DK

Understand
Selling

Target customers,
close deals,
win new sales

KEN LANGDON



LONDON, NEW YORK,
MUNICH, MELBOURNE, DELHI

Project Editor Tom Broder
Project Art Editor Edward Kinsey
Senior Editor Simon Tuite
Senior Art Editor Sara Robin
Assistant Editors Amber Tokeley

Tarda Davison-Aitkins
Assistant Designer Kathryn Wilding
DTP Designer Traci Salter
Production Controller ~ Stuart Masheter

Picture Researcher Sarah Hopper

Special Photography  Roger Dixon

Executive Managing Editor  Adéle Hayward
Managing Art Editor  Karla Jennings

Art Director
Publisher

Peter Luff
Corinne Roberts

First American Edition, 2007
Published in the United States by
DK Publishing, 375 Hudson Street,
New York, NY 10014

07080910 10987654321

Copyright © 2006 Dorling Kindersley Limited
Text copyright © 2006 Ken Langdon

All rights reserved under International and Pan-American
Copyright Conventions. No part of this publication may be
reproduced, stored in a retrieval system, or transmitted

in any form or by any means, electronic, mechanical,
photocopying, recording or otherwise, without the prior
written permission of the copyright owner. Published in
Great Britain by Dorling Kindersley Limited.

A Cataloging-in-Publication record for this book
is available from the Library of Congress.

ISBN 978-0-75662-615-0

ED248

DK books are available at special discounts for bulk
purchases for sales promotions, premiums, fund-raising, or
educational use. For details, contact: DK Publishing Special
Markets, 375 Hudson Street, New York, NY 10014 or
SpecialSales@dk.com

Printed and bound in China by Leo Paper Group

Contents

1 Prepare For Your
Customers

14 Understand the Sales
Relationship

16 Make a Good
First Impression

18 Communicate Persuasively

22 |dentify Customer Benefits




2 Find Your Customers

26 Know Your Market

30 Get Organized

32 The Sales Forecast

34 Find Your Prospects

42 Develop Your Sales Pipeline

3 Manage The
Sales Process

4 Deliver Customer
Satisfaction

84 Put the Customer First
86 Satisfy Your Customers

90 Satisfy Your Retail
Customers

94 Offer a First-Class Service

5 Manage Your
Key Accounts

46 Define the Sales Process
48 Plan the Initial Sales Call
50 Open the Sale

56 Qualify Your Prospects

60 Complete the
Opening Call

64 Build the Sale

68 Make Your Proposal

70 Present Your Solution

74 Negotiate the Best Terms
78 Clinch the Deal

80 Protect Your Time

98 Focus on Your
Best Customers

100 Build Your Account Team
102 The Key Account Process
104 Critical Success Factors

108 Write Your Key
Account Plan

116 Complete Your
Key Account Plan

118 Index
120 Acknowledgments



Introduction

No business can succeed without effective salespeople.
Understanding professional salesmanship is, therefore, a
key competency not only for front-line salespeople, but
for anyone whose job in any way affects the most
important asset any organization has—its customers.
Professional sellers understand the necessity of making an
excellent first impression. They know that a feature of their
product only helps to make a sale if the customer can see how
it will benefit them. And they understand each stage of the
sales process, from the basics of questioning and listening to
leading a customer toward saying “Yes, please—I'll buy it.”
So whether your customer is someone in a clothing store,
a highly skilled buyer in a multinational, an entire board
committee, or a middle manager controlling a budget, you
need to develop the selling
skills that will make more
profitable sales quickly.
Understand Selling helps
you to assess your current
selling skills and then

guides you through every

aspect of the sales process,
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from effective opening techniques, through to the best
ways to satisfy your customers and manage a sales team. It
takes you from making the first telephone contact with a
new prospect and

lanni | : _—
planning your sales Effective selling is

the foundation of all
business success

campaign to making the
first sale and delivering
your promises. It also looks
at how to handle your key
accounts—your most important customers, who typically
supply up to 80 percent of an organization’s total sales
revenues—and tells you how to plan and manage such
accounts to ensure customer loyalty and a growing stream
of predictable, profitable sales.

Specially commissioned photographs illustrate the subtle
visual signals a customer sends, and show you how to
interpret and select the right technique for the right
moment. There are also invaluable case studies, techniques
that you can practice in your everyday life, professional
tips, and special features on key aspects of the selling
process—in short, everything you need to understand

selling and become a top salesperson.

INTRODUCTION @)



Assessing Your Skills
The aim of this questionnaire is to get you to think about
your selling skills and assess your scope for improvement,
so answer honestly. Complete it before reading the book,
choosing the answer that comes closest to your preferred
response, and putting the appropriate letter in the
“Before” box. After you have read the book and applied
the techniques, complete the questionnaire a second time.
Before After
How often do you use open questions?
A You are not sure what they are. D D
B Whenever you meet a prospective customer.
C Frequently throughout the selling cycle.

How do you describe your products? D D
A In great detail, emphasizing the features that

beat the competition.
B You concentrate on the features that seem to

interest the prospect.

C You describe the features only in terms of their
benefits to the prospect.

How well do you establish the prospect’s D D
requirements?

A You assume all prospects need your products.

B You ask them for their requirements early in
the sales campaign.

C You listen to their needs, summarize them
back, and check regularly to see if they change.

How accurate are your sales forecasts? D D
A It's impossible to forecast in your business.
B You have months when they are quite accurate and

others when they are miles out.
C You usually hit your targets, within 10 percent.

© UNDERSTAND SELLING



Before After

How often do you set time aside for D D
finding prospective customers?
A You do it when you run out of them.

B You do it from time to time.
C You do it every week at different times.

What percentage of your time do you D D
talk during an opening sales call?

A Most of the time, to maximize selling time.

B About fifty-fifty.

C You aim for a balance of 20 percent you
talking, with 80 percent from the prospect.

How well do you distinguish your D D
offering from your competition’s?
A You can't in your business; the products are
pretty much the same.
B You know your products’ USPs.

C You can demonstrate USPs in your
organization and your market position.

How well do you establish the prospect’s D D
basis of decision?

A You are unfamiliar with the term.

B You ask about the criteria at the first meeting.

C You use the prospect’s basis of decision as the
framework of a sales campaign.

Do you maintain good records of contacts? D D
A They're on a database.

B You keep details until you have made a sale.

C You keep your lifetime address book updated.

How do you complete an opening call? D D
A You thank the prospect for his or her time and

say that you will call back.
B You explain the actions you are going to take

following the meeting.

C You agree on an action plan that always includes
an action for the prospect to complete.
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Before After

Do you give discounts or other concessions? D D
A Your starting price is the best you can make.
B You start with the book terms and conditions,

and offer what you can at the appropriate time.

C You never give anything away unless it is vital
to do so, and always show great reluctance.

How much time do you waste on prospects D D
who do not, in the end, buy from you?
A It happens all the time—that's selling.
B If it becomes obvious that they are not going to
buy, you drop the prospect.

C You qualify prospects continuously and always
explain your reasons to unqualified prospects.

How do you measure customer satisfaction? D D
A You get a feel for it when complaints increase.
B You get a few customers to fill in a customer

satisfaction form at the end of each quarter.

C You agree on customer satisfaction targets and
use external and internal surveys.

How well do you know your key account’s
strategy, strengths, and weaknesses? D D
A You don’t need to in order to sell your products.
B You ask the main buyer how business is going
on a regular basis.
C You have an agreed Account Development Plan
that you keep up to date with this information.

Final Scores
A B C

Before

After
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Analysis

Mostly As

Your answers suggest that you are fairly new to selling and, while you
may be enthusiastic, you need to think about the basic techniques of
professional selling and the sales process. Consider first your contact
with prospects and customers, and learn to listen more. Then work on
the selling process to ensure that you understand each stage and are
confident how far down the selling track you are at any point in time.

Think more about your customers and what they need and want.

Mostly Bs

You have some knowledge of professional selling and deal with your
prospects and customers quite well. You are starting to see the sale
from the customer’s point of view, but you need to put more time and
energy into improving your skills in this area. Start with one customer
and one sales campaign and plan your way through each stage in the
process. Be self-critical of your overall approach to a key account.

Mostly Cs

You certainly have a professional approach to your role as a salesperson.
Make sure, however, that you establish good rapport with customers as
well as treating them professionally. Concentrate on the long-term
strategy and use some of the techniques in this book to help build
mutually profitable relationships. Use these techniques to assist other
people in your team to improve their skills. Show them how important
it is to have open and honest contacts with prospects and customers.

Conclusion

If this is the first time you have done this self-assessment, then bear in
mind the above analysis as you read the book. Pay special attention to
the areas highlighted by your responses and take onboard the tips
and techniques—these will help you to reduce the number of A
responses, next time around, and help you to achieve a more
balanced mixture of Bs and Cs. After you have read the book and had
a chance to put the techniques into practice, take the quiz again.
Provided that you have answered honestly, you will able to directly

measure your progress and should see a big improvement.
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