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THE SALES COACH


Richard White




MEET THE COACH


Richard White is a sales coach and trainer for trusted advisers specializing in advanced consultative selling skills. Since 2002 Richard has helped many thousands of people become more effective at all aspects of consultative selling from lead generation to closing the sale and developing key accounts.


Richard is a Certified Master NLP Coach and has applied his coaching skills specifically to helping others improve their sales performance while feeling more motivated and confident. Passionate about accelerated learning, he has developed many methodologies for achieving fast change in sales performance.


Richard is known as The Accidental Salesman® and is proof that you do not need to be a born salesperson to be successful in sales. He worked as a business intelligence consultant for over ten years working for Oracle before going on to build a successful consulting practice for an Oracle partner.


You can contact Richard at rwhite@theaccidentalsalesman.com




HOW TO USE THIS BOOK


The objective of this workbook is to enable you to improve the results you get from your current sales activity. I will be coaching you in a similar way to how I might do if we were working together. I am therefore assuming that you are not a complete beginner to sales and you are already engaged in sales activity on a daily basis, even if it is alongside other activities. It is not essential that you have had any formal sales training or have read any other books on sales. It is important, however, to realize that, unless you are engaged in sales activity on a daily basis, you will find it difficult to do the exercises in the coaching sessions.


This workbook has been designed for anyone who wants to improve their consultative selling skills, including:


•  sales professionals


•  business developers


•  business owners


•  professionals


•  anyone else who has to engage in business-to-business sales on a daily basis.


I have used some collective nouns throughout the workbook to simplify the text. When I refer to ‘salespeople’ I mean anyone in the above list, even though many business developers, business owners and professionals do not like to admit that they are involved in sales activity. If this is you, then please bear with me and hopefully by the time you complete the book you will feel more comfortable about sales. You will find that the style of selling is very respectful and conducive to developing trusted relationships.


Another term I use throughout the workbook is ‘customers’, recognizing that many people involved in sales activity prefer to use the term ‘client’. I also refer regularly to the term ‘products and services’, which includes the combination of products and services into a ‘solution’ or ‘package’.


There are several different styles of selling and with all styles of selling there are many similarities but some fundamental differences. The style of selling we will be covering in this workbook is known as ‘consultative selling’ and specifically in the context of business-to-business sales, although if you are engaged in consultative selling on a business-to-consumer basis much of the book will still apply to you.


THE STRUCTURE OF THIS WORKBOOK


This is a self-coaching workbook and I have divided it into three sections based on my experience of working with experienced salespeople who are looking to achieve improved sales results:


•  Part 1: Generating more sales leads


•  Part 2: Closing the sale


•  Part 3: Becoming more effective at some other aspect of sales performance such as motivation or time management


I do not expect you to complete the whole workbook in one go. Instead, I hope you will start at the part covering the area where you need most help. Whichever part you choose, please do the chapters in that section in order. I have tried to make each chapter as self-contained as possible, but you will gain the biggest benefit by working through in sequence. For example, in Part 2, the first chapter is about sales process and you may be thinking that you understand all about sales process and so there is no need to do that chapter. Yet if you want to get better at closing sales, you need to take a step back and examine your sales process in more detail. Because you are already experienced, the improvements will come from small refinements.


As you are working through a chapter, please keep your focus on the coaching sessions and not the text. The text is there to provide just enough essential information for you to confirm your understanding and then do the exercises.


Part 1 – Generating sales leads


Putting aside issues of motivation, confidence and time management, which are dealt with in Part 3 on sales performance, the reason my coaching clients struggle to generate enough sales leads is rarely to do with technique and more to do with clarity: clarity about who they should be targeting and what they should be saying to generate interest. In other words, it’s about identifying a target audience and developing compelling sales messages that your target audience will find attractive. As you work your way through this section, you will be focusing on a specific product or service.


1 Clarifying your target audience


In this chapter you will take a step back and look at what makes an ideal customer for what you are selling. When you have a nice clear definition of your target audience, it makes it easier to understand why they will be interested in buying your products and services. In other words, we will be defining who you should be targeting. This will enable you to be more focused. Given all the people I have coached on lead generation over the last 12 years, I do not recall ever recommending someone to be less focused!


2 Finding the pain


Once we know who your ideal customers are, we then need to look at why they might want to talk to you about a specific product or service. In this chapter we look at the pain your customers and prospects are facing and explore the various motives for them wanting to talk to you about that product or service.


3 Your USP


This chapter is about discovering what aspects of a specific product or service you should be emphasizing when seeking to generate sales leads. We look at the various features and benefits of your specific product or service – not only what makes it different but also what features will most appeal to your target audience.


4 Crafting your messages


In this chapter we look at the specific words you use to generate interest from your ideal customers. We will be taking all the insights gained from preceding chapters and using them to build a messaging framework from which you will begin to craft your pitch. Additionally, you will learn how to craft a soft pitch for situations where a regular sales pitch is not appropriate.


5 Generating interest


Now that we have the words that will generate interest in your specific product or service, we explore various sources of leads, other than cold calling, that are within your own control as a salesperson.


6 Cold calling


This final chapter looks at how to increase your confidence and effectiveness in cold calling and specifically in the area of scripting.


Part 2 – Closing the sale


In Part 2 we focus on taking an expression of interest in our product or service and converting that interest into a sale. Although you may be tempted to jump straight to this section, please do Part 1 first unless you have a regular stream of sales leads and a clear understanding of your ideal audience and the USP of the product or service you are working on.


7 The process of selling


In this chapter we look at improving the overall process of converting an expression of interest into a sale. We look at the various stages of the process and in particular the qualification stage.


8 Discovering needs and wants


One of the most critical parts of the sales process is the discovery meeting. It also happens to be the stage where there is significant scope for improving sales conversion rates. We cover the four essential elements you need to discover during your sales meetings.


9 Questioning and listening


The two essential skills for being effective at the discovery stage of the sales process are questioning and listening and in this chapter we look at how to improve the quality of information you get so that you are better able to close the sale.


10 Making your proposals more compelling


In consultative selling, the sales proposal is a key selling document and in this chapter you will be working on ensuring that you avoid the common pitfalls so that your proposals have more impact, especially if you have not managed to speak to everyone involved in making the decision.


11 Concluding the sale


This chapter is about what happens once you have delivered your sales proposal and the steps you need to take in order to close more sales and, in particular, how to handle objections.


12 Handling complex sales opportunities


In this chapter we look at what is sometimes referred to as ‘complex’ sales, where the decision-making process involves more than one person. This is especially relevant if you sell to larger organizations but could equally apply to small and medium-sized businesses.


Part 3 – Improving sales effectiveness


This section is for when you are already generating a constant stream of sales leads and you are happy with your selling skills but still want to improve your sales performance. Alternatively, this section could be for when you think that things like your personal motivation or the way you manage your time are getting in the way of your generating interest or closing a sale. There are a variety of topics, all focused on helping you be more effective in your sales activity.


13 Your motive for action


In this chapter you will develop compelling personal goals that will motivate you to improve your sales performance. You will also learn a technique for bringing your goals to life and taking your personal motivation to a whole new level.


14 Managing your emotions


This chapter is about taking charge of your emotions so that you have fewer negative emotions and more empowering emotions as you engage in your daily sales activity. You learn techniques that will keep you motivated and help you boost your confidence levels for sales meetings and when you need to make formal sales presentations.


15 Developing a mindset for sales success


In this chapter we will be challenging some of your beliefs and assumptions that could be affecting your sales performance.


16 Prioritizing your sales activity


In this chapter you will be looking at how, specifically, you spend your selling time and learning ways to get more sales in less time, including prioritizing the time you spend with existing customers.


17 Improving your skill with people


Sales is a people game and this chapter is about improving the way in which you interact and communicate with people.
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ONLINE RESOURCE








Coach’s tipsThroughout this book you’ll find boxes like this one inviting you to download materials from the Teach Yourself ‘Coach’ site. Here, to begin with, is a list of useful coach’s tips that you can refer to as you work through the chapters. Go to:


www.TYCoachbooks.com/Sales
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Where to begin


Unless you already know, the following sales coaching diagnostic will help you decide which section of this workbook you should start off with.
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COACHING SESSION 1








The sales coaching diagnostic


To complete the sales coaching diagnostic, read each statement and then consider how true it is for you. Score yourself as follows:






	Score

	Meaning






	5

	The statement is always true for me.






	4

	The statement is mostly true for me.






	3

	The statement is true some of the time.






	2

	The statement is rarely true for me.






	1

	The statement in never true for me.







Once you have scored each statement, total up your score for each sales focus area.
















	Part

	 

	Score (1–5)






	One

	I can clearly articulate the qualities of an ideal customer for my products and services.

	 






	 

	I understand why my ideal customers buy my products and services.

	 






	 

	I have a clearly defined USP which is based on the benefits my ideal customers get.

	 






	 

	I have a pitch that is effective at generating interest from my target audience.

	 






	 

	I am good at getting referrals from my customers and contacts.

	 






	 

	TOTAL

	 






	Two

	I follow a structured sales process and take care to filter out poor-quality sales opportunities.

	 






	 

	In my sales meetings, my prospective customers tell me why they are going to buy from me.

	 






	 

	My sales meetings provide me with all the information I need to write a compelling sales proposal.

	 






	 

	My proposals are compelling and persuasive even to people who have not been involved in the sales process.

	 






	 

	I manage objections effectively and rarely get price objections.

	 






	 

	TOTAL

	 






	Three

	I have personal goals that motivate me to want to improve my sales performance.

	 






	 

	I am always calm and confident in sales situations, even when things are not going my way.

	 






	 

	I regularly challenge assumptions and limiting beliefs that could be affecting my sales performance.

	 






	 

	I pay attention to how I spend my selling time and I am always looking for ways to maximize the sales I get from the time I invest.

	 






	 

	I consciously and continually work on improving my interpersonal and communication skills.

	 






	 

	TOTAL
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DEVELOPING YOUR SELF-COACHING PLAN


Now that you have completed the sales coaching diagnostic, it is time to create your self-coaching plan. You should start working through this book in order of the score for each part, starting with the section with the lowest score.


If your scores for each section are the same, then prioritize them in the following order:


  1.  Part 3 – Sales effectiveness


  2.  Part 1 – Lead generation


  3.  Part 2 – Lead conversion


Now start working through each chapter of the section. At the start of each chapter you will find a self-assessment, which you should complete before starting to work through the coaching sessions. Once you have completed the chapter, repeat the self-assessment and if you get less than 4 then I encourage you to repeat the chapter before proceeding, paying closer attention to the text.


In terms of fitting it into your busy day, all it takes is 15 to 30 minutes of your attention at the start or end of each day. Use this time to work your way through the book and consider how you are going to implement what you have just learned. At the weekends, reflect on what you have done well during the week and what you will do differently the following week.


If you have a sales manager, coach or mentor, then get them involved and share your progress with them. Make sure they hold you to account for making progress so that you persevere, especially when you think you are too busy to work on your skills.


Before you finish this workbook, I encourage you to go through the remaining chapters even if you have achieved a high score in the sales coaching diagnostic above. The issue is that we don’t know what we don’t know and I find that most salespeople, no matter what level of performance they are currently at, still have the capacity to do even better.


Finally, make sure that you put what you learn into practice because, at the end of the day, it is action that produces sales results. Good luck and happy selling!


Richard White




PART 1


GENERATING SALES LEADS
















	1


	CLARIFYING YOUR TARGET AUDIENCE















	
[image: image]



	

OUTCOMES FROM THIS CHAPTER






	•   Be able to tell the difference between sales leads and sales opportunities



	•   Take a more targeted approach to sales lead generation



	•   Know how to profile your ideal customers
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COACHING SESSION 2








Self-assessment


For each of the following statements score yourself between 1 and 5. A score of 5 means that this statement is totally true; 1 means that this statement is totally untrue.














	Assessment criteria

	Score






	I understand where lead generation fits within the sales process.

	 






	I focus my lead generation activity on a specific target audience.

	 






	I focus my lead generation efforts on attracting ideal customers.

	 






	I can clearly articulate to other people what makes an ideal customer for me.

	 






	I can tell the difference between a prospect that will make an ideal customer and one that will waste my time and cause me grief.

	 






	TOTAL

	 







Total up your score. The maximum is 25 out of 25. Even if you give yourself a full score, I recommend that you complete this chapter.
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IT ALL STARTS WITH A SALES LEAD


In my work as a sales coach, I regularly meet salespeople who think they have a problem with closing a sale. Yet, when we take a closer look, we discover that they actually have a sales lead problem. They typically are not generating enough sales leads of the right quality to achieve their personal sales targets.


Before going into more detail, I would like to clarify what a sales lead is and where it fits into the overall sales process. Once you have completed this book, you will be taking every sale through some variation of the following seven stages:


  1.  Generate interest.


  2.  Qualify interest.


  3.  Discover wants and needs.


  4.  Propose your solution.


  5.  Agree your solution.


  6.  Conclude the sale.


  7.  Deliver your solution.


For the purposes of this book, I am defining a sales lead as an expression of interest in your products and services and as such it is the very first stage in the sales process. An expression of interest could be anything from a potential customer who has fully researched their needs and is ready to buy, all the way through to a potential customer who has a problem and is in research mode. We will look at the sales process in more detail in the second section of this book. For now, it is worth saying that a sales lead only becomes a sales opportunity once you have been through an initial filtering process, known in sales parlance as ‘qualification’.


As we progress through this section of the book it will become clearer what those wants and needs are and how to get people to want to have such conversations.


TARGETED SALES LEAD GENERATION


Given that we are seeking to generate interest in having sales conversations, the important question is ‘How do we generate that interest?’


To be able to answer that question, we need to ask another question: which people, specifically? This is because although there may be many people in the market for what you are selling, they are not all looking for exactly the same things. However, there may be groups of people looking for similar things to each other. It is hard to get people’s attention these days, especially with so many other businesses offering similar products and services to the same people. When we are just saying the same things as all our competitors, our message gets lost in the noise. However, when our message is different and highly targeted to the needs and wants of our ideal customers, then it is more likely to get noticed and resonate with them. In short, we begin to stand out from the crowd and get heard by the people who are important to us.


Focusing on a target audience is much more effective because it makes it easier to craft and deliver clear and compelling messages that attract the attention of our ideal customers and stimulate their interest in talking to us about our products and services. The more we understand who we want to attract, the easier it is to understand why they might like to talk to us and what they might find attractive. This in turn will help us define what to say that will interest them and how to ensure that our ideal customers get to hear our message. As you can see, it all starts with understanding your target audience.


The other important benefit of taking a targeted approach is that when you focus your energy, you get much better results for the energy you put in. If you have two distinct target audiences, it is better to do one at a time and maximize the impact rather than trying to do them both concurrently and dissipating your energy. It’s a bit like taking sunlight and passing it through a magnifying glass.


WHO ARE YOUR IDEAL CUSTOMERS?


When seeking to understand where to focus your lead generation activity, a good place to start is by understanding more about your existing customers. When you are looking for more customers willing to buy your products and services, you can gain valuable insights from your existing customers. If you are like most people I have coached in sales, there will be some customers who are more valuable than others and have an especially good fit with your business. They will typically value what you do, buy from you again and again, and refer you to their contacts. From now on I will refer to these as your ideal customers.


If you are going to focus on attracting more new customers, does it not make sense to seek out your ideal customers? When you do, your lead generation efforts will take less time and effort. The sale will be easier to win and, as they will be buying from you regularly and referring you to their contacts, lead generation will also become increasingly easier. When you focus on attracting your ideal customers your messaging will be targeted on those people even though you may still end up attracting potential customers who do not fit 100 per cent with your profile of an ideal customer.


YOUR BEST CUSTOMERS


I now would like you to start thinking about your best customers and when you do I would like you to limit this, if possible, to real customers – people who have paid you money for your products and services. While your relationship is important, it needs to be a commercial relationship where some kind of trading has taken place. If you have provided services for free but your customer has given you a case study, then that could count as a trade but, given that we are seeking to sell our products and services for money, it is best to focus on these people for this coaching session.


If you do not have any relevant customers, either current or previous, then you will need to do some more detailed market research before proceeding.
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COACHING SESSION 3








My best customer


One way to make it easier to clarify your ideal customers is to contrast them with what I call your ‘customers from hell’! These are your worst customers and the ones that are not good for business.


If you do not have any current experiences of a customer from hell, then think about previous customers that have been troublesome. Then think about your best customer. Fill in the spaces below.


My worst customer
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My best customer
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What we are aiming for is to be crystal clear about what makes an ideal customer for you so that we can begin to understand how to generate their interest in having a sales conversation with us.
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5 Star customers


Many websites these days give you the opportunity to rate products and suppliers. For example, on Amazon you can rate products you have purchased and on eBay you can rate suppliers. Typically when rating things online, we are asked to give between 1 and 5 stars to indicate our approval.


What if you were able to rate your existing customers? Which ones would get five stars? Which would get just one star? Would any of your customers get no stars at all? And more importantly, for the purposes of understanding an ideal customer, how do we decide how many stars to give each customer?


I am now going to take you through a process of rating your customers and by the end of the process you will be able to see what an ideal customer looks like. You may even find that, as a result of going through this process, your perception of an ideal customer may change.


We will define the qualities that your ideal customers must possess, and each of the qualities will be worth one star. You will award your customers one star for each of the five qualities they have. Your customers that have all five of the qualities will be your 5 Star customers!


It may seem quite a simplistic exercise but I encourage you to do it thoroughly as the insights gained will form the basis of the remainder of this section and Part 2 of this book.


Example


dmClub is a UK-based company providing simple and affordable telephony services to small businesses. The qualities of dmClub’s 5 Star customers are:


•  They have fewer than ten employees.


•  They are focused on sales growth.


•  They care about their image.


•  They are very busy.


•  They are out of the office a lot.


The first quality is always the one that is non-negotiable, meaning that they would need to have this quality to become a customer. In dmClub’s case, they serve the very small business market and although their products and services would work for businesses with more than ten employees, it would not be a very good fit. This is largely because of the way in which dmClub conduct their business and because their products and services are designed for people who are very mobile rather than being office based.
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COACHING SESSION 4








Step 1: List all the qualities of your ideal customers


List as many qualities you can think of – aim for at least 20. For example:


•  Do they need to be based in a particular location?


•  Do they need to have a certain sales revenue or number of employees?


•  Do they need to be male or female or does that not matter?


•  Are they in a particular job, such as a finance director or marketing director?


•  Do they need to be a particular age?


As you do this exercise, think about your best customers and their qualities. Do this quickly without too much thought and analysis. Just list them down and you will be able to judge later.


Qualities
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Step 2: Select the non-negotiable customer quality


Although we will be seeking customers with all five qualities, we will not turn away customers who fail to tick all five boxes. However, we need to have at least one quality that is non-negotiable and without that quality you will turn them away. What quality would it be for you?


Would the customer need to be in a specific location? Would they need to be a certain size of business?
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