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Introduction:



What You Can Expect to Gain from This Book


You won’t win every potential sales opportunity. Even the highest-income-earning sales professionals in your industry walk away empty-handed at times. It’s simply the nature of the business. Once you readily admit that, you’ll stop looking for the magic bullet for closing every sale. Then you’ll be in the right frame of mind to learn strategies that can help you win more sales than ever before—including those where the buyer says no, not once but multiple times.


Selling is a game—a sport—where the players prepare, do the best possible job they know how to do in the field, and take home the trophy of a closed transaction frequently enough to satisfy their drives for success and desires for accomplishment. However, when people don’t win often enough, they leave the field of selling—some battered and broken. The truth is that selling can be a brutal sport when you take it on without knowing the rules and nuances of the game.


The goal of this book is to help you sell victoriously more often than you do now. On the one hand, these pages will delve deeply into the nuances of presenting products and services to potential clients. On the other hand, you’ll discover how to quickly step away from the game in order to keep your mental bearings in the sales process—and then never lose control of a selling situation again.


In short, this is a book of strategy. You’ll learn how to use a sales compass that’s called the Circle of Persuasion. With it, at any given moment during the sales process, you’ll be clear about the next step you need to take to stay on the path to a closed transaction. You’ll also be able to make the right choice when a buyer presents you with the inevitable—and often unexpected—fork in the road to a closed sale.


This book will not cover where and how to find new business or how to gain confirmed meetings with buyers. It won’t provide you with any follow-up strategies, either. It is totally focused on the actual sales presentation, from the moment you begin to establish rapport to when your buyer gives you the final yes.


Always know that there can be any number of reasons why buyers initially say no to your offering. What you do when you hear them say it will make a world of difference in your level of success. In fact, when you learn how to use the strategies in this book, you’ll actually look forward to hearing the word no, not just once but several times in the selling process, because you’ll know exactly what each no means and what you should do or say next.


Too often, salespeople allow selling situations to become uncomfortable when a buyer is resistant or hesitant. They start to feel rejected or defeated. They mentally pack away their sales materials and start thinking about the next appointment. Unfortunately, those defeatist thoughts and feelings show in their demeanor and attitude, and the entire sales process comes to a screeching halt. The average salesperson ends up leaving those selling situations with his head down and his tail between his legs, after making a farewell request to the buyer for permission to stay in touch.


“Keeping in touch” is certainly better than being told never to contact the buyer again. However, just imagine how the average salesperson’s life would be different if, when he heard the buyer say no, he employed tactics to build a bridge straight back into the sale and another opportunity to ask for the business—with no uncomfortable pauses, no pushy or aggressive moves, no manipulative maneuvers. It can be done.


The answer lies in these pages. It’s been proven successful by thousands of sales professionals who have already learned and employed the strategies here, and it all starts with the Circle of Persuasion.


In fact, the sales process can and should continue after the buyer initially says no. And it quite often leads to yet another no. However, when properly handled, even a half-dozen nos from a potential client can be redirected and converted to a yes without causing harm to the relationship that’s being forged.


When you learn how to properly reengage a potential client after the initial no, you’ll gain real confidence, and that confidence will show in your demeanor—winning over more clients than you have been doing thus far in your career.


This is not a book about theory. It is an instruction manual. Read these pages with a highlighter, notebook, and pen. Give serious thought to how you can incorporate these strategies into your daily selling scenarios. Practice the nuances contained here and then reap the rewards of a prosperous and fulfilling sales career.


Tom Hopkins


Ben Katt


Fall 2013
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The Buyer Says No















1. The Buyer Said No







“Well, Jim, that new equipment you showed me sure is nice, but unfortunately I’m just going to have to say no.”


“We appreciate all the information you’ve shared with us, Mary, but we’re not going to do this right now.”







Those are typical words and phrases salespeople hear all day long, every selling day. For average salespeople those words signal defeat. The gut reaction experienced when hearing them is an immediate one of failure and rejection—something salespeople go through on a regular basis.


In fact, since rejections are so common, it’s a wonder that so few salespeople anticipate hearing them and prepare to deflect the negative feelings they can create. Most salespeople just accept those words and the feelings they generate as part of the selling game.


How often you hear the words and phrases above will depend on your abilities and skills as a salesperson. But what you do and say after hearing them will make a world of difference in your closing ratio and in your personal bottom line.


GETTING TO “YES”


This is a book about yes. But the starting point is no.


The truth of the matter in selling is that very few buyers will say yes the first time they’re asked to own a product or service. Yet, the irony is that most salespeople are willing to give up and accept rejection after hearing that first no.


Think about how you feel, what you do, and what you say now when you read the words at the beginning of this chapter.




• Do you feel the physical effect of disappointment? It’s that sinking, let-down feeling. It can be a tired feeling as your formerly pumped-up selling emotions trickle down the drain.


• Do you mentally stop closing and simply move into “Let’s keep in touch” mode, where you decide what to leave behind and what to pack away, then focus on your next meeting?


• Do you say, That’s okay, I understand, or I’ll touch back just in case you change your mind?





That’s how average salespeople respond. So the first question is, do you want to be average—or do you want to encourage yourself to become better than that?


TWO KEY POINTS TO BEAR IN MIND


The first point of this book is to convince you not to give up on the sale too soon. There’s still a whole lot of selling left to do after you hear the word no.


The truth is most nos are not dead ends but simply forks in the road. As a sales professional, your job is to be well prepared to switch from your intended path to the sale to a new path that your buyer may choose for you. You must be flexible enough to keep the process moving toward your original destination. In short, the goal remains the same even though the route may change.


Think of the first no you hear (and possibly the first few nos) as nothing more than a potential detour. Believe that there’s still a way to make the sale and that your well-trained mind will quickly seek out alternative routes or approaches—especially after you finish studying this book.


Typical buyers will say no as many as five times before saying yes to owning a product or service. Many salespeople, when they hear that statistic, think it means that to become a top salesperson, one must keep badgering buyers with the same information until they finally cave in.


In a supersimplified form, they imagine a conversation that goes something like this:




Salesperson: “Would you like to buy?”


Buyer: “No.”


Salesperson: “Are you sure? It’s a really good deal.”


Buyer: “No.”


Salesperson: “We both know you have a need for it. And you told me you have room in your budget.”


Buyer: “No.”


Salesperson: “You can count on us to deliver what we promise. We advertise on all the major TV networks and have been around for one hundred years.”


Buyer: “No.”


Salesperson: “It includes free shipping and your choice of colors.”


Buyer: “No.”


Salesperson: “At this price, they won’t last long. Now is the best time to buy.”


Buyer: “Well… maybe I’ll go ahead.”





This perception of selling situations explains why many salespeople shy away from persisting in their persuasion efforts when they first hear the word no. They don’t want to be rude or aggressive, but they just don’t know where to go with the conversation once the buyer says no.


The second point of this book is to help you understand that the successful persistence demonstrated by top performers doesn’t involve rote repetitions of the same information.


Each no has a different meaning. Thus, each type of no requires a different approach.


Top-producing salespeople explore each sales scenario from all angles, testing each possibility until they find a win-win combination that works for the buyer and their company, or… they exhaust all the possibilities and leave the sales appointment with the satisfaction that they truly offered the buyer all the options available to meet her needs.


Their type of conversation is more likely to sound something like this:




Salesperson: “Would you like to buy?”


Buyer: “No.”


Salesperson: “You mentioned earlier that you were concerned about taking delivery before your busy season begins. If we could guarantee that you will receive the product before then, would that make it easier for you to move forward today?”


Buyer: “Well, that would help, but I think we’ll still hold off.” (No)


Salesperson: “You also showed interest in customizing our deluxe model to meet your specific needs. If I confirm in writing that we can deliver that customization, would you agree that added value would pay for itself during your busy season?”


Buyer: “Um, it probably would, but I’m not sure our people have the ability to maximize the features on your product.” (No)


Salesperson: “I am so glad you brought that up. With the deluxe model, we include free video tutorials plus one year of online support. And I will personally meet with your team after delivery to address any issues that might arise. Do you feel that is adequate support to get your team up to speed?”


Buyer: “Probably so… we just don’t have it in the budget this year.” (No)


Salesperson: “Funding is an important consideration. If we could work with you on a schedule for the investment, would that make a difference? For example, what if we were able to spread the investment out over time? What amount would you feel comfortable with as an initial investment?”


Buyer: “Hmm… I don’t know. Let me think about it.” (No)


Salesperson: “I understand. An important decision like this deserves some thought. Mr. Buyer, you’ve shown interest in the benefits of this product during our time together. You’ve mentioned how this product would increase your profits during your busy season by doing more [state the benefit] and [state the benefit]. What would need to happen for you to feel comfortable with moving ahead toward gaining those benefits today?”


Buyer: (Extended silence) “I guess I could put a down payment on the company credit card…”





Five nos and a yes. Do you see the difference in tone between the two dialogues? In the second dialogue, each no was, in fact, not a dead end. Each no was actually a step closer to a yes, because the salesperson explored another dynamic required by the buyer to say yes today.


This is a book about yes—about closing more sales when you are confident your product will fulfill the buyer’s needs. No is being explored in this first chapter, because that is the pivotal point in the sales presentation where the salesperson either continues on toward a yes—or simply gives up and ends the sales appointment.



The word no is a guidepost—not a stop sign!


If you let your spirits sag at the first no, it’ll show in your demeanor. One of the most important truths about persuasion is that you keep few secrets from your buyers. In other words,




• If you don’t like sales, your buyers will know it.


• If you don’t believe in the value of your product or service, your buyers will know it.


• If you don’t like something about your buyers, they will know it.





If you have indeed given up on the sale, your buyer will sense that you’ve given up. If someone asked the buyer later how he knew you had given up on the sale, he probably couldn’t say why. But the reason is that you nonverbally and subtly communicated that message to your buyer through your facial expressions, posture, and gestures. That—and starting to pack up your presentation materials!


As a result of your nonverbal communication, your buyer loses interest. Why would a buyer lose interest when you give up on a sale? Buyers like to buy from confident people. Confident salespeople continue exploring all the options after they hear the word no. That negative word doesn’t faze them at all.


Besides, if you no longer believe you can make this sale, you are, in essence, saying your product or service is not the best for your buyer. You’ll soon be on your way to meet with other potential clients, with nothing to show for your time spent with the buyer who might have made a purchase if you hadn’t given up. In other words, when you give up, all you’ve accomplished is to warm these buyers up to making a purchase from the next salesperson who comes along.


Handling no is not a test of wills where you have to steel yourself to accept the nos in selling as challenges to be endured. Effectively handling no is a matter of preparation, perspective, and attitude. Top sales professionals rise to meet the challenges that accompany each no and keep potential sales alive.






If nos weren’t a natural part of the selling process, there would be no need for salespeople.








EXPAND THE POSSIBILITIES


Why don’t more salespeople follow a line of questioning like the one illustrated in the second dialogue above? One reason is that many salespeople are not aware of the full range of actions they can take when buyers say no. This book will teach you how to expand the number of possibilities you have at your command.


What is the result of having a full box of sales tools to employ when buyers say no?




1. You will be more relaxed and satisfied with your selling career.


2. Your buyers will like you more. And that’s vitally important.





As you will learn in chapter 6, the deeper the rapport you maintain with your buyers, the more they will trust what you say and the longer they will continue to explore the possibilities of buying from you after they initially “pass” on your product or service.


Here’s a simple example of continuing the sale after hearing no that you’ve probably encountered hundreds of times: Imagine you’re in a restaurant. As the server starts to clear away your dinner dishes, he asks if you’ve saved room for dessert. Reflexively, you say No, thank you, don’t you? A good server won’t let that be your final answer. He’ll smile and go on to describe in great detail the freshly baked apple pie with the superflaky crust, the ice cream sundae with strawberries that were picked just this morning, and the seven-layer Belgian chocolate cake with cream cheese icing.


What has he accomplished? He’s kept your attention and kept your interest alive. Then he’ll ask which would be your preference if you were going to have dessert.


Since his descriptions allowed you to mentally experience each of those desserts in your mind’s eye (and possibly got your taste buds activated), you might ask how large a serving of the cake is. When you do, you’ve given the server an opportunity to expand upon the details, clarify your interests, and probably increase his tip, because you will start to think about sharing a dessert with someone else at your table although initially you were thinking that you had no room for dessert at all. You just want a “taste.” You begin to rationalize digging into that dessert. The opportunity for the server to make a sale is still alive. He’s more than ready and willing to present you with the dessert you’ve indicated would be your preference and to close that sale.


Hard to believe, but the concepts in this book really are that simple.


When you master the strategies of what to do and what to say when your buyer says no, you’ll keep more of your opportunities to sell alive. And you’ll complete the sale with a strong percentage of those opportunities while the average salespeople of the world will have given up and headed out the door.






CHAPTER 1 KEY POINTS


• What you do and say after hearing no will make a world of difference in your closing ratio and in your personal bottom line.


• Few buyers will say yes the first time they’re asked to own a product or service.


• Most nos are not dead ends but simply forks in the road.


• Typical buyers will say no as many as five times before saying yes to owning a product or service.


• Each no has a different meaning. Thus, each requires a different approach.


• If you let your spirits sag at the first no, it’ll show in your demeanor.


• When you give up, all you’ve accomplished is to warm the buyer up to making a purchase from the next salesperson who comes along.





















2. What No Really Means



No is one of the most powerful words in all the languages on the planet. It is the catalyst for hundreds of emotional reactions. It can make or break not only a sale, but a person’s day, month, or year, as well as having a major impact on her life as a whole.


Here are just a few examples of the emotions people might experience depending on the meaning of the word no.




Relief: No, you do not have cancer.


Exhilaration: No, you did not fail the licensing exam this time.


Sadness: No, we won’t be together for the holidays.


Happiness: No, we don’t have to move away from the family in order for me to take that better job.





Depending on the situation, some people experience tremendous fear when hearing it. In fact, the anticipation of hearing the word no can create so much anxiety in people that it can be harmful to their physical and mental health.


Fear is an especially strong reaction for those who are relatively new to the field of sales. Not knowing how to handle no in a selling situation keeps many salespeople from ever achieving greatness in their careers. For that reason alone, it’s critically important to learn to anticipate hearing it as early in your career as possible. Then, you can prepare for what happens after the no.


Through education and preparation, you will learn how to turn nos into continuations of the sales process whether it’s the sale of:




• a time to meet with potential clients,


• yourself, your company, your brand,


• your actual product or service, or


• getting clients to give you referrals.





Potential clients will respond to your requests in one of three ways most of the time: Yes, No, or Maybe. In selling, a maybe is to be treated as if it’s a no until it can be turned into a definite yes. And a yes isn’t truly a sale until buyers actually take the action step of:




1. giving you a check,


2. approving a credit card transaction, or


3. providing an authorization on a purchase order.





In other words, the buyer must take action in order for a sale to be completed.




Note: If your type of product sale requires multiple visits, the action you may need the buyer to take would be to confirm the next step in the sales process—possibly your next visit.





YES, NO, OR MAYBE


Can you think of any other responses? There are hundreds of variations of how buyers give those three answers, but those are the three basic responses you will hear when you ask buyers to take action. So if those are the only three responses, why would a salesperson become discouraged when hearing no? Certainly, it’s more fun and profitable when buyers say yes right away, but if every buyer said yes right away, wouldn’t companies simply hire order takers instead of salespeople?


As a salesperson, your job is a lot more complex than presenting products and taking orders. Your job is to act as both a detective and a consultant. The detective in you searches for clues as to what buyers really want to own. The consultant in you then guides them to reaching the same conclusion you did after understanding their needs—that your product is the right solution for them.


Here is a question for you to consider: why would anyone agree to meet with you and spend the time to listen to your presentation if they weren’t interested in the benefits of owning your product or service? Do you listen to presentations from salespeople about products and services that you have no interest in? Of course you don’t.


It’s time to rethink the meaning of no.


RETHINKING THE MEANING OF “NO”


In the English language, the word no can carry many shades of meaning. It would be a financially costly mistake for you to assume that the meaning your buyers assign to the word no is the same as the meaning you assign to it. Some of the possible meanings of no are as follows:


1. Lingering questions: In sales, the word no very often means that the buyer hasn’t had all of her questions or concerns addressed yet. Perhaps she’s confused about how your product compares to the competition’s. That’s a challenge you must be prepared to address.


A confused mind says no. It’s an instinctive, protective device of the human psyche. If the buyer doesn’t see a clear way to go with regard to your product, he’ll tend to put off making any kind of decision.


2. Inadequate explanation of benefits: If you’ve done your job of qualifying your buyer and are confident that your product will indeed serve her needs well, a no just means you haven’t completed the client education process that’s inherent in selling.


If this is the case, not providing enough information isn’t necessarily a flaw in your presentation. Different buyers need different amounts of information delivered in different ways before considering a decision. Generally speaking, it’s better to give too little information and have buyers ask for more (in this case, by saying no) than to give too much information and lose buyers on the basis of information overload or boredom.


Trust your instincts during your presentations and close when you feel the buyer has enough information to make an educated decision. If the buyer consistently asks for more information after your initial closing attempt, then it is time to make an adjustment in your presentation.


3. Additional discovery is required: A no may mean that you need to investigate further to determine what aspect of your presentation wasn’t clear. Remember, a confused mind says no. Chapter 9 covers ways to be more direct and persuasive during your presentations.


4. A misstep in qualification: You may need to go back to the qualifying or needs-identification step in the sales process to be certain you are presenting the right product for the buyer’s situation. This scenario may be due to your missing something when you were identifying needs earlier in the sales appointment. It also may be due to a buyer being unclear as to her true needs.


Because your presentation was effective in educating the buyer on what you incorrectly understood to be the appropriate product or service, the buyer may say no to your initial offering. The buyer may not be aware that you carry another product that will meet her newly-realized needs. Only with further conversation can you discover this epiphany and then present the better product.


5. Unrevealed questions/objections: Perhaps the buyer hasn’t told you everything yet about his circumstances as to needs and his ability to afford what you’re offering. What? Don’t buyers tell you everything up front that you need to know to offer a win-win opportunity and close the sale?


Sometimes this is merely an issue of trust. One of the most powerful times to build trust is after a buyer says no. As mentioned above, buyers are often unaware of their real objections and questions until they start to become educated about the products and services that provide solutions. Or, perhaps they like the product but not the financial terms you’re offering. The point is that by using the proper selling skills, tools, and strategies in the correct manner, you can continue to move the sale forward despite initial reluctance from the buyer.


6. Timing: The buyer’s no may just be a way of slowing the sales process down. It may mean “No, not right now.” Good timing is important when you make purchases, so why wouldn’t it be important to your buyers? By discussing options in timing, you may discover a time frame that is quite agreeable to your buyers even if it isn’t today.


If you believe your buyers are saying “No, not right now,” it may be because they thought of going ahead at a future date (or they could just be procrastinators). Your job is to find out when is the best time for them to become truly engaged, and determine if you can do anything to help them take advantage of your offer sooner rather than later.


You may say, “I understand you’re hesitant, Sue. When do you think you’d like to start having greater peace of mind by owning a life insurance policy?” Or, “Sue, based on all the benefits we’ve discussed here tonight, when do you think you would want to take advantage of this program?” Sue may have a large bill due this week, or she may have a reimbursement check coming that she plans to use for this investment. The point is, you can’t move the sale forward until you know what is truly holding her back.


7. Features: Their no may mean “No, not that size or color.” When hearing those types of nos, well-trained salespeople will reflexively ask questions to clarify what the potential clients mean. You might say something like this: “I hear what you’re saying, Bob. To help me understand a little bit better, what would I have to say or do to help you start taking advantage of the benefits of this new equipment that you seem to like so much?” Bob might jokingly come back with “You could tell me it’s free.” Then you know that the money is likely the issue. You then keep the sale moving forward by working on financial solutions for Bob.


8. “No, not you”: With some buyers, the no you hear could even mean “No, not you.” Please realize that with some product sales the buyers aren’t just buying the product—they’re buying future involvement with you. In many cases, the salesperson becomes the key connection between buyers and the company, and the buyers may just not have been “sold” on you. They may not feel comfortable with your ability to serve their needs. You always have to demonstrate your own level of competence as well as your product’s benefits.


Remember, people prefer to do business with people they like. It’s important to help the buyer like you and trust you so he’ll listen to what you have to say, take your advice, and want to be involved with you in a long-term business relationship.


There are many reasons that potential clients may say no, but lack of interest is probably not one of them. Disinterested people won’t waste their time meeting with salespeople and listening to presentations. So, when you have a buyer’s attention, it’s because she’s truly interested in knowing if you, your company, and your product can resolve an issue or challenge she’s having. Once again, the job falls to you to identify or discover what her needs and expectations are as they relate to your product or service.


You are the only one who can ultimately determine what each no means in every selling situation. You do that by keeping the conversation alive through the use of precisely crafted questions. By mining the information you need to know in order to determine if and how you can help the buyers, you’ll close more sales that previously would have gone by the wayside.


YOUR REAL JOB


Let’s get to the heart of the issue. Many salespeople think they are paid to give sales presentations. They mistakenly believe that the presentation is the single most important aspect of selling, and as a result they put all of their time and attention into giving it. They believe that with a little bit of small talk and one memorized way of presenting their product, they can build a sales career.


Granted, giving a good presentation is critical. But it’s only one aspect of the sales process, and it needs to be flexible depending on the needs of the buyers. Unfortunately, few salespeople understand that showing off what their products can do is not really selling.


Presenting and then expecting the buyers to whip out their checkbooks, credit cards, or purchase orders has a name in the sales industry. It’s called “wait-and-see selling.” Salespeople who rely on that type of selling work harder and earn less money than those who are willing to invest time in developing their skills in the other steps of the sales process.


Wait-and-see selling does not address the unique needs of each buyer. Instead, it leaves the buyer feeling like she is hearing a stereotypical sales pitch. The salesperson throws the information at her. The buyer has to catch it and then sort it out to determine what’s relevant to her. It’s no wonder that so many buyers are resistant to sales efforts.


Those same unprepared salespeople give the reins of the sale to the buyer by never asking questions, never getting to know the individual buyer’s needs, wants, fears, and desires. That’s counterproductive.


In selling, the person asking the questions controls—and leads—the sale.


If the buyer takes the lead by asking questions, he could drag the topic all over the place. Salespeople will have a tough time knowing where they are in the sales process and whether or not they have imparted important product information. They may never get an opportunity to summarize and properly ask for the order. In short, they’ve lost control. The whole idea behind proper and effective selling skills training is to give salespeople the tools they need to control and to direct the sale—saving their time and the time of their potential clients and accomplishing more of what they intend to do.


It’s okay if your buyer is most interested in the presentation part of the sales process—if he considers it to be the main show. It should feel that way to him. It’s a show you’ve designed and built just for him based on your preparation, the establishment of rapport, and your qualifying and discovery questions. Your job is to present the right solution, not a one-size-fits-all solution. Your custom solution will persuade your buyer that your product is the right answer for his particular wants, needs, and desires. It will provide your buyer with the information he needs to make wise buying decisions.


Effective presentation skills increase the probability of your buyer taking immediate action. That’s because a clear presentation leads to understanding, but it’s far from being the main show.


THE MAIN SHOW


If the presentation is the center of attention for the buyers, the main show for the salesperson is the close. Here’s what you do during the close:




1. summarize their challenge,


2. review the benefits your solution provides, and


3. ask the buyer to take immediate action in order to own your offering.







Note: During this process, there may be some negotiation as to terms, type of investment, delivery date, and location.





The close is the main show, because the close is a time of decision. Salespeople are paid to persuade buyers to take action.


The presentation provided the information in a persuasive manner that led the buyer to the point of decision. The close includes those uncomfortable moments of uncertainty when the buyer balances precariously between action and inaction. Part of your service to the buyer is to guide her through those emotional and mental aspects of decision making, leading her to a conclusion that makes sense for her and for your company.


Most of the anxiety salespeople have during the sales appointment revolves around this step of the sales process. It’s when you are most likely to hear the word no. The closing step in the sales process is covered in great depth in chapter 10.


WHEN “NO” REALLY MEANS “NO SALE”


On those occasions when the no you hear is truly a final one, the truth is, you still have a sale to make. This new sale is to win the opportunity to stay in touch with these folks. You may need to say something like this: “Sue, since you need to get some other things taken care of before taking advantage of the benefits of my product, I’d suggest we arrange a date and time to reconnect. You were talking about a two-month time frame. So what would be best for you—to meet again on a Wednesday evening at 7 p.m., like we did tonight? Or would you prefer to meet on a Thursday evening, which was our other option for this week?” Your goal, once again, is to keep the opportunity for the sale moving forward. Getting a commitment to revisit a potential client whose no means not now does just that.


Even in situations where a potential buyer is not going ahead but has stated that he likes your product, you can still ask for referrals. Just because he isn’t in a position to purchase your product doesn’t mean he doesn’t know someone else who is. If he really does like what you’re selling, he’ll be open to suggesting it to others who might have a similar need and be more likely to make a purchase now. How to go about getting those types of referrals is the topic of chapter 18.



YOUR ATTITUDE ABOUT REAL NOS


Since self-motivation is the only real motivation there is, you have to decide how you’re going to handle those real nos mentally and emotionally. Some trainers will tell you to never end the day on a “no sale”—to always make at least one more call after a “no sale.” You have to decide what will work for you. It’s important to find a way to reenergize yourself before tackling the next sales opportunity.


This is all part of your preplanning for presentations. Decide in advance how you’ll react if you don’t get the sale. In other words, don’t let it be a shock to your system.


Remember, there are only three basic answers that potential clients will give you: “Yes,” “No,” or “Maybe.”


Prepare as much as you possibly can, but also know that there may be factors you’re not aware of in advance that could negatively impact the sale. If you don’t build a system for yourself to handle failure and rejection in sales, you’ll quit before you can make enough presentations to enjoy the lifestyle of the top selling pros.


One formula for handling the word no is to relate it to a yes or a closed sale. Using your own closing ratio, figure out how many contacts it takes you on average to make one sale. Then, consider how much you personally earn on average per sale.


For example, if you close one out of every five contacts, that means with those five contacts you would hear one yes and four nos. If you earn $1,000 per sale, each of those four nos you need to face gets you one step closer to that $1,000. Therefore, you can think of each “no sale” as having a value of $250.


The formula looks like this:




1 Closed Sale = $1,000


5 Qualified Contacts = 1 Closed Sale


1 Yes and 4 Nos


Thus, each No = $250





This strategy assumes that your intentions and actions during each contact are to get a yes. You know that you will not get a yes at every sales appointment, but you also recognize that you could get a sale at any sales appointment. Based on that assumption, this strategy helps you maintain your focus on your activity level.


Get those four nos, and you’ll be reaching for that $1,000 yes next. When you hear a definite no, you can then mentally say, Thanks for the $250, or whatever your particular dollar amount is. You then move on to your next sales opportunity feeling confident about being closer to a closed sale. This is a little mental game that will add more fun—and comfort—to your selling days.


SELLING AS A GAME


Think of selling as a game. It’s a game based on strategy, training, and skill, just like any other game. Perhaps you are a sports fan. You enjoy the excitement and thrill of watching your favorite team as the game unfolds. How your favorite players respond to the unknown conditions and actions of the opposing team creates the entertainment that sports fans all over the world enjoy. It’s parallel to the sport of selling.


Consider the notion that human persuasion is the ultimate sport. Each buyer is different. Each has:




1. a different starting point,


2. a different personality,


3. a different amount of money, and


4. different timing.





Yet in every sales appointment, common principles of persuasion apply. That means there is enough variety yet familiarity in each sales appointment to make every sales call an adventure in persuasion.


Your expertise about your product, your company, and your industry allows you to be of service to others. Part of the service you offer is helping your buyers explore all the options available to meet their needs, both before and after they say no. That is a service to be proud of and to be excited about.


The next chapter covers the various models for the sales process and introduces a foundational strategy for keeping the sale moving forward after buyers say no.






CHAPTER 2 KEY POINTS


• In selling, a maybe is to be treated like a no until it can be turned into a definite yes.


• A confused mind will always say no.


• It’s better to give too little information and have buyers ask for more than to give too much information and lose buyers from information overload or boredom.


• If buyers consistently ask for more information after your initial closing attempt, then it is time to make an adjustment in your presentation.


• The buyer’s no might mean “No, not right now.”


• You always have to demonstrate your own level of competence as well as your product’s benefits.


• In selling, the person asking the questions controls and leads the sale.


• Salespeople are paid to persuade buyers to take action.


• Even in situations where a potential buyer is not going ahead but has stated that he likes your product, you can still ask for referrals.





















3. Lost in the Sale



The biggest pitfall most salespeople face is becoming lost in the sale. They follow the sales presentation or process they’ve memorized and have rehearsed very well. The sales presentation is finished. The potential client’s questions and concerns have been addressed.


But then, the crucial part is upon the salesperson. It’s time to actually close the sale. And unfortunately, sometimes the salesperson may not be confident about how to make a smooth transition to asking for the business. Average salespeople resort to dialogue that generates one-word answers rather than drawing out buyers to ensure they’re ready to make a decision. Their dialogue might sound like this:




Salesperson: “Do you have any other questions?”


Buyer: “Nope.”


Salesperson: “Does what we discussed today make sense to you?”


Buyer: “Yes.”





Typical buyers do not say, “Jim, I think this is a great solution for my company. Let’s do the paperwork so I can give you my purchase order number and get the delivery scheduled.” They wait for the salesperson to orchestrate what happens next.


After all, thus far in the meeting, the salesperson has been in charge—asking questions, demonstrating the product, and responding to concerns. The fact that it’s time to make a buying decision may not even occur to the buyer to be the next natural step in the sales process. He is waiting for direction. And average salespeople may not be sure how to direct that next step without the risk of turning off buyers. The result can be an awkward situation during which the buyer’s feelings of confidence in the salesperson and the product can wither and die.


Does this scenario sound familiar? This is called being lost in the sale. It occurs when salespeople have adopted and followed a linear model of persuasion.


THE LINEAR MODEL OF PERSUASION


The linear model of persuasion looks like this:




Build Rapport → Present Solutions → Answer Questions





Many salespeople show up at meetings with potential clients, initiate some small talk, make a presentation, and answer questions. Then they default to wait-and-see selling as to what buyers do next rather than continuing to control the selling situation with a smooth transition into closing the sale. This linear model of persuasion can be a one-way road to becoming lost in the sale.


Once lost, many salespeople assume that if they keep repeating the reasons to buy and keep repeating them fervently enough, the buyer will eventually say yes.


Their thinking is this: Whenever buyers hesitate to take action, just keep selling, pushing, and prodding until they buy. Not only is that not the way to sell professionally, it doesn’t sound like a fun way to fill your working hours each week, does it?


Then why do so many salespeople follow this model of persuasion?


1. Because it’s the only one they have ever been taught. They don’t realize they have a choice in how to approach their persuasion efforts.


2. The linear model works… sometimes. If you see enough people, most any plan will work sometimes. But in the long run, using this linear model can be costly. It can leave a lot of sales on the table plus annoy some potential clients in the process.


The linear model of persuasion helps salespeople get through the first few steps in the sales process, but in truth, it’s not complete. That linear model contains two particular flaws.


1. It does not give the salesperson a way to track where they are throughout the entire sales process.


2. It is insufficient for working with buyers who do not follow the script and say yes at the end of the presentation or after their questions have been answered.


Most salespeople know whether they are off to a good start or a cold start right at the beginning of the sales call. They can tell if the buyers are warming up to them and if a level of comfort is being established. Also, most salespeople can gauge how well they are doing during the sales presentation. They know if the buyer is engaged in the presentation. They can tell if the buyer understands and agrees with what is being presented. Even during the question-and-answer stage, most salespeople can tell if the buyer is receiving their answers in a positive manner.


The primary challenge with the linear model is not in building rapport, presenting solutions, and answering questions. The biggest challenge is what happens when the end of the linear road has finally been reached. What do average salespeople do when the buyer appears to understand the value proposition, her questions have been answered, and… she does nothing? Average salespeople simply wait for buyers to say, “I’ll take it.”


At this point in the sale, average salespeople will default to repeating the same information, the same reasons to buy, until either the buyer gives in and asks for the product or the salespeople run out of things to say, pack up their materials, and leave—without a sale. Remember this:




Telling isn’t selling.





TOPIC JUMPING


Linear-thinking salespeople can feel lost in the sales process when they hear no from potential clients anywhere except at the end of their presentation. They are just not prepared to make adjustments on the fly. They are prepared only to move to the next logical step in their linear sales model. And that’s a real challenge.


The challenge is that what’s logical to the salesperson is rarely logical to the buyer. In fact, salespeople are often caught off guard when potential clients jump all around in the sales process. Those salespeople try to follow rather than lead, and they end up completely losing control of the sales process.


In sales, logic is used by the buyers to rationalize decisions, but only after an emotional involvement has occurred. This is what makes it so critical for sales professionals to expect and work with buyers’ tendencies to wander by guiding and controlling the process with the right words and actions. Good sellers do it so smoothly that the buyers never truly realize they’re being guided. For example, a professional tour guide points out only the attractions in which tourists have expressed interest. If there’s no avoiding certain attractions, the guide works to make them interesting.


FOUR STEPS TO PERSUASION


As a professional salesperson, you simply cannot wait to see what the potential clients will do next, and you cannot allow buyers to control the sales flow by bouncing the topic all over the place. When you do, you’re actually giving them the power to decide what happens next. Chances are that you will not like the direction in which they will take the sales appointment.


Persuasion is a simple process. There are only four critical steps:




1. Establishing Rapport


2. Identifying Needs


3. Presenting Solutions


4. Closing Questions





Even though persuasion is simple, it is not always easy, because people are complex. There are endless variations of dynamics when persuading buyers to take action. Always bear in mind that buyers have different:




• starting points,


• personalities,


• questions,


• timing, and


• money constraints.





There are enough variations to keep the sales process interesting for the sales professional—and in truth, potentially overwhelming.


Have you ever wondered, Do I need to learn all the possible sales techniques before I can competently and confidently persuade my buyers to take action?


The answer is no! If you understand and perform the four basic activities of persuasion, you will enjoy a decent career in sales. Will additional sales knowledge help you more effectively perform those four basic activities and increase your sales? Yes… but only once you have organized those strategies in a manner that helps you use them to your best advantage during sales appointments. A circular model of persuasion is being introduced in this book that allows sales professionals to organize all the teachings in the sales education universe in one easy-to-remember format so they can more easily apply them to closing more sales.


Proper selling involves asking the right types of questions. It’s a simple process, but one that must be learned and followed. The dynamics for success between you and Mrs. X might be so different from the dynamics between you and Mrs. Y that an untrained observer may not recognize them as being the same sales process until you reach the end—two closed sales transactions.


Depending on how you received Mrs. X’s contact information, your starting point in the sales process may be at an earlier step or a later step than that for Mrs. Y. They have different personalities, interests, desires, needs, money issues, and questions. The thought processes required to sell each the very same product may be extremely divergent.


To the uninitiated, this may seem overwhelming. The great news is that simple principles drive the sales process, regardless of the diverse and unique circumstances that accompany each sales scenario.


In short, when you understand the basic drivers of selling scenarios, you will be able to determine where your buyers are in the persuasion process and what activity you should perform next.


By the end of this book, you will understand the structure of a circular sales model from start to finish. That knowledge will enable you to sell any type of product or service in an efficient and effective manner. That expertise will allow you to have more fun, close more sales, and ultimately make more money.






CHAPTER 3 KEY POINTS


• The biggest challenge most sales professionals face is becoming lost in the sale.


• The fact that it’s time to make a buying decision may not even occur to the buyer.


• The linear model of selling is usually insufficient for working with buyers who do not say yes at the end of the presentation or after their questions have been answered.


• Telling isn’t selling.


• Logic is used by the buyers to rationalize decisions, but only after emotional involvement has occurred.
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