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“In business, selling isn’t everything — but without selling, everything else means nothing.”

— Trevor K. Whittaker

While the entrepreneur faces many challenges, as I discussed in my first book Entrepreneurship Minus 101, there is no greater threat to success than an inability to sell. The old adage remains true: nothing happens without a sale.

With this in mind—and remembering the countless entrepreneurs who have gone out of business simply because they never understood this concept—this book, Entrepreneur $ales 101, was written to help you use effective selling methods to grow your business. My goal is to keep you from becoming another negative cash-flow statistic or a casualty of lost opportunity.

You and I both know there are many sales books available today, often aimed at corporate organizations or seasoned sales professionals. Some of these are excellent and I encourage you to read whatever may help you grow. But perhaps you’re thinking:

“There he goes again talking about professional salespeople. What about those of us who have no sales experience and just want to learn the basics to move our business forward one day at a time?”

You’re right to ask that. And that’s exactly why Entrepreneur $ales 101 was written — for you, the entrepreneur who needs practical, real-world guidance.

Every word and chapter has been carefully designed with the entrepreneur in mind. Perhaps you’ve never had any formal sales training, or maybe you’ve been in business for a while but are now realizing that your real challenge is not your product, but your lack of consistent sales. You’ve decided that “the buck stops with you,” and that relying solely on others is no longer an option.

So let me say it plainly: Entrepreneur $ales 101 is your book.

I know you don’t have time for complications. You understand that time is money and that a long, expensive sales course simply isn’t practical right now. This book is deliberately simple, direct, and immediately actionable. Each chapter contains techniques you can implement right away — often with minimal resources.

The aim is to uncomplicate the selling process and focus only on what truly matters for you as an entrepreneur: strategies that deliver results.

If you’re a salesperson working within an organization, you’ll still find enormous value here. The fundamentals of sales apply to everyone, and what you learn in these pages will make you a stronger, more confident professional.

As you read this book, you’ll recognize the back-to-basics philosophy behind every idea — the belief that success comes from clarity, simplicity, and consistency.

The markets we operate today are complex in structure yet simple in principle. Your clients’ needs are constantly changing, and unless you remain aware and proactive, your competition will move faster, identify needs earlier, and close more sales. The selling cycle may appear complicated, yet its essence remains basic: understanding people and solving problems.

With this reality in mind, it becomes imperative to prepare yourself as both entrepreneur and salesperson — in a Sand willing to meet the diverse challenges that lie ahead.

The following simple mission statement reflects the goal of this book and the outcome you can expect when you apply what you learn:

Mission Statement

To be the most professional entrepreneur-salesperson and to develop the best and most professional sales team ever to emerge from my business; willing and ready to be judged on our progress and results alone; and committed to providing products and services that redefine the true meaning of excellence.

Before we continue, I want to leave you with one important truth: Effective and professional sales training is a lifelong process.

Across today’s global market, sales methodologies vary widely — from formal corporate systems to motivational seminars. It’s easy to become confused about which approach applies to you. That’s why Entrepreneur $ales 101 focuses solely on what matters to entrepreneurs: maintaining positive cash flow, driving growth, and developing practical sales skills you can apply immediately.

This book follows a simple Back to Basics program built on three fundamental principles:


	Simplicity

	Effectiveness

	Focus



Simplicity

The chapters in this book are deliberately designed to keep systems and programs simple. Misunderstanding leads to frustration and lost productivity — the two enemies of sales success.

Part of your goal as an entrepreneur is to become more effective in your personal sales efforts, but you also need to build a capable, motivated sales team. Simplicity ensures your team understands your direction, communicates clearly, and stays productive. High motivation and productivity lead to higher closing ratios, stronger cash flow, and greater stability for your business.

Remember: a motivated sales team produces more — and the more they produce, the healthier your cash flow will be. That’s the ultimate goal, isn’t it?

––––––––
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Effectiveness

Even the best sales plans in the world fail if they can’t be applied in practice. The principles and techniques you’ll find in these pages are structured to be immediately actionable and practical.

Plans are only effective when they are both achievable and measurable. Each strategy in this book has been designed with that in mind. You’ll learn how to monitor your progress, evaluate performance, and measure effectiveness — whether for yourself, your business, or your sales team.

Focus

Focus is the key that binds everything together.

Every person involved in sales — including you — must understand the direction of the company’s efforts. Your goals should be clear to everyone, both inside and outside the organization.

A written plan creates direction. Direction produces focus. And focus drives results.

The pages that follow will help you establish and maintain this focus so you can achieve consistent growth. As you reach your sales targets, your confidence will rise — and that confidence will bring stability to both your business and your personal life.

Sales generate cash flow, cash flow fuels growth, and growth secures your future.

Entrepreneur $ales 101 will help you master this process. Because without sales, there is no business — and with sales, there is no limit to what your business can become.

OFF THE CUFF

A MOMENT OF MADNESS IN ENTREPRENEURSHIP ADVICE!

This morning, I was watching national television, and I’m compelled to share this with you, my fellow entrepreneur.

The story goes like this: two “entrepreneurial gurus” were being interviewed — one from the United Kingdom and the other from North Africa. Both had authored books and were clearly using the opportunity to promote them and their appearances for “encouraging entrepreneurs.” The host asked a few sharp questions. The guests, tieless in immaculate suits, settled comfortably into the couch and answered.

It wasn’t the small talk that bothered me; it was the two big questions — and their answers — that set off alarm bells:


	“What do you consider the main reason for young businesses failing in the first year?”

	“What advice would you give someone who wants to become an entrepreneur and achieve this quickly?”



Their exact answers:


	
Question 1: “They become exhausted.”

	
Question 2: “They need to follow someone around in that business.”



Let’s talk about that.

“They become exhausted” — really? How do you become exhausted before the first year is even done? Many established entrepreneurs have been at it twenty years or more and will tell you they’re not close to “exhausted.” They’re qualified for the work, they’ve learned the craft, and most importantly — they’ve found their passion. In my view, most early failures aren’t about exhaustion; they’re about entering business without being prepared or qualified for it. I’ve said it before in Entrepreneurship Minus 101: if you’re not honest about your readiness, the market will be honest for you.

“They need to follow someone around” — wow. Shadowing can be useful, sure, but it cannot be the only plan. And who exactly are we shadowing? If it’s another brand-new entrepreneur, then we risk the blind leading the blind — which might explain why so many early ventures burn out.

Here’s the serious point: not everyone qualifies to be an entrepreneur. Instead of romanticizing “starting up,” we should be developing entrepreneurial competence — early, deliberately, and with real standards. That’s far better than celebrating the statistics of failure after the fact.

If you want a sober starting point, read Entrepreneurship Minus 101 to assess your fit for the role. And that brings us to why this book exists. Entrepreneur $ales 101 was promised for a reason: while businesses fail for many causes, I’m convinced the biggest and most dangerous is a lack of sales — and a lack of focus on sales. Too many entrepreneurs don’t know how to sell, don’t lead their teams to sell, and don’t design their businesses around consistent selling.

From here on, we’ll walk through each step of the sales process — in sequence — so you have the tools and knowledge to remove the greatest threat to your success:

A LACK OF SALES.

THE 9 STEPS TO SALES SUCCESS

The following are the nine timeless steps to mastering the  art of selling — each explored in the chapters that follow.

CLOSING

Step 1    SUMMARIZE THE NEEDS

Step 2    SUMMARIZE THE BENEFITS

Step 3    ASK FOR THE ORDER

OBJECTIONS

Step 4    PAUSE

Step 5    ACKNOWLEDGE

Step 6    ISOLATE

Step 7    QUESTION

Step 8    ANSWER

Step 9    CLOSE

​​
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Part 1 Basic Psychology of $ales


CHAPTER ONE​

$ales: Nine steps to successful selling
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We have spoken about developing a simple sales program and strategy which would help you and me to become more successful (or simply successful in some cases) in business and sales. We have also by now made it clear that there are many good books on the shelves and on the internet which can assist the individual to become more “well-rounded” in the selling environment. Some of these resource materials, we have also concluded, are technical and complicated in nature and we don’t have the time to first decipher another person’s mind before we are able to sell or establish a sales department within our businesses. This is the very reason that you and I have decided to go BACK TO BASICS in our approach when it comes to sales and achieving in this area of our business life.

With this in mind I do want to share with you some of the people whom I have employed over the years and who have come to me from all walks of life, and when I say this, I include the corporate environment where they seemingly have no shortage of funds to ensure that their salespeople receive only the very best sales training available in the marketplace today. I mean, I am talking about hundreds of thousands of Dollars (budgeted for annually by the way) in order to ensure that their sales staff are exposed to only the best and MOST EXPENSIVE (“expensive” by the way is many times associated with the BEST in the corporate environment) gurus in the world as far as this relates to sales training. My goal is to show you that all you need to pay is the price of this book to get going and be successful in sales – IMPLIMENTATION IS THE KEY! Psychiatrists and Psychologists have written many wonderful theories, processes and included the most complex of matrices (a new name for charts) in order to explain the selling process without ever having sold a single item as a “normal” salesperson would. Many, not all, of the so-called sales gurus out there have never sold a day in their lives, and yet have written books on the subject, and have become very, very wealthy on the back of their writing and speaking talents, but they have never actually held down a sales position ever. The other thing, of note, to mention here is that many of these wealthy speakers and authors have never experienced entrepreneurship in any form and thus have no experience as to what you and I have to deal with on a daily basis. The other issue with the “remedies” as presented by these people is that their solutions to your selling challenge cost a fortune to implement. We will not be going down this route.

Susan (not her real name) applied for a sales position with me one day and I proceeded with doing the usual checks and balances as this related to her claims on her CV. I was impressed! My business operates in a very competitive environment within the service industry, and I am focused on sales all the time and am always on the look-out for professional salespeople who are able to match their mouths when it comes to producing sales. Susan’s CV revealed that she had a current position with one of our biggest competitors and a corporate giant within our industry. In fact, I would venture to say that they are so big that they have forgotten who their client base is as the number of complaints which we get about this corporate is good for our business. The long and the short of my idea here is to let you know that my feeling was that Susan would be a distinct advantage for my business and so I progressed through the checks with eagerness. Believe it or not all checked out and I was happy from the paperwork side of things and felt comfortable in getting her into my boardroom for a one-on-one interview.

The day came and Susan was sitting around the boardroom table, and the discussion began in earnest. I found out more about Susan and her experiences both in life and the selling environment and she found out more about me, my expectations and our business which she claimed to be familiar with through the marketplace. I was particularly curious as to Susan’s certificates which she had taken great pains to include in her CV package and also brought it up during the interview process. You name the sales guru and through her company Susan had been exposed to them through seminars and sales conferences – I was impressed!

I asked Susan to sell me one of the samples of our product which I had deliberately placed onto the boardroom table. I want to inform you before you judge me that I did choose a product which she was selling at present with her current company. Here is the news my friend! She could not sell me the product at all! I was absolutely amazed at her inability to distinguish between simple things such as benefits and features of the said product. She floundered to the point of embarrassment, and I was forced to stop the entire process. I looked over at her and said “unfortunately I cannot offer you a position with us, but please tell me how you have attended all of the sales training which you have and yet, as you will agree, you cannot sell?” I also asked her to explain to me how she was able to maintain her position in a company (her current employer) which all competitors looking in from the outside deemed to be the most successful in the industry without being able to sell professionally.

You will be amazed at her answer just as much as I was. I was told that the current company has a reputation big enough to generate sales and leads at a high rate simply because they are seen in every washroom in the country. She manages her day by working on sales leads alone. I did say that even sales leads need to be closed professionally to which she replied: “I have so many sales leads and I hand out so many proposals (quotations to some) that it does not matter if they say ‘no’ to my proposal as I am assured that at least one or two of the many which I hand out will be accepted by the prospect.” She was smiling as she recounted her sales philosophy and principles to me. My thought was that no wonder she was not able to actually perform a single part of the selling cycle including the most critical known as CLOSING. I asked her what she would do if the company ever stopped generating the current level of sales leads and she replied, “this is what is happening at that present moment” and that is why she is looking for another job. Pretty honest don’t you think – for an interview? She had no clue – despite all the thousands of Dollars spent on her – as to what the selling cycle was, as all she had received, despite all of her certificates, was motivational speaking without a plan to becoming a better salesperson, more professional and more focused on closing the great sales leads which were being provided by what I determine as a great competitor.

My friend, this book may have its motivational moments, but I can assure you that as an entrepreneur you will need more than motivation; you will need to understand the selling process and have a clear-cut system for moving your sales effort forward. While I do understand that sales philosophies will differ from one company and/or salesperson to the next I can only present in this book what I have seen work for me (and those around me) for the last thirty-five years or so. I have concluded then that the entire selling process/cycle consists of the following nine steps: 

––––––––
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CLOSING

Step 1       SUMMARIZE THE NEEDS

Step 2       SUMMARIZE THE BENEFITS

Step 3 

ASK FOR THE ORDER

OBJECTIONS

Step 4       PAUSE


Step 5       ACKNOWLEDGE



Step 6       ISOLATE

Step 7       QUESTION

Step 8       ANSWER

Step 9       CLOSE 

Conclusion

The first part of this book will deal with the psychology of sales and is centered on helping you to understand that the sales process is simple and that you could easily complete the entire sales cycle by using the nine steps presented above. I simply cannot get more BACK TO BASICS than this! I will reveal the secret of understanding the difference between a need, a feature and a benefit and will show you how these get confused by even the “best” of sales gurus today. Back to basics to you and me then will also mean that you will be taken “back” to the good old days when we used to refer to a selling process called “need satisfaction selling”. Many salespeople easily become confused with the simple difference between the feature and the benefit of a service and/or product but the good news is that after you have read and understood (and applied) this book you will no longer have an issue with the same confusion which you will see in the very same sales people whose companies have spent hundreds of thousands of Dollars (if not millions over time) on training their sales staff to understand this phenomenon.

When you have completed all the steps/work prior to this point you WILL need to ask for the order and this you will see is commonly referred to as the CLOSE. Do you have any idea as to how many “salespeople” are approaching prospects every day and do not understand the closing procedure and thus walk away with no sales thereby costing their respective employers millions in lost revenue over a period of time? YOU will not have this problem after you consider applying the contents of this book to your business sales effort. Sales objections, or the thought or word, is enough to send chills down the spine of the unprofessional salesperson. However, you, as the Master Entrepreneur salesperson cannot have such a fear as the “fear” referred to here has more to do with ignorance brought about by a lack of knowledge than anything else. You will never fear objections ever again as I will reveal a tried and tested method of how you can make objections work for you instead of against you. 

We will now begin the “dissecting” part of explaining each step as stated above. “Hold onto your hat” so to speak as you are ready to now observe some of the greatest secrets of the selling environment as we go back to sales basics. 
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CHAPTER TWO​

Selling Benefits​​

Back to need satisfaction selling
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A very good friend of mine called me a short while ago and shared with me a challenge which he felt was hindering his sales force and costing him a fortune in lost revenue. Instead of dealing with the matter over the phone we set up a time to meet, away from his office, in order to discuss his challenge as this related to his non-performing sales force. We arranged to meet at a favorite coffee shop close by and he almost immediately (other than the usual handshake of course) started to vent regarding the frustrations which he was experiencing with his sales staff. Apparently, the biggest issue for him being their inability to close the sale and turn company generated sales leads (or any sales lead for that matter) into business. Obviously, as he explained, this lack of production in sales was severely impacting on his “bottom line” with the negative impact being felt on his cash-flow situation. According to him he was paying good money out to salespeople who really had no ability to bring in sales. Sales quotas/targets were set but not being achieved. He had hired a sales manager who, according to Keith (my friend), was more of a sales “damager” and had no ability to identify the cause of the current crisis. I asked Keith if he had done his “due diligence”, as I like to call it, on all sales staff and the sales manager BEFORE employing them. He assured me that he had been very careful to scrutinize all CV’s including that of the sales manager and that he had taken previous advice from me to call a minimum of three contactable references for each new member of the sales team. 

The sales manager, according to Keith, was “top of his class” and his references were impeccable, to the point that when each reference was asked, they would be more than happy to re-employ the sales manager given the opportunity. The situation, I could see, was a cause of great concern and frustration for my friend and I wanted to help. Keith’s sales team had grown from his time as the sole salesperson, being a good entrepreneur understanding that nothing happens without a sale, to twelve team members including the “sales damager”, sorry, I meant the sales manager. We arranged that I would meet with his team as to me this would be the only way to do an assessment as to where things were going wrong. I arrived in the company training room on the day and was impressed with what I saw – a great bunch of people, well-meaning and willing to work with me in finding a permanent solution to the current crisis when it comes to closing the sales deal. From the outward appearance I could not fault what I could see as they were all dressed according to company policy and in a professional manner. I asked each one to introduce themselves to me as though I were a prospect; this was our first meeting and I could not fault them on their professionalism here either and thought that the sales manager (who by now I understood to be Clive) had done a great job in training this into his team – “well done”, I said! So, what was the problem?

When I receive an SOS such as the one which I received from Keith (or any other client concerned) regarding the inability of a sales team to produce, I almost instinctively go to two issues which are, in most cases, a constant when productivity is lost.


	An unprofessional inability (unwillingness/reluctance) to ASK FOR THE ORDER.

	An unprofessional inability to understand the difference between a FEATURE and a BENEFIT.



As Clive was the sales leader and mentor for the company, I asked him to explain his training on both of the two critical phases in the sales process. The answer which I got will explain why so many salespeople struggle with sales and ultimately fail. The same feedback given by Clive will also explain why so many companies are wasting valuable resources when it comes to paying unprofessional, untrained and lazy salespeople who are always on the look-out for a “short-cut” for everything in their lives. Let me tell you, my friend, in sales there are basic skills to be learned and practiced but THERE ARE NO SHORT-CUTS! You either do it right by always ensuring that the basics are done professionally or you lose and a loss in sales will be very costly to you as an entrepreneur and it could very well cost you your business. Big corporates feel the “pinch” on a daily basis and instead of going back to sales basics they hire motivators and gurus who are intent on complicating the sales process which is not necessary in my opinion.

Closing the sale is a simple procedure requiring three things as we have stated in this book and which we will continue to put before you throughout this book. However, should you not follow the simple procedures then you will fail-NO SHORTCUTS! 

Let’s go back to the training room with Clive and his team. I chose three salespeople to role play the exact way which they have been taught to close, and guess what, I saw three different closing techniques none of which were professional or effective at all. I asked Clive how it was possible to get three variations of an ineffective closing procedure and his answer astounded me: “I have never done role play with the team to check the closing procedure as you have”. While the three chosen closers were performing their role play closing techniques, I was recording the entire process with the intention of playing these back to the entire team. The idea was to critique the close in a written structured format which I had passed out to one and all. I was not surprised when not one of the three showed any proficiency at all in effectively closing their own sales manager (acting as a prospective client). They could also not display a clear professional sequence which would lead to an effective close. 

While I could go on and on as to all the negatives which came out of that session on the day I was not there to focus on the negatives, so I had seen enough to help me and my friend Keith to know where his challenges were coming from. In a nutshell they had no concept of the basic sales principal known as need satisfaction selling. In fact, when I asked the question: “Has anyone here heard of an age-old sales principle known as need satisfaction selling?”; the answer which I received back will tell you why professional sales is under sever threat and why companies are wasting good money on lazy and ineffective salespeople. The answer went something like this if I remember correctly: “no, we have never heard of need satisfaction selling so it must be ‘old school’ and we don’t do old school anymore”! Wow! Wow! Wow! I immediately realized who I was dealing with and one word came to my mind namely “arrogance”. However, when I explained to them that the “new school” thought was not working for them they asked me to explain myself. This was the invitation that I had been waiting for and so I made them consider making a commitment to using the principle if it made sense to them, and to my surprise, whether out of desperation and/or failure, I received a positive answer from one and all. You see, what I discovered within a very short space of time was that while other areas of their sales process needed attention, I can tell you as I told them on the day, need satisfaction selling means that you will have to discover the needs and once you have discovered the needs the salesperson would then have to apply the associated benefit but that one could only do this if we understand the difference between a feature and a benefit. The current lack of knowledge regarding the difference between a feature and a benefit was the crux of the challenges faced in the sales department currently under the leadership of Clive. Without this knowledge there was no hope of ever discovering the prospect’s wants/needs. If we do not have the ability to draw out what the prospect’s wants, needs and desires are then there will never be a successful close because the process of need satisfaction selling is just that, discovering the needs and then “covering” these with the benefit of your company’s product or service – a basic and simple principle that will ultimately make the difference between success and failure as an entrepreneur or salesperson. 

My goal is to get you to understand what I am trying to get across to you and that you will see the sense in what I am saying, and this, for the good of your business and future success. Thus, I have dedicated this and the next chapter of this book to help you to understand the process of need satisfaction selling and that understanding the fundamental differences between a feature and a benefit is the secret to making all of this come together for you in a practical and simple way. The professional then will have to grasp the difference between a feature and a benefit, and so, let’s discover the secret that may help you become more professional when dealing with the prospect.

Foundation Statement

The key to your success lies within a process called need satisfaction selling. Being able to identify the needs of a prospective client and finding a way to satisfy those needs is what will determine whether you succeed in the sales process or fail. Contrary to popular opinion (in the mind of the unprofessional only) one cannot satisfy a need by selling the features of doing business with your company. We then also understand that you and I cannot sell our services or products based upon the features of the same alone as sooner or later we must translate the features into tangible benefits as this will satisfy the prospects needs ultimately. As a reminder then, once the prospect has revealed a definite need it is your job and mine, as salespeople to satisfy the need as soon as is possible during the closing presentation-do this professionally and you WILL succeed.

While we will go into more detail during the next chapter, the goal here will be to lay a basic foundation before we move on. We will discuss in simple terms what is meant by a feature and a benefit.

Feature (Basic Rules)

1. The selection of which features to present must be directly related to the needs which were expressed by the buyer.

2. Once you have selected the features of your product and/or service you must then convert these into appropriate benefits.

A feature then will describe the service or product as it will deal with what it IS more than what it DOES. A feature then is a characteristic of what something is and in essence describes what you will be giving to the client. For instance, the following examples depict features offered by a service-related business:


- An on-site control file.

- Anti-theft brackets for air fresheners.

- Color and uniformity of washroom products.

- We only install low-profile bait stations.

- Our Insect Lights Traps have pheromone glue boards.

- We use gel-bait when eliminating Cockroaches.



The goal now after understanding that a feature is clearly what something IS and MUST be to “translate” these into something that DOES. 

Benefit (Basic Rules)

Features must be converted first of all into their relative importance to the prospect or the buyer. In order to do this, you and I must follow the following basic rules:




A benefit will and must describe WHY the service and/or product are important to the prospect.



A benefit always describes what something (a feature)   DOES. It will SOLVE the specific buyer’s expressed want and   need. A benefit will CLEARLY describe the satisfaction   which the prospect will receive. It will most certainly satisfy the buyer’s DOMINANT motivation for wanting to change service providers or to purchase a product.



The Hidden Secret behind the Feature and the Benefit

All I am going to ask you right now is to read with a view to retaining and understanding the subject matter at hand as I can assure you that before you reach the end of the next chapter you and I will be in sync. While I am about to bring in a third component as this relates to features and benefits you must understand that this third component will play no part in changing the definitions already presented, rather, the next component will show you the “how and the why” of the feature and the benefit. 

Net Gain (Basic Rules)

“Net Gain Benefits” are those benefits that the buyer desires, wants and needs and perceives (and has communicated this to you verbally or in writing) are critically important in getting his/her problem solved. Net gain benefits are usually unique to your business, and to you, as they describe the actions that solve the prospect’s needs and wants, and are also clearly what sets you apart from your competitor. Let’s define this just a little more, shall we? A net gain benefit is described as follows:




A net gain, as is perceived by the prospect, represents the difference (or gap) between what the buyer NEEDS and what the buyer GAINS.



The “net difference” then may be the clear and distinguishable difference between your service and/or product and that of your competitor.



A net gain may also be likened to a unique feature which has been translated into a benefit.



A net gain can also be considered a service and/or product which the prospect cannot either do for themselves or obtain elsewhere.



In other words, a net gain benefit is a unique, incremental benefit which the prospect needs and cannot get elsewhere.



The Business Directory.com defines net gain as follows: The overall improvement observed in some measure after all positive and negative influences have been fully accounted for.

The word improvement here helps us to understand what the basic premise of the term net gain must be taken to mean as surely this denotes a way to make the status quo better. The prospect has a challenge and has expressed the same as a need. The simple fact of the matter then is that we need to turn the challenge or need into a benefit and in doing so we have made his or her situation better, and this in itself must denote to a net gain over the status quo. The enhancement then between the status quo and the benefit is determined to be the net gain.

Conclusion

The foundation has now been laid in order for us to continue on in our journey to more fully understand the critical aspects of wants, needs, features, benefits, and then, most importantly, to nurture your ability to understand and to implement and talk net gain benefits to your client. After all, what is the point to our prospects then in making a change to their business and leaving the current supplier if you cannot point out the real reasons for doing so? The real reasons referred to here will make direct reference to the benefits and the net gains between what you are able to offer him/her and what they are receiving from their current supplier. Make sure that gains match the benefit which you are offering, and this coming from the feature of your product and/or services. In order to get to all this though, you will need to discover the needs right up front and NEVER FORGET THESE during the sales and closing phases. The next chapter will continue with most of what we have just discussed; however, you will also see that the contents will help you to cement your thoughts in this regard and to implement in practical terms the “gold nuggets” which you have discovered here.
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CHAPTER THREE​

How to ASK FOR THE ORDER

​Basic $ales closing for success
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Introduction
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Recently I had a very pleasant supplier salesperson in my office (I admire salespeople a great deal; however, I have exceptions as you will see later in the book) as we were looking to add some critical equipment for one of our growing branches. I had received a few proposals/quotations from a few competitor companies with a view to obtaining not only the best price, but more importantly, the ability to service the equipment in time, on time and without any issues regarding a stock of spare parts should the need arise. I was happy with all three of the proposals but decided to call the salespeople in as the pricing was pretty close and so were the other needs which I had. My feeling was that it would come down to planning to go with the most professional salesperson who is able to convince us that they are better suited to provide the necessary after-sales service, meaning the one who listened up front when I clearly outlined our needs with regards to all the aspects of this particular sale. You may not know me (or maybe you do from reading my previous book) but I will more often than not have some of my key personnel sit in on such decisions as “many heads are better than one” they say. 

The salespeople set up the necessary appointment professionally and started to make their final pitches obviously, we thought, with a view to closing the deal.

––––––––
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Salesperson One

We shall name this person Mary. Mary met with at least four of our company representatives (including me) in our boardroom and began her session in the correct manner in my opinion and that was to “break the ice” so that we could all get onto a comfortable level. She was friendly, outgoing and spent quite a bit of time going through her proposal, which I had personally been interested in from the very beginning. However, during the meeting I raised an objection regarding the pricing, she became nervous and stated that she would have to discuss my concerns with her sales manager and get back to me. She could not and did not try to close the deal but promised to come back once she had an answer. Needless to say, I was disappointed as I did not have any time to waste as the decision needed to be made soonest as the site needed the equipment. 

Salesperson Two

Robert sat down and immediately did the guy thing and got onto the weekend’s sporting activities, which included the events at the world cup soccer and the latest golf being played around the world. This went on for more than ten minutes and it seemed to me that we would never get to the point of discussing the matter at hand – my intended purchase of the equipment needed for our branch. However, I was then forced to direct matters and finally got Robert to focus on the proposal and the reason for the meeting. I did not hold his exuberance against him and decided that what he tells us is good and if he asks for the order then we would probably go with his equipment as the brand had a good reputation for being reliable. The first issue which we all faced was that Robert “forgot” the proposal package at his office, so I had our office assistant make him a copy of mine. Once we gave Robert his copy of the proposal, he seemed confused as to the size of the machine which he proposed and felt that it would not meet our needs. I asked him to give us feedback as to what he felt our needs were just so that we were all on the same page. What we all heard from the salesperson this day had very little to do with our needs at all, and in fact, we all concluded that he was mixing us up with some other client whom he was busy with on the sales side. His apparent confusion left him on “the back foot”, embarrassed and visibly shaken. He, too, had to leave in order to sort out the challenges which he had created for himself – another disappointment and we could not get a decision made.

Salesperson Three 

When this third salesperson walked into the boardroom early the next morning, she exuded confidence and professionalism from her manner of dress to her ability to communicate and in her obvious organization. Chantel was a bubbly person but understood the need to get on with things. She had done her homework and had expected the objection on the pricing. Chantel reminded us all of a statement which she had made during previous meetings:” My pricing may not be the lowest but what I will tell you is that our service matches the price”. She then proceeded to show us all why she was considered the best in her industry. By the time that Chantel was done with her presentation we had decided to move ahead with the agreement so that we could get the job done and get the much-needed equipment to our branches across the country.

A week later, at the weekly management meeting, I decided to use the opportunity to discuss and analyze Chantel’s meeting in detail. Obviously, there were more managers present than at the actual meeting with the supplier’s salesperson, but I thought it a good idea to involve everyone, nonetheless. Sam was the Operations Manager present during Chantel’s meeting and was the first to respond to my question: “Why did we buy from her?”

Sam went on to explain that her level of professionalism made him comfortable and her product knowledge set him at ease. The proposed equipment, according to Sam, was “a perfect fit”. John, a man that has been with our company since inception really was also impressed with level of professionalism; however, for John it had more to do with her ability to remind us constantly throughout the meeting that she had listened to our needs and proved that the equipment was a great fit. The point made by John was that he felt the price was quite a bit higher than her competitors, but the fact that Chantel spent a great deal of time outlining the great service support seemed to reduce the actual price without really reducing the price, “if you know what I mean”, he said. I said, “I know exactly what you mean and exclaimed that I had got the same impression and as service support was important to us this proved that she had listened to our major need from the very beginning of our relationship”. When I asked Judy to give her feedback I was astounded at her perceptiveness and ability to clearly state events in fact just as they happened. Judy said: “What I saw was a young woman who looked the part and could play the part right down to the close!” She continued: “It has been a long time since I have been exposed to someone of this caliber in that she was organized and took time to repeat our needs so that she assured us that she had got these down; she also took time to once again clearly distinguish the difference between the features of the machine and the benefits which matched our needs down to the last screw. I absolutely loved the way that she closed the sale once all was said and done. There was nothing left for us to say but let’s go ahead as she had concluded matters so professionally!” John came back and said, “Sorry I want to add something!” I asked him to share, and he was immensely impressed with the fact that she handled our objections like a true professional and did not feel threatened when we raised these, and in fact, she made it clear that we were quite within our right to raise questions [objections] as she is more than willing to give us the additional information as this may be critical to us when making an informed decision”. Wow! John exclaimed. 

All wondered how Chantel had become such a great person to deal with and how she had obtained her level of professionalism in her presentation and the entire selling process. I had no objection in sharing a little secret with them and that was that Chantel and I had known one another for many years and that I had been her sales manager at a company which we both worked at many years ago. I also shared that I knew that we would eventually purchase the equipment from Chantel but that I did not say anything for fear of jeopardizing the play process. Needless to say, Chantel is now in our employ after losing contact for so many years. 

I was then asked to give my assessment and stated three clear actions from Chantel’s entire presentation: She had clearly:

1. Summarized our needs.


2. Summarized the associated benefits related to her equipment and our needs.



3. Closed the sale by asking for the order. 

We will now “dig” for diamonds in doing whatever we can to understand the process as stated above and as was so professionally followed by Chantel. This is the first step in understanding the basics of how simple it is to close the sale. You may think it strange that we would start our journey at the so-called end of the selling cycle, but you will soon see that the close is actually the beginning of it all. 



​HOW TO CLOSE

​STEP ONE SUMMARIZE THE NEEDS

​Definition of needs


A need within our context must be taken to mean a requirement. It may also be deemed to mean within the sales environment a want, a demand by the client who is desperately in need of very specific wants. The customer is desperately trying to tell you and me that he/she currently lacks something, and he/she is asking us if we have the ability and capability of fulfilling these as the current supplier is not or may not be. While the client may not tell you and me this, they are in fact desperate to the point where the need may be so great that they in a sense yearn for, long for and may even crave a solution to their current crisis and they are relying or depending on you and me to fill the gap. In fact, it may be that the need is what we would determine to be a have to have. The need becomes, within the sales environment, essential, a necessity and a prerequisite to a successful conclusion during the closing process. They have a current challenge and need, and YOU have to resolve the same. Collins dictionary describes this state of mind as: “the condition of lacking something”.

It is my personal philosophy, which I have tried and tested over and over again over the years, that should a salesperson be able to uncover the needs at the very beginning of the sales process, and remember these, (writing these down while the client is telling them to you will be a good idea-trust me!) and remind your client of these throughout the selling process then you will have discovered the secret to successful closing. One of the best ways to uncover the client’s needs is to discover the reason that you are sitting in front of your prospect. The idea here is simply to state: “John, thank you for meeting with me today! I am curious, I see that you currently have a service provider which competes against us for the same service so may I ask why you invited me to meet with you today?”

If this is considered the “usual” sales call, and once you have asked this question then simply sit back and allow the prospect to share his/her so called “concerns” with you. The reason I use the term “concern” here is that inevitably the prospect will now begin a process which we all have come to know as VENT or VENTILATE. I thought that Collins Dictionary was spot on with the definition of the term vent: A small opening in something through which fresh air can enter and fumes can be released. I must admit within the context of our discussion I feel, while hilarious if you really think about it, that Collins is absolutely spot-on if you truly understand what some prospects are capable of feeding back to you during this phase of the selling cycle. Collins continues to add humor to my goal here of getting you to understand the importance of allowing the prospect to vent as in the venting process you are going to find the gold nuggets, if you will, called NEEDS. The Dictionary also defines the word and action vent in the following terms: The shaft of a volcano through which lava and gases erupt. My friend, I simply must share this one with you as when we put all of the “definition pieces” together you will understand the humor of it all, and while I’m at it, this will not be the last time you hear me mention this, using humor in the sales process is like a breath of fresh air and you should never be afraid to use humor when appropriate (using humor when you are selling caskets/coffins will probably not be one of those “appropriate moments” which I mentioned earlier). Getting back to my promise of yet another definition think on this one please: The anal opening of a bird or other small animal.

Taking the above definitions into account, I want to share with you some sales moments whereby you will clearly see how these take on a very personal nature and meaning.

I had the opportunity to present my company’s services to a major corporation which had been with one of our biggest national competitors for years. We had tried to gain business from this corporate for a long time but to no avail as they had built loyalty between one another, which was virtually impossible to sever. However, I was called in to do a presentation of our services and set up the boardroom as I was told. My impression was that I was only meeting with the decision maker (you must ALWAYS only deal with decision makers first or you will simply be wasting your time); however, upon my arrival I soon realized that I would be presenting to a boardroom full of the company’s senior executive management team. This was not a problem to me as I know my stuff so to speak and have dealt with boardroom situations before no matter how challenging they became and they most certainly can be very challenging, but I will show you how to deal with this later on in the book.

The management settled into their seats; I was introduced and I politely got up and asked permission to ask my very first question after I spent a minute or so outlining my goals for the presentation. My wanting to start out by asking a question was approved and I then proceeded with: “Ladies and gentlemen, I am aware that you have been dealing with our esteemed competitor for many years and while I most certainly appreciate you agreeing to meet with me today, I am curious as to why I am here?” I want to be honest with you we could all hear a pin drop as they say as the room fell into utter silence. The CEO spoke first and stated: “A straightforward but good question Trevor! I shall let my team share with you why you are here if you don’t mind?” He looked at his team and said one word: “GO!” I am able to report to you that for the next twenty minutes at least I took notes as they spent time in the process called VENT.

The mood was one of frustration and in some instances, I heard anger and all I did was say: “Really! Tell me more!” By this time, I had asked for permission to take notes and had to write very quickly in order to place down all of the areas of discontent. In this case there being (1) poor or non-existent service at some of their branches (2) invoicing frustrations (3) additional price increases which were not authorized (4) the unauthorized use of sub-contractors. There were more areas of discontent, and I encouraged the venting process until I felt that I had them all down and that I understood the prospect’s frustration. I can tell you that when the CEO said the word “go” it was like lighting a keg of dynamite as the shear anger and frustration was most apparent and at times, I thought that I was the target of their frustration. It was like a volcano had built up pressure and it exploded all at once – RIGHT IN FRONT OF ME! I felt the “release of gases” spoken of by Collins and the volcanic gases erupting around and of course, while the bird did not release its “load” on me I most certainly felt that it had as the management team “gave it to me” in no uncertain terms. After all, it was I who had dared to ask such a first question and many would say that I asked for trouble and I would agree; however, how else does one discover the very needs which could add millions on a yearly basis to one’s business? This is how important this first question is as not only do you take some form of abuse (I can assure you) but you also allow the prospect to vent so that you are able to then deal with a more calm personality and while they vent you write. After taking all of the above mentioned “abuse” can you imagine that I asked if I could ask a second question? The CEO looked at his team and said: “Guys, Trevor is a sucker for punishment, isn’t he? Trevor go ahead ask your question”, as he looked at his staff members with a smile on his face.

My next question went something like this: “According to my list, you have mentioned at least twenty-five areas of discontent. May I just say that I shall be reviewing all of these with our staff; however, I am once again curious as to which of these areas that were mentioned could be considered the most important in order for us, as a start, to come out with the top five concerns for my company to target and ensure your satisfaction – your COMPLETE satisfaction will be all that I am after.” I can assure you that they had no problem with arriving at the following five areas of discontent as their most important:


	The current service levels were not matching company expectations.

	Confusion as to who was managing the account.

	Multiple unauthorized price increases throughout the year.

	The unauthorized use of sub-contractors.

	Multiple invoices for workplace services thereby complicating payments leading to late payment penalties being levied.









I HAD WHAT I WANTED! I had the very areas of discontent which has caused them frustration over a number of years which has led to me making the presentation on the day, and now, all I needed was the level of professionalism which would allow me to close the sale whilst throughout the selling cycle reminding them of their areas of discontent (their needs) and attaching my solution (our company and service BENEFITS) to the same. I will have to satisfy their needs (areas of discontent) with the benefits of doing business with my company and this is what is known as NEED SATISFACTION SELLING amongst professional salespeople and Master Entrepreneurs. I continued on with presentation that day and constantly reminded them of their areas of discontent and how I was going to solve them.

My solutions to the above were accepted by the prospect who later became my new profitable client, and after many years now we still maintain a loyal relationship between us all. The only reason that this is that we identified solutions to the prospect’s areas of discontent (as stated above) and have since managed these to the client’s satisfaction to date.




1. The current service levels were not matching company expectations. (Add SLA as a solution)





Benefit to match Need: We proposed matching an SLA (Service Level Agreement) with the client’s needs and expectations to maintain high service levels and both parties would appoint company representatives to meet bi-weekly in order to ensure compliance by both companies.





2. Confusion as to who was managing the account.






Benefit to match Need: We agreed to appoint a Senior Accounts Service Representative who would establish a professional communications protocol and deal with any and all complaints and compliments from the client. We also agreed to have the account file discussed at weekly senior management meetings in order to ensure compliance with the accepted written protocol. 





3. Multiple unauthorized price increases throughout the year.






Benefit to match Need: We agreed to place an additional clause in our contract/s or agreement/s which would limit any price increase to one per year and that annual written notification of such an increase would reach the client no less than thirty (30) days prior to the implementation. 


4. The unauthorized use of sub-contractors.






Benefit to match Need: It was pointed out that our company did not make use of outside contractors to do the work as all work was performed by company staff and the same is stated in the current written legally binding agreements. 




5. Multiple billing/invoices for workplace services thereby complicating payments leading to late payment penalties being levied.





Benefit to match Need: It was pointed out that we were one of only a handful of companies nationwide who are able to perform most workplace services as was required by the prospect, and due to this, all services were performed under one “umbrella”, with one responsible person and all services placed onto one bill/invoice prior to presentation for payment. 

STEP TWO - SUMMARIZE THE BENEFITS

We have seen how important it is to extract the areas of discontent from the prospect – ask the right question, sit back and take notes as the prospect will not hold back particularly if they are frustrated. However, the prospect does not have to be frustrated for you and I to uncover the needs as EVERY prospect has needs, and guess what, sometimes they are able to state these clearly but there are those times that the prospect has to “search” for what he or she is ultimately looking for and what they need and expect in a service provider and/or product. The major reason why you and I are so interested in obtaining the needs is to apply the benefits of our services and/or our products. It stands to reason, and even you must agree, that if there is no reason (benefit) to make a purchase then why do so? The one thing that I will have to make clear at this juncture is that there is a huge difference between a FEATURE and a BENEFIT. While we have studied this difference in the previous chapter, I want to inform you that while the definition is quite simple for both words there are many unprofessional salespeople out there who still do not understand this critical difference:





1. Benefit: what something DOES.




2. Feature: what something IS.






For instance, when buying a house, the agent points out that the house has an amazing fireplace and is set in a marble design. You may ask then is the fireplace, which is set in a beautiful marble design, a feature or a benefit? You must also ask yourself in seeking the answer to your valid question, is the fireplace in this state able to do something for the owner or is it just something that is in the house at present? What will then need to happen in order to make the fireplace do something and in doing so what will it need to do in order to be of some benefit to anyone including the prospect that is currently looking to purchase the home? In the first instance was the fireplace ever mentioned during the identifying needs phase of the selling cycle as an actual need? Who said that the agent was instructed to find a home with a fireplace? However, should the existence of a fireplace within the home be at the instruction of the prospect (identified during the needs analysis stage) then the salesperson will have the added task of “making the fireplace come to life” so to speak. 

The fireplace: something that IS.

The fireplace is thus a feature in its current form if you and I have understood the definition of the term “feature”. However, in order to make sure that you understand the term “feature” let’s define the term further.

Features are prominent and noticeable to us all. It is thus something that we can see and these stare us in the face. For instance, one’s face has certain aspects such as a nose, mouth, lips, forehead, cheeks, eyes, teeth, and if you want to include these as a part of your face then the ears. Other aspects of the face will include zits (if you have any), freckles, skin color, skin tone and facial hair (if you are a male). All these previously mentioned items are what we consider someone’s facial features to be, and in fact, we all refer to these parts as “features” when describing someone – police departments around the globe do the same thing. With this in mind and to give you some practice the face, and its components are to be considered features of a human face. It is what these features do (as they all have a purpose) that add benefit to having them.

Parts of the face: something that IS.

Another way to describe the term “feature” is to state that it represents the characteristics, facets, details, aspects, peculiarity, quality and trait of something which IS. A characteristic then is a distinguishing feature of an object (for the sake of our exercise as things that are not tangible such as a training program for instance will also have features and benefits) having certain attributes, certain aspects, properties and hallmarks. Enough! I think that you now understand that a feature is simply something that IS! A feature then does nothing of its own accord until you and I consider the part as a sum of its whole and turn it into something that DOES which we call a benefit. I cannot tell you the cost to companies when salespeople cannot distinguish between a feature and a benefit. As an entrepreneur, should you wish to become a Master Entrepreneur then you will force yourself to understand the difference as in this understanding you will directly affect your sales closing ratios in the positive and in so doing you will positively affect your ability to create turnover, cash-flow and profit. 

––––––––
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A benefit: something that DOES

The face has a nose, but the nose is not only for the looks as the benefit of having a nose is that you and I are able to smell all kinds of things using this organ and that it also assists in performing a life function called breathing. These aspects then are considered what the nose (a feature) DOES (a benefit). Surely this cannot be that difficult to understand, and yet, dare I suggest that you ask a salesperson or an entrepreneur to describe the differences to you!? I am sure that you will be as surprised as I am on a constant basis as to the enormous lack of ability in this regard. 

The fireplace then as a feature has certain benefits, the biggest one being that when filled with wood and set on fire the fireplace (feature) will give of heat (benefit). The added benefit of a fireplace that actually works is that the heat fills the home and ensures that the family is kept warm during cold days and nights. In some parts of the world a fireplace giving off heat is essential to survival, so the benefit goes on as long as the fireplace DOES. With this in mind I performed a Google word search and while the definition did not say much at all I do agree with the following from Google and feel that the short sentence describing what a benefit is will be sufficient to add value to our discussion: an advantage or profit from something [that does]. Collins states that the definition in their opinion is: something that improves or promotes [our client’s wants and needs]. The term benefit then must also be taken to mean a gain, an asset to something or someone, a convenience to anyone particularly our prospects businesses or those of our clients, it is also beneficial to those who need such a benefit and to profit those people and businesses to whom the appropriate benefit may apply.

We shall touch on features and benefits again a little later on, however, it must be understood that when summarizing the benefits you should clearly state the features and then demonstrate the benefits of the same. As the prospect will not buy features from you as he/she will not have need of these; however, the prospect will most certainly appreciate you understanding his wants (areas of discontentment) and satisfying those with solutions (benefits) that actually work.

During a presentation performed by one company, and after a need analysis was done, the salesperson concluded that they could satisfy the prospect’s needs based upon their wants. They did so as follows: 

Paul, the benefit of having our hygiene service [feature] team come in monthly to perform specialized hygiene services will mean that you will never have to deal with the malodor in your washrooms again [benefit]. We will upgrade your washroom rental products [feature] to where they not only meet international standards, but we will also ensure that you comply with all relevant local and international legislation in this regard [benefit]. Our services [feature] are designed to deal with your problem areas and increase staff morale [benefit]. 

STEP THREE - ASK FOR THE ORDER

Step three is surely the logical conclusion to all of your work to date. Why would one not ask for the decision or order at this point in the selling process or cycle? You would have performed all of the following functions prior to this question being raised meaning that you have done all that was asked of you by the prospect, and more, so surely you deserve to know whether you have approval to start the services or deliver the order? There is only one way to find out – ASK!

––––––––
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	You have uncovered the needs by doing needs analysis.

	A professional presentation of services and/or product was performed.

	The client requested a site survey with a view to preparing formal proposals/quotations.

	The proposals/quotations were then presented to the prospect.
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