who want to become more influential, to grow their career, see their ideas adopted and, yes, be good when faced with customers, too.


The simple fact is that none of us can succeed in life without winning the support of others. This book will help you do just that. Good luck!




PART I


Selling basics




1.


Attitude – why it’s important to play to win


Let’s go shopping


In my experience, as well as, I suspect, in yours, it’s the staff you encounter in shops that make all the difference. I am as annoyed by those who pester me while I am browsing as I am by those who ignore me when I need assistance. Sometimes, however, someone gets it just right. They greet me, ask a few good questions and then help me make what feels like a good choice. In short, they sell to me professionally, politely and without pushing.


My bet is that you have had similar experiences. Truly exceptional salespeople are not loud, overbearing or intimidating. They are unobtrusive, show genuine interest and bend over backwards to make sure that you get exactly what you need. Of course, they’ll also flatter you, but it’s their honesty and enthusiasm that will win them your custom.




‘I WAS THRILLED WHEN A DESIGNER SHOP ASSISTANT SAID I WAS A SIZE SMALLER THAN MADONNA!’


ANNE ROBINSON





Is your porridge too hot?


You probably know the story of Goldilocks and the three bears. When she chanced upon their house and entered the kitchen, she found three bowls of porridge. One was too hot, one too cold and one just right. She ate every drop of the last one because she was hungry.


Now reflect on your recent shopping experiences. Try to group the salespeople you met as too hot, too cold or just right. I’ve listed some of my experiences in the table below. Are they similar to yours?














	Too hot

	

•  Grabbed me the moment I walked into the shop


•  Showed me products I wasn’t interested in


•  Would not leave me alone








	Too cold

	

•  Ignored me, even when I’d been in the shop for ten minutes


•  Couldn’t answer my questions about the product


•  Didn’t take any interest in me at all








	Just right

	

•  Smiled at me when I walked in the shop


•  Took an interest in me and asked me what I wanted the product to do


•  Knew his/her stuff and recommended a product I’d not heard of, but proved to be just what I needed!









So now you know the selling basics. It’s as simple as making an effort to find out what people want and then helping them to find it. If you work in a shop, it’s your job to encourage people to buy what the business stocks. But not if that means the customer making a purchase they will quickly regret. Unhappy customers can quickly dent your reputation. It really is that straightforward.
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Get attitude










If you take a genuine interest in other people and try to understand their needs, you will find it easier to meet those needs to the benefit of you both.
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Selling in a nutshell


The key differences between selling and ordinary conversations are that when selling you have:


•  a clear objective – the commitment you want from the other person


•  control – you gently direct the conversation in the direction you want it to go.


Of course, more often than not, when we speak with anyone we have an objective of sorts. It might just be to pass the time of day, or because you want to ask them something. For example:


•  Could you please pass me another slice of cake?


•  Can I take next Tuesday off as holiday, please?


If the answer is ‘yes’, you’re fine – you have what you wanted. But if the answer is ‘no’, you might simply shrug your shoulders, say, ‘Uh, OK then,’ and accept being denied what you wanted. If you have some selling skills, you stand a chance of overcoming the problem of your request being refused.


You see, when people say ‘no’, they do not always mean ‘no’. What they are really saying is that they don’t yet see enough good reason for saying ‘yes’. So let’s take the examples a little further:




Could you please pass me another slice of cake?


No, you’ve had three already this afternoon.


But I’m training for a long run and need to eat lots – and your cake is very nice.


Oh, go on then – here you are.


Can I take next Tuesday off as holiday, please?


No, we’ve a large order to despatch that day and I need you in the warehouse helping out.


But I’ve been given tickets for a concert in Manchester and need to be there by 18:00.


Sorry, you should have asked me earlier; the answer’s still no.





In the first example, explaining why you wanted a third slice of cake was enough to turn ‘no’ into ‘yes’. But, in the second, the pressing workload meant that, even though you had a good reason for taking Tuesday off, the answer was still ‘no’.


But you still want to take Tuesday off and so are faced with what appear to be three choices:


1  Miss the opportunity and go to work.


2  Call in sick, go to Manchester and hope that you don’t get found out.


3  Keep trying to change your boss’s mind.


Clearly, option 3 is best, so let’s look at that a little closer.


Your boss believes she has a problem if you take Tuesday off. There’s a large order to despatch and, although you work in the office, you and pretty much everyone else will be needed in the warehouse. Now think for a moment. The problem is not that you want the day off, but that your boss needs an extra pair of hands in the warehouse.


Now you have identified the real issue, you can solve it. Let’s pick up the conversation:




Can I take next Tuesday off as holiday, please?


No, we’ve a large order to despatch that day and I need you in the warehouse helping out.


But I’ve been given tickets for a concert in Manchester and need to be there by 18:00.


Sorry, you should have asked me earlier; the answer’s still ‘no’.





Later on:




Boss, can I have another chat about taking Tuesday off, please – I have an idea!


I’m really busy right now, but if you must; what is it?


I called my nephew at lunchtime. He’s home from college at the moment and looking for part-time work. He said he’d work for you for nothing on Tuesday and take my place in the warehouse. He hopes to impress you enough that you’ll give him a few days’ paid work when the warehouse is really busy and he’s still in town.


Well, thank you, I’d been thinking of getting a temp in, so let’s give your nephew a try. Enjoy that concert!





So by recognizing what the real need is and finding a solution, you get your way. That really is all that salespeople do. The clever bit is how they manage the conversation to identify exactly what is needed and how they can meet their needs.


It’s all about technique and confidence. It’s also about knowing what’s possible and what’s not. Finally, it’s about being able to find sometimes hidden reasons for saying ‘no’. Sometimes, finding the real reason for someone’s reluctance to agree can be difficult. But we’ll cover that later in the chapter.


Next I want to take you back to when you were very young. You see that you used some very useful sales techniques as a baby, but might have forgotten what they are. You see, selling is all about people and how they interact. There are techniques to help you focus on getting the result you want, and we will explore these in the later chapters in this section of the book. But, right now, I want to take you back to the basics of human communication.


Deepening your understanding of how and why we communicate will help you to influence the process. Then, when you add technique, you will do so with subtlety, and this will help you succeed.


Remember that this book is not just about selling products and services. I want to help you sell yourself, too, and become more influential in your life and work. The techniques are the same whatever you are selling.


Let’s start by smiling


We all smile. In almost every culture around the world, when someone smiles, it means they’re happy, welcoming and on your side. People have always smiled. It’s how prehistoric people knew whether the people they’d met in the forest were friendly or likely to attack them.


Now we live in a very different world. It’s been said that a city commuter encounters more people he or she doesn’t know in an hour’s journey than our prehistoric forebears did in a lifetime. For this reason, we no longer check out each person we meet with a smile; it would take too long.


But smiling remains the way we let people know that we’re on their side. Smile at a stranger on the train, and chances are they’ll smile back. Returning the smile acknowledges the fact that they no longer view you as a potential threat. If you’re selling, that’s very important!


To put it simply, if you’re trying to influence someone, you’ll be more successful and they’ll be more at ease if you smile. It can be difficult to smile when you’re concentrating on making an important point, but it will help if you can.


What’s more, research has shown that we know instinctively whether a smile is sincere or put on for show. You see insincere smiles in restaurants sometimes; the head waiter greets you with a tired, artificial smile because it’s become a habit. He’s not really bothered about you as a person, just your ability to sit at a table and buy food. (Good waiters show genuine interest and are all the more popular as a result.)




‘LET US ALWAYS MEET EACH OTHER WITH A SMILE, FOR THE SMILE IS THE BEGINNING OF LOVE.’


MOTHER TERESA
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Get attitude










Make a habit of smiling. It will make you more approachable and probably feel happier, too.
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Speaking without words


Speech evolved a long time ago in the process of human evolution. It gives us a huge advantage over other species. But a surprising amount of our communication remains non-verbal. This is often called ‘body language’.


We all read body language but often do not realize it. We subconsciously pick up on other people’s posture, gestures and even tone of speech. We instinctively compare our interpretation of their body language with what they are saying. If the messages don’t match, we become suspicious and distrustful.


Body language can be positive or negative. Here are some examples:






	Positive body language

	Negative body language






	Smiling

	Scowling






	Standing tall

	Slouching






	Making eye contact

	Avoiding eye contact






	Speaking slowly and clearly

	Speaking quickly






	Open, gesturing arms

	Folded arms







Influential people are usually very aware of their own body language. They try to avoid giving out negative signals and emphasize positive gestures. This helps them appear more credible, confident and reassuringly in control.


Politicians are taught how to use body language, particularly when appearing on TV. Try watching interviews on the TV news with the sound turned off. You’ll be surprised by how easy it is to ‘read’ the people you can see, but cannot hear, speaking.


Getting your body language right is really important when you are selling because, when you meet people who don’t know you, much of the impression they form will be from your body language. It’s also important in your own workplace as your perceived attitude (positive or negative) will influence your popularity and success. Turn to Chapter 7 if you want to explore body language in more depth.




‘NIXON IS A SHIFTY-EYED GODDAMN LIAR ... HE’S ONE OF THE FEW IN THE HISTORY OF THIS COUNTRY TO RUN FOR HIGH OFFICE TALKING OUT OF BOTH SIDES OF HIS MOUTH AT THE SAME TIME AND LYING OUT OF BOTH SIDES.’


HARRY S. TRUMAN
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Get attitude










Stand tall and look people in the eye, even if they are taller than you.
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Being positive


Norman Vincent Peale’s book The Power of Positive Thinking has been continuously in print for more than 60 years. It’s a book that encourages self-belief and, it could be argued, spawned the very popular self-help genre of books. The fact is that everyone wants to be positive, yet many find it difficult. We just all enjoy a good moan that little bit too much.


To be successful, you have to believe in what you are doing. If you do not, you will come across as somehow insincere. No amount of smart talking or managed body language will overcome that. The simple fact is that, if you believe it’s good, others will be more likely to agree when you tell them.


Successful people believe in themselves. They have the resilience to bounce back from knocks, and always seem upbeat. Of course, they will have moments of doubt, but they keep these private. A good recent example of someone with boundless self-belief is the British politician Boris Johnson, currently London’s mayor. Johnson manages to capture people’s imagination and make the seemingly impossible seem achievable. He also has the knack of turning negative events into positive press coverage. He looks on the bright side and encourages others to do the same.


Here are three things you can easily do to become more positive:


1  Set realistic goals – if you know what success looks like to you, it will be far easier to achieve it. What’s more, coping with the inevitable difficulties that you certainly will meet along the journey will be easier, because you know that it’s all getting you closer to your goal. We will cover goal setting fully in Chapter 6.


2  Keep things in perspective – always view the setbacks within the context of the bigger picture. For example, just because you didn’t get the promotion job you wanted, you remain a top-performing, respected member of the team. Your current job pays the bills and there will be other opportunities to climb the career ladder. However, if you become bitter and resentful, you will limit your future options. Negative people rarely get promoted.


3  Keep the company of positive people – it’s so easy to feel sorry for people who always seem to be down on their luck. Negative people tend to have negative experiences and, worse, can pull you down to their level of despair. Try to spend time with people who see opportunities rather than threats.




‘ALWAYS LOOK ON THE BRIGHT SIDE OF LIFE.’


ERIC IDLE (MONTY PYTHON SONG LYRIC)
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Get attitude










Believe in yourself, know where you want to go and be confident that you will one day arrive.
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Give and take


Perhaps the single biggest reason why people buy anything is that they can clearly see something in it for them. This might sound obvious, and indeed in some situations it is. For example, if you’re out for the day and feel hungry, you might buy a sandwich. You know that the sandwich will stop you feeling hungry and so, if you have the money in your pocket, you’ll likely as not pop into the next shop you see and buy one.


The situation becomes less clear when you are presented with a choice. Perhaps you find a sandwich shop and next door is a shop selling hot pies. It’s cold outside and, although you set out to buy a sandwich, the pie shop wins your order. Both of these decisions are made without talking to either shopkeeper.


Once you enter either shop, it’s the job of the person behind the counter to make it as easy as possible for you to buy something. You want to eat and they want to sell you food. But here your respective priorities start to diverge. You just want something to eat; they want to sell you as much as they can persuade you to carry out of the shop.


Furthermore, you don’t want to eat too much, as feeling stuffed is actually more uncomfortable than feeling hungry. Let’s look at some options facing the shop assistant:


•  You ask for a sandwich and they offer you a free drink if you buy two. That means that they sell more, but you feel too full. They will gain more than you from the transaction so you say ‘no’.


•  You ask for a sandwich and they ask whether you’d like a drink as well. You say ‘yes’, that’s a good idea. Then they suggest a chocolate bar for later. ‘Hmm,’ you think, ‘Yes, I’ll be late home tonight so that’s a good idea.’ Now you have bought more than you intended and the shop assistant has helped you avoid feeling hungry again before you get home.


In the first example, it’s all about selling and how the customer feels is not really considered. In the second, the shop assistant is actually being helpful and encouraging you to stock up on food for later in the day. They’re being thoughtful and considerate; they’re also talking you into selling more.


In every single situation where you are trying to sell anyone anything, you will succeed only if the other person can see clearly that they will benefit as much, if not more, from the transaction than you. For example:


•  People get promoted at work because they’ve shown how they will become more useful (profitable) to their employer than the extra cost of the pay rise.


•  Your project will win the go-ahead over someone else’s because you’ve convinced people that the return on investment will be greater or the chances of failure lower.


•  Your hotel’s Trip Advisor reputation for attentive service will be more influential in winning you bookings than a heavily discounted price.




‘SURE I’M FOR HELPING THE ELDERLY. I’M GOING TO BE OLD MYSELF SOME DAY.’


LILLIAN CARTER (MOTHER OF US PRESIDENT JIMMY CARTER)
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Get attitude










If you always put your customer’s needs before your own, you’ll find yourself selling far more than you expected.
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In this chapter you’ve discovered:


•  that good salespeople are not too pushy, nor do they ignore you


•  that selling is about making life easier for other people in ways that benefit you both


•  that, if you’re confident and self-assured, others will find you more convincing.




2.


Benefits – understanding what makes people say ‘yes’


Let’s start by being honest


We all put ourselves first. It’s the way humans are made. If you’re a parent, you’ll know that babies can be very demanding. They can quite literally scream for attention and, certainly to start with, never say thank you. Deep down, we remain that self-centred throughout our lives.


As we grow up, we learn that giving something in return makes it more likely that our demands will be met. In fact, most of us were taught to express gratitude because it is polite to do so. ‘Give Granny a kiss to say thank you for your present’ is the kind of thing mothers say, or at least mine did when I was small. You quickly learn that kissing Granny leads to more treats than giving her the cold shoulder.


This is where we learn our early sales behaviour. To put it simply, grannies will be more generous if they are rewarded for the gifts and treats they give their grandchildren. And they do this because there’s something in it for them, even if it’s only the fleeting perception of being deeply loved.


Benefits, then, are what’s in it for us – in other words, the benefit we will derive from the transaction. We buy a drink on a train because it will quench our thirst. We kiss our granny because she then gives us more presents. Probably, without that incentive, we’d not kiss her that often at all.




‘I’M SELFISH, IMPATIENT, AND A LITTLE INSECURE.’


MARILYN MONROE





Features and benefits


Imagine for a moment that you are preparing for a job interview. You are hoping to sell your prospective new employer the idea that you’re the perfect person for the job. You have already supplied a CV listing your skills and experience. Referees are also lined up to endorse your application. You dress to impress, but whether or not you are successful will be dictated by how well you demonstrate that you can do the job.


The interview panel will hire you if they are convinced that you can deliver what is demanded by the job. That is the benefit they will gain by taking you on. You may bring additional benefits they consider desirable, rather than essential – for example, fluency in a second language. It is these benefits they will be buying.


But you are you – a person with skills, experience, knowledge and personality. These are what we call ‘features’. They are things you have that might be of some benefits to a new boss. Features alone will not win you the job; it’s how they translate into benefits that matters. In fact, features you particularly prize might be of no value to your employer at all. Perhaps you can drive a lorry but are applying for an office job.


An important lesson we all have to learn is that it’s only really worth talking about the features that are going to benefit the buyer. The trouble is that often we want to talk about what we’re most proud of; however, if that’s not of interest to our customer, you will quickly lose their interest. So:


•  features are what something has


•  benefits are what something does.


For example:


•  Feature – the golf ball is red


•  Benefit – red golf balls are easier to find in long grass (of greatest value to novice golfers who slice their shots and so spend a lot of time searching for their balls in long grass).


Clearly, not everyone is the same and you will find out whether Janet is a better golfer than Justin only if you ask the right questions. What’s more, you need to ask them sensitively; Justin might not readily admit to being a poor golfer.


Here is another example:


•  Edward buys logs for his wood-burning stove because he is a passionate environmentalist and wants to reduce his carbon footprint.


•  Jessica buys logs for her stove because she has no mains gas and finds heating oil expensive.


•  Christopher is planning a romantic evening with his girlfriend and plans to seduce her in front of a blazing log fire.


Each person is in the market for some logs, but each for a very different reason:


•  Edward is more interested in the sustainability of the woodland than the price of the logs, but he’s no fool and doesn’t want to waste money.


•  Jessica buys logs to save money and so is really only interested in the price.


•  Christopher will pay the highest price of all, but only wants to buy enough logs for one evening.


Now imagine that you are selling logs. What will you tell each of our three customers and what will you sell them?


Here’s how it might work:


•  Edward was interested in the history of your woodland and decided to visit and collect his logs himself. He bought a car load which you put into bags. He paid £100 for the logs because you took off the delivery charge, then added on something for the bags. He didn’t want to get his car dirty.


•  Jessica wanted cheap logs that were small enough for her wood-burner. She paid £100 because you delivered them and stacked them in her porch, making it easier for her to carry them in.


•  Christopher ordered from your website, so didn’t really talk to you at all. He wanted a small bag of logs, around 10 per cent of the amount the other two bought. But he added kindling and a box of firelighters to his order, as well as ticking the box for rosewood which your website described as having a sweet scent. He paid £50 and you delivered his logs on your way to Jessica’s house.


Can you see how, while each purchased from the same pile of logs in the depot, the benefits sought were quite different. Moreover, these different benefit expectations meant that each was willing to pay a different price.
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See benefits










People buy benefits not features. It’s not what it is but what it does for me that I’m prepared to pay for.
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Quantifiable benefits


Helping someone recognize the benefits of what you are suggesting is only half the battle. They have to become sufficiently motivated to do something as a result. If you’re selling in a shop, they have to be confident enough to make a purchase, rather than walk out and buy nothing. You want them to say ‘yes’ right now.


If you’ve just been interviewed for a new job, you’ve described the benefits of hiring you over other candidates, but it’s unlikely that you were offered the job on the spot. Somehow, the interviewer has to remember all the pertinent points for when the decision is actually made, perhaps a day or two later.


To do this, you need to quantify the benefits and compare them with the cost. The more the benefits to the buyer outweigh the cost, the more appealing the decision to buy becomes.


For example:


•  A combined desk top copier, scanner and printer costs £300.


•  A similar printer without the additional features costs £200, as does a copier/scanner.


•  So you pay £100 more for the additional features of the combined machine and save the additional £100 you’d spend to buy the machines separately. However, the additional investment is only worth while if you need to scan and copy things.


It’s the job of the salesperson in the shop to help you decide. They ask you how often you need to copy or scan documents. More importantly, they ask you how you do that right now, even if only now and again. Perhaps you pop out to the library and use a copier there.


‘How long does it take to go to the library to run off a couple of copies?’ they ask you. ‘And how pleasant is that journey if it’s a cold, wet, dark winter’s afternoon?’ Most of us would quickly see the convenience of the combined machine, even if it just meant avoiding the occasional, inconvenient run into town.


It might also be possible to put a value on that convenience – to quantify it in a way that makes the additional cost appear great value. For example:




How often do you need to copy or scan? – Perhaps once a week.


How do you travel to the library to do that? – On the bus.


What’s the fare? – £2 return.


So after 50 trips, you’ve covered the additional cost of the combined machine. – Well, yes!


Well, the machine has a two-year warranty, over which time it will save you £200 in bus fares; it’s actually making you money! – Put like that, I guess you’re right.


And how long does it take to make the round trip? – Hmm, sometimes an hour if I miss a bus.


And what could you do with that extra hour a week? – Well, I could take a long hot bath and relax; life does get pretty hectic.





Can you see how the conversation has led to the combined printer/copier offering two very appealing benefits? A cost saving that you can quantify and something self-indulgent you can do with the time you save.


Both are important. It is probably the cost saving you will use to justify the purchase in your mind. But what really tips the balance is the thought of a long relaxing bath; something you rarely have time to enjoy. You walk out of the shop carrying the combined printer/copier.


Now, in reality, you probably don’t just go into town to copy some papers in the library. You might have other errands to run, or meet a friend for coffee. But the salesperson isolated the relevant activities in your mind, and then helped you justify the price premium of the combined machine. That’s called selling!




‘TIME IS MONEY.’


BENJAMIN FRANKLIN





Tangible and intangible benefits


In the previous example, there were two benefits to buying the combined machine: one a cost saving in bus fares, the other the opportunity for a nice long soak once a week. One of the paradoxes of selling is that, more often than not, the bath is a more influential benefit than the cost saving.


That’s because one appeals to us emotionally and the other logically. Most of the time, we use our emotions to make decisions, then justify them using logic. The most effective salespeople help you see both the emotional and logical appeal of the product or service they want you to buy.


The logical, more obvious benefits you can quantify are called ‘tangible benefits’. The emotional, harder-to-quantify ones are called ‘intangible benefits’. Most decisions we make are because we can see (or have been shown) both tangible and intangible benefits. For example:


•  Both James and Jane have very similar qualifications and experience and both could do the job. However, I think Jane will fit in better because she clearly has a great sense of humour.
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