Advisor Meeting 01/09/2008
In attendance:  Rhonda, Jennifer, Judy, Jill, Gretta, Cathy, Kathleen, Melanie, Karla, Kelly, Brenda, Tonnie, Peter, Sheila
1. Missionary Subsidy:  http://www.sonlight.com/missionaries.html Do not use the term discount; this is a subsidy (from donor)
2. Using the note section in Footprints effectively:  providing complete Notes about conversation with customer is essential
a. Phone contacts are approximately double email/web contacts

b. Important to have complete information in voicemail ticket notes so it can be used as documentation

i. This information is used for future contacts with customer

ii. Used to communicate customer feedback, also used to provide support for changes, etc.; Provides concrete evidence when going to Management with suggestions
1. Judy scans FP looking for trends – recurring themes
a. Future teleconference topics

b. Issues with specific products (Core 300 for example), reactions to products, any issues that might raise a flag;
c. New product/service suggestions

2. Each advisor may not personally know if there are a lot of customers talking about a particular issue – if you’ve seen it twice assume others have as well

3. the notes section of FP is searched looking for information 
iii. Don’t want to rely solely on Forums

iv. Describe what was discussed/suggested/decided
v. Include specifics: age of child(ren), programs chosen, resolution

vi. Some examples

1. “talked about spelling” – what you suggested, etc. would be helpful

2. “asked about choosing, had done Hodgepodge; recommended 100-400, talked about SL way” – was there any closure, did you get a sense customer was headed in one particular direction; how old is student (what age come into SL);

3. “Need advice on dealing with younger children, gave ideas” – what ideas?

4. “Customer wanted to know about workbooks, did she really need them” – what did you tell her, what was resolution?

5. “having trouble with radish experiment, not working” – any defective product, not working – ticket needs referred to Rhonda

6. “student scored poorly on testing for maps section” – list what suggestions you had which is great; ticket sounded like customer saying parts were missing from SL, perhaps we need to consider a product that covers this topic;

vii. If there is a criticism of the program/something missing or concern about the company, ticket needs to be reassigned to Rhonda
viii. No concern about over-documenting.  More is always better than less.

ix. Make sure you include your name in the Notes.
3. Talking to customers - How we respond to a question impacts the customer’s feelings and the way they feel about the company
a. Do we give hope? (“Do you attend conventions in Alaska?
“At this time we only attend conventions in the domestic US and Canada, but here is a link to the convention page so you can check back…etc.)

b. Is what we say causing the customer to escalate the conflict?

i. If you notice a reaction on the phone, try to figure out what caused the conflict and resolve it
ii. Avoid using the word No
c. Do we say things in a positive way? Turn a negative into a positive? 
i. (“Do you sell Singapore’s College Math?”  instead of saying ‘no’ explain what we do offer: “We have selected…”)
ii. Is Sonlight accredited – describe what we do offer (College & Career Planning), the parent is the ‘school’, the ‘administration’, they set the graduation requirements, they create a diploma, universities actively seeking out home schooled students with parent generated transcripts

d.  “We inadvertently left out…” Is there a better way to approach errors? 
i. “Due to customer feedback we provided updates…”  
ii. “Thank you for bringing this to our attention.  We really appreciate your feedback, and I will make sure this is resolved.” – reassure them that this is how we resolve issues – because they inform us
iii. suggest optional solutions if appropriate

iv. ‘at the current time’ is a great phrase to use, ‘Though this isn’t available at the current time, we do offer….’

e. Speak in a way to empower customers

f. Good training is to read how Judy responds on the Dear Sonlight Forum

4. Catalog verbiage
a. How are you doing on using the new terminology?

b. Keep  refreshing from last month’s minutes and updates on WIKI so these become familiar

5. Marketing campaign follow-up:  Make the Switch Campaign

a. currently have 3 email follow up

i. offers free Resource Guide in .pdf format

ii. suggests The Way They Learn & Tips for Successful First Year CD

iii. 1st email explains ways SL can provide help

iv. 2nd email – let them know they aren’t alone

v. 3rd email – 
1. (no phone number provided) its never too late (you can start anytime), offers advisor service and requests phone number
a. homeschool mom calling

b. serve as resource to help decide what type of homeschool curriculum might be a good fit

2. (phone number provided) someone who’s been in your shoes to guide you

a. homeschool mom calling

b. serve as resource to help decide what type of homeschool curriculum might be a good fit

b. Advisors will make personal contact (warm touch to these hot prospects) from FP tickets who have provided phone number
i. currently 69 in US; 3 international

ii. Does Sonlight fit this customer? Script will be developed
1. Yes, what products do we have that best meet your needs

a. soft-sell products offering in emails

i. RR200A – Making the Move CD, Resource Guide, The Way They Learn
ii. RR200B – Making the Move CD, Resource Guide, The Way They Learn, You Can Teach Your Child Successfully, Tips for Successful 1st Year CD

2. No, let me refer you to other companies

a. you can refer to other companies by name

b. use the suggestions in the Resource Guide provided by Sonlight

3. If SL is not what they are looking for we want to track specifically why (i.e. they are looking for just a supplemental reading program, something we do not provide, etc.) – take good notes in the ticket, reassign to Rhonda
iii. Current customer who listened to teleconference

1. short script

2. ask what they thought of seminar

3. any suggestions for additional presentations

4. why they signed up for the tele-seminar (since they are currently homeschooling)

c. SCA follow-up with customer

i. There is a time lag from contact to sale: sales cycle

ii. Right now we don’t know how long that sales cycle is

iii. We want to touch back with these hot prospects at a mutually agreed upon time after our initial call.  Suggest callback times, don’t ask permission, instead make the presumption you will call back and ask if ‘such and such’ time would be good for them 
iv. We will sift out the prospects through clarifying whether SL is a good fit.  If it is, your enthusiasm for Sonlight will help you close the sale.  You aren’t really doing anything different that you have been doing as an advisor – just sharing your passion and helping the prospect find the curriculum that best meets their needs.

d. This is a beta test of follow-up on marketing campaigns

e. Print ad campaign begins in March –  (side note: anticipated increase in sales may increase staffing requirements)

f. Want to start contacting every prospect who requests a catalog (rough estimate maybe 300 per week right now, more in summer – 15,000 a year)
g. Other potential avenues – follow-up with those who contact advisors
h. Goals for Marketing Programs:

i. be the warm touch to the customer

ii. someone who’s been there to come alongside and help

iii. be a resource

iv. if they are a good fit for Sonlight – to convert them to customers [customer is someone who purchases a Core] – we want to CLOSE the sale!
6. SL Touch Campaign  in MDB
a. Will start 2nd touch soon; hope to finish prior to catalog release

b. As calls become available, Rhonda alerts CA

c. Feel free to check MDB if you run out of work in FP – this is a good habit to get into!
7. Future change in Assist to mark customers as Advisor contacts – 
a. Advisors are providing essential service
b. Looking for a way to track effectiveness – to quantify the number of sales that result from advisor contacts

c. Change will not take place until Assist programming change is made
d. we will track every contact – those responses to marketing campaigns as well as those where the customer initiates the contact with the advisor team

Next meeting:  1/23 10 AM MT

