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In the table below, | have mapped out the basic needs we had when considering buying a car for

my son. |'ve then added how we felt that the salesperson added value to our purchase.

What value and insights did

the salesperson provide?

Basic need

Method of transport

Mare needs

Reliable second-hand car

Low on mileage

Within budget

Automatic transmission

Wants:

Big enough to fit in surfboard

Long enough to sleep in the back

Reliahility

Deszirable colour

* Knowledge on what engine
sizes were permissible for
P-Plate driver

¢ Size of wagonsto fit
surfboard and long enough

to sleep in the back

e Great fuel efficiency of

diesel engines

* Addon warranty options

exclusive to his dealership

. Insurance aptions for

under-25 drivers

o Low pricedservicing for

particular makes of cars

*  The types of cars and
colours which are popular

amongst young drivers
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Examples of how heart-led salespeople add value

Here is an example I've devised for you whichillustrates how to build trust and add value when

selling chemical free cleaning systems directly to a consumer:

Product/service

What value does the
salesperson add to the sale?

How does the salesperson add that

value?

Chemical Free

Cleaning systems

COMNSUMER PRODUCT EXAMPLE

Education on how the products
wark and in what
situations/scenarios they are
used.

In-home demonstration.

Advocate for the product by being a

persanal user.

Provide practical before and after

photos and videos.

Show expertize on how to use
the products, how they produce
a2 healthier ervironment for the
family and how they've saved
money

Provide case studies of other
customers who have experienced
better health since using the products.

FProvide 5 analysis of the savings they
can achieve by not buying chemical
cleaning products and by not buying
disposable sponges, cloths et

Educate about the positive

effects on the ervironment.

Educate an how to reduce

chemicals and waste.

Social media posts which include
ervironmental statistics of effects of
plastic waste and how to reduce it,
insights of how the reduction of
chemicals in the household has a
positive effect on waterways and
marine life and how to contribute to a
healthier erwironment and sustainable

future.

Be an erwvironmental warrior—lead by
example and look for otherways to
demanstrate this—which that may
not necessarily involve domestic
cleaning i.e. using reusable drinking
straws or reusable hot drink cups.
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How does a salesperson build trust and add value when selling corporte software?

KA

CORPORATE SOFTWARE A5-A-SERVICE EXAMPLE

Product/Service | What value does the salesperson How does the salesperson add that
add to the sale? value?
Cloud based Educstes the client on how they | The sslesperson spends time withinthe

business travel
expense claims

can s3ve time and money by
implemeanting the sutomated
expense Clzim system

client's tesms to gsther information sbout
typiczl businass trevel expenses and how
their currant manuzl clzim process waorks.

Then map out that detzil on = whiteboard
ta show howr the client's process would
wrark with the anline system, the time
ezch step takes ss compared to the
current manual system and extrepaolstes

the cost savings of time saved.

Show the cliznt how they can
szve money by amalgamating
their trevel booking through the
anlina system

Runsz same typical client trevel data
through the demonstr=tion software and
shows & model of how flight bookings
zggregsted through one camier providas
leverzsge for discountbensfits and
reductions for bulk bookings.

Showr the client how productivity
can beincressed, by decreasing
the time spent on the manuzl
=dmin tasks of expense claims.

Demaonstrates how you tzke 3 photo of
the business receipt and how the mobile
spp. resds the dats tosutomatically
uplozad in the expanse clzim system—
providing more sccuracy, grest flexibility
and faster clzim processing.

Intraduce the client to contacts st other
companieswho are sdvocstes for the
system. Provide case studies of successful
implementations of the system, slong
with proof of productivity improvement
and cost savings

Be = thought leaderin the trevelindustry
or expense clzim/acoounting industry to
provide = further level of insight and
expertise tothe cliemt—around industry
normsand t rh nds.
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How you can build trust and add value when selling taxation consulting services

TAXATION CONSULTING SERVICES

Product/Service

What walue does the

salesperson/consultant add to
the sale?

How does the

salesperson/consultant add that
value?

Taxation Services
for a Small
Business

Explains how using personal
consultant for their tax returns
can deliver better service and
greater return—compared to an
online support portal

The salesperson seeks to understand
the client's business operations by
using probing guestions to UnCover
details of taxable spend. This will
mean more items can be claimed,
compared to standard online
templates.

Provides templates which have
been pre-populated with some
standard industry based taxable
entries.

Fromthe answers to the guestions as
per above and from experience with
other like businesses, the template is
created from industry standards,
success from other customers and
personalized items for that specific
business.

Educates the client on what other
taxable items could be claimed for
the upcoming yvear.

Provides a list of potential items
which are claimable and sugzests a
process for the client to capture those
business expenses by saving receipts,
entering into a database, or by
implementing a software accounting
package.

Teaches the client how to

recognise what is taxable and
what is not claimable.

Review the current tax return with
the client and refer to current
legislationand provide input on how
to minimise tax exposure. Make
recommendations on how toreduce
tax payable and look for strategies to
help generate greater business profit.
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|
Main reason for fearing selling | Why? Percentage of
respondents
Lack of sales skills = Not wanting to come across as pushy, salesy | 36%
or ageressive.,
= Mot knowing how to sell the value of my
product/service in a way that does not come
down to price/discounting.
Lack of confidence = Mo self-belief. 29%
* Mindset.
Rejection = Fear. 17%
# |ack of Courage.
Mot sure whatto say or howto | « Lack of a sales script. 13%
influence buying decision
#* No sales collateral.
= Mot sure what to say and when.
= Mo clarity in message to market.
+ Lack of understanding of customer value.,
Other * Pressure to meet sales targets, 5%

= Lack of belief in the product—whether it
does what it should.)

m | ack of Sales skills

m | ack of Confidence

= Rejection

m Dont know what to say
m Other
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Maslow's Hierarchy of Needs

Self-Actualization A
achieving one's full potential and creativity rh

Esteem
prestige and leeling of accomplishment

Love and Belongingness
initmate relationships and friends

Safety - security

Physiological Needs
food, water, warmth and rest

AR
AKER
AN
AR

i

Herzberg's ‘Motivation-Hygiene Theory’
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Solutions to lack of motivation

Motivation challenge Possible solution(s)

Procrastination

Breakd own tasks into small actions
Celebrate/reward for each achievement

Set realistic deadlines

Lack of focus

Create a plan, structure, outling or mind-map

Clear away distractions such as mobile phone, loud music, pets etc.

Getting started/lack of drive

Remindyourself how the actual doing makes you fesl

Ensure that the doing is done inthe best way possible, soitis
enjoyable

MNosense of urgency

Seek to understand the delivery deadline from the stakeholders’
point of view

Ungerstand the ramifications of slow or non-delivery and
commitment to fulfilling your promise

Low energy

Keep a log of how an activity made you feel when completed

Remind yourself how good youwill feel when you accomplish the
task

Lack of monetary incentive

|dentify other incentives —such as:

Doing good for others

Helping other people achieve success

Lack of desire

Determine whether the project/activity is the right option for you
at this time—there may be no incentive foryou at all!

Dissatisfied by workspace

Declutter your desk
Personalise your workspace

Ensure you have a good chairfdesk/lighting/ventilation etc.

Dissatisfied by
workplace/company you
work for

Ask for work/life balance, or flexibility in work hours
Look for anocther job

Suggest reward and recognition forwork well done
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DiSC® behavioural profiles

Here's a little exercise to help you get a sense of what is meant by preferences.|

Sign yvour name in this box as you normally do:

Now—sign your name in this box with your other hand.:
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|
Here are a few examples to explain how a buyer is not just buying a product, but buying what itcan
deliver:
Product/service | Benefits Meed The real need Want/desire
Designer Watch | Tell the time Be on time Become more To be efficient
productive
To look stylishwith a
branded, reputable
watch
Facial Moisturiser | Soft Skin To combat dry | Protect against dry air | To look healtthy
skin from air-conditioned
office environment Tolook fresh
To prevent wrinkles
Laptop computer | Storefileson | Work from Due to workin remote | To be efficient
with large hard drive amyw here locations, there is little _
capacity storage, WIFI to access To be productive
lightweightand | B85y to carry UEE_ laptop documents in the . i hould
slim-line design while cloud, so local storage 0 asstin Shouleer
travelling on laptop is required | oo

Luscace weicht
restrictions prevent
heavy laptops being
allowed on flight

Injury to shoulder
hindering carrying of
heavy laptop

To access information
guickly & easily to
deliver work to clients
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Case study—children’s soft play equipment

with customers and the development of a relotionship to uncover potentiol sales leods —without

being sales)y.

Business

Children’'s Soft Play eguipment Party and Event Hire—for
newborns to five-year-olds

Perfect customer profilefpersona

Parents with young children aged 0-5 [primarily mothers)

Where does that customer
physically hang out?

Shopping centres, mothers’' groups, playgroups, baby
health clinics, children's clothing, toys or eguipment stores

Where does that customer hang out
online?

Facebook — parents support or advice groups

Instagram—Tfollowing hashtagsthat relate to babies and
toddlers

Pinterest—ideas for types of play eqguipment

What are the customer needs that
Soft Play Hire would satisfy?

For babies and toddiers:

*  Entertainment

¢  Gross motor skill development

#  Safe play environment

*  Sensory stimulation—touwch, colour
#  Spcial interaction

For parents:

¢  Time out, while children play safely and learn in a
visually pleasing and purpose-built environment

«  Attraction or focus fora party or event

¢ Peace of mind that the kids caninteract in anopen
space with other kids—particularly beneficial to those
whodo not have siblings
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Examples of some open questions you can customise for your own situation.

Open questions

Examples

Tell me more....

Could you please tell me more about the
process you use for cleaning commercial
kitchens?

Please tell me more about the type of driving
youdo?

What do youmean by...7

What do youmean by ‘raking the excess gravel
into the hole'?

How do youfeel about that?

How do youfeel about the roadworks outside
your premisesr?

Why is that important?

Why is texture an important consideration?

What else would be important toyou?

What else is critical to youw or your family when
youare consideringa holiday?

What other kinds of help are you locking for?

What other kinds of help are you locking forto
address this issue?

E

+

xamples of closed questions you can utilise

Closed gquestions—to help focus the
conversation

Closed questions—to help confirm your
understanding of the customer's needs
(usually yes/no answers)

How long did the research project take?

S0, you're looking for a computer that will
... |5 that right?

Wouldyou prefer red or blue?

So, you're looking for anoffice chair that
will ... Is that right?

How often does that cccur?

If | understand you correctly, the reason
thatisa problem is ... Is that correct?

Is this a serious problem?

So what you're saying is ... Right?

Is that something that you want to solve
right awayr

|5 it ¥ that matters to you most inthis
project?

Of the three problems we've discussed,
wehich is the most important?

Do you have enough detail now to move
forward to a feasibility study?
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Closed questions—to help confirm your understanding of the customer's needs
{usuallyyes/no, or one-word answers)

Are you locking for .7 Wouldit be essential for youto .7

|s that a problem thatyou are interested | Wouldyou like to find a way to ...7
in solving?

50, you need to find a new processto ... Wouldit be helpful if you could ...

_I_fa rning trust and providing irtsight&l

Questions to ascertain the value that you | Questions which ascertain what personal
can add to their business of life/family value the solution will provide to the
etc. customer

What are the three most frustrating steps | If this deadline is not met, what's at stake
in the process? for you?

What do you expect from the investment | If you were to start the project again,
in time and effort? what would you do differently?

How do you see the new eguipment What's important to you personally?
adding value?

When you compare your market position | How will youfeel ifin 12 months’ time,
now, to what itwas five years ago, how nothing has changed ?
do they differ?
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Questions to help you uncover a customer's circumstances

Tell me about your plans for ... What caused youto change your mind?
Tell me about your new marketing What effectis that having on production?
strategy?

What challenges are you experiencing? What's driving the need for...7

How well is that working? Tell me more about why this is an issue
for you?

your customer’'s needs and indoing 50, will position yourself as professional, credible and insightful
which will earn your customers trust. Knowing wiy your customer has needs, shows you care when
Your com petitors may nnt.|

Customer needs Why they have those What has led them to have
needs. those needs, or to want to
solve them now?

A new marketing plan To bea reliable source of | Alarge competitor has just
guality automotive opened a new retail store
products. Close by.

A new way toclean their So that their house is safer | Their son has recently been
home, without the use of & healthier for the family diagnosed with severe
chemicals. and pets. asthma, which is triggered
by chemical fumes.

Training course for their A new sales team has been | The company has merged
salespeople hired. with ancther and the
product range has doubled,
which has reguired setting
up a new team of

salespeople.
Smaller, more fuelefficient | To reduce ongoing fuel Fuel prices have risen
cars for their outbound costs and make findinga steadily and parking incity
sales team. park easier for busy areas is increasingly

schedules. congested.
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Ways you can match products to customer needs|

Features

Benefits

Link to customer needs

Ergonomically designed and
endorsed by the Chiropractic
Association

Minimises bad posture
causing lower back pain

Reduction in employee
absenteeism due to lower
back problems

Custom chair settings.

Upto four users canstore
their own settings for:
lumbar, seat height, arm rest
height and angle and til of
seat and backrest

Maximises comfort for
each person and
decreases wear and tear
on the chair if being
adjusted constanthy.

Will save time when
employees are hot-desking
and constantly having to
change chairs.

Will ensure their comfort
and support are customised
to those who share the
Chair.

Custom uphaolstery.

Chairs can be upholstered
with your choice of fabric
from our range, with colours
to suit most modern office
designs, or can be covered in
gither leather or suede fora
5% wplift in price.

Allows customers to
complement their décor
and maintain ambience,
ata reasonable price.

Improved appearance of the
office space, which portrays
a modern brand to their
CUSTOMErs

Enhances employes
engagement by providing
wisually pleasing and
comfortable office
emviron ment

In-built massager in the
back-rest—unigue to this
specific brand & model of
chairs

Reduces stress and
improves prod uctivity

Was not a specific need but
provides extra value to add
strength to the proposal.

Closed questions—to help confirm your understanding of the customer's needs
{usually yes/no, or one-word answers)

Areyou looking for .7

Would it be essential for youto .7

in solving?

Is that a problem that you are interested

Would you like to find a way to .7

So,you needto find a new processto ..

Wouldit be helpful if you could ..
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E

B

arning trust and providing irtsightd

Questions to ascertain the value that you
can add to their business of lifeffamily
etic.

Questions which ascertain what personal
value the solution will provide to the
customer

What are the three most frustrating steps
in the process?

IT this deadline is not met, what's at stake
for you?

What do youexpect from the investment
in time and effort?

If you were to start the project again,
what would you do differently?

How do you see the new eguipment
addinz value?

What's important to you personally?

When you compare your market position

now, to whiat itwas five years ago, how
do they differ?

How will you feel ifin 12 months’ time,
nothing has changed?

Questions to help you uncover a customer's circumst ances

Tell me about your plans for ...

What caused youto change your mind?

Tell me about your new marketing
strategyr

What effect is that having on production?

What challenges are you experiencingr

What's driving the need for...7

How well is that working?

Tell me more about why this is an issue
for you?
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Ways you can match products to customer needs

Features

Benefits

Link to customer needs

Ergonomically designed and
endorsed by the Chiropractic
Association

Minimises bad posture
causing lower back pain

Reduction in employee
absenteeism due to lower
back problems

Custom chair settings.

Upto four users canstore
their own settings for:
lumbar, seat height, arm rest
height and angle and tilt of
seat and backrest

Maximises comfort for
geach person and
decreases wear and tear
on the chair if being
adjusted constanthy.

Will save time when
employees are hot-desking
and constantly having to
change chairs.

Will ensure their comfort
and support are customised
to those who share the
chair.

Custom upholstery.

Chairs can be upholstered
with your choice of fabric
from our range, with colours
to suit most modern office
designs, or can be covered in
gither leather or suede fora
5% uplift in price.

Allows customers to
complement their décor
and maintain ambience,
at a reasonable price.

Improved appearance of the
office space, which portrays
g modern brand to their
CLSTOMErs

Enhances employes
engagement by providing
visually pleasing and
comfortable office
emvironment

In-built massager in the
back-rest—unigue to this
specific brand & model of
chairs

Reduces stress and
improves prod uctvity

Was not a specific need but
provides extra value to add
strength to the proposal.
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Here are some examplss of the different types of customer concerns and how to address them.

Concern type: apathy

During a sales interaction, your Customer may not seem very interested in your
product/service—particularly if they are already satisfied with their current supplier, they
don’t realise that it's possible to improve their current circumstances, or they don't see the
value in making changes or improvement to what they are currently using or doing.

Ohbjection Acknowledge Questionsto help address customer
CONCETNS

We already use a You are the best judge of Ifyou could just spare a few minutes, it
company like yours | how weell your systems are | might be helpful to discuss how you use
and we are happy working. your CRM software? I've worked with
with our service. many businesses similar to yours and
there may be some further insights that
could be of value to you. Wouldthat be
CK?

Concern type: mistrust

A sceptical customer needs to be sure that your prod wct/senvice or your company will do,
or deliver what you say it will. The customer islooking for proof, to enable him/her to find
comfort and satisfactionin making a purchasing decision by trustingin youand your
product.

Objection Acknowledge Questionsto help address customer
CONCETNS
How do | know | It's essential to have proof | This is where youwill need to offer
will get the results | before committing. relevant proof that the prod uct/service
YOUare promising? cando asyou say it will. The evidence

you offer, should be linkedto the
customer needs. Some examples you
could provide are:

| can't believe your || know it sounds too good
product can do to betrue.
that! +  Research Data

. Provide samples to try
I've never found a | Youw're right to be

Company whocan | concerned —given your . Demonstrate the product
provide the level of | previous experience.

service that we *«  Provide Testimonials from other
need. happy Customers

*  Show photographs/fvideos of the
productin action

«  [Offerto organise a visit a
reference site




CHAPTER 7

Concern type: clarification

A customer needs clarification, or further information when they don’t think you can
provide something that you can. It could mean that you've missed some details, or that
they didn’t hear something that you had explained. It canalso mean that there’s another
need that the customer doesn’t think you can satisfy.

Objection Acknowledge Respond to misunderstandings

I'm sorry, but [only | 24-hour support is crucial Cur online technical chat system is

do business with in this industry. available 24,7, utilising teams of
companies that experts who will troubleshoot, or
provide 24/7 access provide instructions either by phone or
to resources. online chat.

Does that sound like it will provide the
level of access you need?

Your software Having a compatible What is your current operating system
version won'twork | System makes sense. VETsion are you using?

On OUr systems.
What are your uperade plans foryour

computer hardware?

Cur software is currently undergoing
miajor version uperades, which will
offer many new features which |
believe youwill find valuable. The
upgraded versionwill be available at
the end of next month. Does that
timeline suit your project?
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Concern type: showstopper

A showstopper is something you can't change—such as: your set price, a feature, colour
choice, location, availability, functionality...

Your approach is to help the customer refocus on the bigger picture and try to cutweigh
the concern with all the other agread benefits of your solution.

Objection Acknowledge Questions to help address customer
CONETNS
How dioes your budget cycle work?
We have no These days budgets can be When does planning for next year
budget. rather tight.

commence?

Could we work together to come up
with a plan?

Your price is too
EXpENSVE.

Price is always a
consideration.

Can we work together toformulate an
RO [Fteturn on Investment)? |
understand that this problem is costing
your business money and lost
opportunity—could we workon a
payment plan that would address your
problem now, but spread your
payments over time?

Your depot is
located too far
away.

Having a supplier close to
your premises does have
advantages.

We decided totake up premises on the
putskirts of the city to save costs and
provide employment for those who
work inthe suburbs. This keeps supply
costs down and ensures we have an
engagedworkforce. As part of our
service, we operate two shifts inour
warehouse toenable fast turnaround of
orders and we have negotiated volume
discounts with our delivery service. Qur
customers have told us that our
response time for orders and deliveries
are better than other suppliers they've
used.
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Sensing/Thinking customers take in information that is factual and practical and make

decisions through analytics and logic.

Behaviour clues

Suprested response

When this customer has expressed a
Concern, you agree with their concern

¥es, that's important to clarify that point/or
concern

Customer is asking youto provide recent
facts, or to explain conflicting data

The information about the new product has been
confusing. I'll show you the recent summary |
received which explains the new features inmore
detail.

Offering details of other customer
testimonials which can be contacted

Tom Burke, the operations manager of Acme
Company, had the same concern. He met with
Susan Long, our technical engineer who explained
the specifications and provided a copy of the
implementation plan. Would youlike a copy, or
would you like to speak with Susan?

Ensuring there are no surprises, informing
the customer to any potential challenges
and how they will be addressed

Changing premises and implementing a new
system cansometimes present new challenges.
Our procedures manual details our approach to
unexpected changes to the plan.

Sensing/Feeling customers take ininformation that is factwal and practical and make decisions
through taking people’s feelings into considering—both their own feelings and of those who

would be affected by the purchase.

Behaviour dues

Suggested/example response

Moticing that the customer has started to
hesitate in the conversation

It sounds like you have guestions about payment
plan/pricing structure

A customer has concerns that you need to
acknowledee andvalidate

It's a concern that| had myself, but once | followed
the plan, | was reassured by the results

Follow a simple process to addressthe
CONCErm

| will liise with Therese, our project supervisor to
lock inthe installation date and then we can go
from there.

Language which uses personal pronouns, or
language about the people involved

Changing your system will be straightforward, as
yvour building is pre-wired and has easy access.
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Intuition/Feeling customers prefer to consider the big picture effect of a purchase and make
decisions based on the effect on the feelings of the people involved

Behaviour dues

i

Sugrested/example response

Moticing that the customer has started to
hesitate in the conversation

It sounds like youw're still not sure. Let's work
through your options.

Customer has concerns that you need to
acknowledee and validate

Whether the knowledee is learnt is a valid concern

Offering solutions or alternatives that the
customer can be involved in.

| canses what you mean about the colour match,
from these samples, could there be a different
solution?

Testimonials where the customer could
imagine themselves as having similar values

This sounds familiar towhat Tom and Sue Rainburg
(previous clients) said about the child-friendhy
environment inthe new suburb, where families are
seeking green space for activities.

Intuition/Thinking customers prefer to consider the big picture effect of a purchase and make
decisions based on the logical effect on the business outcomes.

Behaviour dues

Sugrested/example response

Acknowledging customer’s competence

Often this is a common challenge for start-up
businesses which is not expected.

Lancuage that doesn't use personal pronouns

Is the location of the venue being near the main
road, a strong concern’

Imvo lving the customer with introducing
logical options and changes

What other possibilities have you considered that
agppear to make senser

Flexibility and working with the customer on
a can-do approach.

Let's work together to create some ideas within
budeet to make this work.
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Review of the key points of the customer buying journey:

Sales plan

Where, when, how.
Setsales targets

Establish accountability

Initial contact—establish the
relationship

Target market/ perfect customer/customer
persona—who are they, where do they hang out.

Personal brand be an expertin your field/ind ustry.

Share expertise on Linkedln, blogs on website, social
media—build personal brand

Learn about and understand your
customer's needs

Seek permission to explore customer needs
Openand closed guestions
Business, personal or emotional needs

Why the need exists and why now . (Circumstances)

Lead the wayand create next steps

Ask permission to make recommendations, based
on your understanding of their needs

Link prod uct/service features and benefits to the
Customer's unigue needs

Provide insights as to how this has impacted or
added value to other customers you've worked with

Establish mutual agreement

Look for customer buying signals

Listen for clues to customer personality preference
for decision making (thinking/feeling)

Alignyour language to match your customers

Acknowledge, validate and empathise with the
CUsStomers ConCerns or objections

Gainagreement that your solution meets your
customers unigue needs and they are ready to

purchase.
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The 7Ps of marketing—things to think about

EXPLAMATION

PRODUCT

(or service)

Quality

Is the product to be low guality or high guality ?

Cost of components may dictate this, but the perceived
guality will also affect pricing and branding.

Image

What image is portrayed by the productto appeal tothe
buyer?

Willit be determined by
* demographics (race, ethnicity, gender, age,
education, profession, occupation, income level, and

marital status)

*  psychoeraphics (personality, values, opinions,
attitudes, interests, and lifestyles)

* gepgraphic location or availability

* style, price, or culture

Branding

Branding is not just the logo—itis also about a tag
line/buy line, consistency of colours used, the font used
in correspondence, business cards, what graphics or
images are used—on packaging, advertising, online,
social media and even on uniforms and transport or
delivery vans etc.

It's what youwant your customers to say/think about
you, or your product when you are not in front of them.
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Features, variants, mix

How many features will each product have? Are there
variations of each one? Can features be mixed? Can a
product be built to order?

Support, customer
Senvice

Will after sales service and customer support be
provided—will bethis at extra cost?

Availability

I5 the product immediately available or has to be

ocrdered? Where is it made? How long will it take to
arriver

Warranties

Consider legislation and warranties, Will warranty
registration details be added to @ marketing database
and used for ongoing communication, upsell and cross-
sell?

PROMOTION

Marketing
communications

What language (orvoice) will be used when
commiunicating with the market—informal, formal,
fresh or traditional ?

Personal promotion

Will you be the main face of promoting the

prod uct/service, or will you use other people, or hire
models toportray animage? Or will there be no
personal promotion and use online only?

Sales promotion

Will the product be offered as part of a sales
promotiont A bundle, two for one offer? Special
miznthly discount?

Public relations

Could you leverage exposure through stories in print
media, radio stations, attendance at public, charity or
networking, charity events, or use advocates or
influencers on social media®

Direct marketing

Using your database, would you send direct emails with
special offers, or via an online group, or direct by
sending mobile texts. For example: special offers on
social media—suchas, like and share to gointo a draw
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to win something?

Advertising

More traditional method of pladng advertisementsin
print media, on television, radio, billboards and paid on-
line and social media advertising.

PRICE

Positioning

Is the price a feature of your product? Low price, low
margin, high volume. Or higher priced, premium
product, premium image? Service subscription based,
recurring payment/monthly or yearly renewal?

List

Will the price be listed as a standard RRP and advertised
thatway? Orisit price on application whereby the price
can be targeted at different markets? Price per package,
or price according totype of customer?

Discounts

Does your pricing level allow discounts? If 50, at what
level? Whocandiscount? Are approvals reguired before
discounts can be granted? Will discounts be promoted?

Credit

Will you allow customers to buy on credit?Set up an
account? Or cash only?

Payment methods

What credit cards will yousupport? Will you charge
extra fees? Could PayPal be used, or ancther online
SeCure payment gatewayr Afterpay, or layby?

Frese or value-added
elements

Will extra items be bundled in the deal—for example;
buy one & get another halfprice™ Buy the red one and
get the blue one for free. Buy one and get another for
just 51 extra.
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PLACE

Channels

Is the product sold direct to customer, or via a network
of direct sellers? Will there be a distributor or
ageregator in between? |s the product soldthrough
value added resellers—who layer their own services or
support? Or is your product a component of something
glse that is manufactured?

Is it a service which could work on paid referrals, or
spotters’ feesy

Sales support

Once sold, does you product/service reguire support to
be installed, set up or implemented? |s training reguired
to understand how to useiton an ongoing basis?

Physical location

Is your product sold at a physical brick and mortar shopr
Cnline? Market stall? Direct to consumer, likea party
plan.

PEOPLE

Who will do:
* Marketing activities

* Customer contact

What components of marketing will be executed by the
salesperson, external provider, or others? Will there be
g dedicated person who will create leads from the
marketing activities, or all direct customer contact
followed up by only the salesperson?

Culture/image

How is the culture/image communicated with
employees? Uniforms?

How will they understand and model the desired
behaviours and attitude that is in keeping with the
culture/image that marketing has created ?

Training and skills

Will salespeople be trained, or hired with existing sales
skills, behaviours and attributes? Hired on attitude,
trained in methodologiesy

Femuneration

How will the salesperson be paid? Base plus
commission? What percentage? Or commission anly?
Will all employees be paid inaccordance tosales
volume, or a set salary?
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PROCESS

Customer focus

Will customers drive what is sold? i.e.; customer
demand and feedback lead innovation to create new
products or design features?

Business-led

Products are created through the expertise of the
Company or business owner? Forexample: ifthe
business has expertise in making dog food, but their
customers have dogs AND cats, will the company
diversify and make cat food too, or stick with what they
are bestat?

ITSupported

Dioes the business operate via sophisticated |T systems
and create products that best delivered digitally?

Design features

Is it a new design features that create the pull through
with marketing and lead the way increative campaigns?

Research and
development

Arethe products created through research and
development? Are employess selected due to their
technical expertise to create new designs or features?

PHYSICAL

Sales/staff contact

Who should be selling or be in contact with customers?
Should customers have contact with technically skilled
staff, relationship developers, or efficient process driven
support people? Should everyone wear a uniform, or
have a uniform style or look?

Experience of brand

Is the brand well known, or is it known by being bought
by stylish people, or is it associated with the being in the
country, orthe city? Does the customer experience
consistency with the look and feel of the brand? Do they
ahlways know what they will get, or does it change from
time totime, or continuously evolve?

Example:a popular hamburger restaurant chain
maintains brand consistency, 5o customers know what
they will get in each time they visit.
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Product packaging

Dioes the packaging match what the brand says about it?
i.e:ifitis a product that is environmentally friendly, is
the packaging reusable or bic-degradable? Orifit'sa
premium product, does the packaging match that brand
gppeal? Is the packaging instantly recognisable—for
example, a pale blue box says Tiffany and evokes buyer
emotion, even before you look at the logo, or see what's
inside.

Online experience

The online lock, feel and experience isa major part of
how customers feel about a prodwct. From the initial
enguiry on a web site, to social media, through to the
ease of looking through a catalogue, saving favourite
items to be viewed later, updating checkout, deliver
costs and payment processing.

This is now a major part of how a customer buys and is
fast becoming the most important component of the
marketing mix.
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What | have learnt from reading this book:

1y

¥ Coal

Action 1

Artion 2

Action 3

¥ Goal

Arction 1

Action 2

Action 3

¥ Goal

Action 1

Action 2

Action 3
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|
Authentic, heart-led salespeopie...
¥  Genuinely care about their customers
¥  |Improve their customers lives/businesses
¥  Are happier, healthier and more productive
¥  Trulyunderstand their purpose and why, which transcends beyond money
¥  Provide insights which educate and inform their customers
¥  Create loyal customer advocates and repeat business
¥  Createa mindset of service and support
¥  Give before getting
¥  Aredifferentiated against their competition

¥  Display integrity and create trust.

We are all
salespeople at
heart !
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'To develop authentic connections and
relationships in business you need to be your
authentic self. Still, in these days of global
markets, unlimited competition and the razzle-

K Y M dazzle of social media it's easy to get stuck,
overwhelmed or lost in the mix.’
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The TLC 3-step formula

for sales success is at the

heart of your
business

uccess !

SALES & LEADERSHIP

Online Sales Enablement Platform
One to one and group coaching

Face to face, or via phone/Zoom/Skype
Sales Deal Coaching

Winning Mindset

Selling Confidence

Personal Branding

Planning & Goal Setting

Sales Strategies

Accountability

Personality Profiling
°o (DiSC, Myers Briggs & Emotional Intelligence)

CLASSROOM & WEBINARS

e Leveraging LinkedIn for Business (Sales)
e Selling with Heart

e Selling during Tough Times

¢ Team Communication and Collaboration
e Mate to Manager

e Business Etiquette

e Leadership Accelerator

Keynhote Sp

EVENT MC, SPEAKER, FACILITATOR

Keynote Topics include:

e Selling with Heart during Tough Times

e Uncover your Superpowers & share with
the world

e Personal Branding for Salespeople
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