Proactive

SALES/PROCESS
SUCCESSAUL SAESPECPLE understand the
buyer's as well as the seller's perspective.
They understand the most critical
element in a sale is the prospect, since the
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§  prospect is the one whois
c placing the order. Top
 salespeople know that the
| buyer's perspective is
much more important
than theirs. Otherwise, their sales
message will not interest buyers.

If you understand how a prospect
buys, you can be ProActive. You canbe a
step ahead and pull the prospect to the
next step—pulling, not pushing, the sale.
When you pull, you are in control. When
you push, someone €else is in control.

Buying Process

A prospect goes through five different
phases in a buying process, each with its
own set of requirements.

1. Initial interest. The first phase is for
prospects to have an initial interest.
Although important, interests are not
enough for the buyer to make a purchase.
Only when prospects are motivated to do
something about that interest will they
start buying.

2. Motivation and education. Sales-
people use several techniques to moti-
vate their clients to buy: find the pain;
press the hot button; instill fear, uncer-
tainty, and doubt; appeal to value and
ROI; and identify the real need.

These techniques don't adequately
respond to a buyer's motivation. In sales,
you are not interested in motivation per
se, since by itself, without a need,
motivation has no time definition or
motion. What is useful to a salesperson is
motivational direction that addresses the
pain/pleasure motivation of a prospect. It
covers the avoidance part of pain, which |
will call away, and the attainment part of
pleasure, which | will call towards.

Prospects are either "towards buyers"
or "away buyers." Away buyers will
always have a negative spin. When asked
a question like, "Why would you buy a
new TV?" away buyers would reply,

"The old one just isn't working right" or

"It doesn't
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have the features on it | need.

The prospect who is a "towards"
buyer would have a very different
reaction to the same question. She
might reply "l like the new features”
or "l like the looks of it." There's
nothing negative abouit their responses.
Instead, they identify all positive,
forward-moving reasons.

Psychologically, 70 percent of the
world's population is "away."
However, 100 percent of your compa-
ny's sales literature is "towards." The
"towards" sales literature that pro-
nounces the latest and greatest features
and functions about your product or
service quickly becomes trash for
senior salespeople. If sales and
marketing people tell customers what
they won't get or can avoid doing,
they will capture the attention of 70
percent of the audience.

If they are motivated past the intial
interest phase, buyers will want to
educate themselves more on what they
can do to satisfy an initial need. Buyers
want more information, and they get it
through a variety of sources. If the
information the buyer obtains does not
keep her motivation level high, the
buyer will stop the buying process. If
the buyer is still interested, she will
stick to her process and go to the next
phase.

3. Transfer of ownership. Here the
buyer either gets on board or stops the
buying evaluation. All salespeaple
know when transfer of ownership
happens because they have been in
sales situations in which the buyer
"gets it." The buyer understands how
he would be able to use the product or
service being offered and agrees with
the benefits—what's in it for me.

4, Rationalization. Once the buyer has
completed a transfer of ownership. He
starts to rationalize,"Is this the right
time to make a decision like this? Have
we looked at enough options?"
Salespeople call these thingsbjections,
cold feet, buyers remorseandmaybeland.

Anticipate the buyer having to go
through a final rationalization process.

5. The decision.The actual decision is
the final buying step. If the buyer has
gone through the buying cycle and is still
motivated, she will make a decision. It
will be either yesor no. It is that simple.
My definition of closeis not the reactive
"getting an order." Getting the order is a
selling mentality and buyers dislike
being "sold to."

My definition of doseis obtaining a
decision, either yes or no, without delay.
Yes's are great, n0's are great, but the
maybes will kill you. There really are no
good closing skills. Buyers don't close;
they make decisions based on the buying
process that has just been described. The
close of a deal is just the final stepina
natural process.

Selling Process

A buyer's process and a seller's

process are similar:

« Initial interest = Initiate the process.

* Motivation and education =
Motivate and educate buyers.

» Transfer of ownership = Validate
ownership.

» Rationalization = Justify the purchase.

* Decide = Close the sale.

If you own the process, you own the
deal and win the sale. Think like a buyer
and match your sales process to the
buyer's buying process. If you are
proactive and work the sale from the
buyer's perspective, you take the
guesswork out of the equation. You
know where the buyer is going and can
suggest the next step he should take.

On the average, buy/sell cycles are 20
to 30 percent longer than they need to be.
If your sales cycle is typically three to
four months long, you should eliminate
20 to 30 percent of this time estimate.
With control of the buy/sell process, the
delays and slips go away.

Mastering the buy/sell process will
shorten your sales cycle, provide you
with control and give you direction.
Without it, a salesperson is at the whim
of the buyer, or worse, the competition.
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ACTION: Practice the buy/sell process.



