
        [image: cover]

	
	Sell Now!

	Adaptive Strategies for Today’s Changing Marketplace

	Stacia Skinner and Brandon Yusef Toropov

	[image: F+W Media Business Now colophon]

	Avon, Massachusetts

	
          
	Contents

     
	Introduction

     How to Use This Book to Beat Your Sales Quota



	Chapter 1

     Manage Your Time; Increase Your Sales by 20 Percent or More



	Chapter 2

     Proactive Management of the Sell Now! Funnel System



	Chapter 3

     The Secret of Top-Down Prospecting



	Chapter 4

     Get Sales with Referral-Based Contacts



	Chapter 5

     The Sales Interview



	Chapter 6

     Enhance Your Value Proposition



	Chapter 7

     Get to “Yes” in Half the Time



	Chapter 8

     Customer Satisfaction Means Repeat Business



	Epilogue

     Good Times, Bad Times—Adapting Your Tactics to Any Market Environment



	Also Available


	Copyright Page


     
	

Introduction

How to Use This Book to Beat Your Sales Quota


You probably don’t need anyone to tell you that selling can be a challenge. Today’s market is particularly tough. Sales cycles are taking longer to play out. The deals are both tougher to close and worth less money than was typical a few years back. The reality is that prospects are now downright skittish about releasing money. Many of them have had their budgets shredded beyond recognition; many have been burned in the recent past by bad purchasing experiences, sudden market downturns, or a combination of the two; management changes due to reorganizations makes it more difficult to get answers.


We can add to those economic and institutional jitters a second hard reality for salespeople: prospects, and even current customers, are significantly harder to get a hold of than they used to be. This is due, at least in part, to new communications technologies that give buyers more screens to hide behind. Our contacts at prospective buying organizations—those who haven’t been laid off or gone out of business, that is—are stretched very thin. Many of them are now doing the jobs of two or three people, and they are doing them under tighter timelines. There’s less time for salespeople to solicit business.


Selling in this or any environment depends on making intelligent, strategic time investments. Today’s markets are ruthlessly intolerant of inefficiency, and the only reliable way to survive, and thrive, is to root out those inefficiencies and become truly disciplined in your time investments. It’s more important than ever to choose the right activity the first time around and make the very most of the available time window. Many of the selling routines of years past—relationship building over lunch or golf, for instance, or the standard “cold” prospecting call—are vestiges of a bygone era. Salespeople who attempt to cling to them out of habit, or out of a simple unwillingness to adapt to new circumstances, will waste their own and their prospect’s most precious resource: time.


Most selling systems usually haven’t been fine-tuned in a way that encourages—or requires—salespeople to get obsessive about making smarter decisions that return bigger and better payoffs on the time. In this book, you will learn a set of dynamic sales methods that build on what actually works, updated to reflect today’s market realities about attention spans, value, and return on (financial and time) investments.


Sell Now! offers these proven methods on:



	
	How to prioritize your daily, weekly, and quarterly selling routine. You learn what to do first, what not to do at all, and how to identify the activities that generate the most value for yourself and your clients.

	
	How to identify your own and your organization’s areas of greatest added value to your current customers, and you learn how to talk about that value in a compelling way. This is the “Instant Sell” method of communicating with and qualifying prospects and customers.

	
	How to save your own time, and everyone else’s, by mastering a tactic called “top-down prospecting.”

	
	How to speed up your sales cycle by leveraging different kinds of referrals.

	
	How to identify the “hot buttons” that turn prospects into allies who are willing to go to bat for you, defend your value, and get decisions made more quickly on your behalf.

	
	How to deliver a presentation to an individual or a group customized for their specific needs and concerns

	
	How to get to “yes” in roughly half the time it takes your competitors to get there in comparable accounts. You also learn how to defend or enhance your value proposition during the final stages of the sale.

	
	How to promote your organization’s service capability to ensure repeat business that grows larger over time.





This book is all about making the most effective use of your time … so let’s get started! Move on to the first chapter so you can begin to Sell Now!


	

Chapter 1

Manage Your Time; Increase Your Sales by 20 Percent or More


“Planning is bringing the future into the present so that you can do something about it now.”


—Alan Lakein


Are You Managing Your Day? Or Is Your Day Managing You?


Many salespeople simply respond to the day, rather than planning the day and then executing that plan. They walk into work in the morning with only a vague sense of what they want to accomplish. And, even if they had some sort of to-do list, they are too busy “handling emergencies,” “putting out fires,” and “dealing with client issues” to focus on getting new business. Then they wonder, at the end of the quarter, why they have failed to hit quota. We all know that sales is a hard job and involves juggling all sorts of activities that don’t involve selling per se. That’s a given. The successful salesperson must learn how to prioritize. He or she needs to take charge of the day and not get sidetracked by events.



It’s not a question of how busy we are. There are plenty of salespeople who are very busy indeed, but who regularly meet or exceed their goals. What’s going on here? Are these salespeople simply lucky enough to garner new business quarter after quarter after quarter while their colleagues get bogged down in minutiae, never to get ahead?


No. This is not a question of luck or getting the right breaks, or the right leads list, or the right territory. This is a question of how personally effective we are as salespeople on a daily basis. Our daily personal effectiveness depends, ultimately, on our priorities and our time investment decisions.To understand why time management is so important, and to get a clear sense of how most salespeople squander their precious time, we need to take a moment to compare the typical daily activities of truly effective salespeople with those of ineffective salespeople. Experience suggests that the former outsell the latter by at least 20 percent annually, simply by setting and executing a few very simple scheduling priorities, and doing so on a daily basis.


There’s an old saying: in our beginning is our end. That is certainly true of selling! The way we choose to begin our day, the way we plan it and structure it, and the degree to which we take personal responsibility for setting our own priorities before beginning it, invariably creates our end result: the income we generate. Look how differently the day begins for an ineffective salesperson, as compared with an effective salesperson.




Case Study


Sally comes in early, and sets herself up in her office cubicle at around 7:00 a.m. so she can use the lead list she prepared the previous afternoon to make calls and set up initial appointments. By the time 8:00 has rolled around, she has usually arranged at least one new appointment—her prospecting goal for the day. That leaves her between 8:00 and 9:15 to check e-mail and voice mail, and then work on a proposal for one of her active prospects. She tries not to schedule face-to-face appointments with prospective buyers before 10:00, and she’s usually successful at that … which means that most of the time, she doesn’t have to leave the office for her first appointment before 9:30.


Sally’s last appointment of the day is usually completed by 3:00 p.m., which means she can make it back to her company’s office by 3:30. She works on proposals until 4:30 or so, and then sets up her calling list for the next morning. By 5:00 or 5:15 at the latest, she is out the door. Sally’s income flow is consistent from month to month and usually well above her quota.


Jordan usually has a very different day. The policy manual says he needs to be behind his desk by 9:00 a.m. … unless he has a scheduled appointment at that hour, so he does his best to set meetings for 9:00 in the morning. That means his day usually starts on a dead run for a meeting with a prospect. Depending on where the meeting occurs or how long it takes if it’s virtual, he could begin his office day around noon. But then there are lunch and phone calls and e-mails to catch up on. He has no set time during the day to himself, and very often has no planning time at all.


Jordan tells himself (and his boss) that he makes prospecting calls “as needed” during the course of the average selling day, but the reality is that there are whole weeks that go by when he never makes a call to a potential client. He only prospects on a daily basis when he realizes that he’s in trouble economically, at which point he really throws himself into it. Unfortunately, whenever he does that, he falls behind on his proposal development. As a result, his income varies greatly from month to month. He routinely misses his quotas and scrambles to make his quarter.



Which Approach Do You Take: Sally’s or Jordan’s?


Sally and Jordan have chosen different approaches to their daily sales routines. Sally’s approach makes it easier for her to make strategically sound investments with her most precious resource, time. Jordan’s approach does not.



Jordan’s approach is problematic because it doesn’t lead to consistent increases to sales income. Instead, he delivers painful up-and-down income cycles that end up putting him behind at the end of the quarter. The failure to prospect daily and build new business forces him to devote most of his time to what’s about to close. Take the short-end money with no thought for the future. There’s nothing wrong with focusing time on closing. After all, that’s the successful goal of any salesperson. However, not balancing those activities with reaching for the next new client is a formula for failure.


Efficient time managers like Sally may describe their time investment decisions as “common sense,” even though they are not at all common. Inefficient time managers like Jordan may justify their decisions with explanations like, “I’m spontaneous,” “I do my best planning on the fly,” or “I work best when I’m under pressure.” The proof is in the pudding, however. Either you have new prospects at the end of the day or you do not. Either you have moved business forward or you have not. Either you have created a customized proposal, or you have not. While there are plenty of spontaneous salespeople who conduct their days in an open-ended way and still manage to accomplish these things and hit quota, it’s getting harder and less cost effective.


Our goal in this chapter is to unlearn, quickly and definitively, the “Jordan” habits of having no clear priorities for the selling day, of simply responding to emergencies (real or imagined), of looking for reasons to avoid or postpone action on critical tasks like prospecting, or proposal preparation, or moving prospects forward toward closure. It is not enough merely to unlearn these habits, of course. We must replace them with “Sally” habits and actions that are more effective. We must identify better rules for managing the day—instead of letting it manage us. That’s what the Sell Now! System is all about.


The Sell Now! System


This system is designed to help you learn the skills of sales-day management that the most highly efficient salespeople—like Sally—employ routinely. Effective salespeople like Sally set priorities and follow a certain specific sequence of goals during the selling day. Of course, every person will tailor their schedule to the unique kind of selling they do. For instance, they block off a period of time that’s devoted exclusively to prospecting activities, and they make sure nothing else intrudes on this focused time investment. At other points (which may shift during the day, based on individual commitments) they make sure to interact directly with prospects that are already in the sales cycle, either via face-to-face or voice-to-voice contact. They also devote time to preparing customized proposals.



As it happens, these are the three priority activities of the Sell Now! System:



	
	Prospecting to generate new business opportunities

	
	Creating customized proposals

	
	Interacting with people who are currently in the cycle





They are the key to the successful selling day for the effective salesperson. Everything else, including administrative work, socializing, and strategizing the next day’s activities, comes second in priority to these critical activities.


The Measurably Good Selling Day


Our recurrent goal with the system that we’ll be using in this book is simple: to have a Measurably Good Selling Day, each and every selling day. What does this mean? Simply stated, it is a day that meets at least two of the goals of the three priority activities mentioned above:




	
	To generate at least one viable, brand-new revenue opportunity that takes the form of a “live” prospect

	
	To complete a new, customized Final Proposal for a specific prospect

	
	To move one existing revenue opportunity along the sales cycle





To begin to tackle all of these issues, we need take a look at the Sell Now! Funnel, which is the centerpiece of the Sell Now! System.


The Sell Now! Funnel


The funnel is dynamic way to demonstrate the six phases of the sales cycle of a live sales lead. Those phases are as follows:



Initial Scheduled Discussion. This is the phase where contacts have agreed to meet with us or talk to us in depth for the first time at a certain clearly scheduled point in the future—but have not yet had that discussion yet.


Develop. When we are in this phase with the prospect, we have begun gathering information and developing the relationship.


Validate. This is the pre-proposal phase, where we check the basic information concerning the prospect’s business needs and how your organization can service them. It is at this point that any updates to the original information are gathered as well.


Confirm. This is where we finalize our presentation and deliver the Final Proposal. We also make sure that we have already gotten input from your internal support departments including legal, accounting departments, or any other internal constituencies necessary to give you the facts you need to close the deal.


Agree. This is the “handshake moment.” It is the point at which the client agrees to do business according the terms presented and negotiated.


Close. At this point, a contract is signed, purchase orders generated, or other formal approval documents attached. Note that soon after this phase, as shown in the illustration, revenue starts to flow as well.


[image: The Sell Now! Funnel]


The specific criteria for each level of the funnel, and the best tactics for dealing with prospects in each category, are addressed in subsequent chapters.


Sell Now! Rule #1:

The Priority Activities Always Come First


As there are three goals, organize your workday around them, breaking the day into segments devoted to each goal. Of course, prospecting is often guided by the schedule of the contact, so you need to be flexible. Ditto with moving a client along to the sales cycle. However, with attention to the timing and focused efforts, it is not difficult to accomplish. Customizing proposals is completely under your control, however, and can be “sandwiched in” with other key activities throughout the day. The most import thing is to make attention to these activities your priority every day.



Sell Now! Rule #2:

Recognize a Live Prospect from One That’s on Hold


One of the biggest time wasters is pursuing a client that doesn’t want to be pursued. Or investing time and effort in a client who can’t seem to make a decision about the next step in the sales cycle or keeps changing his or her requirements. A measurably good day requires a clear understanding of what a “live” prospect really is, and how it differs from a prospect relationship that’s “on hold.”



Sell Now! Rule #3:

Know What a Final Proposal Is, and When It’s Complete


Proposals are tools for all salespeople and follow many forms. However, Final Proposals are unique. They are tailored to the particular business needs or “hot-button issues” of a specific individual decision-maker. The Final Proposal is not a boilerplate document you trot out for each and every meeting with minor variations to clients in the initials stages of the selling process. It is a customized document that eventually serves as a blueprint for the service plan your organization will execute with one individual prospect, and it must be developed in collaboration with the prospect.



The proposal is not “final” because we say it is, however, but because the prospect has done three things to help us develop it. First, he or she has told us clearly, in his or her own words, exactly what should go into the proposal. Second, the prospect has given us access to all the people and resources the client feels are necessary to create the proposal, specifically including the people like attorneys and accountants who have to sign off on the proposal in order for it to become a viable business agreement. And third, the prospect has told us clearly that he or she will give us a clear yes or no answer to the proposal by a specific date.


Sell Now! Rule #4:

Know When a Prospect Needs to Move Down the Funnel


It is important for the salesperson to keep on top of the phase to which the potential client has progressed. Most salespeople, truth be told, think they’re a lot better than they actually are at figuring out where a given opportunity is in the sales process, and there is a natural tendency to overestimate the development of deals. Good salespeople will know their prospects, keep in touch, and know where they stand at any given moment in the sales cycle.



Work Your Funnel First Thing in the Morning


Our first priority as we start the selling day is non-negotiable. We must work our funnel before we do anything else. For most salespeople, that means making prospecting calls first thing in the morning, setting at least one Initial Scheduled Discussion (or perhaps more, depending on your own targets and conversion rates), and then moving on the proposal development and/or client interactions work. Focus like a laser beam on these activities until you have hit the goal: a Measurably Good Selling Day!



As you get started with this system, you should aim for at least one new Initial Scheduled Discussion (ISD) each and every selling day. Re-evaluate the numbers after one month to determine how many ISDs you really need each day in order to hit your income goals. How many ISDs typically generate one live prospect? How many live prospects do you need to generate a single deal? What is the average dollar value of that deal? By focusing in on questions like this, you can identify exactly how many ISDs constitute a Measurably Good Selling day for you—and also how much each new ISD is worth to you in dollars and cents!


Know When to Use Your Holding Tank


You probably noticed the bucket next to the Sell Now! Funnel in the illustration. It represents leads that are “on hold,” because the prospect has stopped taking Reciprocating Action, and has become dormant. Any time a prospect stops taking side-by-side action with us to move the sale forward, that lead is “on hold” and cannot be placed in the Sell Now! Funnel. The funnel is for live leads only … and once a prospect stops taking clear action on behalf of the emerging business relationship, it is no longer live!



The simplest and most common example of this is the person we call up and set an appointment with, who then, after meeting with us, decides to delay further discussions. Once communication ceases, the client has ceased taking Reciprocating Action and should be put in the Holding Tank for future contact.


The Holding Tank serves two vitally important purposes. First and foremost, it gets inactive leads out of the funnel, which means we can use the funnel more accurately as a tool for projecting income. Second, it gives us a source for generating new leads and new referrals, a subject we’ll look at more closely in Chapter 4.


	


End of sample
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