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The world of sales and selling has changed. Unless retail and at a store, first meetings and introductions are now done by Video Call & Digital means, instead of face-to-face.

This is great for efficiency, but is it great for client relationships and sales conversions? Is it even good for clients and purchasers?

Many sales departments, companies and sales people have complained that their sales figures have dropped since Video & Digital means have taken over, but have they studied why that is, and what have they done about it?

This book, Digital Selling, helps to highlight key reasons why so many sales fail, as well as uncovering, highlighting and presenting brand new solutions that can really help them succeed.

First started to be written during the Covid Pandemic, with new techniques researched, trailed and successfully tried since, following several years of prior experience using Digital Communications.

This book really could make a difference between a successful pitch online, or a failed pitch online, without even changing your conventional pitch, sales structure or personnel.

So, if you’re a Sales Person looking to improve and succeed, or sales manager wanting the same for your team, or you’re neither of them, instead simply trying to figure out what is going wrong during your Digital Calls, this book is a must read for new ideas that can be implemented, written in helpful ways, to assist you in generating many more of your own.

What is there to lose? Or maybe the question should be, precisely how much could be gained? The answer to the latter, potentially, is a lot.
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The greatest spirit wins all.

It comes to those who deserve it.

It catches those out who do not.

Integrity Wins!
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ON POINT PUBLISHING is an established Publishing Brand with a difference. Commencing Madison Avenue, New York City, 2006 and working with leading brands and communication campaigns ever since, books and material has constantly been commissioned, the most successful now being published.

Specializing across Business, Sales, Communications, Technology & Leadership, techniques and tactics are proven from over 25+Years working with major brands with great successes. There are even Fictional Stories in the pipeline, stories dedicated for movie rights, and lyrics written for Leading DJ's, the same standards invested.

Ferrari, Maserati, Marriott, Sheraton, Carlsberg to name but a few brands, have enjoyed successes from material and campaigns undertaken. Content also supported by Emirati Crown Princes, Managers of Championship Football Clubs, Award Winning Editors, Screenwriters & Music Labels. We champion the best!

We therefore hope you will join us for the journey, being available to Follow across Major Retail Book networks and Social Media Channels. We can then look forward to keeping you posted of new releases, adding positive surprises along the way such as Special Offers & Special Editions.

We’re here to help you be the best you can be.

We’re here to help YOU WIN!!
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It’s soaring, and so could your Sales Figures...

No role-plays, no props, no acting. Just straight forward, 

real-world, real-life advice to help excel your Sales.
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All written content and material in this Book has been designed and produced independently, successfully used in the past and practiced for text, copy, content, material and presentation purposes.

No Artificial Intelligence has been used in production of this Book, but may be used for Copyright source and content violation checks in the future.

All written content and material listed in this Book has been self-designed in isolation and without reference to any others. However, research has been undertaken to help validate these points, especially for retail, purposes.

All content and material has been professionally approved and successfully used, now granted for publication in this Book and Associated Series only, subject to publishing rights and agreements by the Publisher.

Any comparison to other content, material or details referred to or used in the same way is purely co-incidental, this written content and material instead based and written from both personal and independent experience, now produced and made available for sale.

Please view the full Disclaimer for additional details and attributed terms towards the rear of the book. Thank you for your understanding.
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This book has been brought to you by On Point Publishing:
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Feel free to follow on LinkedIn using these links or QR Code below:
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Or on Twitter X @OnPointWin

We’re flying high on Bluesky, along with all major Social Media Channels.
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The world has gone Digital. We’ve known that for some time. Feeling that almost everything we do, even communications between loved ones and decisions of how we spend our spare time, seeming to have Digital elements imposed on them in some way.

For the most part this is welcomed. The ability to message or communicate via text or voice messages without disruption of telephone calls is convenient and considerate. The process of booking a restaurant, cinema tickets, or even ordering a take-out via Smartphone, avoids inconvenience, not to mention telephone waiting times, or travel trips to help collect tickets.

Most of these activities are done in our spare time, or are done to help us enjoy our spare time, being valuable to many people in their otherwise busy lives. Spare time is luxurious, where there is less pressure, and surplus time in itself for doing what you would like to do. However, such Digital processes are also now undertaken in sales, especially for Business to Business (B2B) Sales.

Each example above, whether casual activities or not, are sales. Spending time to book activities outside of pressures of work offers at least two advantages.

The first is that, as mentioned, you probably have the time to do it, saving for any IT connection issues. The second is that, in the most part, what you are booking comes with some form of knowledge, association or satisfying your interests of enjoyment.

Whether you wish to visit a restaurant that you know, or one that’s been recommended to you, there is already some interest and association to make the booking. The same exists for watching a movie at a cinema. You’ll probably know the cinema or the cinema brand that you’ll be visiting, the secondary factor being your interest in the intended film. Similar can be said for using the same take-out example, along with many, if not most, online purchases that people tend to make these days.

However, B2B sales are different. At least in the terms of the first offer.

Employees needing to purchase on behalf of their organization carry greater responsibility. The product or service for sale may be too complex to order online, or the customer requires a bespoke solution. So much so, Buyers still need to speak with people, whether those are Customer Service representatives or sales people of the chosen supplier, and believe it or not, all of this remains a substantial blessing.

For we’ll all recognise the phrase that, “People buy from People”. The product or service can come second, so long as good and trusted customer service is delivered. Debates on price should not be needed if both service and ‘value add’ of a product has been set. This is perfect for any organization, for they know that relationships can be built with clients, conversations can be held, qualification for the intended product planned, all being such great opportunities for making sales.

The only problem these days is that most customers, or still prospects at this stage, don’t actually want to meet with anybody fade-to-face. Why? For all they want to do is talk, and talk by Video.

This is where the complexity starts. For if a Prospect Client, or even current client, wishes to check outline developments, the product, the pricing, the placing or delivery of an order (or anything else typically straightforward), a quick chat online is perfectly fine, helping to liaise with a person direct.

However, if that is all that is required, you would probably find the prospect or client using the telephone, Email, or any other Chat messaging service that an organization has provided for the customer to use.

This doesn’t include client portals, or client account pages online, when the client is often prompted to log-on independently for regular updates aligned to their enquiries.

After all, for many arrangements, there wouldn’t be too much detail. Therefore, the ability to save time for both the client and supplier, facilitated in some way by online portals or telephone calls, especially for ‘quick check’ or enquiry processes, can be priceless. 

Then, it is only when complexities of an order are required, or maybe where checks for the organization itself may be needed, that the aspect of ‘video’ comes into form. Again, these processes may be simple enough for experienced professionals, but not many people realize this is the point where we all start to lose our Superpowers.

This is therefore the point that key line problems start, when prospect customers and current clients are lost. Why? Because these very same people start to rely on these forms of technology for undertaking everything else that they need to do.

Supply firms doctored these requests, making arrangements accordingly for Video Calls, especially as technology grew better and became more advanced.

Some supply and sales firms even started to use Video Calls to help win new meetings, not only saving travel time themselves, but also being an easy fit (and therefore an easy win!) of getting face-to-face with the target customer in some way, all due to less disturbance.

Then Covid-19 came, the global Pandemic, when this call technology started to be used by many people for all purposes. Especially so for sales.

However, organizations across the globe started seeing a decline of sales, performance stats, client conversions, along with reducing performance of Customer Service & KPI metrics.

The secrets of being able to remedy such issues do not always require expensive re-designs of a product or service for sale. Nor does it even require a complex re-organization of Sales or Customer Service personnel. Instead, it simply needs recognition that an organization, Sales or Customer Service department, needs to be aware of Digital Selling, along with all of the risks and threats that it brings.

For Digital Selling is not a looming, existential threat that should be countered for before it arrives, such as the Millennium Bug, because Digital Selling is already here(!).

It arrived for use with some people voluntarily, whilst it was forced onto others due to the Pandemic. Now cementing itself into our working lives, especially from the haunting health crisis that loomed the world for almost 2-years, people needing to rely on Digital Selling technologies to help businesses to survive, it therefore being the only option.

However, despite the benefits to Suppliers and Sellers, as well as to Buyers, there are dramatic threats and expensive risks involved. These threats and risks can affect both sides (Buyers and Sellers), being particularly expensive to Sellers in the first instance.

Instead of what appears to be a perfect, seamless communication tool for many, looms the consequential threats of losing business and damaging relationships, regardless of how experienced people using the technology may be.

This is largely because many people are getting it wrong!

Therefore, when an organization starts to struggle with low sales, or lower conversions, little difference will be made until Digital Selling is mastered, or at the very least, improved. This is regardless of how many changes an organization makes, internally or externally.

This also means that organizations that allow Digital Selling to take place, which at this particular time is a lot, keep getting it wrong overall.

It is for this reason this book has been written, in order to help.

Using tried and tested techniques, some simple, some a little more complex although still simple to execute, this book can help achieve better results for any person or organizations Digital Sales activity.

Providing sales structures and presentation styles are correct in themselves, along with individuals using Digital Sales engage the correct values and Customer Service measures, Digital Selling can be fine-tuned for greater success.

Digital Selling can actually become ‘the’ singular, most valuable commercial format any business can learn to rely on, helping it to thrive. This discipline can help to improve communications with clients, and as mentioned earlier, it helps to save time, reduce travel and general expenses, etc.

However, when it is used wrong, it can also be the singular, most responsible reason for a business to suffer, and ultimately fail.

This is especially so when many people reliant on its technology do not realize that it, in itself, is solely responsible for failures, opposed to the people, sales or customer service processes using it.

This does not even mention THE MOST IMPORTANT ASPECT of a Sales or Customer Service process, that being client and customer relationships.

Believe it or not, Digital Selling puts the ability of forming an early, positive relationship with a client or customer at serious risk. This is therefore all the more reason to respect it, taking time and consideration of learning how to use it properly.

However, what do we really mean by that, and how can that really be done?

Again, that is what this book has been written for, to help.

So, before we go too far, and if you work in sales or customer service, maybe take a pen and notepad, and start jotting down any issues you have noticed that became apparent since you started using Video Call technology for selling.

Where these issues caused by others concerns, or where other matters blamed? Did problems get resolved, or did they get worse? Did you even have to leave a job because of them, due to not being able to hit target, or seeing relationships with clients significantly suffer, or KPI’s (Key Performance Indicators) drop?

Let’s therefore place these issues at the forefront of your mind as we now start to progress, for who knows, some of them, if not all of them, could have been due to using Video Call technology.

Maybe it is too late to help fix those issues now, but we can certainly work to ensure they don’t arise again, putting you in a better position for the future. 

Are you ready?
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Written from Sales & Marketing Excellence expertise from over 25-years, comprising sales and customer service roles with some of the world’s famous brands (comprising the No’s 2 & 3 brands in the world at the time of the author working), Digital Selling has been monitored, used, maintained and excelled.

From the technology first being used dating back to the early ‘noughties’, the prominence of Digital Selling has grown in prominence, but not so has the expertise of using it.

Although there are no guarantees, there is confidence that the straightforward models and measures you are about to learn will help you personally, or the teams that you manage, make fundamental strides towards your sales and customer service performances.

Simple and effective, this book really can make a difference, building confidence across any sales approach, not to mention the personal confidences of Sellers and Customer Service staff involved.

Seeing stats increase from low averages of just 10% & 20%, to frequently way above 50% and more, sales conversions and KPI metrics have really improved by using these simple and straightforward techniques, now presented in this book. 

You are freely invited to follow ON POINT PUBLISHING via its Social Media channels, that provide communication contact methods via direct message and email, the most usual being the Trade & Industry Social Media page on LinkedIn.

We hope you enjoy what we do. We do it for you. This book designed to help YOU acquire new sales and excel your Client & Stakeholder Relationships, brought to market following a universe of experience from many years working across world class brands. There should be no competition, just positive collaboration.

Integrity wins after all!!
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An old mantra from presentation formats and film making is thus, “Tell them what you are going to tell them, tell them, and then tell them again”.

The basis of this mantra is to help people remember key points of what you are going to tell them, all supported by verified findings, advice, or simply best practice from many years working across the field in question.

This book will therefore follow this format, not only from a point of needing to remember key areas of advice, but because many aspects of advice, all varied, link and pin from the same reasons and disciplines.

You may therefore find areas and examples being repeated, not meant in repetition, but helping to demonstrate how you can eradicate various formats of bad habits, all stacking towards better habits, for greater outcomes.

Thank you for your understanding, examples leading by design across Chapters.
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In some industries, Digital Selling can be as high as 92%, with time efficiencies and a reduction of travel costs; benefits appear to suit both sides of Buyers & Sellers.

However, Sellers frequently report less improvement on win rates than face-to-face meetings, or against their executive peers that still conduct face-to-face meetings. Models have been adopted to counter this decline, but very often, it’s the smallest of details that are the most significant.

OEBPS/d2d_images/chapter_title_above.png





OEBPS/d2d_images/chapter_title_corner_decoration_left.png





OEBPS/d2d_images/cover.jpg
ON POINT PUBLISHING;M
JIGITNIRSELUINGE

HOW 0 IMPROVE YOUR GONVERSIONS AND
e BUILD GREATER RELATIONSHIPS ONLINE

Tried, tested, workable solutions
for high-level conversions

% o
FREE DOWNLOABWWATERTAE ],






OEBPS/d2d_images/image012.jpg
Every corner, every angle,
every place...

It's simply about Performance.
Where are you?

Built building world famous brands

G ¥ 0O O Are you in?





OEBPS/d2d_images/chapter_title_corner_decoration_right.png





OEBPS/d2d_images/image011.jpg
ONPOINT





OEBPS/d2d_images/chapter_title_below.png





OEBPS/d2d_images/image015.jpg





OEBPS/d2d_images/image002.png
Bluesky





OEBPS/d2d_images/image000.jpg





OEBPS/d2d_images/image006.jpg





OEBPS/d2d_images/image003.png
ake Your Sales 1@

Storytelling in Sales

AREAL AND PRACTICAL GUIDE

Warm clionts with
effoctive Stories.






OEBPS/d2d_images/image009.png





OEBPS/d2d_images/scene_break.png





OEBPS/d2d_images/image008.jpg
ONPOINT





