SCC Training Conference – 2005

I. Introduction


A. Name & Background

Good Morning, my name is Greg Steinmetz and in the next hour my goal is to expose you to a variety sales techniques, concepts and dialogue which you can use to improve your sales effectiveness with customers and prospects. 

I’ll start with a little about my background. My education includes an undergraduate degree in advertising and I finished my MBA about 2 years ago. 

My professional experience is very diverse but primarily marketing and sales related. I have been in the direct mail field as a copywriter and account coordinator, and I also managed mail list acquisition. My sales experience includes personal (face-to-face), telesales, and seminar presentations. The bulk of my sales experience is from the financial services industry as a securities broker. I also have sold restaurant training programs and Hooked on Phonics through inbound and outbound telesales.  


B. Workshop Agenda 

Today we are going to discuss the sales process and several ways you can improve it for your business with Sonlight. We’ll discuss two factors related directly to you, your mental state of mind and your physical presence. We’ll then turn our attention to Sonlight prospects and how identifying 2 key behavioral traits can help you communicate more effectively and sell more. In the last topic we will identify areas where you want to concentrate your time and effort, discuss setting goals and how to achieve them, and generate ideas and discussion for improving sales dialogue in your upcoming conventions.   


I would ask you please hold your questions until the end. I have set aside the final 15 minutes for that purpose. 

One presentation note: the ideas I’m sharing today were developed from several sources and personal experience. While some sales concepts are proven, the actual application of these concepts can be as unique and creative as each of us. So, please recognize that you have the flexibility to alter and modify some of the ideas to fit your personality and comfort level. 
II. Mirror, Mirror, on the wall…


If I had to name the most important part of sales, it would be your mental state of mind. Why? Because it is the one thing that you have control over and impacts everything else you do. So let’s take a look in the mirror and find out a little more about ourselves. 

A. How do you feel about sales? Sonlight? Yourself?

When you think of the word sales person, how many of you have a positive image? How many of you have a negative image? Can someone tell me some of the characteristics of a sales person that you think contribute to a negative image? Now tell me some of those characteristics for the positive image. Often times, our negative experiences and images are held much deeper in our mind. So, if part of our responsibility is selling and we already have a negative image of it, it may subconsciously impact our own ability to sell. If our mind is in conflict —I’m selling, but I don’t feel good about selling—we will not be nearly as effective than if we feel good about it.

You need to ask yourself how you feel about the product you are selling. How many of you believe in the Sonlight product? How many of you are passionate about it? If you are passionate about the product you are selling, you are going to have a much easier time selling it.

The last question is how do you feel about yourself? This is simply the image you have of yourself. Sales performance can often be a result of the self-image you project. If you don’t see yourself as enthusiastic, knowledgeable and helpful, your prospect will have trouble seeing that in you, too. 


As sales person, it is hard to spend time with prospects and then have them say NO. One of the hardest parts of sales is hearing NO, and it can wear on your mental frame of mind because it can be discouraging. The sooner you recognize that this can impact you, the faster you can take active steps to negate the impact. Today we will discuss several ways to reduce the potential impact from NO.   

B. Attitude

The answers to the questions of how you feel about sales, how you feel about Sonlight and how you feel about yourself are only by determined by you. The nice thing about our attitudes is that we control them. We can change them as we desire. It may not always be easy, but it can be done. 


C. Something you do “to” someone OR “for” someone



For those of you who might have a negative image of sales, I want to help you begin to rebuild that image into a positive one. If I can show a way to do that, would you be interested? Answer this question honestly in your heart…is sales something that you do “to” someone or is it something you do “for” someone?


A sales person believes in her heart that she is doing something “for” the prospect. If, based on your qualification of the prospect, you are absolutely convinced that your product is going to benefit the prospect, then you are not providing the best possible service if you don’t make the effort to engage that prospect and help him/her learn more about your product or service. Don’t confuse this with the term “aggressive.” Some sales people are often seen as aggressive when trying to sell a product but have not done their work helping the customer adequately identify and recognize their need. You can be assertive and bold without being considered aggressive.  



D. EQ vs IQ – Green Versus Veteran

I would bet that most of you can tell me what IQ stands for, but how many can tell me what EQ stands for? EQ stands for Emotional Quotient. A researcher at Harvard developed this concept and researched it further. Those who ranked higher in EQ were more successful and earned more than their IQ counterparts. Being social and having the ability to connect emotionally with people serves a person more than just a strict intellectual capacity. Those will a higher EQ are also more likely to be leaders and have the ability to effectively work with and through other people. My mention of this is to make the point that you don’t have to know everything about Sonlight and its products in order to be effective and make the sale.

Some companies would prefer to just have a person with an enthusiastic, engaging personality rather than a veteran. Why? Because the “green” sales person, while being less knowledgeable, makes up for that difference and more with their enthusiasm and willingness to learn. What do you think this is worth? Can anyone tell me what percentage of people buy simply because they like and trust the person? 71%. So, for those of you who are newer to your SCC role, this is something to keep in mind as you build your knowledge of Sonlight and its products.

E. Product and Company Knowledge

Even though a person with high EQ or an excited and passionate new person can sell on those strengths alone, they would not want to forgo additional sales by not investing time to learn the products and the company. Product and company knowledge is acquired through usage and direct study.

Each one of you filled out a product/company knowledge matrix or assessment. All of you have a good idea of the areas you are strong in, and those which need more study.   
III. Let’s Get Physical! It’s half the battle!
Did you know that 55% of body language influences persuasive impact? For this reason alone we are taking a moment to revisit some external factors which are important in the sales process. 

A. Professional look and appearance
 
You don’t want a prospect to be focused on you or your dress. You want them to be focused on the message. A self-check with another person is always a good idea, and certainly checking yourself in the bathroom mirror is a good idea. If you are talking all day, it’s always a good idea to have fresh breath, so a mint and a bottle of water is a good idea. Buddy check prior to prospect exposure.

B. How we say it

Use your voice to your advantage. When possible change the pace of the speaking and use inflection in areas where you want to add emphasis. Also, drop any non-words, Um, uh, you know, I mean…just insert a pause when you need to reflect or collect your thoughts.

C. Choose your words wisely 

If you could add a word to a conversation that is proven to increase your sales you would, wouldn’t you? If you could keep from saying a word that is proven to decrease sales, you would, wouldn’t you? 


Let’s discuss some of the words that are proven to sell – understand, proven, health, easy, guarantee, money, safety, save, new, love, discovery, right, results comfort, proud, profit, deserve, trust, value, fun, vital. Now think of the ones here that can be used most often in relation to our curriculum and add them into your dialogue.

Here are the words that UNSELL – deal, cost, pay, contract, sign, try, worry, loss, lose, hurt, buy, death, bad, sell, sold, price, decision, hard, difficult, obligation, liable, fail, liability, failure. If you, or your assistants are using any of these with prospects on a regular basis, you should make a conscious effort to stop. 

IV. H20 can help you sell more!      


A. Behavioral matching 

According to the book Non-Manipulative Selling, there are two main behavioral dimensions: openness and directness. Openess refers to the ease in which a person shows emotions or responds to other people. The more open you are the more relationship-oriented you are, and the less open you are the more task-oriented you are. Directness refers to amount of control one attempts to exert over other people and situations. The more direct you are, the more control you seek and vice versa.


You can plot these dimensions just like you would as an X/Y axis in math. (Draw the example for them.) Broadly, people fall in one the four quadrants and their behavioral styles are identified as one of the following: relaters, directors, socializers, and thinkers. (Give general descriptions of personalities of each).

A relater likes to get acquainted and build trust, seeks trust, and is slow to make decisions. A director is a high achiever and goal-oriented, likes to have control, generally wants to get down to business and has have a low tolerance for feelings. The socializer is a spontaneous idea generator, talkative, stimulating and often fast-paced. The thinkers are persistent, systematic problems solvers who have a high need to be right, and like organization and structure over too much involvement with other people. Can anyone give me an example of each one of these behavioral styles?

Just like the numerous personality tests, you will find some prospects clearly show a dominant behavioral characteristic, while some may be more of a blend, and thus tougher to identify. Can anyone tell me why they think this might be important? If you can identify if your prospect is more open versus self-contained, or more direct versus indirect, then you can adapt your behavioral and communication style to match theirs. As a result, you are going to help the prospect move closer to the sale decision more quickly, enabling you to sell more in less time. 

There is the Golden Rule – treat others as you would like to be treated – common courtesies, respect, patience, etc. Then there is the platinum rule (when it comes to a sales situation) – treat others as they want to be treated. Some might consider this to be deceptive, to change your style to sell Sonlight Curriculum. 

I would challenge you with this thought, because I have experienced this first hand. When I was securities broker, I spoke to people all over the country on the phone. The people I would generally have the most difficulty with were people from New York. As a whole, people from New York are very direct and open. I tend to be more indirect and more self-contained. I finally realized, if I wanted to be heard by them, I had to be flexible enough to temporarily change my delivery. If I did not there would be tension and they would not be satisfied. 


When you treat others how they want to be treated, you will be communicating in their language and have a better opportunity to get your message through: the message that our product, if properly determined, is going to benefit them and their children.


In my early years of selling, I always said that I didn’t want to become someone I was not in order to be successful in sales. I didn’t recognize early enough that I am not changing who I am in order to sell more, I am simply changing the way I communicate. There is no question that making such a change is unnatural and challenging initially. The prospect, unless they are in sales or psychology, doesn’t know or care that they have a particular behavioral style and that it may not match with yours. A prospect only recognizes the mismatch as, “I didn’t like that sales person, they were (fill in the blank),” after a less than pleasant sales experience.

I would ask you to think about the following as you consider the relevance of what I just told you. As I learned from the Exploring Creation with Chemistry DVD, equilibrium is dynamic, not static. For you to have equilibrium with the prospect, you may have to be dynamic (change), because they will not.


This is how being like H20 is going to help you sell more. You can choose your own method to remember the 4 behavior styles, but I suggest you think of them as a form of water. Water can be lukewarm, hot, cold, and frozen solid. 


Relater – lukewarm water


Socializer – hot, bubbly, and active


Thinker – cold, less open  

Director – frozen


Again, they are not going to change their behavioral style so, like water, you can change your form to meet their style. I strongly encourage you to try this at your conventions. Here is a list of your observable behaviors for each dimension. 


Open behavior – animated facial expressions, considerable hand and body movement, flexible time perspective, story telling and anecdotes, little emphasis on facts and details, sharing of personal feelings, contact orientation, and immediate nonverbal feedback.


Self-Contained behavior – little facial expression, controlled and limited hand and body movement, disciplined sense of time, conversation focused on issues and tasks at hand, required facts and details, little sharing of personal feeling, non-contact orientation and slowness of nonverbal feedback.

Indirect behavior – soft handshake, intermittent eye contact, low quantity of verbal communication, questions for clarification, support and information; tentative statements, limited gestures to support conversation, voice volume low; slow voice speed, little variation in vocal intonation, hesitant communication, slowness in moving.


Direct behavior – firm handshake, steady eye contact, high quantity of verbal communication, more rhetorical questions asked to emphasize points or challenge information, emphatic statements, points emphasized with gestures and challenging tone, voice volume high, fast voice speed and speed in moving.


I’m going to read a testimonial and I’d like you to tell me which behavioral style you think the customer is.


B. Finding the need when they won’t tell you

Finding the need is most difficult when the prospect is not as clear or helpful as you would like them to be. So you need to probe by asking questions, especially open-ended questions where you encourage and enable prospects to tell you exactly what they are looking for.


As people are walking by the booth, you need to smile and greet prospect with friendly smile and a “Hi,” or “Hello.” 

NEVER say “Can I help you?” or “Are you just looking today?” as these can be met with single word answers Yes or No. Can anyone tell me why a closed-ended question might be a problem? 


Think about how a doctor evaluates you on a visit. If you go in sick or with pain, the doctor walks you through a series of open-ended and closed-ended questions. If doc relied solely on closed-ended questions, you would be there all day.


“Does your arm hurt?” No.


“Does your leg hurt?” No.


“Does your head hurt?” No


Usually, they ask you questions that get you talking like “How do feel? Can you tell me where the pain is?” or make statements like “Tell me how you’re feeling. Describe what’s been going on,” in an effort to hone in on what ails you.


At your conventions, you can initially greet prospects with any of the following: 



“Good morning, how familiar are you with Sonlight Curriculum?”


“How can I help you today?”


“What specific items are you looking for today?”


“Hi, feel free to take a look at our books, instructor’s guides and resources. I’ll be right over here if you have any questions.”

Sure, there will be a small percentage of prospects that are “just looking.” But the majority of people are there for a purpose, and that is ultimately to assimilate information to make the purchase decision. Whether the purchase decision occurs right there or hours later at home, the prospect needs your help and what you have to offer.

If a prospect’s response and body language signal that they are going to stop and take a closer look at what we have to offer, this is when you begin to move deeper into the prospect’s needs with a mix of open-ended and close-ended questions. These will help you with basic prospect qualification and information gathering.


Before asking these questions, introduce yourself, get their name, and be sure to use their name in your dialogue questions.

Before getting into some of the more detailed questions, you might like to ask the prospect permission to ask those questions. Can anyone tell me why this might be important? This is not only a show of respect, but it lets the customer relax since you are giving them a reason for asking questions. This also preempts them from wondering why you are asking these questions if you didn’t state that up front.

“Would you mind if I ask you a few questions so that I can better understand your situation and serve your needs?” If they respond with no, simply let them know that you are available to answer questions if need be.


When they say yes, then you can proceed with your questions to help determine if we are going to be able to serve their needs with Sonlight Curriculum. Some examples of open-ended questions are:  

“Mrs. Doe, what do you want to achieve/accomplish with your homeschooling?”


“Mrs. Doe, tell me a little more about what you want your children to get from homeschooling.”

“Mrs. Doe, how has your homeschooling experience been?”


“Mrs. Doe, what would you like to see you children have more of in their homeschool experience?”

“Mrs. Doe, what do you think your children aren’t getting enough of in their homeschool experience?”

“Mrs. Doe, describe to me your expectations for what you want homeschooling to be?”


“Mrs. Doe, what level of involvement do you want to have in your instruction role?”


These questions help the customer open up (if they haven’t already), describe to you what they are looking for and what kind of experience they want their children to have. You need to be listening intently to what they are describing to you and taking mental notes of what they say they need. 

You should take physical notes, whether on a note pad or on the order form. 

Professional sales people make notes and several do it on the order form directly. If concern comes up regarding that, Tom Hopkins, an accomplished sales person and sales trainer uses the following statement, “Mrs. Doe, I organize my thoughts and keep everything in proper perspective. I do that on the paperwork so I don’t forget anything.” If they question it further he states, “Mrs. Doe, I take notes so I don’t forget anything—particularly anything that might cost you time or money.”


Now, during the course of this dialogue, you and the prospect may determine that Sonlight is not going to be a fit. That’s fine. The sooner you determine that the more time you have to start the process again with another potential client.  



If someone asks you a question you don’t know the answer to you can turn this into a real opportunity by getting their name and contact info. Get the answer and follow up. I would add the question to my product knowledge training and make sure that I practice my response to the question for future encounters. Consumers, for the most part can understand if you don’t know about 1 of 1000 products. They don’t understand, however, if you don’t follow up. Follow-up is one area that many of you asked about. Sonlight will be assisting you with a portion of that post-convention with a 2 part Auto-Responder email.

C. Separating the “browsers” from the “serious prospects”

The questioning process for finding the need will naturally separate many of the browsers from the serious prospects. A serious prospect is going to answer your questions because they truly need help and want it from you. The casual browser could be just price shopping or book title shopping. They will likely give non-specifics in answering your questions. 


This brings up one of the questions from Nancy Connette which was providing a lot of information to a customer and putting out a lot of effort only to have that customer order the program somewhere else. This is just going to happen, especially in a price-sensitive economy. 

One thing you can do, especially if you sense that someone is going to do that, is to state, “Part of my role for Sonlight is to help you determine if our products are a good fit for you. If I help you reach a decision that this (book, DVD, instructor guide) is right for you, wouldn’t you agree it’s fair to make that purchase through Sonlight?” Q&A discussion – what is your comfort level. Potentially larger issue of ethics/fairness.
V. Your Personal Improvement Plan
In order to be your best at your conventions and other selling situations, you need to evaluate yourself and your skills.

A. Assess mental and physical aspects

This should be the easiest and fastest part of the process. Determine what, if any, 
areas need improvement how you plan to change or modify them.

B. Set goals and define behavioral steps

When you set a goal, it should be specific, measurable, attainable, and have a time limit.

Example


Good: Increase sales.


Better: Increase sales by 150%


Better: Increase sales by 10% for 2005.


Best: Increase sales by 10% for 2005 by creating and practicing response to 
objections several times a week.


C. Practice and visualization


I can give you dialogue ideas for objections and sales conversations, but unless you actively practice and rehearse them, they will continue to just be ideas. People who really excel make a point to practice, role-play, etc. It is hard to commit to practice, but you feel like $100 bucks the first time you get asked a question and you have a solid, enthusiastic response that persuades a person to make an investment in the Sonlight’s product.


High achievers constantly use the power of visualization to see themselves successfully performing their specific task.

Superior preparation helps you develop faster responses. And, that’s important since you may have more than one possible response based on the direction you lead the client based on their needs. Superior preparation is rarely beat. Some items to consider:

1. Selling what the product does 


Emotion is what sells the majority of people. Arouse positive emotions. 


Sell benefits only after you have found out what benefits the prospect 


wants. Again, you find this out through questions, particularly closed-end 


questions that result in a yes answer.

2. Price objection – the 1902


The 1902 is simply breaking the price down into manageable, smaller amounts that the customer can identify with. A recent testimonial indicated that when the customer realized that their $600/year curriculum cost less per month than their cable and internet charges they were 
shocked and pleasantly surprised. This kind of reminder can help them put into the perspective of a monthly budget. When the prospects do that, they realize that they may be spending more on some less important things.


3. Take someone out of a corner they paint themselves into


This can often happen at the moment of purchase decision. Your prospect 


may tell you that they have to talk it over with their husband or spouse. 


You can respond with a number of responses, but you really should have 


determined that before you get to the actual close. 

You can ask a closed ended question early in the qualification stage. Ask 


“If we determine that a Core would fit your needs, will you 
be the only 


one making the decision?” If prospect says no and that their spouse will be 

included, then 
you can ask them what types of benefits the spouse would 


want to see from the product. Essentially, you are attempting to help the 


prospect overcome objections with the other decision-making party.

4. Reduction to the ridiculus

As an example.


When a customer says it’s too expensive, this may be their only objection. 


You need to find out how much too much is. When they say it is $200 (it’s 

important that you work with the difference only) more expensive then it 


should be, you respond with “How long do you think you will keep all the 


books?”  If they say 10 years, then you say, “Now, divide $200 by 10 


years. How much is that?”


They say, “$20.” You finish, “Mrs. Doe, do you think we should let $20 a 


year stand between your children and the burning desire to read and learn, 


to ability think critically, and importance of developing a world view 


that Sonlight Curriculum will bring them?”

This style of dialogue essentially takes the amount they feel is too much 


and breaks it down into a digestable amount based on what the prospect 


specifies. Because it is based on parameters and truths they set themselves, 

they are more likely to comprehend it and be convinced that is is worth 


that additional amount.

D. Unconscious selling 

Your ultimate goal is to be able to use all of the sales tools you have available, rehearse and practice, and draw on them instantly when you need them without having to stop and think about it. This takes time, but great sales people are not born—they are made with planning, goal setting, and practice.

This does take some work because industries vary, and how you might answer an objection for one industry might be different from another. Most sales trainers emphasize that you need to take into account your personality and comfort level when you customize your responses to objections. What you might feel comfortable saying another person may not. You have to make the dialogue your own so you can be natural and confident. It does require time and preparation on your part.


I have seen these concepts, the dialogue, etc., in action and they can all work for you. The confidence, the voice, the right dialogue, it all becomes reflexive—you no longer have to think about it. 
VI. Conclusion
Thank you very much attending the sales workshop. I’ll now open this up for individual questions.
