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Introducción
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  El mundo de los negocios es apasionante. Además de un modo muy interesante de ganarte la vida, te ofrece un amplio abanico de oportunidades y desafíos personales, así como la posibilidad de conocer a mucha gente y, seguramente, también la de viajar a otras ciudades y países. Como ves, te brinda muchas cosas, pero también te exige otras.




  Entre esas exigencias está la de hacer bien tu trabajo, como ya pudiste ver en Business English para Dummies, y esto supone tener un trato exquisito con los clientes: ofrecerles precios ventajosos para cerrar la venta en condiciones favorables para ambas partes, saber leer sus necesidades para convencerlos de que salen ganando si aceptan tu oferta, conseguir que una toma de decisiones favorable a los clientes sea también beneficiosa para los intereses de la empresa, manejar los departamentos de ventas en tu país y el extranjero, servir un producto óptimo y a salvo de imitaciones, y fijarse objetivos razonables. Tan importante como captar nuevos clientes es recuperarlos y fidelizarlos, aprender de ellos, y muchas cosas más que irás aprendiendo a medida que avances en la lectura de este libro.




  Pero además hay un elemento totalmente imprescindible para todo aquel que quiera dedicarse a los negocios: saber inglés y, por lo tanto, conocer y dominar toda la jerga particular del mundo empresarial en esta lengua. Por esa razón el contenido de este libro está escrito íntegramente en inglés.




  Así pues, no sólo vas a aprender los mejores consejos y técnicas sobre ventas o sobre el trato con los clientes, sino que además lo harás en el idioma internacional de los negocios, el inglés. Puedes estar seguro de que después de leer este libro (y Business English para Dummies) te habrás convertido en un auténtico o una auténtica business (wo)man.




  
Acerca de este libro





  Este libro está dirigido a todas aquellas personas que cumplan los siguientes dos requisitos: primero, querer adentrarse en la “cocina” del mundo de los negocios, conocer detalles sobre técnicas de venta, ganar nuevos clientes o abrir una franquicia en el extranjero, entre otras muchas cuestiones; y segundo, querer aprender todo esto en inglés, la lengua que van a necesitar para aplicar esos conocimientos.




  Muchas de las estrategias y las técnicas que encontrarás en estas páginas pueden ayudarte a rendir mejor como miembro de un equipo de ventas o como gestor de una empresa. Lo que te ofrece este libro es una guía práctica para lograr que tu equipo de ventas o tu empresa obtengan buenos resultados, un buen recurso para afrontar ese gran desafío.




  El contenido de este libro se ha elaborado a partir de una serie de entrevistas realizadas a distintos directivos, jefes de ventas y otros profesionales de varias empresas internacionales. Este procedimiento garantiza que la información reflejada esté avalada por el conocimiento y la experiencia de estos expertos.




  No es éste un manual de capítulos tediosos que tendrás ir leyendo página a página. More business English para Dummies es una experiencia distinta e innovadora. Tú marcarás tu ritmo de aprendizaje leyendo cuanto desees y en el orden que quieras. Recuerda que puedes saltar de un capítulo a otro, o de una sección a otra, y detenerte donde más te interese.




  
Convenciones usadas en este libro





  Con el fin de facilitar la lectura de este libro, se ha establecido la siguiente convención:




  

    [image: image] Se han marcado con negrita y cursiva todas aquellas palabras de difícil comprensión o que pertenecen a la jerga propia del mundo de los negocios. Podrás consultar su significado (descrito también en inglés) al final de cada sección, en el apartado “Palabras para recordar”.


  




  Asimismo, y por si hay algún término que no quede del todo claro, al final del libro encontrarás un pequeño vocabulario inglés-español que te ayudará a resolver cualquier duda.




  También te hemos incluido un glosario que además de aclararte términos te puede servir para aprender sinónimos y ampliar tu vocabulario.




  La puntuación y la ortografía son parte del idioma, y como antes o después hay que escribir, es conveniente prestar atención a esos aspectos y ser consciente de que igual que las palabras cambian entre idiomas, las normas y los usos de la puntuación también lo hacen. Por lo que respecta a la puntuación, el idioma inglés se rige por varias tradiciones, que, en términos generales, pueden encuadrarse en dos escuelas: la estadounidense y la británica. Habida cuenta que el inglés de los negocios irradia, mayoritariamente, desde Estados Unidos, en este libro se sigue esa tradición; los rasgos principales diferentes de la tradición británica son el uso masivo de la coma y la colocación de comas y puntos dentro de las comillas y los paréntesis.




  
¿Quién eres tú?





  Para escribir este libro tuvimos que suponer ciertas cosas acerca de ti y sobre lo que podrías esperar de un libro titulado Business English para Dummies. Estas son algunas de nuestras hipótesis:




  

    [image: image] Te dedicas al mundo de los negocios, dominas el inglés, y quieres reforzar o ampliar tus conocimientos a partir de la experiencia de los grandes profesionales que nos han ayudado a realizar este libro.




    [image: image] Te dedicas al mundo de los negocios de ámbito internacional y, aunque reforzar tus conocimientos nunca viene mal, lo que deseas sobre todo es potenciar tu nivel de inglés orientado al mundo empresarial.




    [image: image] Aunque dominas el inglés, sabes muy poco sobre negocios. A pesar de eso, te encantaría adentrarte en ese mundo aprendiendo algunos de sus secretos y trucos.




    [image: image] Conoces el título Coaching para Dummies y despertó tu curiosidad.


  




  Si te ves reflejado en alguna de estas situaciones, no hay duda: ¡has encontrado el libro perfecto!




  
Iconos usados en este libro





  A lo largo del libro verás unos pequeños iconos en los márgenes. Con ellos pretendemos llamar tu atención de manera especial. Los ponemos en inglés para que te familiarices con el idioma. Significan lo siguiente:




  [image: image] Este icono destaca ideas prácticas y consejos que pueden ayudarte en el mundo de los negocios.




  [image: image] Este icono sirve como recordatorio para que no olvides información importante.




  [image: image] Usamos este icono para alertarte sobre posibles peligros o escollos y para advertirte sobre errores que debes evitar.




  [image: image] Este icono destaca el resultado de la aplicación de la estrategia o de la política empresarial que se esté explicando en ese momento.




  
¿Y ahora qué?





  No tienes por qué leer este libro de principio a fin; léelo a tu gusto. Puedes empezar por el capítulo 1 e ir avanzando o, si lo prefieres, puedes echarle una ojeada al sumario y sumergirte directamente en aquellos capítulos o apartados que más te interesen.




  
Capítulo 1





  Reuniones y negociaciones




  [image: Image]




  En este capítulo




  [image: Image] Fijar el precio en una negociación




  [image: Image] El valor añadido del producto




  [image: Image] Acelerar la toma de decisiones




  [image: Image] Cerrar la venta




  [image: Image]




   




  Uno de los aspectos fundamentales de toda reunión de negocios, capaz de paralizar acuerdos ventajosos para ambas partes, es la fijación del precio del servicio. Hay que evitar malentendidos idiomáticos al abordar esta cuestión, ya que del buen entendimiento entre las partes puede depender el que se cierre o no una venta. Por todo ello hay que saber transmitirle al cliente en qué consiste la política de precios de la empresa, así como los beneficios que éste puede obtener aunque pague por el producto más de lo que había pensado.




  Un buen vendedor tiene que saber transmitir en qué estriba el valor añadido de su producto (ya sea éste emocional, material o de resultado), así como marcar los tiempos de la negociación para acelerarla en el momento adecuado y, de este modo, evitar contratiempos.




  Con todo esto aprenderás a valorar tu tiempo y el de tu cliente. ¡Buena venta, pues!




  
Do not be afraid of price negotiations





  Negotiating the price is part of the daily business for salespeople. That is why it is imperative that salespeople always prepare well for price discussions and do not lapse into a monotonous routine.




  [image: image] Many salespeople are uncomfortable discussing prices. They are afraid of losing a deal and reluctantly give rebates when in doubt, although it might not have been necessary. This can be avoided if sales representatives make clear to themselves the most important principles for discussing and negotiating prices:




  

    [image: image] In most of the cases, the price plays an essential role but is certainly not the sole criterion on which the customer bases his decision.




    [image: image] Even a steep price may not be a disadvantage, especially when it is “sold” accordingly to the customer. For it is undoubtedly clear that superb quality has its price – cheap products would, if anything, make the customer suspicious.




    [image: image] Also a decisive factor is the motivation that prompts a customer to desire a particular product: If it aids him in an emergency of some sort because, for example, he needs a solution practically “over night,” the benefit he derives from the product will outweigh the price.




    [image: image] Customers are more likely to demand a rebate after they have already decided to purchase a product. Especially when the customer has a very particular conception of the product and is agreeable towards the offer in every detail, this indicates that he is ready to purchase regardless.




    [image: image] Since customers usually set a price limit for themselves and keep it visually present in their minds, salespeople should do the same and concretely determine how far they can go. It should be the uppermost goal to adhere to the original price, however.




    [image: image] The more transparent the price is, the less leeway the customer has for levelling it down. That is why it makes sense to elucidate the components which make up the price, for example, expenses for research and development, production/manufacturing, material, machinery, labour time (particularly for specialists) and so forth.




    [image: image] The customer himself needs good arguments for “selling” a high-priced product to his company or rather for selling it to his own customers. Therefore, many customers appreciate it greatly if the sales representative prepares them for this situation and accompanies and supports them during their own presentation.


  




  
Communicate the price properly





  [image: image] Salespeople also have to be able to “sell” a product’s price with their personality, their demeanour, and their body language. Some important rules:




  

    [image: image] Stick by your products’ pricing. If you start being apologetic (“I haven’t made up these prices”), it will ring hollow. The customer realises that the salesperson does not completely stand behind the product he is selling. This will make it easy to corner him.




    [image: image] Do not regard discussions about price or requests for rebates as something unpleasant. Instead, consider it as something entirely normal that is simply part of your trade. Make it an objective to feel completely at ease when discussing prices with customers.




    [image: image] Make yourself realise that a self-assured and steadfast salesperson, who does not let himself be unsettled or cajoled into something, will impress his customers. You win respect when you stay polite and friendly, yet remain unresponsive to excessive demands.




    [image: image] Never let yourself be coerced into a confrontation, always remain friendly. Even if you are annoyed with a customer, try to give a disarming smile. This will automatically make you come across as more comfortable, relaxed, and competent. You can gain time by first responding to a customer demand with a smile.




    [image: image] Sink deep into your memory never ever to make a concession on a price rebate straight away. Allow yourself a pause to think. If your pause takes too long, some customers may start to feel uneasy and realise that their demand was excessive. Pauses like these are often more effective than immediately saying “no.”


  




  

    

      	

        Palabras para recordar


      

    




    

      	

        to not be afraid of something: to not be fearful of or nervous about something


      

    




    

      	

        imperative: very important, crucial, necessary, indispensable, vital


      

    




    

      	

        to not lapse into: to not slide, slip, submerge, or drift into


      

    




    

      	

        reluctantly: unwillingly, half-heartedly, grudgingly, unenthusiastically


      

    




    

      	

        when in doubt: when undecided, uncertain, unsure, or doubtful


      

    




    

      	

        sole: only, single, one and only, solitary


      

    




    

      	

        steep: high, expensive, costly


      

    




    

      	

        accordingly: appropriately, correspondingly, properly, suitably


      

    




    

      	

        superb: excellent, first-rate, first-class


      

    




    

      	

        to make someone suspicious: to cause someone to become doubtful, unsure, sceptical, wary, or leery


      

    




    

      	

        



        decisive: deciding, determining, critical


      

    




    

      	

        to prompt: to cause, to induce, to incite, to impel, to encourage, to provoke


      

    




    

      	

        to desire: to want, to wish for, to long for, to set one’s heart on


      

    




    

      	

        particular: specific, individual


      

    




    

      	

        to aid: to help, to support, to serve


      

    




    

      	

        to derive from: to get, receive, acquire, obtain, or gain from


      

    




    

      	

        to outweigh: to be more important than, to take precedence over


      

    




    

      	

        to be agreeable towards: to consent to, to accept, to approve of, to assent to


      

    




    

      	

        to indicate: to be a sign, to signify, to show, to reveal, to imply


      

    




    

      	

        regardless: at any rate, in any case, anyhow, no matter what


      

    




    

      	

        to adhere to: to stick to, to stay with, to remain with, to not swerve from


      

    




    

      	

        leeway: room to manoeuvre, room to operate, elbowroom, freedom, flexibility


      

    




    

      	

        to level the price down: to beat down, knock down, or cut the cost


      

    




    

      	

        to elucidate: to explain, to make clear, to clarify, to reveal


      

    




    

      	

        to appreciate something greatly: to be very thankful or grateful for something


      

    




    

      	

        demeanour: manner, conduct, behaviour


      

    




    

      	

        apologetic: remorseful, contrite, regretful


      

    




    

      	

        to ring hollow: to not seem credible, authentic, genuine, or convincing


      

    




    

      	

        to corner someone: to trap someone, to pin someone down, to back someone into a corner


      

    




    

      	

        



        to be cajoled into something: to be wheedled or coaxed into something


      

    




    

      	

        to remain unresponsive to something: to stay indifferent or impassive to something


      

    




    

      	

        to coerce: to force, to pressure, to bully


      

    




    

      	

        disarming smile: charming, persuasive, or winning beam


      

    




    

      	

        to sink deep into one’s memory: to learn by heart, to commit to one’s memory


      

    


  




   




  
Benefit beats price





  Sales people, who focus their presentation strictly on customer benefit, don’t need to fear price objections Alfred A., a sales representative for an outside supplier from Essen, had no explanation for a phenomenon he was experiencing, “I noticed that customers started coming up with price objections just as I was giving a detailed explanation of the product advantages.” But as soon as a customer told him openly, “That may all be fine and dandy, but what do I get out of it?,” the truth dawned on him. “I realised that I had disregarded, one crucial step: to explain to the customer how he can benefit from the product.”




  This experience prompted the sales representative to reassess his sales argument, “Now I’m no longer content just knowing what the product can do but I think about how it can benefit the customer.” Alfred A. encountered a basic problem that his colleagues were also confronted with, “When we were introduced to the latest products, we always received a lot of information from our company, which, for the most part, consisted of technical papers and data sheets. Even we had difficulty in figuring them out.”




  
In-house workshops





  Alfred A. and his colleagues approached their sales manager about this problem. “We made it clear that we are much too fixated on the product features which really puts customers off” reports the sales representative. “Then we sat down together in workshops and figured out what to improve and how to go about it.”




  Alfred A. is very pleased with the results, “We were determined to get to the bottom of the matter: What do our customers want? Where do they have problems? What is it that will benefit them?”




  During the workshop it became clear to the sales representatives that often the most obvious things are important to the customer and that there is much he’s just not interested in, “If I read all the technical data to the customer, he’ll forget them quickly. But if I tell him that this product is suited for a number of purposes and that it saves him time and costs – then the customer really knows what benefit he gets if he buys.”




   




  

    

      	

        Palabras para recordar


      

    




    

      	

        to fear: to worry about, to dread, to be afraid of


      

    




    

      	

        that may all be fine and dandy: that may be quite alright, satisfactory, or acceptable


      

    




    

      	

        what do I get out of it: how do I profit or benefit from it


      

    




    

      	

        the truth dawned on him: reality struck or occurred to him


      

    




    

      	

        to disregard: to ignore, to forget about, to overlook, to turn a blind eye to


      

    




    

      	

        crucial: important, essential, decisive, key


      

    




    

      	

        to prompt: to induce, to motivate, to cause, to encourage


      

    




    

      	

        to reassess: to re-examine, to re-evaluate, to reconsider, to have another look at


      

    




    

      	

        to no longer be content: to not be satisfied or comfortable any longer


      

    




    

      	

        to encounter: to come across or upon


      

    




    

      	

        to consist of: to be made up of, to contain, to include, to comprise


      

    




    

      	

        paper: treatise, study, report, analysis


      

    




    

      	

        to figure something out: to understand or comprehend something


      

    




    

      	

        to approach: to come up to, to talk to, to speak to


      

    




    

      	

        to put someone off: to discourage, dissuade, dishearten, or repel someone


      

    




    

      	

        to be determined: to be resolved, set, or intent


      

    




    

      	

        obvious: apparent, visible, noticeable


      

    




    

      	

        to be suited for something: to be appropriate, apt, or fitting for something


      

    




    

      	

        purpose: use, function, task


      

    




    

      	

        to emphasise: to call attention to, to highlight, to accentuate, to underline


      

    




    

      	

        trap: snare, net, deception


      

    




    

      	

        to be applied: to be used, employed, utilised, or operated


      

    




    

      	

        to derive: to get, to gain, to obtain


      

    




    

      	

        device: tool, utensil, instrument


      

    




    

      	

        maintenance: servicing, overhaul, check


      

    




    

      	

        to gain: to win, to acquire, to obtain, to build up


      

    


  




   




  [image: image]




  

    Emphasise the customer benefit




    According to Dr. Irene Glockner-HoIme, a sales expert from Stadtbergen, “It’s easy to walk into the ‘benefit trap’ and talk about the product advantages instead of the benefit it provides to the customer.” She explains that a product is not beneficial per se. Only if the product is applied correctly, the customer derives an advantage from it. This advantage is the customer benefit and it should be emphasised clearly. Here are some examples:




    [image: image] The product benefit of an innovative measuring device for production lies in even more precise measuring. The customer benefit, however, lies in the decrease of the production costs.




    [image: image] The product benefit of a navigation system lies in being guided automatically to your destination. The customer benefit lies in arriving relaxed and safe at your destination.




    [image: image] The product benefit of automatic machine maintenance lies in not having to take care of anything. The customer benefit lies in, for example, increased safety and time gained.


  




  
The magic word is value





  Always mention the value. Only talk about the price if you really have to. Always focus your presentation on the value of your product or service. Keep in mind that the perceived value may be completely different from one customer to the next.




  [image: image] The following examples serve to make you aware of a product’s varied values and to have the appropriate argumentation ready when you need it.




  
Emotional value





  Even though emotional value is subjective, it does play a vital role in the buying decision.




  Emotional value may consist of:




  

    [image: image] owning something that not everyone has or is able to afford




    [image: image] rewarding oneself for something




    [image: image] giving recognition to oneself




    [image: image] taking a liking to something




    [image: image] expressing one’s individuality and personality.


  




  In this instance, the added value lies, above all, in a personal, subjective gain. Positive self-image, prestige, recognition, and greater self-esteem are also part of this gain.




  
Material value





  In some cases, material value can be substantiated by numbers. For example, a slight decrease in value or a high resale value of machines or durable consumer goods can be documented. Preservation of value because of a product’s low tendency to break down or very little wear and tear is also considered a material (added) value.




  Some products may even provide an increase in value. These may be, for example, rare, limited products with collector’s value that may fetch high prices.




  Just the same, the material preservation of value may be the result of a measure or investment, for example, the refurbishing of a building.




  
Resulting value





  Added value may also be created by the product’s use. Production and product quality, for instance, can be greatly improved by using a modern machine. In this way the products, manufactured by the customer company, increase in value.




  The following points may also constitute added value:




  

    [image: image] quicker and more efficient manufacturing




    [image: image] cost savings, for example, personnel costs




    [image: image] increase in delivery speed




    [image: image] reduction of storage costs because of just-in time delivery


  




  
Asking specific questions





  By using a specific questioning technique, you may induce customers to come up with their own arguments in favour of making a purchase. At the same time, you’ll be able to find out what the customer thinks is the greatest added value of a product or service.




  [image: image] Following are some examples of questions you could ask:




  

    [image: image] What bothers you most with…?




    [image: image] What has kept you, so far, from searching for a solution for…?




    [image: image] Why do you prefer to work with… rather than with…?




    [image: image] What is/has been the biggest problem in regard to…?




    [image: image] What would be the worst case scenario if you think about…?




    [image: image] If you think about… or…, which do you like more, which is more trustworthy? etc.


  




  
Splitting up the price





  A product appears more valuable if you explain the individual components that make up the price. This is not about giving the customer a calculation example but to make it clear to him just how many individual benefits and features he is getting.




  It is important not merely to mention specific characteristics, but all features, even if they meanwhile have become standard features.




  [image: image] You may handle this situation as follows:




  

    [image: image] If they are standard features, use phrases such as “Of course,… is included, too,” “Naturally, the product also features…,” etc.




    [image: image] Accentuate fully included auxiliary services by saying “standard” or “even standard.”




    [image: image] Call special features, which the customer normally does not expect or only gets for a surcharge, “a highpoint,” “an outstanding service,” or “a special advantage.”


  




  
“You deserve it”





  As every salesperson knows, if a customer buys very expensive products for himself, the emotional, rather than the rational, reasons count. Still, many customers look for justification to explain their decision to themselves and to others. In this situation, you may use phrases that flatter the customer’s ego. Some examples: “You’ve accomplished so much, you’re entitled to it,” “You’re worthy of it,” “You deserve that.”




   




  

    

      	

        Palabras para recordar


      

    




    

      	

        to mention: to talk about, to point out, to state, to bring up, to refer to


      

    




    

      	

        to keep in mind: to remember, to not forget, to take into consideration


      

    




    

      	

        perceived: sensed, felt


      

    




    

      	

        to make one aware of something: to make one conscious of or open one’s eyes to something


      

    




    

      	

        varied: diverse, assorted, miscellaneous, diversified


      

    




    

      	

        appropriate: right, correct, proper, apt


      

    




    

      	

        vital: very important, essential, imperative, crucial, central


      

    




    

      	

        consist of: involve, be made up of, include, embody, incorporate


      

    




    

      	

        



        to be able to afford something: to have the funds for, manage to pay for, or find the money for something


      

    




    

      	

        to reward oneself for something: to give oneself a present for something


      

    




    

      	

        recognition: acknowledgement, appreciation, applause


      

    




    

      	

        to take a liking to something: to take pleasure in or enjoy something


      

    




    

      	

        to express: to demonstrate, to communicate, to exhibit, to indicate


      

    




    

      	

        instance: case, example, case in point


      

    




    

      	

        gain: benefit, advantage, reward, profit


      

    




    

      	

        self-esteem: self-worth, sense of worth, pride in oneself, faith in oneself


      

    




    

      	

        substantiated by: supported, validated, verified, proven, or backed up by


      

    




    

      	

        slight: small, minor, little


      

    




    

      	

        resale value: worth of something being sold again


      

    




    

      	

        durable consumer goods: long-lasting, hard-wearing, or strong end-user commodities
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