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This book is dedicated to the


most persuasive gang I know,


my gorgeous children


Yasmin, Ziggy and Saffron.


I really hope you don’t read it,


because you know too much


about influence already.


I love you beyond what


my mind can understand,


and will forever.
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INTRODUCTION – WHY WE NEED A NEW WAY OF LOOKING AT AN OLD ART





Many years ago, working as a sales manager for a radio station in central London, I got my assistant, Ellie, into serious trouble with her mother when I let slip that she was working in my team. She was convinced that her daughter’s job was passing records to the DJ rather than helping to pay his wages. While this may seem trivial, it uncovers an attitude to sales that permeates much of society today, and one that this book aims to transform. Ellie wanted to avoid being associated with the sales profession for the same reason as many other people: she felt uncomfortable with the idea of selling. But selling is a fundamental and critical part of any business, and the skills and processes involved are useful for everyone who wants to make a difference in his or her world.


How to: sell with complete confidence will show how selling is not only a critical part of every business, but a critical part of every society. We need to trade products, services and ideas in order to create the world we want, and we need the skills to be able to do that effectively and ethically. Having spent the last twenty-five years of my life training salespeople, it is clear to me that one of the most critical barriers to selling is the attitude that it is somehow distasteful or dishonest. In order to learn the skills necessary to convince anyone to buy anything, we first need to adopt a new attitude towards selling, one that is positive and practical, and sees selling as what it is: an opportunity to help another human being make a decision about a product, service or idea in a way that serves them best.




Everybody is a salesperson





Whatever you do in life, the ability to sell is a useful skill to have. Understanding what it takes to change another person’s mind is a prerequisite for getting things done – and everyone in business needs to get things done. Being able to get someone to say ‘yes’ or ‘no’ to an idea, an activity, or a purchase is critical. And, of course, outside of business it is equally important to be able to use your skills of persuasion. Whether it is getting your children to eat spinach or your grandmother to come snowboarding, the ability to get a ‘yes’ is an art that helps us in every area of our lives.


In a book that has highlighted a new approach to selling, To Sell Is Human,1 Daniel Pink argues that whatever our profession, in order to get results we need sales skills. For example, when I go and see my osteopath, there are two things that will produce results for me. Firstly, her understanding of my physical condition and ability to adjust my spine accordingly. Secondly, her sales skills. If she is able to sell me the idea of further treatment together with the exercises and lifestyle changes that will create lasting change, then we are both winners. If she fails to convince me of the need for follow-up sessions and real action outside the treatment room, then the visit is unlikely to have much value for me, or for her business.


And it is not only those running traditional businesses who need these skills of persuasion. In our ‘How to Sell Anything’ sessions at the How to: Academy in London I never cease to be amazed by the variety of people who are able to benefit from fine-tuning their commercial skills: artists, sculptors, bankers, interior designers, writers, consultants, teachers, agents and actors have all seen that developing ‘sales skills’ produces results in their professional and personal lives. And because selling depends on natural human communication skills, by honing these we enhance our ability to produce results in all areas of our lives.




You don’t need to be scared of selling





Our fear of selling comes from a mistrust of certain salespeople. In the UK it is often estate agents or car insurance and double-glazing salespeople who are viewed as dishonest and devious. We therefore see the activity of selling as somehow dirty, and some of us are even convinced that the ability to deceive is a core skill for a salesperson.


This could not be further from the truth. Few of the businesses I work with today could survive if they weren’t able to have long-term relationships with their customers. Whether you are selling art or ideas, if you don’t sell the right thing to the right person, you are unlikely to build a relationship or create the long-term sales pipeline that will make your business a success. It is interesting to note that ‘cut-throat selling’ is no longer seen as appropriate.


The reality is that you can’t force people to change their beliefs. You may be able to bully someone into making a quick decision in the moment, but human beings are complex creatures. When we have been coerced we quickly experience ‘buyer’s remorse’ – the feeling that someone has taken advantage of us and pushed us into buying something we don’t need or want – which often leads to a desire to reverse our decision. You have probably experienced buyer’s remorse at some point, and this will contribute to your fear of the sales process. The feeling is so common that when we make certain contracts, consumer legislation allows us a period of time to change our minds. However, more common than buyer’s remorse is what I call ‘seller’s remorse’, which is an understanding by the salesperson that they have done something to put the buyer off, by interrupting his or her decision-making process.




THINK ABOUT THIS: Have you ever been part way through a buying process when your intuition has told you that the salesperson doesn’t really have your interests at heart? It may be as simple as walking into a shop and getting a ‘bad vibe’ from the sales operation, or you may be in a one-to-one conversation when you decide to walk. What did you do? Chances are that, like thousands of people I’ve polled, you have walked away from buying a product you wanted because you felt uncomfortable about the person selling it.







Believe in what you are selling





There is a simple truth about selling. If you fail to have the other party’s interest at heart, you risk short-term, and long-term, failure. If you are looking to sell products you don’t believe in, or a service that has no value, then I’m afraid this book isn’t going to help you. You can’t really, without deceiving the customer, sell stuff that’s of little or no value. The good news is that most of us don’t need to do that, and because we live in such a global economy, it is easy for us to find the people who do have a genuine need for the products or services that we offer.


This point is important so, if you don’t mind, I’m going to labour it. You can’t use the following tools and techniques unless you believe that what you are selling has real value. And that in itself is quite liberating. You can’t really influence a sale unless you are doing so with a positive intent. At least that’s how I, and thousands of people I have met and trained, see it. Selling is no more than the process of finding out if the person with whom you are interacting really needs your product or service – and then helping them to see that for themselves.


This positive mindset is critical to your success. You need to both believe in your product or service, and communicate that belief. When we understand that selling, done correctly, is both a natural and satisfying activity, we realize that there are so many other areas in which we can produce better results by using our powers of persuasion.




TRY THIS NOW: The fact is that sometimes this positive mindset gets lost beneath the pressure of trying to produce results. Put yourself in your customer’s shoes and consider how it will benefit them to do business with you. When I encounter a salesperson who is struggling to produce results, I often ask them to connect with existing customers and ask them to explain how they use the product (or service) and what benefits they experience. If you stop now and do this, you will see the situation in new ways. Pick up the phone and call someone who uses your service. It may be someone who hasn’t bought the product from you. It maybe a customer of your competitor – it doesn’t matter. Until you are deeply connected with the value you are offering, you will struggle to articulate the benefits to potential customers.







Beyond ‘Always Be Closing’





My early sales career was in the market trade, and I was privileged in my teens to work alongside some of the most creative and effective salespeople in the world, including a lovely couple, Dave and Hazel, who sold kitchen slicers and car polish to ‘punters’ at Wembley Market, in the shadow of the now fallen Wembley Towers. I watched in awe as their carefully crafted pitches mesmerized crowds. They wove stories into their sales ‘spiels’ that spoke to the customers’ unfulfilled needs, and uncovered desires they never knew they had. Years of working with Dave and Hazel served as a valuable apprenticeship for me in the world of selling, and I learnt not only the art of resilience, but also the importance of real human connection, and positive intent in the sales process.


Years later, having left school with only a few O levels, I longed for a more ‘professional’ sales career so I donned a suit and set about selling photocopiers and fax machines. Little did I realize that at the time, the late 1980s, most photocopier salespeople didn’t share the beliefs about selling that I now hold. My mentors were better versed in the ‘old-school’ tools of persuasion. Gripped by the greed that drove Thatcher’s Britain, they taught me some cruel and unsavoury lessons. They believed that people needed to be ‘pushed’, and the motto ABC (Always Be Closing) was the call of the day. Pushing people did involve an element of understanding customers’ needs, but ultimately the focus was always on ‘closing’, and closing at any cost. There are still pockets of these kinds of salespeople around, and they give the business a bad name, contributing to the discomfort many of us experience when things are being sold to us. Fortunately, they are in the minority and there is now a more effective, and enjoyable, sales methodology.




The new ABC: Attunement, Buoyancy and Clarity





Daniel Pink introduced me to a new ABC for selling: Attunement, Buoyancy and Clarity.


In To Sell Is Human he demonstrates what Dave and Hazel always knew, that tuning in with the customer, staying positive and being clear are far more useful tools. This is because the world has changed. People are no longer reliant on you, as a salesperson, to get information about your product or service. The Internet means that consumers can easily obtain information on our products and services from the web, and find our competitors there as well. It is necessary for us to take a different approach, now that the customer is in control of the information flow.


Attunement – We have to deeply understand the motivations, wants and needs of our customers, and we must tune into those needs in order to take a positive role in influencing their buying decisions.


Buoyancy – We need to ensure we stay buoyant and positive about our role in the process.


Clarity – Finally, consumers need us to be clear. It is important for us to know how to articulate our message in a simple and effective way if we are to be heard above all the other noise.


Many of the tools and techniques I will introduce to you have been proven over hundreds of years, but the positive mindset of the professional salesperson defines our age. The shift from Always Be Closing to Attunement, Buoyancy and Clarity is one that will support you in the long term.




Why are you in sales?





I ask participants on my training courses to put up their hands if they dreamed of a career in sales as a child, and I rarely get more than a smattering of hands. In fact, hands hardly ever go up. And yet many of us need to sell ideas, products or services in order to help our business to succeed. Without a positive attitude towards the sales process and an understanding of how to help someone make a buying decision, this is a hard job to do. Fortunately, both the attitude and the actions are easy to learn. In over twenty-five years as a salesman, sales manager and sales trainer I have helped thousands of people adopt the right behaviours to make the job easy, enjoyable and effective.


These behaviours don’t only help buyers make decisions with real confidence, they enable salespeople to operate with it too. I look forward to helping you do the same.




TRY THIS NOW: The real value from how to: sell with complete confidence will come when you begin to apply the insights you have learnt. In order to make this easier, I have created some exercises to help you reflect on your success. Get yourself a notebook and keep it to hand in order to record your answers and thoughts. This notebook will become a useful reminder of what you are learning and will help you make the small behavioural changes that can produce results.









1:


THE PSYCHOLOGY OF SELLING




The first lesson for any ethical salesperson is to work out why people buy. In order to do this it’s worth considering basic human psychology. Why do humans do anything? The psychologist Abraham Maslow spent a lifetime exploring this idea. He concluded that we primarily do things because we are seeking to meet unfulfilled needs, and suggested that once our more basic needs as humans are met then other ‘higher level’ unmet needs kick in. He proposed a hierarchy of needs in which our most basic needs sit at the bottom of the pyramid.
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As the illustration above shows, our most basic needs are for security, social interaction, self-esteem, self-fulfilment and, finally, self-actualization. What Maslow suggested was that a human without any unfulfilled needs literally does nothing. Think about it, it will probably prove true for you.


Maslow illustrated his thesis by talking about early human groups wandering the plains looking for food. The primary needs of the tribe were for food and drink. Once they had food (let’s say they killed a buffalo), the focus would move to finding water and then shelter. As soon as a shelter was found (let’s say they found a cave), and a fire was built, the effort would turn to fulfilling social needs. Socializing – finding friends – would then become the priority, and then a new need would kick in: the need for self-esteem. Maslow proposed that as soon as we had found friends, our focus would turn to feeling better than the others, or at least feeling good about ourselves. Only when this is satisfied do we start looking to meet the more esoteric needs, such as to feel fulfilled, or, as Maslow put it, ‘actualized’. This hierarchy of needs is simply a theory that points towards how humans are motivated to act. In a nutshell, Maslow suggested that every human action is the ‘activation’ of an unfulfilled need.


What does that mean for us as salespeople? Well, it’s simple. An active part of the sales process is to help the buyer to appreciate, and then realize, their unfulfilled needs. A sales process is unsuccessful when the buyer or the salesperson is not connected to a real, unfulfilled need.


Coca-Cola demonstrate this in advertising. What unfulfilled needs could be met by their products? You would think the need Coca-Cola meets would be at the bottom of the pyramid: the need for a drink. Have you ever seen an ad that reads, Drink Coke – it will stop you being thirsty? No. Coca-Cola appreciate that if we are in need of a drink, this could be met by any of their competitors or simply by a glass of water. So they point you, through their advertising, towards the fulfilment of more sophisticated needs. Coca-Cola imply that their product will help consumers meet social needs, or even the need for self-esteem. The message in Coke adverts is: Drink Coke and you’ll be part of the Coke community. Therefore you will have more friends.


So why is this important for us to understand? Well, sales is the process of fulfilling unmet human needs. Therefore a salesperson’s job is not simply to present the features and benefits of a product. It is to help the customer appreciate and explore their unmet needs, and then to show the customer how the product or service can help them to meet those needs. Salespeople who understand this distinction spend much of their energy uncovering customers’ needs, rather than talking about their product. Until a customer really appreciates what needs they are seeking to fulfil, they are rarely in a place to make a decision.


This understanding unites all kinds of selling. On a practical level, there are a host of differences between selling products, services and consultancies. First and foremost, with products you have something physical to show the customer, and with services and consultancies you are often only able to show the result of what someone else bought. However, fundamentally the process is the same. A human being is faced with a set of unmet needs; they must decide on how to meet those needs, and they will buy based on whether they believe that their needs are important enough to justify the expenditure and that your product or service will meet those needs.


With this understanding we come to a definition of selling:


Selling is a two-way conversation, aimed at discovering the customer’s unmet needs and showing how your product or service can meet these needs by creating a desire to buy.


With this definition in mind, ‘closing’ becomes a natural part of the process rather than the primary goal. People who understand that you can fulfil their needs do not need to be ‘closed’, although, as we will see later on, there are things that you can do to help them recognize what their needs might be.




Understanding the buyer’s state of mind




Do you ever wonder why it is that on some days when you go out shopping, regardless of your intention, you buy more things than other days? Why do you sometimes feel in more of a ‘buying mood’? As a salesperson, understanding this is important because it gets results. Interestingly, in street markets it is understood that on windy days we are less likely to buy. It’s simply because we don’t like being ‘pushed around’, and often that’s exactly what the wind does. If you are trying to get people to stand still for ten minutes to watch a demonstration of a product, the feeling of being manipulated by the wind is distracting. It makes you feel uncomfortable, and feeling uncomfortable is an inbuilt sign that you shouldn’t make decisions.


This sensation isn’t much different from feeling pushed around mentally. Human beings value independent thought, and so the moment we sense we are being bullied, our defences go up and we stop feeling comfortable. Ultimately we want people to make their buying decisions in a space where they are feeling comfortable, and so it’s worth understanding how people’s moods work, and what can influence these moods.


The first thing to say here is that we often misunderstand where our feelings come from. Most people believe that their feelings are a reflection of circumstances and that other people and situations cause feelings and are therefore responsible for their state of mind. This is not true. Our feelings are not our circumstances but the result of our thinking. We create feelings from the inside, through the power of thought.
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