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Chapter 10

The Presentation: The Power of Solving
Problems

Video Ride-Along with Paul Blake, Vice President of
Sales at Greater Media Philadelphia

You met Paul Blake in Chapter 4 "Business Ethics: The Power of Doing the Right Thing"
when he talked about ethics and doing the right thing. Now hear his tips for making a
successtul sales presentation. While most salespeople find this step of the selling process
to be their favorite, it takes a lot more homework than meets the eye.

Listen to Paul’s advice for learning about what makes the customer tick and delivering
value “in a big way.”

(click to see video)

10.1 Preparation: Your Key to Success

LEARNING OBJECTIVE

1. Learn how to prepare for a sales presentation.

You’ve made it! After all your hard work you have reached the point in the selling process
where the qualifying, researching, and planning stages pay off. Finally, your story and the
customer’s story are about to connect in an exciting way. Most salespeople think of the
presentation as the best part of the selling process. It’s the opportunity to show the
prospect that you know your stuff—and the chance to deliver value by putting your
problem solving skills to work. So get ready, visualize the best possible outcome to your

sales presentation, and take the necessary steps to make this outcome a reality.
Keep Your Eye on the Prize

As excited as you might be about your product, or as eager as you are to demonstrate
your solution, keep in mind that your sales presentation is primarily about building a
relationship and beginning a partnership, especially in the business-to-business (B2B)
arena. When Selena Lo, CEO of Ruckus Wireless, is gearing up for a sales presentation,
she focuses her final preparations on making it personal. Lo’s company specializes in
wireless routers that handle video, voice, and data capabilities for businesses. When she
identifies a prospect, Lo’s first priority is finding the person she refers to as “the fox”:
her ally in the prospect company who wants to see technological changes take place in
his organization. Lo gives this relationship special attention, often inviting this individual
out to dinner before the presentation to win his loyalty and get any additional details

about his company.

Several days before the presentation, Lo researches everyone who will be in the meeting.
She reads their bios and googles them to find out their employment histories. “You don’t
want someone to think you checked out their entire past,” says Lo, but “you try to strike

up more links between you and that person.” She prepares the seating arrangement for



the sales meeting strategically, making sure that she will be sitting directly across from
the highest-ranking person there so that she can make eye contact. On the day of the
presentation, she asks a member of her sales team to write down each person’s name
when they walk in the door—and to make a point of using the names during the
presentation.Stephanie Clifford, “Find the Fox,” Inc., February 1, 2007,
http://www.inc.com/magazine/20070201/features-sales-performance-lo.html (accessed
May 16, 2010). Lo’s efforts to give the sales presentation a personal touch are a reminder
that in relationship selling, you can never lose sight of the most important thing: your
customer. Coach yourself on this on the day of your presentation and keep it in mind in
the days leading up to it. What can you do to personalize this presentation and show your

customers that it’s all about their organization?

Taking a customer-centric approach lies at the heart of delivering value. In these terms,
value isn’t about offering a good price. It’s not just about solving the customer’s
problems either. As Tom Reilly, author of Value-Added Selling: How to Sell More
Profitably, Confidently, and Professionally by Competing on Value, Not Price, explains it,
delivering value means that you “define value in customer terms, ask questions, listen to
customers, and put the spotlight on customer-centric solutions.”Tom Reilly, Value-Added
Selling: How to Sell More Profitably, Confidently, and Professionally by Competing on
Value, Not Price, 2nd ed. (New York: McGraw-Hill, 2002), 23-24. This might mean that it
takes more than one meeting to close your sale; you might need several visits to
adequately respond to your customer’s needs. According to one study, “Today’s
presentations typically are conducted over several meetings, with the salesperson often
doing more listening than talking.”William C. Moncrief and Greg W. Marshall, “The
Evolution of the Seven Steps of Selling,” Industrial Marketing Management 34, no. 1
(2005): 18. Make it your goal to see that you and your prospect get what you want out of

the meeting.

It’s a good idea to visualize this outcome before going into the meeting. Review your
precall objectives. What will it look like to achieve these objectives? What steps will you
and your prospect have to take? How will it feel when you both have achieved your
goals? This isn’t just about calming your nerves; visualizing the outcome you want is
actually a powerful tool to help you achieve that outcome. For one thing, it’s another
form of planning. If you mentally run through a “movie” of the sales presentation,
allowing yourself to picture your reactions and the steps you will take to close in on your
objective, you will be better prepared when the meeting takes place.Richard White, “Déja
Vu,” Pro Excellence, http://www.pro-excellence.com/html/resources.html (accessed May
16, 2010). Each step of the presentation will come naturally to you because you have
already mentally rehearsed, and you will be better positioned to sell adaptively because

you have already imagined a number of possible scenarios and customer responses.

For another thing, mental rehearsal fools your subconscious mind into believing you
have already achieved your goals. Sales trainer and CEO Brian Tracy says, “Your
subconscious mind cannot tell the difference between a real experience and one that you
vividly imagine,” so if you imagine a successful presentation and its outcome several
times before your actual presentation, you will be as calm and confident as if you had
already closed the sale. You will smile more easily, you will speak more slowly and clearly,
and you will command attention. In addition, if your subconscious mind believes you have
already been in this situation before, it will direct you to say and do the things you need
to achieve your objective.Brian Tracy, Advanced Selling Strategies (New York: Simon &

Schuster, 1996), 80.



The Power to Adapt

The sales presentation is where adaptive selling makes all the difference. Up until this
point, you have researched and prepared and developed a solution that you think will
meet your prospect’s needs, but walking into the presentation and delivering on that
preparation requires a different set of skills. Among other things, it requires flexibility
and the ability to think on your feet. The best salespeople adapt their presentations to
their prospect’s reactions, and they go in knowing they may have to adapt to surprises
for which they were unable to prepare (maybe the building has a power outage during
the slideshow, for instance, or maybe one of the people from the customer organization
decides to send another employee in his place at the last minute). These top-performing
salespeople know that keeping a customer-centric focus, visualizing a successful
outcome, and mentally rehearsing your presentation before you deliver it will give you

the power to adapt with confidence and ease.

Adapting is all about listening. As Paul Blake noted in the video ride-along at the
beginning of the chapter, your sales presentation is really a compilation of all the
listening you have done to this point. And listening doesn’t stop there. It’s impossible to
adapt if you’re not listening. When you are creating your presentation, keep in mind that
it is not a one-way communication. Presentations are for listening, adapting, and solving

problems.

Video Clip

Listen and Sell

(click to see video)

This video highlights the power of listening and tips to listen effectively during your

presentation.
Logistics Matter

There’s nothing worse than putting hours into preparing a killer sales presentation, only
to blow your chances because you forgot to bring an important part of your
demonstration or because you got lost on your way to the meeting. Don’t let
disorganization hold you back: take charge of the details so that your only concern on the

day of the presentation is the delivery.
The Night Before

The evening before your meeting, read over your precall objectives; practice your
presentation a number of times out loud; and walk through your mental rehearsal,
visualizing success. You can’t practice too many times. The content of your presentation
should be second nature by the time you get up in front of your audience so that you can
focus your energy on your prospect. Rehearsal is one of the best ways to calm your
nerves so that you can focus on delivering your presentation naturally and connecting

with your prospect.

Power Player: Lessons in Selling from Successful
Salespeople

Rehearse Your Way



Andres Mendes, global CIO of Special Olympics International, says that rehearsing
out loud makes him too nervous; he likes to leave room for spontaneity and
adaptation. Mendes develops the big themes of the presentation and maps these out
into PowerPoint slides that tell the whole story. “I time the slides to move exactly at
my pace, so I rehearse the mechanics and make sure those are right,” he
says.Maryfran Johnson, “Rehearsing Success,” CIO Magazine, June 10, 2009,
http://www.cio.com/article/494729/Why Even Successful Speakers Need To Practice
(accessed May 16, 2010).

CIO Magazine columnist Martha Heller, on the other hand, likes to rehearse in the
traditional style, delivering the presentation out loud and pacing the room as if she
were in front of an audience. She never rehearses the opening though. She likes to
adapt her comments to the immediate situation and energy in the room.Maryfran
Johnson, “Rehearsing Success,” CIO Magazine, June 10, 2009,
http://www.cio.com/article/494729/Why Even Successful Speakers Need To Practice
(accessed May 16, 2010).

The bottom line? While nearly all top-performing salespeople rehearse, not all
approach rehearsal in the same way. Find the style of rehearsal that works best for
you. Additionally, don’t let your rehearsal lock you into delivering a rigidly defined set

of remarks. You have to leave room for flexibility and adaptation.

The night before, you should also get together all the materials you’ll need for your
presentation—handouts, files, product samples, and contracts—and have them ready to
go for the following morning. This will save you time tracking down loose supplies at the
last minute, when you're trying to get out the door to make it to your meeting. It’s also a

good idea to set out your clothes the night before for the same reason.

If you are planning to use multimedia equipment in your presentation, make sure in
advance that your prospect will have everything you’ll need to make it run. If you aren’t
sure, bring everything (e.g., cables, adapters, remotes) with you. And of course, make
sure you know how to use all your equipment. When Keith Waldon, CEO of Earth Preserv,
was preparing for a meeting with JCPenney, one of his biggest prospects, he spent hours
rehearsing with his multimedia equipment. The technology was a key element of his
presentation, and he wanted to make sure everything would work perfectly for the big
day. “I had to learn how to use all the remote-control equipment,” he says. Waldon also
brought a technical assistant with him as backup to safeguard against any glitches.Susan
Greco, “Anatomy of a Launch: The Five-Hour Multimedia Sales Presentation,” Inc.,

October 1, 1995, http://www.inc.com/magazine/19951001/2441.html (accessed May 16,
2010).

Getting There

It might surprise you to know how often salespeople show up late to their own
presentations because they get lost on the way to the meeting. When you are traveling to
an unfamiliar place for your appointment, get directions in advance, and allow extra
travel time in case of traffic delays or wrong turns. Make sure you also research the
parking situation beforehand. If your prospect is a large corporation with its own
complex, are there reserved employee lots and visitor lots? Will you have to walk a

considerable distance from your car to the meeting room? If you’ll be meeting in an



urban area, is street parking available, or will you have to find a parking garage? You
don’t want to arrive on time only to get delayed because you spent twenty minutes
driving around in search of a parking spot. It’s a good idea to make a “test” trip in
advance of your meeting. That will help avoid surprises with traffic, parking, security, or
other areas that might cause a delay. If something unavoidable does come up to set you

back, make sure you call ahead to let your customer know you will be arriving late.

Besides the extra time you allow for travel, plan to arrive at the meeting a little early. Not
only does this convey professionalism, but it also gives you the time to mentally prepare
once you arrive and to set up any equipment you’ll be using. It’s a good idea to allow time
to stop in the restroom and take one last look to be sure you're at your best (and it’s a
good time to use a breath mint). Finally, bring something to read in case you have to

wait: a business magazine, a newspaper like the Wall Street journal, or maybe a Kindle.

Figure 10.1 Prepresentation Checklist

Assemble supplies such as documents, brochures, product
samples, contracts, files, thumb drives, CDs, prajector, laptop,

O

cables, remotes, pens, pointers, precall objectives, and client
information,

I you plan to wie handouts, make sure you have enough copies.

Check your clothes. Does anything need to be ironed? Do you
have the right shoes, socks, tie, panty hose, and so forth
for the suit?

Make sure you have directions to your meeting. Do you know
which building you are meeting in, which entrance 1o use and
b 1 T thee: meeting roam?

Research the parking situation.
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Write down a contact number or put it in your cell phone to call
in case you are unavoldably delayed,
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Rehearse your presentation,

D Rervigew your precall objectives And visualing succeis

KEY TAKEAWAYS

e When preparing for your sales presentation, stay focused on the essentials: your

relationship with the prospect and your precall objectives.

e Practice mental rehearsal by visualizing the best possible outcome to the sales
presentation.

e Delivering value to the customer means practicing adaptive selling and listening
to the customer to understand her needs. Keep this in mind before and during
the presentation.

e The night before your presentation, make sure you have all the logistics worked
out: your equipment, your wardrobe, directions to the location, and parking

information.

EXERCISES

1. You are preparing for a presentation with three executives to be considered for
the internship or job you really want. List the steps you would take to rehearse
your sales presentation, making sure to leave room for adaptability.

2. You are preparing a presentation for representatives from a large department
store who are considering buying your line of men’s shoes. There will be six



representatives present, none of whom you have met in person before. You have
heard from your original contact at the company that one person in the group is
against purchasing your product because he believes he already has something
in the line that has the same look. List some things you can do to prepare for
this presentation that will address the prospect’s concerns.

3. Assume you are a real estate agent and you are selling the dorm room,
apartment, or home in which you live. Create a short sales presentation.
Rehearse it so that the presentation takes only three minutes. What is the way
that works best for you to rehearse?

4. Assume you are sales rep for a major telecommunications company and you are
preparing a presentation for a buying group at a national retailer. Identify four
sources you would use to personalize the presentation to the people in the room.

How would you research each of the appropriate people?

10.2 Dress for Success

LEARNING OBJECTIVE

1. Discuss how to dress for success for a sales presentation.

Your appearance communicates volumes about you before you ever open your mouth.

Tom Reilly tells the story of a salesperson that showed up to one of his recent seminars
dressed in flip-flops and a T-shirt. “I thought he was there to clean the windows,” Reilly
says.Tom Reilly, “Dress for Success,” Tom Reilly Training, 2009,
http://www.tomreillytraining.com/Ezine%207-07%20DressforSuccess.htm (accessed May
16, 2010). You want your prospective customers to take you seriously at first glance, so
pay careful attention to what you wear on your sales call. Think about it this way, when
you are buying a product off the shelf in a store, isn’t packaging the first thing that
catches your attention? Marketers know that packaging can influence a consumer’s
decision to buy before she ever even researches the product or reads about its features.
In the same way, your prospect will make a judgment about you based on the way you
“package” yourself; a professionally dressed salesperson can have a huge influence on a
prospect’s perception of him, his company, and the product he represents.“Dress for
Success,” Sales Success Blog, November 29, 2006,
http://salesuccess.blogspot.com/2006/11/dress-for-success.html (accessed May 16, 2010).
Your appearance should convey professionalism, competence, and success. Most
important, regardless of the dress code at your prospect’s business, be sure your
appearance includes a smile. A smile is an instant rapport builder. No one wants to buy
from someone who isn’t excited about the company or product he’s representing. Show

your prospect that this isn’t just a job; it’s a passion.
Business Casual or Business?

When you are making a sales presentation at a company, remember the advice from
Chapter 9 "The Approach: The Power of Connecting" and dress one step above what you
would wear if you worked at the organization.Ross Macpherson, “6 Keys to Making the
Right Impression in an Interview,” A Career in Sales, 2002,
http://www.acareerinsales.com/careerToolsDress4Success.aspx (accessed May 16, 2010).

If you are ever unsure about a company’s standard dress code, always dress up. It’s



easier to take off a jacket and tie than to put them on at the last minute.Geoffrey James,
“Is ‘Dress for Success’ Still Mandatory?” BNET, January 22, 2009,
http://blogs.bnet.com/salesmachine/?p=732 (accessed May 16, 2010). However, if your

prospect tells you the dress code beforehand, here are some general guidelines to follow.

Business Attire

For most of your business-to-business (B2B) sales situations, business attire will be the
norm. For a while in the '90s there was a trend toward more casual clothing in the
workplace, but that trend is mostly on the way out. “I see a return to more traditional
business wear,” says Gary Brody, president of the Marcraft Apparel Group.Paul Burnham
Finney, “Redefining Business Casual,” New York Times, October 23, 2007,
http://query.nytimes.com/gst/fullpage.html?res=9405EEDD1F39F930A15753C
1A9619C8B63&sec=&spon=&pagewanted=all (accessed May 16, 2010). For that matter,
even if your customer says business casual is the standard in his workplace, if you are
aiming to dress a notch up from that standard, you might decide that business attire is
the way to go. As Mark-Evan Blackman of the Fashion Institute of Technology says, suits
“universally project an air of authority.”Paul Burnham Finney, “Redefining Business
Casual,” New York Times, October 23, 2007, http://query.nytimes.com/gst/fullpage.html?
res=9405EEDD1F39F930A15753C 1A9619C8B63&sec=&spon=&pagewanted=all
(accessed May 16, 2010).

For men, business attire means a suit (matching pants and jacket), a necktie, a long-
sleeved shirt, and lace-up shoes.Andy Gilchrist, “Cracking the Dress Code,” Ask Andy
about Clothes,
http://www.askandyaboutclothes.com/Clothes%20Articles/cracking the dress code.htm
(accessed May 16, 2010). Go for conservative, dark colors such as gray, black, or dark
blue for the suit; white or light blue for the shirt. For women, business means a suit (skirt
or pants and matching jacket), shoes with moderate heels in a basic pump style (closed-

toe), a blouse, and tan or light pantyhose.
Business Casual

Business casual can sometimes be tricky because it’s less clearly defined than business
attire. According to Monster.com, business casual “means dressing professionally,
looking relaxed, yet neat and pulled together.”Paul Burnham Finney, “Redefining
Business Casual,” New York Times, October 23, 2007,
http://query.nytimes.com/gst/fullpage.html?res=9405EEDD1F39F930A15753C
1A9619C8B63&sec=&spon=&pagewanted=all (accessed May 16, 2010). For men, a bare
minimum approach to business casual means dress pants and a collared shirt. Women
can wear skirts or pants, but skirts should be a conservative length, and pants should be
well tailored: not too tight or too loose. On the top, a blouse or a tailored knit sweater are
good choices, and for footwear, make sure to wear closed-toe shoes.Virginia Tech
University Career Services, “Business Casual Attire,” Virginia Tech University,
http://www.career.vt.edu/Jobsearc/BusCasual.htm (accessed May 16, 2010). Business
casual for men or women does not include workout clothes or shoes, wrinkled clothing,
worn blue jeans, shorts, miniskirts, athletic socks, or overly revealing clothing.Paul

Burnham Finney, “Redefining Business Casual,” New York Times, October 23, 2007,

http://query.nytimes.com/gst/fullpage.html?res=9405EEDD1F39F930A15753C
1A9619C8B63&sec=8&spon=&pagewanted=all (accessed May 16, 2010).

Video Clip



Best-Dressed Men

(click to see video)

This video provides tips for men to dress in business casual.

Video Clip

What Not to Wear

(click to see video)

These videos include tips for what not to wear to work.
Details Matter

Getting the clothes right but missing the mark on the details will create a poor
impression just as much as underdressing for the occasion can, so make sure everything

from your nails to your hair and choice of accessories conveys professionalism.

e All clothes should be cleaned and pressed. Wrinkled or stained clothing looks very
unprofessional. Take the time to review your wardrobe days before your presentation
to be sure everything is cleaned and pressed. A trip to the dry cleaner is money well
spent.

o If the garment has belt loops, wear a belt. Belts should be dark leather.

e Make sure your briefcase or handbag is professional, not casual.Gloria Starr, “The
New Dress for Success Look,” EvanCarmichael.com,
http://www.evancarmichael.com/Business-Coach/2445/The-New-Dress-for-Success-
Look.html (accessed May 16, 2010).

e Men should avoid sports watches, and women should wear conservative jewelry—
nothing flashy.

e Make sure your hair looks professional and well groomed.Tom Reilly, “Dress for
Success,” Tom Reilly Training, 2009, http://www.tomreillytraining.com/Ezine%207-
07%20DressforSuccess.htm (accessed May 16, 2010).

e Carry a good quality portfolio or notebook and a nice pen.

¢ Women should wear hosiery if they are wearing a skirt. Avoid wearing perfume or
cologne.Ross Macpherson, “6 Keys to Making the Right Impression in an Interview,”
A Career in Sales, 2002,

http://www.acareerinsales.com/careerToolsDress4Success.aspx (accessed May 16,
2010).

And don't forget good grooming. Body odor, bad breath, poorly manicured fingernails,

and messy hair can be a deal breaker.

Video Clip

Dress to Impress

(click to see video)

This video provides some good advice on how to dress for interviews and in the office.
The Image Your Customer Wants

When employees whose businesses rent space in the Coca-Cola building on New York’s



Fifth Avenue want to bring a canned or bottled beverage to work, they have a list of
drinks to choose from. Vermont Pure Water is OK, but Evian is definitely out. Food and
drink orders coming into the building are scanned, and anything with non-Coca-Cola
brand products gets sent away. BNET Advertising Industry, “Adds New Meaning to
‘Always Coca-Cola,”” BNET,

http://findarticles.com/p/articles/mi mOBDW/is 12 40/ai 54233838 (accessed May 16,
2010). While this rule is on the extreme side, it’s true that even the products you use
reflect an image, and when you’re doing business with a potential customer, you want
that image to be the right one. This is something worth researching before you go into
your sales call. If you know who your prospect’s customers are, use those company’s
products. Does the prospect do advertising for Apple? Don’t listen to your Zune while
you’'re waiting for the appointment. If your prospect is a publishing house, read some of
their books before you go to your meeting. If they have a radio station or record label,
listen to it. Knowing the prospect’s products, or their customers’ products, is part of your

credibility.

KEY TAKEAWAYS

e When you prepare for a sales presentation, pay careful attention to your
appearance because this is an important part of your first impression.

e Always dress more formally than you think your customer will be dressed. When
in doubt, dress up.

e Give careful attention to detail, such as accessories and grooming.

e Make sure to convey an image that’s in line with your customer’s products and

values.

EXERCISES

1. Review the clothes that are currently in your closet. Do you own a suit and
accessories that would be appropriate for business attire? Do you have several
pieces you could wear at a business casual event? If not, what will you need to
purchase to dress for success?

2. Assume you are a salesperson for a financial services company and you are
making a presentation to the vice president of operations and her staff about
your corporate financial services. What would you wear?

3. Your prospect is sponsoring a team-building happy hour and dinner that is being
held at a local restaurant and sports bar on a Thursday evening and has invited
you to attend. What would you wear? Would you consider wearing jeans? Why or
why not?

4. You have a meeting with your prospect on Friday at his office. The office is very
casual, and your client usually wears jeans. What would you wear? Would you

wear jeans? Why or why not?

10.3 Making Your Presentation Work

LEARNING OBJECTIVE

1. Learn how to deliver your message in a powerful and effective way.



When deciding on the structure of your presentation, there are a number of things to
consider. Will you present to a group or to an individual? Where will you be giving your
presentation? What tools will you use? Sometimes these options are under your control,
but often in business-to-business (B2B) sales, you will have to adapt your presentation to
your prospect’s needs. In either situation, you can maximize your presentation if you
know what to avoid, what to prepare for, and how to make your solution come to life with

the tools you have.

Video Clip

Elements of an Effective Presentation

(click to see video)

“Effective Presentations,” featuring author Terri Sjodin, highlights how a great sales

presentation comes together.
The Right Size

A good salesperson can read group dynamics as skillfully as she can read an individual
prospect’s verbal and nonverbal cues and is comfortable in one-on-one and in group
presentation situations. This is critical because as a salesperson sometimes you have
control over the kind of presentation you will deliver (group versus individual), but in
many situations, the size of the audience to which you will present is determined by the
needs and structure of your prospect’s organization. In many organizations large
purchasing decisions are the responsibility of purchasing committees or of a combination
of individual and group decision makers.Gary M. Grikscheit, Harold C. Cash, and Clifford
E. Young, The Handbook of Selling: Psychological, Managerial, and Marketing Dynamics,
2nd ed. (Hoboken, NJ: Wiley-Blackwell, 1993), 152. You might find that you begin with
several individual presentations to decision makers in an organization and then are asked

to give a follow-up group presentation to a purchasing committee.
Presenting to Individuals

In one-on-one presentations, of course, you only have one person’s needs, preferences,
and background to research and adapt to, so customization is usually an easy task. You
can closely observe your prospect’s nonverbal communication and listen to her stated
needs and concerns and respond accordingly. Does he look worried when you tell him
that your company’s integrated marketing plan usually takes four months to develop? You
can explain that for preferred prospects you are sometimes able to turn around a faster
solution. Does he seem distracted when you begin discussing product features? You can

back off and begin asking more questions.

As you learned in Chapter 3 "The Power of Building Relationships: Putting Adaptive
Selling to Work" in the discussion about social styles, you will be in a better position to
deliver value during your sales presentation if you know something about your buyer’s
personality before going into the meeting: Is your prospect conversational and people
oriented, or is he task oriented and businesslike? Does your prospect care about details
and thorough descriptions, or does he prefer to see the “big picture”? Is he competitive?
How does he feel about change? Understanding these things about your prospect will
help you to favorably position your product and plan your presentation so that you can
put emphasis on the things that matter most to the individual. If you know your prospect

is highly competitive, for instance, he will probably be interested in learning about the



features that set your product apart from others on the market and the ways in which

your product can give him or his company a competitive edge.

Writing up a customer trait description before your meeting can be very helpful so that
you can use the information as a guideline in preparing your presentation.Gary M.
Grikscheit, Harold C. Cash, and Clifford E. Young, The Handbook of Selling:
Psychological, Managerial, and Marketing Dynamics, 2nd ed. (Hoboken, NJ: Wiley-
Blackwell, 1993), 127. If you're working with an existing customer or if you’ve interacted
with your prospect prior to the presentation, you can use your observations to write a
trait description. If you haven’t met the prospect before, try asking other salespeople in
your organization, noncompetitive salespeople at other companies, or other contacts you
have who might have met your prospect and who can tell you something about her
personality.Gary M. Grikscheit, Harold C. Cash, and Clifford E. Young, The Handbook of
Selling: Psychological, Managerial, and Marketing Dynamics, 2nd ed. (Hoboken, NJ:
Wiley-Blackwell, 1993), 136. Also, use the company resources including the CRM system
to gather as much information as possible about the company and your contact. In
addition, it is also a good idea to send a precall questionnaire to your contact to gather
information such as the names and titles of the people who will be attending the
presentation, how much time has been allotted for you, objectives for the meeting, and
any other information that will help you plan the meeting. This information can provide
valuable information and help you create an agenda, which is a good idea to send to the

prospect before the meeting.

In adapting to an individual buyer, it’s also important to consider his motivation.Gary M.
Grikscheit, Harold C. Cash, and Clifford E. Young, The Handbook of Selling:
Psychological, Managerial, and Marketing Dynamics, 2nd ed. (Hoboken, NJ: Wiley-
Blackwell, 1993), 128. What are his responsibilities in the organization? What pressures
does he face? Is he on a strict budget? Is he concerned with his status in the company? If
you have two buyers who purchase the same product, chances are they’ll be doing it for
different reasons:Gary M. Grikscheit, Harold C. Cash, and Clifford E. Young, The
Handbook of Selling: Psychological, Managerial, and Marketing Dynamics, 2nd ed.
(Hoboken, NJ: Wiley-Blackwell, 1993), 135. one person might buy a car from you because
he sees it as a status symbol, while another person might buy the same car because it
gets good gas mileage and is well built and reliable. Keep in mind that delivering value
isn’t only about meeting a prospect’s needs; it’s also about showing him that you
understand his specific motivations and concerns. The best salespeople present
themselves as advisors their customers can trust.lan Brodie, “Becoming a Trusted
Advisor,” Tan Brodie: Business Growth for Professional Service Firms, blog post, July 5,
2008, http://www.ianbrodie.com/blog/becoming-trusted-advisor (accessed May 16, 2010).
Is a prospect worried about proving herself in a new role in her company? Show him how
your product can help him perform her role better, or demonstrate how people in similar

positions at other companies have used your product with success.

Video Clip

Sell with Success Stories

(click to see video)

Listen to how Rachel Gordon, account manager at WMGK, uses success stories with

other customers as a selling tool in her presentations to new prospects.

Presenting to Groups



If customization is that straightforward with an individual buyer, why would you ever
choose to sell to a group? Besides the fact that sometimes the nature of the sale demands
it, selling to groups is also more efficient than selling to individuals. If you're selling
accounting software to a number of departments in an organization, rather than meeting
individually with a decision maker from each department, you can save time by giving
your sales presentation to a number of decision makers at once. Group presentations can
also help you identify the decision makers in an organization if you aren’t yet sure who
they are. By keeping an eye on group dynamics during the presentation you can usually
observe the “pecking order” among members and identify the individuals in the group

whose opinions hold the most leverage.

Additionally, group presentations can be a way to win greater support for your sale. If
you know one or two people in an organization who are excited about your product, you
can allow their enthusiasm to influence others in a group setting.Gary M. Grikscheit,
Harold C. Cash, and Clifford E. Young, The Handbook of Selling: Psychological,
Managerial, and Marketing Dynamics, 2nd ed. (Hoboken, NJ: Wiley-Blackwell, 1993),
165. Recall Selena Lo of Ruckus Wireless, who finds the “fox” within each of her target
organizations and leverages his support of her product to sway the group buying

decision.

If you know what is at stake for each member of the group, you will be able to facilitate
the discussion during your presentation much more effectively. This is why it’s important
to gather information about everyone who will attend your sales meeting. Again, think of
Lo’s method, where she reads each group member’s bio and googles their names before
going into a group meeting. Find out the individual’s needs within the organization. What
is her status? How does she perceive the urgency of the problem you want to solve? Does
she have any ego involvement in the product or service?Barton A. Weitz, Stephen Byron
Castleberry, and John F. Tanner, Selling: Building Partnerships, 5th ed. (New York:
McGraw-Hill, 2003), 264. (For instance, an accountant in the organization might feel
threatened by new accounting software if it replaces part of her current role.) This will
help you understand the most important concerns you will need to address in the
presentation, and if certain parts of your presentation apply more directly to certain

members of the group, you can direct those parts specifically at those individuals.

Keep in mind that people act differently in group settings than they do when you are
interacting with them alone, so finding out about individual members’ personalities is
less important in group presentations. Instead, adjust your presentation to the dynamics
in the room. Watch the group for nonverbal cues; when one member is talking, observe
how others react to see whether or not they support what she’s saying.Barton A. Weitz,
Stephen Byron Castleberry, and John F. Tanner, Selling: Building Partnerships, 5th ed.
(New York: McGraw-Hill, 2003), 265. If the energy in the room feels low, or if you get the
sense that the group is getting restless, consider moving on to the next part of your

presentation or changing tactics.

Sometimes you won’t know who or how many people you will be presenting to
beforehand, so you won’t be able to research the individuals. However, it’s always a good
idea to ask when you call to schedule your meeting. You may be able to find out

information that your contact at the organization wouldn’t otherwise volunteer.

Video Clip

Group Presentations



(click to see video)

Hear about how to use a group presentation to your “unfair” advantage in this video:
The Right Place

You also might not know where your presentation will happen. If you know you’ll be
presenting to your prospect at his office or in a conference room at his company, you
won’t have control over the environment. What happens if your prospect has reserved a
meeting room and when you arrive there are no empty walls on which you can project
the PowerPoint presentation you brought along? When you know you’ll be presenting in
an unfamiliar environment, make sure to have a contingency plan in place. If slides or
other multimedia equipment are central to your presentation, talk to someone at the
company to make sure you’ll be able to use the equipment. And if this fails, be ready to
rely on your handouts, product samples, or the good old whiteboard to carry the

presentation through.

Of course, in other situations, you will have control over the environment. In real estate,
for instance, the presentation takes place inside the product. In retail, the presentation
generally happens at your store. And there are other selling situations in which the
prospect will come to your office or a conference room at your company or where you
will meet at a “neutral” location like a rented meeting space.John Chapin, “Sales

Presentations—How Location Can Affect Your Presentation and What to Do,”

CompleteSelling.com, blog post, March 14, 2008,
http://www.completeselling.com/members/completeselling/blog/VIEW/00000009/0000007

6/Sales-Presentations---How-Location-can-affect-Your-Sales-Presentation- and-What-to-

Do.html (accessed May 16, 2010). Here are a few guidelines to follow, depending on the

environment in which you’ll be presenting.

Your Place of Business

When the prospect comes to you, treat her like you would treat a guest in your home.
Make sure you set up any presentation materials well in advance and have refreshments
set out in the conference room or your office. Think about ways you can add personal
touches—for instance, a sign with the prospect’s name on it (“[Your company name]
welcomes [prospect’s company name]”), or, for a group presentation, information packets
at each person’s seat with his or her name on the front. Sales professional John Chapin
suggests having small items on hand that you can give to your prospect, such as pens or

calculators with your company logo on them.John Chapin, “Sales Presentations—How

Location Can Affect Your Presentation and What to Do,” CompleteSelling.com, blog post,
March 14, 2008,

http://www.completeselling.com/members/completeselling/blog/VIEW/00000009/0000007

6/Sales-Presentations---How-Location-can-affect-Your-Sales-Presentation- and-What-to-

Do.html (accessed May 16, 2010). Small, thoughtful details can make an important

difference.

A Neutral Location

If you are giving your presentation in a neutral location like a rented conference room
you have the freedom to set up and work out any technical bugs well beforehand. When
Keith Waldon of Earth Preserv was preparing for the presentation that secured his
biggest customer, JCPenney, he rented a boardroom in a building near JCPenney’s

corporate headquarters. He opted for the rented space so that he could pull out all the



stops for the presentation. “I wanted to catch JCPenney by surprise,” Waldon says.

When the five executives arrived, Waldon had set up multimedia equipment for video,
sound, and slides. He had placed a thick binder of presentation materials (including
television storyboards, magazine advertisements, and product comparisons) at each
executive’s seat with his name and the JCPenney corporate logo embossed on the front.
Besides the conference room, Waldon had also rented an empty storefront in the same
building, and halfway through the presentation, he took his customers to see the retail
window display he had created there to look like one JCPenney might use to display Earth
Preserv products in their stores.Susan Greco, “Anatomy of a Launch: The Five-Hour

Multimedia Sales Presentation,” Inc., October 1, 1995,

http://www.inc.com/magazine/19951001/2441.html (accessed May 16, 2010).

Since you will have time to set up beforehand at a rented location, you can treat the
presentation the way you would treat a presentation at your home office. Bring
refreshments, set up any multimedia equipment well in advance, and arrive early to make
sure everything is in working order at the facility. Make sure you know the name of the
facility’s contact person; you can call her several days ahead of time to find out what
equipment she has at on hand and what you will need to bring.John Chapin, “Sales

Presentations—How Location Can Affect Your Presentation and What to Do,”

CompleteSelling.com, blog post, March 14, 2008,
http://www.completeselling.com/members/completeselling/blog/VIEW/00000009/0000007

6/Sales-Presentations---How-Location-can-affect-Your-Sales-Presentation- and-What-to-

Do.html (accessed May 16, 2010).

Your Prospect’s Place of Business

When you deliver your presentation at your prospect’s location, you won’t have the
luxury of extensive setup time, and you may find that you have to adapt to the space and
resources on hand. However, there are a few things you can do to make a good

impression and ensure that things go as smoothly as possible:

e Arrive early and set up any technology you plan to use so that you can minimize the
chance of something going wrong.

e When it’s possible, call ahead to find out about the space in which you will be
presenting and the materials that will be available to you.

e Let your prospect know how long you will need to set up—particularly if you are using
multimedia equipment.

e When you arrive, the first person you interact with will probably be the receptionist.
Introduce yourself and let her know that the customer is expecting you.

e In addition to your presentation items, consider bringing food, coffee, or small
giveaway items.

e In B2B sales, if your presentation will be around the lunch hour, it’s often customary
to offer to take your prospect to lunch before or after the meeting.John Chapin, “Sales

Presentations—How Location Can Affect Your Presentation and What to Do,”

CompleteSelling.com, blog post, March 14, 2008,
http://www.completeselling.com/members/completeselling/blog/VIEW/00000009/0000

0076/Sales-Presentations---How-Location-can-affect-Your-Sales-Presentation- and-

What-to-Do.html (accessed May 16, 2010).

Webinars and Video Conferences

So how do you give a sales presentation if your prospect lives across the country, but you



have a limited budget for travel? Unless there is a good chance that a prospect will
become a key customer, it usually isn’t practical for a salesperson to travel long distances
to make one presentation. However, thanks to improved technology, it’'s becoming
increasingly common for salespeople to address this problem using Webinars, video
conferences, and online meetings. These technologies are allowing companies to reach
more prospects in less time and to reach prospects internationally and across long

distances.

Video Clip
Remote Presentations

Learn more about how and why salespeople are now using the Web to make sales

presentations.

http://www.webex.com/overview/index.html

Of course, there are some drawbacks to giving sales presentations through video
conferencing rather than in person. For one thing, it’s always easier to establish rapport
with your prospect if you're able to have a face-to-face interaction. Video conferences
offer the benefit of visuals, so you and your prospect can read one another’s body
language and visual cues, but this is not a complete substitute for sitting in the same
room with someone. Additionally, since the presentation relies entirely on technology—
both on your end and on the prospect’s end—there is a greater chance that a

technological malfunction could prevent the presentation from working.

In-person presentations are still the most effective and personal method, so whenever
you are able (and when it is practical) to give a face-to-face presentation, this is your best
option. However, technology keeps improving, and online meetings and video
teleconferences are becoming more successful as an alternative method all the

time.“Sales Trends: Electronic Sales Presentations,” KnowThis.com,

http://www.knowthis.com/principles-of-marketing-tutorials/personal-selling/selling-trends-

electronic-sales-presentations (accessed May 16, 2010). Depending on your selling
situation, this is something you might consider. As online sales strategist Joanna Lees
Castro points out, video conferencing can be a/most as effective as an in-person meeting
in a number of selling situations, and it is certainly a better, more personal approach than
e-mail or telephone.Joanna Lees Castro, “Using Video Conferencing to Host an Effective
Online Sales Presentation—6 Best Practice Tips,” EzineArticles, http://ezinearticles.com/?
id=1316495 (accessed May 16, 2010).

Even though video conferencing feels different from in-person communications, you
should essentially treat your online meetings the way you would treat any sales call. Keep
in mind that nonverbal communication has a strong influence on interactions—and,
especially with good technology, your customer can see you clearly. Pay attention to your
body language and facial expressions, and avoid personal gestures (like playing with your
hair or scratching an itch).“Video Conferencing Etiquette Checklist,” Manage Smarter,
June 8, 2009,

http://www.presentations.com/msg/content display/training/e3i0fe06f39cal140432cc75be
4595e2c6el (accessed May 16, 2010). Dress professionally, plan your agenda carefully,

and make sure to prepare and get your materials set up ahead of time. If you are



conferencing from a location other than your office, arrive early to make sure the

technology is set up to run smoothly for your presentation.

It is also important to resist the temptation to multitask during your video conference.
Close down any other applications you might have open on your computer, clear off your
desk, and make sure you will not be interrupted until the call is over. Mute any cell
phones and close the door to the room in which you are presenting. Give your customer
your full attention. While this level of focus is a given on your end, unfortunately, you
can’t always be certain that your prospect will give a video conference meeting his full
attention by minimizing distractions. For this reason, it is especially important to have a
clear agenda that you follow closely. Keep your presentation brief, and be aware that you
will have to work harder to hold your prospect’s attention. Live interaction from your

audience is critical to make sure your participants are engaged.

Besides a greater likelihood of distraction, there are a few other extra considerations to
keep in mind in a video conference situation. Sales and Management magazine notes that
privacy is expected during a video conference, so if you want to record part of your
presentation, it is important to ask your prospect for permission.“Video Conferencing
Etiquette Checklist,” Manage Smarter, June 8, 2009,
http://www.presentations.com/msg/content display/training/e3i0fe06f39cal140432cc75be
4595e2c6el (accessed May 16, 2010). When the presentation is over, Joanna Lees Castro
suggests closing the meeting with a clear call to action in which you include a wrap-up
and well-defined next steps that you and your prospects should take. At the end of a
conventional sales presentation, Lees Castro points out, next-step discussions can
happen more organically, as the customer is walking you to the door, but this is obviously
impossible in an online situation.Joanna Lees Castro, “Using Video Conferencing to Host

an Effective Online Sales Presentation—6 Best Practice Tips,” EzineArticles,

http://ezinearticles.com/?id=1316495 (accessed May 16, 2010).

The Right Tools

In the best sales presentations, the product or service comes alive. Try to see the
presentation through your prospect’s eyes. What is the best way to capture his
imagination? How will you tell the story that will make your product or service
compelling? In what ways can you delight or surprise your customer? Few people know
how to do this better than Dann Ilicic, CEO of Wow Branding. Wow, a small start-up,
frequently outperforms big name competitors when vying for a prospect. Ilicic
approaches each presentation with the same mind-set: you can’t bore your customer into
buying from you, so why not dazzle them? One customer said the presentation Ilicic put
together for his company couldn’t have been better: “Dann unquestionably knocked it out
of the park compared with the other firms, and they were really high-end firms with
spectacular portfolios.”Stephanie Clifford, “Fasten Your Seatbelts,” Inc., February 1,
2007, http://www.inc.com/magazine/20070201/features-sales-performance-ilicic.html
(accessed May 16, 2010).

So how does Wow Branding wow its prospects? Ilicic’s approach offers three lessons:

1. Take customization to a new level. Ilicic says he and his team spend about fifty
hours preparing for a sales presentation. They call low-level employees in the
customer company, the company’s past customers, and companies that have chosen
not to do business with the prospect to learn things the prospects might not even

know about themselves. Glumac, an engineering firm in Portland, Oregon, and one of



Wow'’s customers, said Ilicic’s technique “was a brilliant move...because he wasn’t
asking what our imagery should be”; instead, he researched to find out what the
image already was.

2. Never miss an opportunity to delight. Ilicic likes to surprise his customers with
the small things: like stamping green thumbprints throughout a proposal for an
agricultural company—or, for a pharmaceutical company, handing out vitamin bottles
on which he has replaced the label with a message about Wow. Sometimes he brings
in a cake on which he reveals the suggested name for a new company. Because Ilicic’s
intensive research allows him to understand his customers so well, he is able to
perfectly match the wow factor to each prospect and make the product come alive.

3. Always make the presentation creative and fun. This technique engages the
customer, even when the meeting agenda isn’t exciting itself. It also allows Wow to
get around difficult or sensitive parts of the presentation. Rather than talking about
Wow'’s successes, Ilicic records customer testimonials about his company and plays
these for his prospects. On another occasion, rather than potentially putting a
prospect on the defensive by telling the company what their image should be, Ilicic
told them that Wow had been assigned a branding project for their biggest
competitor. He launched a multimedia presentation to show them their competitor’s
branding overhaul, and by the end his prospects were asking themselves, “Why didn’t
we think of that?” After the presentation, Ilicic revealed that he hadn’t actually made
the campaign for the company’s competitor; it was for them.Stephanie Clifford,

“Fasten Your Seatbelts,” Inc., February 1, 2007,

http://www.inc.com/magazine/20070201 /features-sales-performance-ilicic.html

(accessed May 16, 2010).

So what techniques can you use to achieve these goals in your sales presentations? The
tools you choose will depend on the situation and your presentation style. As Ilicic
demonstrates, the possibilities are almost endless, but whatever tool you use, it is

important to carefully consider your choice and how you can maximize its effectiveness.

PowerPoint Presentations

PowerPoint slides provide an easy way to organize your presentation and add helpful
visuals. For many salespeople, PowerPoint is one of their go-to presentation tools. It can
be an especially helpful tool for salespeople who are starting out and want the security of
a clear framework from which to present. An added benefit is that it doesn’t take much

technological know-how to put together a clean-looking PowerPoint demonstration.

On the other hand, not all presentation situations lend themselves to PowerPoint (e.g.,
conference rooms with no wall space on which to project or presentations given in the
field), so if you plan to use this tool, make sure that you will be presenting in a space
where you can make it work. Additionally, be aware of—and avoid—a number of common
mistakes salespeople make when using PowerPoint that can ruin a presentation. As sales
coach and author Anne Miller says, “Putting PowerPoint into the hands of some sales
reps is like putting matches into the hands of some children.”Anne Miller, “Death by
PowerPoint,” Sales and Sales Management Blog, February 22, 2008,
http://salesandmanagementblog.com/2008/02/22/guest-article-death-by-powerpoint-by-
anne-miller (accessed May 16, 2010). To maximize PowerPoint as a tool to successfully
sell your story, use the tips in Figure 10.5 "Guidelines for PowerPoint Visuals".Anne
Miller, “Death by PowerPoint,” Sales and Sales Management Blog, February 22, 2008,

http://salesandmanagementblog.com/2008/02/22/guest-article-death-by-powerpoint-by-

anne-miller (accessed May 16, 2010).



Figure 10.5 Guidelines for PowerPoint Visuals
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The following dos and don’ts can also be helpful as you are creating a PowerPoint

presentation.

e Don’t turn down the lights. It takes the focus away from you, and it can put people to
sleep.

e Don’t go overboard with technological gimmicks. Fancy fades and clever add-ons will
only distract from you and from the content of your presentation.Jim Meisenheimer,

“How to Use PowerPoint During Sales Presentations,” EvanCarmichael.com,

http://www.evancarmichael.com/Sales/407/How-To-Use-PowerPoint-During-Sales-

Presentations.html (accessed May 16, 2010).

e Don’t hide behind your computer screen when using PowerPoint; make sure you face
your audience and make eye contact. This can be a temptation when the computer is
set up on a podium close to eye level.

e Don’tfill your slides with words. Use bullet points, separate each point with white
space, and cut out any unnecessary words you can.

e Don’t bore your audience with visual sameness. Slide after slide of bulleted lists gets
monotonous; visuals and charts have a stronger impact.Anne Miller, “Death by
PowerPoint,” Sales and Sales Management Blog, February 22, 2008,
http://salesandmanagementblog.com/2008/02/22/guest-article-death-by-powerpoint-
by-anne-miller (accessed May 16, 2010).

e Do make your slides easy to read. Avoid small fonts, visual clutter, and dark text
against dark backgrounds.Jim Meisenheimer, “How to Use PowerPoint During Sales

Presentations,” EvanCarmichael.com,

http://www.evancarmichael.com/Sales/407/How-To-Use-PowerPoint-During-Sales-

Presentations.html (accessed May 16, 2010).

e Doreplace descriptive headlines with headlines that sell. No one cares about a
headline that describes what’s already on the page.Anne Miller, “Death by
PowerPoint,” Sales and Sales Management Blog, February 22, 2008,
http://salesandmanagementblog.com/2008/02/22/guest-article-death-by-powerpoint-
by-anne-miller (accessed May 16, 2010). For example, rather than writing “Our
Statistics” at the top of the page, write “See Significant Savings in the First Year.”

e Do use the 10/20/30 rule: Make sure you limit your slides to 10 or fewer. Focus on the
things you want people to remember, rather than overwhelming them with
information. Give yourself 20 minutes to go through your 10 slides. Any more than
this and you will reach the limit of your audience’s attention span. Finally, use only
30-point or larger font size so that your audience can clearly read what you’ve
written.Jim Meisenheimer, “How to Use PowerPoint During Sales Presentations,”
EvanCarmichael.com, http://www.evancarmichael.com/Sales/407/How-To-Use-
PowerPoint-During-Sales-Presentations.html (accessed May 16, 2010).

Video Clip

10/20/30 Rule



(click to see video)

Guy Kawaski, best-selling author, venture capitalist, and entrepreneur, created this rule

and describes it in this video.

e Doremember that that PowerPoint is only an aid. “You are the star,” says
communications consultant Ronnie Moore. “The media and visuals support you.”Geoff
William, “The Perfect Presentation: Technology,” Entrepreneur, July 13, 2007,
http://www.entrepreneur.com/marketing/marketingbasics/article181582.html
(accessed May 16, 2010). Use dynamic speaking strategies, move around, keep your

audience involved; don’t let your technology take over.
Brochures, Premiums, and Leave-Behinds

It is usually expected that you will have printed material to give your audience during a
presentation. In addition to a printed supplement to your PowerPoint presentation (i.e.,
something that conveys the same information as your slides and on which your audience
can take notes), you might decide to bring along brochures with information about your
company, products, and services. What are the benefits of brochures? According to sales
expert and author Geoffrey James, in some situations you need a brochure to make your
firm look serious. However, James lists “I promise to read your brochure” as one of the
top ten lies customers tell sales reps. His conclusion: the brochure might gain you
credibility, but it probably won’t get read.Geoffrey James, “Top 10 Lies Customers Tell
Sales Reps,” BNET, April 23, 2009, http://blogs.bnet.com/salesmachine/?
p=2323&page=2 (accessed May 16, 2010). Don’t rely completely on brochures because

they won’t be a focal point of your presentation.

Sometimes a brochure can work as a reminder about you and your company after you've
left, but this is assuming your customer doesn’t throw the brochure away. When it comes
to reminders, a better bet is leaving something functional that your customer will
actually use regularly. These reminder objects—calendars, refrigerator magnets, pens, or
mouse pads labeled with your company name—are called premium leave-behinds and are
a proven method of reminding customers you exist.Brad Sugars, “Building Repeat
Business from Day 1,” Entrepreneur, May 22, 2007,
http://www.entrepreneur.com/startingabusiness/startupbasics/startupbasicscolumnistbra
dsugars/article178724.htm] (accessed May 16, 2010). Almost all salespeople bring some

sort of brochure or premium leave-behind on their sales calls.
Samples and Demonstrations

There is almost no better way to make your story come to life for your customer than
letting him experience it for himself. Think of television courtroom dramas: when the
lawyer is making her final statement to the jury and she wants to pull out all the stops,
what does she do? She doesn’t just give the jury the facts or tell them the version of the
story she wants them to believe—she brings the story to life; she puts the gun in the
defendant’s hand; she brings out the pictures of the stab wounds. Think about this when
you plan your sales presentation. During the presentation, you can bring your story to life
by offering product samples for your prospects to try or by running demonstrations that
let them see for themselves what your product can do. When winemakers sell their
products to large distributors, they don’t just bring in descriptions of their wines for the
buyers to read; they offer tastings so buyers can experience the product. When caterers
want to sell their services to someone who is planning a wedding, they bring in samples

from their menus, so the customer can say, “Wow this pasta really is delicious!” Or think



of Keith Waldon of Earth Preserv who didn’t just tell JCPenney, “We can make displays of
our environmentally friendly products for your store windows;” instead, he set up a real

shop window display so his prospects could see their place in his story.

Power Selling: Lessons in Selling from Successful
Brands

Sell to Someone Unexpected

For the founders of Cranium, Inc., maker of the popular Cranium board game, playing
is believing. When the company first launched in 1998, they knew that 50 percent of
board games failed in their first year. Cranium’s strategy? Avoid the traditional board
game buyers—toy stores—and sell to someone unexpected. Cranium’s founders
managed to get an introduction to Howard Schultz, CEO of Starbucks, and they
arrived at his office with a game board and challenged him to a match. After playing a
few rounds, Schultz decided this was just the game Starbucks had been looking for—
something that would support coffeehouse culture—and Cranium, Inc., had its first

major sale.

Next on Cranium’s list? Barnes & Noble Booksellers. The company’s founders
scheduled a meeting with Terese Profaci, the bookstore’s director of gift
merchandising, whose boss told the sales reps on the way in, “I don’t know why
you’'re here. We don’t sell games.” Still, Profaci’s boss had her play a round of the
game with some employees at corporate headquarters, and in the end, Barnes &
Noble was won over.Julie Blick, “Inside the Smartest Little Company in America,”

Inc., January 1, 2002, http://www.inc.com/magazine/20020101/23798.html (accessed
May 16, 2010).

Besides bringing your story to life, there are a number of other good reasons to use

demonstrations:

¢ To educate your prospect. If you are selling a complex product, such as a highly
involved software program, the best way to help your customer understand how it
works is to show her.

¢ To involve your prospect. Let him find the results for himself. Just as car shoppers
get to take the wheel in a test drive—and this often makes the difference between a
decision to buy or not to buy—customers who use your products for themselves are
more likely to make a personal connection with it. A salesperson selling insulated
windows, for instance, might place a piece of glass in front of a heat lamp and ask her
customer to put out his hand and feel the heat. Then the salesperson might substitute
the sheet of glass for a window sample. “Now put out your hand,” she will tell the
customer. “Can you feel how this window is going to keep the elements out and save
you money on your energy bills?”EDTM, Inc., “4 Steps to Close More Sales,”

http://www.solarstop.net/edtm/sales demonstration.htm (accessed May 16, 2010).

o To prove the performance of your product.EDTM, Inc., “4 Steps to Close More
Sales,” http://www.solarstop.net/edtm/sales demonstration.htm (accessed May 16,
2010). Of course, you can tell your prospect “our air purifiers are quieter than the
leading model, and they take up less space in your home.” But if you bring your air
purifier to the presentation and set it next to the leading model, and if you ask your

prospect to turn both machines on, he can see for himself that your product is



smaller, and he can hear for himself that it makes less noise.
Give Them the Numbers: Cost-Benefit Analysis and ROI

When you present your solution to the customer, especially in B2B sales, closing the sale
usually depends on whether the cost of your solution is offset by the value it
delivers.Gerald L. Manning and Barry L. Reece, Selling Today: Creating Customer Value,
9th ed. (Upper Saddle River, NJ: Prentice Hall, 2004), 256. If you can quantify your
solution using cost-benefit analysis and ROI (return on investment) analysis, you can help

your customer determine whether a project or purchase is worth funding.

long run than it costs?”David H. Miles, The 30 Second Encyclopedia of Learning and
Performance (New York: AMACOM, 2003), 139-40. Imagine you are selling an energy-
efficient commercial dishwasher to a pizza kitchen. The dishwasher costs $3,000, but
average cost savings per year are $800 in energy bills and $200 in water usage: a total of
$1,000.Energy Star, “Commercial Dishwashers for Consumers,” U.S. Environmental
Protection Agency and U.S. Department of Energy, http://www.energystar.gov/index.cfm?
c=comm dishwashers.pr comm dishwashers (accessed May 16, 2010). Your dishwashers
are guaranteed to last a long time; in fact, you offer a five-year warranty on any
purchase. At a savings rate of $1,000 each year, your customer will have saved $5,000 in
energy and water expenses by the time his warranty expires. Based on this information,

you present this cost-benefit analysis to your prospect:

$3,000 = cost (initial investment)
cost savings - initial investment = benefit

$5,000 - $3,000 = $2,000

In this case, the cost savings is $1,000 per year times five years for a total of $5,000,

minus the initial investment of $3,000, means that there is a benefit of $2,000.

In other words, the dishwasher has a three-to-two cost-benefit ratio over five years
($3,000 in cost to $2,000 in benefit). You can tell him, “This purchase will save you
money in the long run. After you make back what you spent on the dishwasher in cost
savings, you will continue to save $1,000 each year.” Similarly, you can show your
(profit or cost savings) compared to the investment he will make. In the case of the
dishwasher, the ROI would be calculated by dividing the benefit (in this case $2,000) by
the cost of the product or initial investment (in this case $3,000), then multiplying the

result by 100, which would yield a 66 percent ROI after five years.
$2000 (savings over five years) + $3,000 (initial investment) x 100 = 66% ROI

You can maximize ROI by cutting costs, increasing profits, or accelerating the rate at
which profits are made.“Cost of Ownership, ROI, and Cost/Benefit Analysis: What'’s the
Difference?” Solution Matrix, http://www.solutionmatrix.com/tco-roi-cba-difference.html
(accessed May 16, 2010). Some businesses have a minimum ROI that must be met before
a purchase can be approved. While you might be able to learn this information in your
preapproach, it is more likely that you will have to discuss minimum ROI with your
customer during the sales presentation. You might present your solution and find out
more about your customer’s specific needs (including budget constraints and minimum
ROI) during the first sales presentation and then write up a proposal in response to your

findings, which you deliver during a second presentation.



KEY TAKEAWAYS

e Presenting to individuals requires a different set of skills and techniques than
presenting to groups, so make sure you have a clear strategy for your
presentation that takes the size of your audience into account.

e When presenting to an individual, keep your prospect’s personality in mind and
adapt your approach accordingly. Take his position and responsibilities in the
company into account in the way you present your solution.

e Selling to groups can be a more efficient presentation method, and sometimes it
is required in your customer organization. When conducting a group
presentation, take group dynamics into account, keeping in mind that people act
differently in group situations than they do in one-on-one interactions.

e When you are delivering your presentation at your place of business or in a
neutral location (like a rented space), treat the customer as you would treat a
guest in your home. Set up refreshments and supplies well ahead of time so that
you are well prepared when the prospect arrives.

e When you are presenting at your prospect’s place of business, try to find out
about the presentation venue beforehand—but be prepared to adapt if your
prospect doesn’t have the equipment or setup you were expecting. Arrive early
so that you have time to set up.

o If your presentation is given as a Webinar or video conference, treat the
presentation as you would treat an in-person interaction. Dress professionally
and set up ahead of time. Make sure to minimize distractions.

e When delivering a PowerPoint presentation, keep your slides brief, uncluttered,
and easy to read. Don't let the technology overshadow you, the presenter.

e There is almost no better way to bring your product to life than by using samples
or demonstrations to get your prospect involved.

e Your customer will expect you to bring a cost-benefit analysis or ROI

analysis as a way to quantify your solution.

EXERCISES

1. You are giving a presentation to a busy manager who initially tells you that she
can only give you thirty minutes of her time. She seems brisk and businesslike
at first, but when you are in her office, you notice a picture of her son in a soccer
uniform and mention that your kids are involved in soccer. After this, she relaxes
and begins discussing her children at length. Keeping in mind that (a) you have
an agenda to get through but (b) establishing a connection is important to you,
and you want to take your cue from your prospect, how do you respond, and
why?

2. You are giving a presentation to a group and notice that one member of the
group is more vocal than others and tends to dominate the conversation. What
are some strategies you could use to make sure that other members of the
group have a chance to participate and contribute their opinions?

3. Choose a product or service and prepare a short sales presentation that includes
a demonstration. What other items do you need besides the product or service
to perform the demonstration (e.qg., Internet service for software; water for
instant coffee; plates, silverware, and napkins for food products)? How is the
product demonstration integrated into your presentation? How do you use the
demonstration to engage the prospect with the product or service?

4. Assume you are selling environmental design consulting, and an important part



of your sales presentation involves using your company Web site to demonstrate
previous projects you have completed, interactive customer surveys, and your
company’s brand image. However, when you arrive at your customer’s place of
business to set up your presentation, you learn that the Internet has been down
all morning and may not be back up until the next day. What could you have
done to prepare for this sort of unforeseen problem in advance?

5. Find a PowerPoint presentation you have created for another class—or if this is
unavailable, find a PowerPoint presentation online; Slideshare is a good
resource: http://www.slideshare.net. Offer a critique of the presentation based on
the information you learned in this chapter.

6. Assume you are a sales rep for an Internet advertising company. Your prospect,
an online hardware retailer that specializes in compression pumps, is concerned
about making the investment for Internet advertising. You want to incorporate
the ROI into your presentation. If the prospect spends $90,000 in advertising, it
will generate 120,000 clicks to the company Web site. At a 2 percent conversion
rate (2 percent of the customers who visit the site make a purchase), that is
2,400 orders. If each order is $230, the sales generated from the online ad
would be $552,000. What is the prospect’s ROI (show your math)? How would
you incorporate this ROl into your sales presentation?

7. Imagine that you are selling high-end electronic equipment. Your prospect has
agreed to purchase a laptop for $800. Now you tell him about the benefits of
purchasing the service agreement, which includes free battery replacement and
computer cleaning every year for three years for only $120. A replacement
battery costs $200, and a computer cleaning costs $85. How much will the
customer save if he purchases the service agreement assuming he needs to
replace the battery and have the laptop cleaned once a year? How would you

incorporate this into your sales presentation?

10.4 How to Use SPIN Selling in Your Sales Call

LEARNING OBJECTIVE

1. Understand SPIN and how to use it during the sales presentation.

In 1988, Neil Rackham and his company Huthwaite, Inc., researched more than 35,000
sales calls, observing successful and experienced sales professionals doing what they do
best. In the process they disproved a number of popular myths about the selling process,
and they developed a sales model of their own, which they called SPIN selling.Neil
Rackham, The SPIN Selling Fieldbook (New York: McGraw-Hill, 1996), 8; Greg Woodley,
“SPIN Selling Is Good,” SellingandPersuasionTechniques.com,
http://www.sellingandpersuasiontechniques.com/SPIN-selling.html (accessed May 16,
2010). Today sales professionals around the world incorporate the SPIN selling model
into their sales process with great success—and if you learn a few simple principles, you

can too. The following section describes SPIN selling in a nutshell.

What Is SPIN Selling?

to adapt your selling process to your customer, and it delivers personal solutions. To

make this work, you have to ask your buyer a lot of questions, let him do most of the



talking, and give his responses your full attention.

In the SPIN model, there are four components of a sales call: opening, investigating,
demonstrating capability, and obtaining commitment. SPIN gets its name from the four
kinds of questions that take place during the investigation stage: Situation, Problem,

Implication, and Need-payoff.

With smaller sales, these four components of the sale (opening, investigating,
demonstrating capability, and obtaining commitment) often happen sequentially and in a
short period of time; a customer might walk onto your car lot and commit to buying a car
from you an hour later. But often in business-to-business (B2B) sales, especially complex
ones, you will incorporate SPIN components into a number of the steps in your selling
process. For instance, you will do some investigation during your preapproach, and you
might make an early presentation in which you open, investigate, and demonstrate
capability. Because larger sales take more time, you won't close the sale at the end of
your first presentation, but you might get a commitment from your customer to move the
sale forward. SPIN selling is not a rigid, step-by-step model; rather it provides an
effective, flexible framework for customer centered selling.Neil Rackham, SPIN Selling
Fieldbook (New York: McGraw-Hill, 1996), 38.

Opening

it does pave the way for the important steps that come after.Neil Rackham, SPIN Selling
Fieldbook (New York: McGraw-Hill, 1996), 139. At the beginning of every call, you want
to set the preliminaries and make any necessary introductions. (In larger B2B sales, you
usually won’t spend very long on introductions because 95 percent of the time you will be
meeting with an existing customer or a prospect you have already met.)Neil Rackham,
SPIN Selling Fieldbook (New York: McGraw-Hill, 1996), 40. If you are following up on an
earlier sales call, it’s important to recap the conclusions of your last discussion: “The last
time we spoke, we talked about pricing and setting a timeline, and you agreed that you
would like to move the sale forward if we could put together a proposal that matched
your budget and would meet your deadlines.” Then, most important, you want to begin
the conversation by getting your customer’s agreement to let you ask him some
questions.Neil Rackham, SPIN Selling Fieldbook (New York: McGraw-Hill, 1996), 144.
This builds rapport and establishes a buyer centered purpose for your call.“SPIN
Selling,” review of SPIN Selling, ChangingMinds.org,

http://changingminds.org/books/book reviews/spin.htm (accessed May 16, 2010).

Investigation

selling. This is the stage during which you ask the types of questions that give SPIN its
name: situation, problem, implication, and need-payoff. Here’s how each of these types of

questions works during the sales presentation.

Situation Questions

situation and provide a starting place for understanding your buyer’s needs.Greg
Woodley, “SPIN Selling Is Good,” SellingandPersuasionTechniques.com,
http://www.sellingandpersuasiontechniques.com/SPIN-selling.html (accessed May 16,

2010). If you ask too many situation questions, you risk boring your prospect and



damaging your credibility, so ask situation questions sparingly. If you do careful research
before your sales call, you should find out most of the basic information about your
customer’s current situation before your meeting so that the situation questions you ask
are only the ones that will provide information you aren’t able to track down
elsewhere.Neil Rackham, SPIN Selling Fieldbook (New York: McGraw-Hill, 1996), 76;
Eric Wolfram, “How to Sell—SPIN Selling,” Wolfram,
http://wolfram.org/writing/howto/sell/spin selling.html (accessed May 16, 2010). For
instance, if you are selling Internet connectivity, you might ask your buyer, “Which of

your offices are currently using DSL?”

.| Our four branch campuses use DSL, but our main offices
Customer: downtown use a cable service.
You: Oh, they use cable? Who is their provider?
Customer- Ajax Communications. We’'ve been with them for about two
years.
You: I understand Ajax sometimes offers their service on a contract
' basis. Do you currently have a contract with Ajax?
Customer: | We had a contract, but that ended a couple of months ago.

Problem Questions

You already know that your prospect will only be motivated to buy if she recognizes she
ultimately it paves the way for you to propose a solution that seems beneficial to your
customer.Neil Rackham, SPIN Selling Fieldbook (New York: McGraw-Hill, 1996), 90.
Problem questions are the most effective in small sales: “Was limited storage space ever
an issue with your last computer? How much has the size and weight of your current
laptop affected your ability to carry it with you?” But in B2B sales it is still important to
ask a few problem questions so that you and your buyer share an understanding of the
problem or need.Neil Rackham, SPIN Selling Fieldbook (New York: McGraw-Hill, 1996),
93. Sometimes it is tempting to jump right into presenting the benefits of your solution,
but keep in mind that your prospect might not always see his problem right away, even if
it is already evident to you.“SPIN Selling,” review of SPIN Selling, Changing Minds Book
Reviews, http://changingminds.org/books/book reviews/spin.htm (accessed May 16,
2010). Imagine you sell tractors. To understand the difficulties your prospect faces with
his current machines, you could ask problem questions like “How much does it cost to
maintain your current farm machinery?” “How often do your tractors break down?” and

“Who is usually responsible for doing the maintenance work?”

Implication Questions

increase a prospect’s motivation to seek change. Implication questions uncover the
effects or consequences of a prospect’s problems. These questions are especially
effective when your prospect is a decision maker whose success depends on
understanding the underlying causes of a problem and its potential long-term
consequences.Neil Rackham, SPIN Selling Fieldbook (New York: McGraw-Hill, 1996),
108. Say, for instance, your prospect has offices in five locations, but he only has IT staff
at two of the locations. To help him understand the implications of this problem, you

might ask questions like this:

If a computer crashes at one of your branch offices, who takes

You: care of the problem?

That depends. Our Bellevue and Redmond offices have their own
Prospect: | IT people, but when we have a problem downtown or in North
Seattle, we call someone from the east side offices to come fix it.




Wow, that must be a hassle for the IT people! How often do they

You: have to drive out to another location for computer trouble?

Usually not more than three or four times each week. If the
Prospect: | problem isn’t an urgent one, the IT guys usually make a record of
it so that they can fix it during their regular visits.

So your IT people have regularly scheduled maintenance visits

You: that they make in addition to the occasional “emergency” trips?

Yes. Someone from IT visits each of the three locations once a
Prospect: | week to run maintenance and fix any issues that have come up
since the last visit.

The travel time from Redmond to downtown is about half an hour
each way, and it can take an hour during rush hour! Isn’t the
You: commute from Redmond to your other locations even longer? In
total, how much time and money would you guess your company
invests in these maintenance trips each week?

Your buyer might have told you up front that the shortage of IT staff is a problem, but he
might not yet realize all the implications of this problem (like higher costs, wasted time,

and inefficiency). By asking this set of implication questions you have just asked, you are
helping your prospect explicitly state a need (or needs) that you can solve for him.“SPIN

Selling,” review of SPIN Selling, Changing Minds Book Reviews,
http://changingminds.org/books/book reviews/spin.htm (accessed May 16, 2010).

Need-Payoff Questions

Once you help your prospect uncover his specific needs, you can help him to discover a

you how your solutions can help him; you won’t even need to spend much time talking
about your product’s benefits because your prospect will have already convinced himself
that your solution will be valuable to him.Neil Rackham, SPIN Selling Fieldbook (New
York: McGraw-Hill, 1996), 128. For example, following the previous conversation about
your customer’s IT problem you could ask “How would it help if the IT staff could fix at
least half of your computer problems remotely?” or “How much time would you save if I

could help you find a way to cut down on your IT support calls from the branch offices?”

Demonstrating Capability

When you present your solution, you can tell your customer about FAB, as discussed in

Chapter 6 "Why and How People Buy: The Power of Understanding the Customer".

e The product features, or what the product has: “This car has all-wheel drive, and the
back seats fold down to expand the trunk.”

o Its advantages: “The all-wheel drive capability makes for better handling in ice and
snow, and the ability to fold down the seats means you get a larger storage capacity
than you would with other cars of its kind.”

o What the feature does and its benefits: “The all-wheel drive will give you peace of
mind when your daughter drives the car in the winter, and the added storage capacity
will be especially helpful for any odds and ends you need to transport during your
upcoming move.” This includes what the features mean, or the ways in which your
solution addresses your prospect’s acknowledged needs.Neil Rackham, SPIN Selling
Fieldbook (New York: McGraw-Hill, 1996), 148.

All three methods demonstrate capability, but which method do you think moves you

closer to a sale? If you guessed benefits, you’'re right. SPIN selling is all about

customization; when you are demonstrating capability, you want to show your prospect



how your solution applies to the needs he has expressed. Listing a product’s advantages
demonstrates how that product could be useful to anyone (a generic customer), but you
don’t want to treat your buyer like a generic customer. OK, so the car you are selling has
an excellent sound system that delivers a superior music-listening experience. But what if
your prospect only ever listens to talk radio? If you go on at length about the advantages

of the sound system, he won’t be impressed.

Rackham and his team concluded that salespeople who demonstrate capability by
presenting benefits (rather than advantages) don’t have to deal with as many objections
from their prospects. However, you can only demonstrate benefits successfully if you
have asked the right questions to uncover your prospect’s specific needs. This is why the
investigation stage is so important. Here are examples of some benefits you might share

with your prospect:

Dr. Hogue, our software gives you the ability to organize large quantities of information
(like those complicated medical records you mentioned) visually. If you use this software,
it will be easy to identify relationships between patient’s medical histories so that you

and your staff can save time whenever you have to perform a complicated diagnosis.

Ms. Lewis, you mentioned that you have a long commute to work each day, so I think the
podcast versions of our training seminars will be a good solution for you. You can
download them onto your iPod and listen to them on your way to work so that you can
maximize your time and leave your evenings and weekends open to spend with your

family.

Our custom engagement rings will allow you to choose an antique setting in the style you
said your fiancée prefers and to pair this setting with a smaller stone that will fit your

current budget.

Obtaining Commitment

In smaller sales, obtaining commitment is fairly straightforward: either your prospect
decides to buy, or he tells you that he isn’t interested. In complex sales, on the other
hand, fewer than 10 percent of calls have one of these two outcomes. It might take
several years before your prospect agrees to purchase your solution, so a sales call that
ends without a sale is in no way a failure. In between your first sales call and your
prospect’s decision to buy, you will have a number of calls in which you either decide to
move the process forward, terminate the process, or continue the process without an
advance. Any time your prospect ends a call by agreeing on an action that moves you
closer to the final sale, you have experienced a successful outcome.Neil Rackham, SPIN

Selling Fieldbook (New York: McGraw-Hill, 1996), 42-43.

In the SPIN model there are three steps to obtaining commitment:

1. Check whether you have addressed key concerns.

2. Summarize the benefits you presented.

3. Propose a commitment that will move the sale forward.Neil Rackham, SPIN Selling

Fieldbook (New York: McGraw-Hill, 1996), 44.

Consider this example:

So what | understand from our discussion is that you are

You: concerned your image has become outdated, and you want your



television advertising to appeal to a younger generation?

Prospect: | Yes, that’s the biggest issue we’'re facing right now.

As | mentioned earlier, Rockstar Marketing has successfully
overhauled the brand image of a number of well-known retailers,
and we think we could do the same for you by creating the
youthful image you are looking for.

You:

That sounds like it might be a good fit, but I'd have to get the
Prospect: | approval of our marketing committee before | could give you an
answer.

Then what I'd like to do, if it's OK with you, would be to write up
a more specific proposal. If you could agree to arrange a meeting
You: between our sales team and the members of your marketing
committee in about two weeks from today, we could discuss the
proposal options at the meeting.

All right, that sounds like a good plan. I'll have my secretary
Prospect: | arrange the meeting and give you a call to confirm the day and
time.

The commitment you propose at the end of the call will depend on your precall
objectives. According to Rackham and his team, the most effective precall objectives are
those that include actions on the part of the customer, such as “get the prospect to agree
to call two of your past customers” or “get the prospect’s list of vendor selection
criteria.”Neil Rackham, SPIN Selling Fieldbook (New York: McGraw-Hill, 1996), 45.

Why Use the SPIN Model?

In relationship selling, the idea of a sales “presentation” can be misleading. To deliver
customized value to your prospect, you have to understand his needs and make sure that
you are in agreement with him about a solution he could use. This means the sales
presentation is a two-way communication. When you make the effort to listen to your
prospect this way and when you work to understand his needs, not only will you close
more sales, but you will also build stronger, lasting customer relationships. Your prospect

will come to trust you and to rely on you as a problem-solving expert.

KEY TAKEAWAYS

e SPIN selling is a four-step model that relies on the theory that successful
selling is customer centered and offers customized solutions to your prospect’s
problems.

e There are four steps to a SPIN sales call: opening, investigation,
demonstrating capability, and obtaining commitment.

e The opening stage builds rapport and establishes a buyer centered purpose for
your call.

e The investigation stage is at the heart of the SPIN model. The goal of this
stage is to ask questions that will uncover your buyer’s needs.

e There are four types of investigation questions: Situation, Problem, Implication,
and Need-payoff (SPIN).

¢ In demonstrating capability, you explain the benefits of your solution by
showing your prospect how your product or service meets his explicit needs.

¢ In obtaining commitment, you get your prospect to agree to advance the sale,

continue the sale without advancing, or make a purchase.

EXERCISES

1. Assume you own a business that rents out retail space in a downtown area. You

have found out from your prospect, the owner of a bagel shop, that his current



store location is on a side street that doesn’t get much foot traffic. List at least
one each of the following kinds of questions that may help uncover his unstated
needs: situation, problem, implication, and need-payoff. Discuss how these
questions would work during the investigation stage of your SPIN selling
presentation?

2. Envision a selling situation between a travel agency that offers a variety of
discount packages for business prospects and a consulting firm whose
employees travel frequently for business. As a salesperson for the travel agency,
what specific information would you need to know about your prospect’s current
situation? How much of this information do you think you could find through
research? What specific situation questions would you be likely to ask?

3. Your firm offers state-mandated alcohol handler’s training for restaurant
employees, and you are making a sales call on a manager who has just opened
three large restaurants and will be hiring a staff of over seventy-five servers and
bartenders. Your training is more comprehensive than that of your competitors
because it includes over five hours of training per employee. Many restaurant
companies opt to leave the training up to the individual restaurants, which leads
to inconsistency and lack of implementation. Companies may not realize how
risky this is; the fine for improper implementation is $10,000 per restaurant.
Prepare a presentation that includes the four stages of SPIN selling (opening,
investigation, demonstrating capability, and gaining commitment). Include the
four types of questions during the investigation stage (situation, problem,
implication, and need-payoff).

4. Assume you work for Apple in their B2B division and you are selling iPhones to a
major medical supply company for their employees, including their five-hundred-
person sales force. They are currently not using smartphones but realize they
have a need for them for their employees to stay in touch throughout the day
and to access the Internet while they are away from the office. The prospect is
also considering other brands of smartphones. Create a short sales presentation
for the iPhone using the four stages of SPIN selling (opening, investigation,
demonstrating capability, and gaining commitment). Include the four types of
questions during the investigation stage (situation, problem, implication, and

need-payoff).

10.5 Putting It All Together

LEARNING OBJECTIVE

1. Learn the five steps of a successful sales presentation.

As you have probably realized by now, there are many things to keep in mind when
planning and executing a sales presentation. It can be enough to overwhelm even the

most experienced sales professional.

Video Clip
Present Successfully

What are the most important ingredients to a successful presentation? Watch the



following video to hear several experienced salespeople share their perspectives.

http://www.inc.com/inctv/2007/07/making-a-sale.html

While there is no one magic formula that will make your presentation come to life,
successful presentations generally have a number of elements in common. Thinking of
your presentation in terms of the following five steps will help you to plan and execute it
with greater ease and success. Before the presentation, it’s a good idea to ask your
prospect how much time is allotted for your presentation. That will help you tailor your
presentation appropriately, keeping in mind your prospect’s time. It’s also a good idea to
start the meeting by setting expectations in terms of time: “Just as a time check, I'll
spend thirty minutes on the presentation and allow fifteen minutes for discussion. We’ll

plan to wrap up by 11 o’clock.”

Step 1: Build Rapport

In relationship selling, building rapport with your prospect lays the foundation for a
selling partnership that could continue for many years. Especially if the sales
presentation will be your first in-person interaction with your prospect, put effort into
making a good impression. Offer your prospect a firm handshake and start with some
small talk to break the ice. This isn’t difficult; you can establish a connection with a
complete stranger over something as simple as the weather or a recent sporting event.
Experienced salespeople use observation to their advantage, learning about the customer
by noticing the environment of the prospect’s office. Are their photographs or artwork
displayed on the walls? What items does the customer keep on her desk? As Bruce
Harris, account manager with UPS, says, “A person’s office is a reflection of who they are
and serves as an insight into his/her personality.”Bruce Harris, “The Eyes Have It,”
American Salesman 54, no. 3 (2009): 17 You can make a personal connection and break
the ice by questioning your prospect about a family photograph or a trophy he keeps on
display. However, make sure not to go overboard on the small talk. Remember that your
prospect is busy and has a limited amount of time to meet with you. If you spend too long
on chit chat, you will eat up some of the time you need to get through your call
objectives. Build rapport and then get down to business.Neil Rackham, SPIN Selling
(New York: McGraw-Hill, 1996), 144. This is also a perfect time to confirm the time that
is allocated to you for your presentation. Although you discussed it when you set up the
appointment, it’s always a good idea to confirm since things change at the last minute.

This will help you quickly make adjustments if need be.

In group presentations, it is harder to leave room for small talk because if everyone
starts talking, the meeting could lose its focus quickly—and in very large sales
presentations, small talk is impossible. Geoffrey James suggests building “group rapport”
by opening your presentation with a memorable remark: something challenging or
amusing.Geoffrey James, “How to Give a Killer Sales Presentation,” BNET, May 17, 2009,
http://blogs.bnet.com/salesmachine/?p=2940 (accessed May 16, 2010). You could also
open with a brief anecdote that establishes a common connection: “When I dropped my
son off at school this morning, he told me to make sure not to give a boring presentation
today....” A comment like this might get a chuckle out of your audience and will build a
connection because others in the audience probably have children as well and may have

had common experiences.

Leading your presentation off with situation questions is another way to break the ice



and get people talking. In group settings, people are often uncomfortable sharing their
opinions right away, but if you ask questions that call for factual observation, rather than
opinion (How many departments in your organization would be affected by this decision?
What is the average turnaround time once an issue goes to press?), people can answer
without feeling threatened.Gary M. Grikscheit, Harold C. Cash, and Clifford E. Young,
The Handbook of Selling: Psychological, Managerial, and Marketing Dynamics, 2nd ed.
(Hoboken, NJ: Wiley-Blackwell, 1993), 158. Once you get people talking, you can lead
into problem and implication questions that require your audience members to voice an

opinion.

Recall from the last section that it’s always a good idea to recap the findings of your last
meeting in the opening of your call. This is another way to build rapport, remind your
customer of your previous discussion, ensure that everyone is on the same page, and

transition into your business topic.
Step 2: Make a General Benefit Statement

Keep in mind that to effectively demonstrate capability, you should sell benefits—
solutions that address your prospect’s specific needs—rather than features or
advantages. If your sales call is a follow-up on a previous call, you can make a benefit

statement early on that will address issues you discussed in your last meeting:

In our previous discussion, you mentioned that you had a minimum ROI requirement of
20 percent per year, and you said that you would be interested in pursuing this sale
further if we could propose a solution that would meet your requirements. I've created an
ROI analysis here that shows how outsourcing your back office work through our firm
will yield an annual ROI of 25 percent. Other businesses like yours have experienced
these results with us and have been very satisfied with the transition. Here’s what we
envision for your company. (Show a slide with a diagram or chart giving a visual
representation of your prospect’s cost savings with this solution.) Is this something you

would be interested in?
In this general benefit statement, the salesperson has

e recapped the findings of the previous conversation to provide context,

e explained the value in an idea that meets the customer’s needs, rather than trying to
sell a service,

e helped the customer to see himself as part of the story,

e used a closed-ended question to lead into the rest of the presentation.

Closed-ended questions—questions that demand a yes or no response—can help to
move your presentation forward, keep your customer involved throughout the
presentation, and confirm your understanding. Closed-ended questions have a role

during your sales presentation, as demonstrated above.

will help you probe further into the problem your product can solve. For instance, you
might ask, “What are some of your biggest frustrations with your current back office
operations?” It is virtually impossible to learn more from your prospect if you don’t use
open-ended questions. If you are interested in learning more and engaging your
customer in your presentation, be ready with open-ended questions. For example, the

situation, problem, implication, and need-payback questions in SPIN selling are all



examples of open-ended questions. Open-ended questions start with “who,” “what,”

where,” or “why.” Figure 10.7 "Examples of Closed-Ended and Open-Ended
Questions" provides examples of closed-ended and open-ended questions.

"o

“when,

Figure 10.7 Examples of Closed-Ended and Open-Ended Questions
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Asking the right questions is one of the skills required to be a successful salesperson.

This is where your ability to ask the right questions really comes into play. It is the open-
ended questions that you ask during this portion of the presentation that set the tone for
the rest of your presentation. But don’t stop here. Ask open-ended questions throughout

your presentation to engage the prospect and continue to gain valuable information.
Step 3: Make a Specific Benefit Statement

Once you have investigated to uncover your prospect’s needs, deliver a specific benefit
statement: one that demonstrates in detail how you are going to solve his unique
problem. It’s impossible to deliver a specific benefit statement at the opening of your
sales call because there is no way you can understand your prospect’s needs and
expectations without listening to him first.Michael T. Bosworth, Solution Selling: Creating
Buyers in Difficult Selling Markets (New York: McGraw-Hill, 1995), 101. Sometimes, a
prospect may ask you to solve a problem that sounds similar to one you just solved for
another company or customer, but if you assume you already understand your prospect’s
situation and treat her just like your old customer, you might lose the sale. Approach

each new presentation as if it were your first.

In B2B sales, the specific benefit statement is generally something you prepare before
your presentation (recall the discussion of this from Chapter 8 "The Preapproach: The

Power of Preparation"). However, before launching into specific benefits, you can
investigate to make sure you understand and have all the necessary information: “So let
me make sure I understand. What you’re saying is that a 5 percent reduction in process
time will reduce your costs by 20 percent?” In any selling situation, the information you
get from your prospect is usually just the tip of the iceberg, and you won’t get an idea of

the pressures she is facing unless you can get her talking.

After confirming that you and your prospect are on the same page, you can move forward
with your presentation, adapting if you need to based on your prospect’s answers to the
questions you asked. This is the part of your presentation where the solution really comes
to life. Bring your customer into the story with videos, recordings, displays, or anything

else that will allow him to experience the product for himself.

So let me just confirm—it sounds like your biggest priorities in
purchasing this SUV are gas mileage, safety, and reliability and
that you would sacrifice some luxury features if your vehicle met
these other conditions?

You:

Yes, those are definitely the most important things. This is really




Prospect: | going to be a family car, something | can use to drive the family
around and take on camping trips. And our oldest child is going
to college soon, so we want a car that will last for a while
because we’ll need to save money to pay tuition.

OK Cindy, then I think you will be excited about the RAV4 we
discussed earlier. It has the best fuel economy of almost any SUV
on the market, and Toyotas are known for their reliability, so this
car should last you well past the time your daughter graduates
from college. You can also feel confident when you drive your
You: kids around in this vehicle because the RAV4 received five stars
in National Traffic Safety Administration crash tests.Joshua Rose,
“New 2009 Toyota RAV4 Features and Prices,” Auto Broker Magic,
http://www.auto-broker-magic.com/2009-toyota-rav4.html
(accessed May 16, 2010). Does that sound like a good option to
you?

Prospect: | Yes, that sounds like just the kind of thing we’re looking for.

Great! Then why don’t we go for a test drive, and you can see for

You: yourself how well this car handles on the road.

When you demonstrate your product for the prospect, make sure to draw attention to the
features, advantages, and benefits that make it a good solution for her particular
situation. In the example above, when your prospect takes the car out on the road, you
could turn on the climate control settings that allow her to adjust for a different climate
zone in the front and back seats and explain that this way she and her family can stay
comfortable on long car rides. If she has her kids along, you could turn on the rear DVD
player for them. These sort of extra, customer-specific benefits help your customer to
make a personal connection to the product and to see her story aligning with your

solution.

During this part of the presentation, make sure to ask open-ended questions that will
help you learn more about the prospect’s needs and her perceptions about the product:
“You said that you like to go on family camping trips; how well does your current vehicle
meet your family’s needs on these trips? It sounds like your current vehicle gets poor gas
mileage; how does this affect your frequency of use or the length of your road trips? How
would the storage capacity of the RAV4 change the way you use your family vehicle? How
important is the car’s sound system to you?” Not only will these questions help you to
uncover your customer’s needs and expectations that are still below the surface, but they
will also help you to anticipate potential objections as you transition to the next part of

the selling process.

Step 4: Presentation

This is the reason you are here—to present your solution that will solve your prospect’s
problem. Since you started your presentation by asking questions, your presentation is a
perfect way to incorporate the things you just learned from your prospect and
incorporate them into your presentation. Yes, this means you have to be quick on your
feet. That’s another reason preparation is so important. It allows you to be comfortable
with your presentation material, yet customize it on the spot to point out specific areas

that address your prospect’s problem.

You are taking the prospect on a journey so make it interesting, compelling, and relevant.

Here are a few tips:

 Keep your presentation pithy. A shorter presentation is better. It helps you get to
the point more quickly and have more time for dialogue with your prospect.Kelley
Robertson, “How to Create a Powerful Sales Presentation,” About.com,

http://sbinfocanada.about.com/od/salesselling/a/presentationkr.htm (accessed January
4, 2010).



o Start with a quick review of the prospect’s objectives. This is a good technique
to confirm that you were listening to your prospect throughout the process so far and
confirms that you are on the same page. This also provides the ideal platform on
which to present your solution and why it will help your prospect reach his
objectives.Kevin Davis, “10 Tips for Winning Sales Presentations,” Business Know-
How, http://www.businessknowhow.com/marketing/winslspres.htm (accessed January
4, 2010).

¢ Get a reaction from your prospect throughout your presentation. Use a
combination of open-ended and closed-ended questions to confirm that your prospect
is in agreement with the information you are presenting and to gain new insights into
how your product or service can help him. “This time savings in your production cycle
can help you save at least 10 percent over your current processing. Would you like to
see how this would work?” is an example of a closed-ended question that helps keep
your prospect engaged. “How do you think your team would like to submit invoices
like this?” is an example of an open-ended question that helps the prospect think
about the product or service in use in his organization.Kevin Davis, “10 Tips for
Winning Sales Presentations,” Business Know-How,
http://www.businessknowhow.com/marketing/winslspres.htm (accessed January 4,
2010).

o Use demonstrations whenever possible. Showing how a product or service will
work is far more dramatic and memorable than simply talking about it. If it’s possible
to demonstrate the product in person, do it. If not, have a demonstration video. Bring
samples, mock-ups, or prototypes if the actual product is not yet available.Kelley
Robertson, “How to Create a Powerful Sales Presentation,” About.com,
http://sbinfocanada.about.com/od/salesselling/a/presentationkr.htm (accessed January
4,2010).

¢ Have fun. When your passion and enthusiasm come through, it makes a difference to
your prospect. A monotone or boring presentation is neither interesting nor
compelling. Show your prospect you believe in your product or service with a
powerful and personal presentation.Kelley Robertson, “How to Create a Powerful
Sales Presentation,” About.com,

http://sbinfocanada.about.com/od/salesselling/a/presentationkr.htm (accessed January
4,2010).

Video Clip

Don’t Be Forgettable

(click to see video)

Learn why the worst sales presentation is one that is OK.
Step 5: Close

If you have successfully delivered value to your prospect in your presentation, it is time
to think about closing the sales call. This is where you obtain your customer’s
commitment, either to buy or to move the sales process forward. Especially if you are
expecting your prospect to make a purchase at the end of the sales call, it is a good idea
commitment now? By testing the waters with a trial close (e.g., “On a scale of one to ten,
how important would this opportunity be to you?”), you can ask your prospect for an
opinion rather than asking him for a commitment, so there is less pressure for both of

you. A negative response to a trial close doesn’t mean that your prospect won’t buy or



move forward with the sale; instead, it is a signal to change your strategy.Doug Dvorak,

“How Trial Closing and Closing Techniques Can Save You Time and Help You Make More

Sales,” EzineArticles, http:

(accessed May 16, 2010). A trial close often leads to objections that you will need to
overcome before your prospect feels prepared to make the purchase.Jim Holden, The
Selling Fox (Hoboken, NJ: John Wiley and Sons, Inc., 2002), 25. Chapter 11 "Handling

Objections: The Power of I.earning from Opportunities" discusses overcoming objections
in greater detail.

If your prospect responds positively to your trial close, it is time to close the sales call by
asking for a commitment. There are a variety of closing techniques you might use that
will be discussed in greater detail in Chapter 12 "Closing the Sale: The Power of
Negotiating to Win". Whichever closing technique you choose will depend on the

customer, the selling situation, and your goal for the end of the sales call.

Step 5: Recap

According to sales trainer and experienced salesman Tom Hopkins, all successful
presentations and demonstrations have three steps: tell your audience what you’re going
to tell them, tell them what you’'re there to tell them, and tell them what you’'ve just told
them.Tom Hopkins, “Giving Champion Presentations,” Entrepreneur, February 7, 2005,
http://www.entrepreneur.com/sales/presentations/article75918.html#ixzz0LqUNOCM3
(accessed May 16, 2010). After making your presentation and successfully closing, recap
the important points of your meeting and the direction you and your customer have
agreed to take from here: “I'll touch base with you tomorrow once you’ve checked on
that budget detail, and in the meantime, let me look up those part specifications for you.”
This will reinforce the prospect’s decision and pave the way for the next steps, which
may include anything from follow-up, to a next meeting, to a formal proposal, depending

on the selling situation and the length of the sales cycle.

Video Clip

Sales Presentation Role-Play

(click to see video)

See how all the steps come together in this selling role-play. See if you can identify all the

selling skills used by the “salesperson.”
Role of the Proposal in the Sales Presentation

In many B2B sales and some larger business-to-consumer (B2C) sales, once you have
document that proposes the specific terms of the sale, including pricing, delivery time
frame, and the scope of the products or services you are offering. In relationship selling
there is no such thing as a standard proposal; the proposal should include the details of a
customer-specific solution and should reflect the things your customer values most. Even
in retail situations—like car buying—while you might have a basic template you use for
your contracts, you will adapt and renegotiate the contract depending on your
customer’s needs. The key is that the proposal, like your presentation, should be

customized to the individual prospect.



Nitty Gritty: The Hows and Whys of a Proposal

While every proposal should be customized, there are a few common elements that good

proposals share:

e an introduction

¢ a definition of the project or need

e a discussion of the solution and its benefits

o the costs associated with the projectEdward Lowe Foundation, “How to Write a Sales
Proposal,” eSmallOffice, 2008, http://www.esmalloffice.com/SBR template.cfm?
DocNumber=PL12 4000.htm (accessed May 16, 2010).

e a time frame for completion of the project or project milestones

e a call to action that asks the prospect for a response

e evidence that you are qualified to perform the job.

In addition, a proposal should accomplish three things:

1. Educate the prospect about the specifics of his need and the pertinence of
your solution. The proposal should showcase the value you are bringing to the
individual prospect or organization; help your prospect to see why he can’t reach his
objectives without the specific solution you offer.

2. Convince the prospect that you have the competence to deliver what she
needs.Edward Lowe Foundation, “How to Write a Sales Proposal,” eSmallOffice,
2008, http://www.esmalloffice.com/SBR_template.cfm?DocNumber=P1.12 4000.htm
(accessed May 16, 2010). Show her how your expertise applies to her situation, by
providing relevant information and presenting the proposal in a professional format.
This is especially relevant in situations where the proposal will be reviewed by a
committee that is unfamiliar with you or your company.Kimberly Kayler, “Send Me a
Proposal! Proposals Are Often a Downfall of the Sales Cycle,” AllBusiness, August 1,
2005, http://www.AllBusiness.com/manufacturing/nonmetallic-mineral-product-

manufacturing/521322-1.html (accessed May 16, 2010).

3. Provide justification for the prospect’s investment in clear terms.Edward Lowe

Foundation, “How to Write a Sales Proposal,” eSmallOffice, 2008,
http://www.esmalloffice.com/SBR_template.cfm?DocNumber=P1.12 4000.htm
(accessed May 16, 2010). The information in the proposal should be practical and
should explain the problem and solution in terms that could be understood by
someone outside of the industry.Kimberly Kayler, “Send Me a Proposal! Proposals Are
Often a Downfall of the Sales Cycle,” Concrete Construction, August 1, 2005,
AllBusiness, http://www.AllBusiness.com/manufacturing/nonmetallic-mineral-product-
manufacturing/521322-1.html (accessed May 16, 2010). In addition, the proposal
should include a cost-benefit and ROI analysis (discussed earlier in this chapter). This
will give the prospect the financial information as it relates to cost and the expected

return on investment.

information it should include. (See Chapter 6 "Why and How People Buy: The Power of
Understanding the Customer".) Organizations usually use RFPs when they are requesting

proposals from a number of potential suppliers at once. By providing a proposal
structure, RFPs simplify the process of assessing risks and benefits associated with the
purchase and can help your prospect make a decision in complex buying situations.Glenn

Wheaton, “Request for Proposal,” Epiq Technologies, November 20, 2008,



http://www.epigtech.com/request-for-proposal-rfp.htm (accessed May 16, 2010). If you
receive an RFP, make sure that you stick closely to the requested formatting and respond
to all the questions in the document. Plenty of qualified salespeople with strong solutions
have lost prospects because they failed to respond to everything in an RFP
document.Kimberly Kayler, “Send Me a Proposal! Proposals Are Often a Downfall of the
Sales Cycle,” Concrete Construction, August 1, 2005, AllBusiness,

http://www.AllBusiness.com/manufacturing/nonmetallic-mineral-product-

manufacturing/521322-1.html (accessed May 16, 2010).

Whether or not you are responding to a formal RFP, here are a few things to keep in

mind:

e Do make sure most of the document discusses your prospect and his objectives and
how you and your company will meet them.

e Do keep the writing clear and concise. This will make it easy for your prospect to
assess the proposal, and it demonstrates a respect for his time on your part. Select
the most relevant information and present it in an efficient way.

e Do make sure you understand how the proposal will be reviewed, who will be
reviewing the proposal, what the primary selection criteria will be, and when you can
expect a response.

e Do use a straightforward approach to pricing that your customer can easily assess.

e Do pay attention to the visual presentation of the proposal. As Kimberly Kayler,
president of Constructive Communication, puts it, “Prospective clients facing the task
of wading through stacks of proposals filled with thousands of words usually welcome
efforts designed to make their lives easier.”Kimberly Kayler, “Send Me a Proposal!
Proposals Are Often a Downfall of the Sales Cycle,” Concrete Construction, August 1,
2005, AllBusiness, http://www.AllBusiness.com/manufacturing/nonmetallic-mineral-

product-manufacturing/521322-1.html (accessed May 16, 2010). Graphics can add
meaning and make the information more accessible.

e Do make it easy for the prospect to accept your services by attaching an agreement
he can sign that outlines the terms of the contract.

e Don’t forget to check grammar and spelling. This is an important part of credibility
and professionalism.

e Don’t overuse “we” or “us.” Your language should reflect a customer centered focus.

Figure 10.8 "Template for Preparing a Strong Proposal" presents a sample of an outline
to follow when preparing your proposal.Adapted from Cheryl Smith, “Writing Killer
Proposals,” Edward Lowe Foundation, “How to Write a Sales Proposal,” eSmallOffice,

2008, http://www.esmalloffice.com/SBR template.cfm?DocNumber=PL12 4000.htm
(accessed May 16, 2010).

Figure 10.8 Template for Preparing a Strong Proposal



l. Introduction
Il. Description of Problem/Current Situation
lll. Description of Solution/Project
IV. Timelines/Deliverables
V. Costs
VI. Recommendations
VIl. Bio Information and Qualifications

VIll. Contract (optional)

Timing: When to Deliver Your Proposal

Have you ever noticed that when you go into a high-end clothing boutique or a store that
sells expensive jewelry and watches, the price tags are hidden? The thing you
immediately see is the product itself, beautifully displayed. The goal is a psychological
one: to get the buyer to make an emotional connection with the product before he
considers the cost. As a buyer, if the cost were one of the first things you saw, you might

never make that emotional connection with the product in the first place.

This is something to keep in mind in sales. Never present a proposal—or otherwise
mention pricing—early on in the sales presentation, not until your prospect has fallen in
love with your product. You want your prospect to pick out the color of the car before she
asks about payment; if she picks out the color, she has already imagined herself owning

the car, and you have probably made your sale.

Of course, in a situation like car sales, you generally present the proposal in the same
day as you present the product. You discuss your prospect’s needs, show him the car, let
him test drive it, and then tell him, “Let me go talk to my manager to see if we can work
out the numbers.” The process is a relatively simple one. However, in complex B2B sales,
your sales presentation will probably end with a request for a proposal, in which case you
will agree to a future meeting when you can present your proposal to the customer. B2B
proposals are generally more involved, and so they require careful planning and a
greater investment of time. If your prospect says, “Just send us the proposal,” ask for a
face-to-face meeting; you can always send them the proposal ahead of time, but following
up with a meeting in-person will help you address objections, answer your prospect’s

questions, and demonstrate your enthusiasm for the project.

Power Point: Lessons in Selling from the
Customer’s Point of View

The Art of Bringing the Product to Life
Among the many accolades realtor Susie Stephens of Chico, California, receives for

her work is that she knows how to make potential buyers fall in love with a house

before they ever discuss offer details with her. As one homeowner put it, “As a seller,



you want your house presented and marketed well.” According to her customers,
Stephens has mastered the art of bringing the product to life: “The videos and
photographs [she] produced of the properties we sold were so nice it almost made us
want to buy them back from ourselves!” Another customer praised Smith’s
customization, explaining that she considered “the applicability of the real estate
transaction to our personal situation and objectives.”“Testimonials,” Chico Real
Estate, Inc., http://www.chicorealestate.net/Testimonials.aspx (accessed May 16,
2010).

Delivering Value in Your Proposal

Until you understand the areas in which your customer places the greatest value, it is
impossible to come up with a proposal. For instance, say your organization offers
advertising services, and you find out from your prospect that her company especially
values competitive pricing on individual projects. You decide the best way to deliver
value is to drop your pricing below the competitor’s lowest price and to make up for the
secure your services. This way you can deliver value in the area that is most important to
your customer while still generating the profits you need to run your business. In the
end, you want a situation where everyone wins—but it takes some work to uncover the

key to making this happen.

Sometimes your customer’s area of greatest value is determined by business needs, and
other times the issues are emotional. For instance, if you are selling a car to a customer
that wants a good value on his trade-in, recognize that he might have an emotional
connection to his old car (in his mind it has a high value), so offering a low trade-in price,
even if it is combined with competitive financing options, might be enough to drive your
customer away. In fact, your customer might actually be willing to pay more for his new

car if you can give him a good price for his trade-in.

KEY TAKEAWAYS

e The most important ingredient of a successful sales presentation is you.

e While there is no single formula for a sales presentation, there are five basic
steps: building rapport, making a general benefit statement, making a specific
benefit statement, closing, and recapping.

e |t's best to ask questions throughout your presentation to learn as much
information as possible from your prospect and to keep him engaged.

e Closed-ended questions help keep the prospect engaged and should be
balanced with open-ended questions, which help you probe further into the
problem your product can solve.

e The proposal is a written document that includes the specific terms of the sale
and is usually prepared after the sales presentation.

e Some prospects submit a request for proposal (RFP), usually when they are
evaluating proposals from a number of potential suppliers, which sets out
specific guidelines for the format of the proposal and the information it should

include.

EXERCISES

1. Develop two examples each of closed-ended questions and open-ended



questions. Ask both questions to at least five of your friends and document the
responses. Which type of question was easier to control? Why? Which type of
question provided more information? Why? How might you use both types of
questions in a sales presentation?

2. Develop a five-minute sales presentation to sell your college to high school
seniors using the five steps described in this section. Role-play your
presentation. Is it difficult to stay within the time constraint? How should you
adjust your selling presentation when you have a limited time frame to present?

3. Assume you are selling biodegradable bags to a major grocery store chain. The
bags are 100 percent biodegradable and are priced comparably to
nonbiodegradable bags. You are meeting the eight -person buying committee for
the first time. Role-play how you would build rapport with the group before you
begin your presentation. What questions would you ask to begin your
presentation? What general benefit statement would you make?

4. Go to Best Buy or another electronics store and assume you are buying a new
computer. What questions does the salesperson ask before he shows you a
specific model? Which questions were closed-ended? Which questions were
open-ended?

5. Imagine that you are selling children’s books to Borders and you arrive at the
corporate office to make your presentation and your contact tells you that due
to scheduling changes, he can only give you half as much time as he originally
planned. How would you adjust your sales presentation?

6. Choose a product or service that can be demonstrated or sampled (e.g., a Web
site, software, food, or a beverage). Create a five-minute sales presentation
using the concepts in this section and incorporating the demonstration.

7. Assume your prospect is a restaurant on or near campus. Develop a new product
or service that your prospect can offer to increase traffic during off-hours. Create
a five-minute presentation using the concepts covered in this section.

8. Assume your prospect is one of your classmates. Create a five-minute sales
presentation for an iPod Touch using the concepts covered in this section.

Include a trial close when you present to your prospect.

9. Watch this scene from the AMC show, Mad Men. Evaluate the sales
presentation based on the concepts covered in this section. Which
elements of the presentation are effective? Why? Which elements are not
effective? Why?

(click to see video)

10.6 Selling U: Selling Yourself in an Interview

LEARNING OBJECTIVE

1. Understand how to prepare for a successful job interview.

In many ways, gearing up for a job interview is like gearing up for a sales presentation.
You can’t control the outcome of the interview, but you can control the preparation that
goes into the interview. Preparing beforehand, paying attention to logistics, and knowing
what to expect will set you apart from your competitors and put you in the best possible
position to let your personal brand shine. Here are ten steps that can guide you through

preparation for and follow-up after every job interview.



Ten Steps to Successful Interviews

Be ready to show and sell.

Accept and confirm the interview.

Research the company.

Rehearse your elevator pitch.

Prepare your answers to popular interview questions.
Prepare your questions and answers.

Prepare for the logistics.

Prepare your wardrobe.

© ® N As WD

Make a personal connection during the interview.
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Follow up, follow up, follow up.

Step 1: Be Ready to Show and Sell

In a sales presentation, you want to make your product come to life by showcasing it in a
way that gets your audience involved. You want your prospect to “smell the leather in the
car.” The same is true at a job interview; it’s not just about your résumé. Let your
interviewer see examples of the work you’ve done and help her to envision the work you
can do for her company. You can start preparing for this now, while you're still a student.
Bring your portfolio on every interview. If you need some tips, review the Selling U

section in Chapter 6 "Why and How People Buy: The Power of Understanding the
Customer".

Step 2: Accept and Confirm the Interview

When one of your target companies calls or e-mails to offer you an interview, don’t leave
anything to chance. Grab a pencil and paper or your personal digital assistant (PDA) and
take down the information you’ll need to know on the day of the interview. Do you have
the correct day and time written down? Do you know the name, title, and office location
of the person with whom you’ll be interviewing? Do you have directions to the company’s
location? Keep in mind that googling the company’s address on the day of your interview
may not get you where you want to go. Sometimes companies have large campuses with
a number of buildings, and Google won’t be able to tell you how to find the right entrance
to the right building and how to find your contact person’s office once you get there. Take
care of logistical details like this beforehand, so you won’t have anything to slow you

down on the big day.

While you have a contact from the company on the phone, take the opportunity to ask
whether there is a job description on the company Web site that you can review before
the interview. It’s also a good idea to ask for the title of the job for which you will be
interviewing and the names and titles of the people with whom you will be interviewing.
You should also ask for your interviewer’s phone number and e-mail, and bring the phone
number with you on the day of the interview in case you are unavoidably delayed. E-mail
your interviewer several days in advance of the interview to confirm your appointment,
or call her the day before. This demonstrates professionalism and ensures that
everything will run smoothly.Kim Richmond, “10 Tips for Successful Interviews,”
presentation in the How to Market Yourself as a Brand to Get the Job You Want Workshop
Series, Upper Merion Township Library, King of Prussia, PA, June 1, 2009.



Step 3: Research the Company and Your Interviewer

Just as you would never go into a sales presentation without carefully researching your
prospect’s company beforehand, you should never go to a job interview without the same
kind of preparation. Begin by reviewing the job description on the company Web site if
it’s available. Then spend some time on the Web site, researching the company’s mission
statement and description. If you know which department you might be working in, pay
careful attention to any specific details you can learn about this department on the Web

site. Some of the basic facts employers will expect you to know include

¢ How many locations and employees does the company have?

e Does this company deal in B2B or B2C services?

e How long has the company been in business? Have they recently merged or been
acquired?

e Is the company expanding globally?

e Does the company have any new products or services?

e Have the CEO or others in the company been recognized for any achievements or
publications recently?Kim Richmond, Brand You, 3rd ed. (Upper Saddle River, NJ:
Pearson Prentice Hall, 2008), 186.

Then go beyond Web site research; after all, your interviewer knows what’s on his
company’s Web site, so don’t just repeat back the information you find there; show him
your motivation and professionalism by coming prepared with your own research. Use
the company’s product or service and talk to other people who use the product or
service. Go online and read what customers have to say about the company. Go through
the company’s purchasing process so you can understand the workings of the company
from a customer’s point of view.Kim Richmond, “10 Tips for Successful Interviews,”
presentation in the How to Market Yourself as a Brand to Get the Job You Want Workshop
Series, Upper Merion Township Library, King of Prussia, PA, June 1, 2009. Read any

recent press releases or press coverage about the company.

Don’t forget to research your interviewer. Chances are, he has a profile on LinkedIn so
you can get some insight about him and even see what he looks like. Also do a Google

search as you may learn about his personal hobbies and other pertinent information.

Step 4: Rehearse Your “Elevator Pitch”

Don’t be surprised if one of the first questions your interviewer asks is something along
the lines of “tell me about yourself.” This is a common opening question, designed to put
job candidates at ease, but it can be one of the hardest questions to answer. “As part of
your job-search arsenal, having a good elevator speech is a critical tool,” says Alysin
Foster, consultant and managing partner at the Centre for Strategic Management.
“Sometimes all you get is 30 seconds to make a good impression.”Laura Raines, “Making
Your Pitch,” The Atlanta Journal-Constitution, Jobs, 2007,

http://www.ajc.com/hotjobs/content/hotjobs/careercenter/articles/2007 0225 elevatorsp.h
tml (accessed May 16, 2010).

Review the Selling U section in Chapter 5 "The Power of Effective Communication" to be
sure your elevator pitch is your strongest starting point. Then, rehearse, rehearse,
rehearse so it sounds and feels natural as a response to that dreaded first question, “Tell

me about yourself.”



Video Clip

Tell Me about Yourself

(click to see video)

This video provides insight into what the interviewer means when he says, “Tell me about

yourselt.”
Source: Collegegrad.com

Step 5: Prepare Your Answers to Popular Interview

Questions

“Tell me about yourself” is only one of a number of popular interview questions for which
you should prepare before going into the interview. While there’s no way to know which
questions you’ll get for sure, you can be relatively certain that your interviewer will ask
at least one or two of the common standbys. Preparing answers to popular interview
questions beforehand will empower to respond with clarity and poise. “What traps a lot
of people is they think and talk at the same time,” says Bill McGowan, founder of Clarity
Media Group. “It’s better if you know your conversational path.”Sarah E. Needleman,
“The New Trouble on the Line,” Wall Street journal, June 2, 2009,
http://online.wsj.com/article/SB124390348922474789.html (accessed May 16, 2010). The
best way to have a powerful conversation is to review your brand positioning points from
the Selling U section in Chapter 1 "The Power to Get What You Want in Life" and your

FAB in Chapter 6 "Why and How People Buy: The Power of Understanding the
Customer". These can be included in an answer to just about any interview question.

Practice telling your stories out loud so they are concise and focused, yet sound natural.

Video Clip

The Best Interview Answers

(click to see video)

What'’s the most important thing to remember when you are answering interview

questions? Watch this video to find out.
Source: Collegegrad.com

Some common questions interviewers ask and a few pointers for coming up with a

response are shown below.

Common Interview Questions
What Are Some of Your Greatest Strengths?

Most candidates will respond to this question in generalities like “I'm a strong self-
starter” or “I'm highly organized.” You already have your personal brand positioning
points and stories to go with them, so why not use them here? You will set yourself
apart if you can illustrate your strengths with the anecdotes you have prepared ahead
of time. For example, “My leadership skills are among my greatest strengths. As the

shift leader at Olive Garden, I scheduled the wait staff and resolved customer service



issues during my shift. The restaurant had the highest customer satisfaction ratings

during the two years I worked there.”

What Are Some of Your Weaknesses?

The interviewer isn’t looking for any deep confessions when she asks you this
question. According to CareerBuilder.com, “The secret to answering this question is
using your weaknesses to your advantage.”CareerBuilder.com, “Answering 6 Common
Interview Questions,” CNN.com, December 9, 2005,
http://www.cnn.com/2005/US/Careers/12/09/six.questions/index.html (accessed May
16, 2010). For instance, if you say that you have trouble with organization, you can
follow this up by saying that because organization doesn’t come naturally to you, you
make a conscious effort at the beginning of a new project to plan out your goals. It’s
never a good idea to simply name a weakness and finish off by telling the interviewer
it’s something you are working on. On the other hand, it’s also important to be honest
when you respond to the weakness question; don’t try to pretend that you are without

faults because that won’t make you look good either.

This video clip addresses this challenging interview question.

(click to see video)

Source: Collegegrad.com

Have You Ever Had a Conflict with a Boss?

This is what is called a behavioral question. The interviewer is looking for how you

behaved in a specific situation.

This video clip provides some tips for how to handle this question in an interview.

(click to see video)

Source: Collegegrad.com

What Can You Offer This Company, or How Do You See Yourself Fitting in at This

Company?

This is one of those questions for which your research beforehand will pay off. This
question is as much about your knowledge of the company as it is about your
qualifications. Career strategist J. T. O’'Donnell says “You can craft a better answer by
asking [yourself] what the company wants and why.”Sarah E. Needleman, “The New
Trouble on the Line,” Wall Street Journal, June 2, 2009,
http://online.wsj.com/article/SB124390348922474789.html (accessed May 16, 2010).

Then ask yourself how your story and the company’s story match up. This is a lot like
presenting the customer-specific benefits of your product in a sales presentation.

Prepare a story that can illustrate what you have to offer.

Why Do You Want to Work Here?



This question is another opportunity to showcase your company research. Consider
what you know about any challenges or issues that the company faces and how your
skills and experience will be beneficial.CareerBuilder.com, “Answering 6 Common
Interview Questions,” CNN.com, December 9, 2005,
http://www.cnn.com/2005/US/Careers/12/09/six.questions/index.html (accessed May
16, 2010). What community service or internship experiences might be relevant? For
instance, “I know that your company is about to launch its first e-mail marketing
campaign, and I would really like to be involved as this project gets off the ground.
Last year I was in charge of writing the e-mail newsletters for the local food bank and
expanding their list of subscribers, and I would look forward to putting that

experience to work in a professional capacity.”

Why Should I Hire You?

This can be a difficult interview question, but not if you are prepared for the answer.

Watch this video for some tips.

(click to see video)

Source: Collegegrad.com

What Is Your Favorite Ad Campaign (or Other Industry Specific Item)?

This is an example of an industry-specific interview question you might hear if you
are interviewing for a marketing position. Whatever field you are going into, make
sure you have done your research and understand the industry so you can respond to
industry-specific questions. For example, if you are interviewing for a job in
advertising, be familiar with the major advertising campaigns and be ready to discuss

your favorite and why you think it works.

Where Do You See Yourself in Five Years?

Your interviewer won’t want to hear that your five-year goal is to be working in a
different industry. Talk about your personal goals that relate to the job. This will
demonstrate that you understand the company and are motivated to succeed
there.CareerBuilder.com, “Answering 6 Common Interview Questions,” CNN.com,
December 9, 2005,

http://www.cnn.com/2005/US/Careers/12/09/six.questions/index.html (accessed May
16, 2010).

What Are Your Salary Expectations?

This is a problem you should avoid responding to directly if possible. A good response
would be to deflect the question: “I would expect compensation that falls in the
standard salary range for this industry.” It’s a good idea to research salary ranges for
your industry so that you will be ready to negotiate when the topic of salary does
come up, but let your employer put a figure on the table first.“Common Interview
Questions,” USA Today, Careers and Workplace, January 29, 2001,
http://www.usatoday.com/careers/resources/interviewcommon.htm (accessed May 16,
2010). If you feel that you have to respond to this question with a direct answer, just

be warned that once you name a figure, you shouldn’t expect your employer to offer



you more than that if you decide to take the job. It's a good idea to do your research
before any job interview by researching current salaries for the position for which
you are interviewing at Web sites such as Salary.com, or use Web 2.0 techniques and
ask an online community such as Salarymap.com. The following article includes

several resources:

http://bizcovering.com/employment/10-extremely-useful-salary-and-job-websites

This video clip provides additional insights for how to answer this interview question.

(click to see video)

Source: Collegegrad.com

How Many Years of Experience Do You Have Using Excel (or Other Software

Programs)?

You don’t want a question like this to cost you the position, especially considering
that many software programs can be learned on the job. Don’t give false information,
but you can try responding with your own question; try asking how much and what
level of experience is required for the job. If you have a more specific idea of the
answer the interviewer is looking for, you can provide a more convincing response as
to why you should be considered for the job, even if your answer doesn’t match
exactly what the interviewer is looking for.Sarah E. Needleman, “The New Trouble on

the Line,” Wall Street journal, June 2, 2009,
http://online.wsj.com/article/SB124390348922474789.html (accessed May 16, 2010).

What Did You Like Least about Your Last Job?

Interviewers often ask this question to get you to reveal conflicts. Avoid going this
route. In job hunting, you should never reveal anything negative about a former
employer. Whatever you mention in your response, choose something that isn’t
directly related to the job for which you are applying. And make sure to end your
response on a positive note: “I'm ready for the challenges of my new job.”Kim
Richmond, Brand You, 3rd ed. (Upper Saddle River, NJ: Pearson Prentice Hall, 2008),
196.

You might also find it helpful to review this video, which includes some frequently

asked interview questions and some ways to answer them.

http://link.brightcove.com/services/player/bcpid26599544001?
bclid=26964187001&bctid=31648299001

Step 6: Prepare Your Questions and Answers

Toward the end of the interview, every interviewer will ask you if you have any questions
for him. So make sure you have three or four questions in mind. Preparing these ahead of
time will show your interviewer that you have thought about the position and the

company. Here are a few questions to consider asking:



¢ What opportunities will there be beyond this position in the company?

e What would the ideal person for this position look like?

e What are some challenges facing the department in the next three months? What role
will the person in this position play in tackling these challenges?

e How would you describe your company culture?

e What are the next steps in the hiring process?

After the interviewer responds, be ready to follow up by restating your strengths.Kim
Richmond, Brand You 3rd ed. (Upper Saddle River, NJ: Pearson Prentice Hall, 2008), 186.
For instance, if you ask what qualities the ideal candidate for this job should have, your
interviewer might mention something you hadn’t thought of mentioning earlier. You can
respond by telling a relevant story about a specific time when you overcame an obstacle

or helped a colleague solve a problem.

You can ask these questions even if you already know the answer. If you interview with
multiple people in the organization, it is OK to ask the same question multiple times. It
will help to get a variety of perspectives—and keep in mind that the questions you ask

are also a way of showcasing your experience and your knowledge about the company.

You’ve Got the Power: Tips for Your Job Search

When Do I Ask about Salary?

Finally, even if you have questions about salary and benefits, don’t ask them now.
Always delay a conversation about salary as long as possible. In a sales presentation,
you wouldn’t pull out a pricing schedule before your customer had expressed a strong
interest in buying the product; keep the same idea in mind going into a job interview.
It’s best to let your interviewer bring up salary—and that might not be until after the
second or third interview. Be patient; the longer your prospective employer has to get
to know you, the more opportunities you have to point out why you would be a good
addition to the company. If you sell yourself well throughout the interview process,

you might even receive a higher offer.

This video provides some tips for how to handle the salary question during an

interview.

(click to see video)

Source: Collegegrad.com

Step 7: Prepare for the Logistics

Before you interview, take care of the logistics just as you would for any sales
presentation. Control the things that are in your power to control so that you can focus
on your performance during the interview. Double check that you know where you’ll be
going (including building, room, and/or suite number) and allow extra time for travel in
case you get stuck in traffic. Make sure you know the title of the position for which you
will be interviewing. Remember to assemble your materials the night before the
interview: have your work samples ready to go in a portfolio and print at least four extra
copies of your résumé on twenty-four-pound paper. Bring these extra résumés in your

portfolio. Even though your interviewer will have already received your résumé, she may



not have it on hand, and you should always be prepared in case you are asked to meet
with anyone who was not on the original interview schedule.Kim Richmond, “10 Tips for
Successful Interviews,” presentation in the How to Market Yourself as a Brand to Get the
Job You Want Workshop Series, Upper Merion Township Library, King of Prussia, PA, June
1, 2009. Arrive early, fix any wardrobe malfunctions, and get ready to give a stellar

presentation.

Step 8: Prepare Your Wardrobe

Your wardrobe is part of your personal branding, so make sure you dress like a
professional when you go to your interview. This holds true even if you are interviewing

in a more casual industry; you can always dress down afteryou get the job.

e Dress conservatively. Go for a suit or dress in dark or neutral colors (black, gray, or
navy for the suit). Avoid hypertrendy clothes or clothes that otherwise make a bold
statement. Women should avoid dresses with thin straps or low necklines.

e Make sure your suit or dress fits you well. If it needs to be tailored, have it done. You
will use the suit in your new job, and a good fit will increase your confidence during
the interview.

e Wear appropriate, professional shoes. Both men and women should wear
conservative, close-toed shoes in a dark or neutral color to complement their
wardrobe. Women should avoid stiletto, open-toe, or platform shoes. Men should
avoid athletic shoes and make sure their shoes are polished.

o Wear appropriate accessories. Avoid flashy jewelry or watches. Carry a professional
briefcase or handbag—no backpacks or messenger bags. Keep in mind that even
your accessories are part of your personal brand.

e If you have tattoos or body piercings, make sure they are not visible during the
interview. Make-up such as Conceal FX available at Sephora.com will camouflage
tattoos. It is acceptable for women to wear conservative earrings—but avoid anything
large or distracting.

e Select appropriate hosiery. If you are wearing a suit, your socks should match your
pants or shoes. Women wearing skirts and dresses should always wear pantyhose
(even if you think you have a great tan).

e Make sure your clothes are ironed. Do this the night before.Kim Richmond, Brand
You, 3rd ed. (Upper Saddle River, NJ: Pearson Prentice Hall, 2008), 197. Lay our your
clothes the night before so that you will have one less thing to worry about on the day
of the interview. Wrinkled clothing and stains are considered among the biggest
grooming red flags for job interviews, according to a recent survey of employers
conducted by Gillette Career Advantage.“USA Today Snapshots,” USA Today, Money,
December 30, 2009, 1B.

e Ensure impeccable grooming, including a conservative hairstyle and appropriately
manicured fingernails. Don’t forget deodorant and a breath mint; body odor or bad
breath can be a turn off in an interview. It’s a good idea to stop in the restroom right
before you go to the interview for one last check in the mirror (it’s the perfect time to

have a breath mint).
Step 9: Make a Personal Connection during the Interview

Make an effort to connect personally with your interviewer. People want to hire people
they like. Smile, make eye contact, and greet him with a strong handshake. Allow
yourself to relax and begin the conversation with some small talk. Notice the

surroundings in your interviewer’s office. Does he have school memorabilia, family



photographs, sports paraphernalia, or vacation photos? Try to discover commonalities
that will allow you to make a connection. During the interview, remember to smile and
maintain eye contact, and when the interview is wrapping up, make sure to close by
telling the interviewer you want the job.Kim Richmond, “10 Tips for Successful
Interviews,” presentation in the How to Market Yourself as a Brand to Get the Job You
Want Workshop Series, Upper Merion Township Library, King of Prussia, PA, June 1,

2009. Most of all, relax, enjoy the conversation, and be yourself.

Step 10: Follow-Up, Follow-Up, Follow-Up

Don’t wait to do this! Get in contact while you are still fresh in your interviewer’s mind:
write a thank-you e-mail the same day. Details on how to write a successful follow-up e-
mail are covered in the Selling U section in Chapter 11 "Handling Objections: The Power
f Learning from Opportunities". Besides the e-mail, send a hand-written thank-you note
on a plain, white business note card. Mail this the same day, so that your interviewer will
receive it the next day or the day after. Very few people send handwritten “thank-you’s”
anymore, so this extra touch will make you stand out—and it only costs the price of

postage, so why not do it?

During your interview you should ask the interviewer for a time frame so that you will
know when to expect a response. If you haven’t heard back by the appointed date, follow
up with a phone call. Asking your interviewer for a time frame is essential to follow-up: if
she isn’t planning to make her hiring decision for another two weeks, calling her after
one week will only be an annoyance. Be persistent, but keep in mind that there is a fine
line between persistence and pestering. When you get voice mail, you can leave a
message—once—but then keep calling back until you reach your contact. Following up by
phone signals that you are still interested in the job and motivated enough to pursue
it.Kim Richmond, Brand You, 3rd ed. (Upper Saddle River, NJ: Pearson Prentice Hall,
2008), 188. Sometimes hiring decisions get delayed because of issues that come up at the
company, so not hearing back by the date you were expecting is not necessarily an

indication that you weren’t selected for the position.

Video Clip

Lisa Peskin, Sales Trainer, Shares Her Insights, Experiences, and Tips for Successful
Interviews

(click to see video)

Use your selling skills to prepare for and participate in successful interviews

KEY TAKEAWAYS

e Ajob interview is like a sales presentation; a successful interview requires a lot
of preparation.

o Always be ready for a job interview with a professional portfolio and interview
suit including shoes and other accessories.

e When you receive a call for an interview, take the time to write down the date,
time, location, title of the position for which you will be interviewing, and the
people (names and titles) with whom you will be interviewing.

e Do your homework and thoroughly research the company, its products or
services, customers, and competition. The company’s Web site is a good place

to start, but if possible also use the product or service or call the company’s 800



number as though you were a prospective customer.

e Prepare for the most likely questions you will be asked including “tell me about
yourself.” Review your brand positioning points and stories you want to tell in
response to the most commonly asked interview questions.

e Be prepared with questions to ask during the interview.

e Delay the conversation about salary as long as possible; avoid the temptation to
bring it up during an interview. It's best to let the interviewer bring up the topic
when she is closer to a final decision.

e Smile and be yourself during the interview. The best way to sell yourself is to be
yourself.

e Follow up after the interview with a thank-you note.

EXERCISES

1. Choose one company that is on your target company list, which you created in

the Selling U section of Chapter 7 "Prospecting and Qualifying: The Power to

Identify Your Customers". Research it thoroughly by visiting the company Web

site and that of its competitors, using the product or service, contacting the
company by e-mail or phone as a customer, reading about the company and its
competitors in the news, and reading blogs and social networking Web sites to
see what people are saying about the company and its key competitors. What
did you learn about the company that you didn’t already know? Based on your
findings, list three questions you would ask during an interview.

2. Conduct a role-play with one person acting as the interviewer and one acting as
the interviewee using the commonly asked interview questions mentioned in
this section.

3. Identify two ways to follow up from an interview and when each should be done.

10.7 Review and Practice

Power Wrap-Up

Now that you have read this chapter, you should be able to understand how to deliver

value in a sales presentation.

e You can plan the steps you need to take to prepare for a sales presentation.
e You can describe how to dress for success at a sales presentation.

e You can explain how to deliver the message to your prospect.

e You can understand SPIN and how to use it during the sales presentation.
e You can list the five steps of a successful presentation.

e You can understand how to have a successful job interview.

TEST YOUR POWER KNOWLEDGE (ANSWERS ARE

BELOW)

1. Explain what it means to deliver value to your customer.
2. What is the best rule of thumb for dressing for a sales presentation?

3. List three dos and three don’ts for giving a PowerPoint presentation.



Explain the 10/20/30 rule for a PowerPoint presentation.

What are the benefits of using samples or demonstrations in your presentation?
List the four components of SPIN selling.

Give an example of a closed-ended question.

Give an example of an open-ended question.

© ®© N o U &

What should you always do before making a specific benefit statement?

10. When should you deliver the proposal in a sales presentation and why?

POWER (ROLE) PLAY

Now it's time to put what you’ve learned into practice. Following are two roles that
are involved in the same selling situation—one role is the customer, and the other is
the salesperson. This will give you the opportunity to think about this selling

situation from the point of view of both the customer and the salesperson.

Read each role carefully along with the discussion questions. Then, be prepared to
play either of the roles in class using the concepts covered in this chapter. You may

be asked to discuss the roles and do a role-play in groups or individually.
In the Driver’s Seat
Role: Customer at a high-end car dealership

You are considering a new car. You want performance, but you still need some space
for passengers. You want the latest and greatest, yet still be comfortable and be
able to transport people and things easily. You are willing to pay for what you want,
but given the current economic environment, you are concerned about paying too

much.

e What type of presentation would you expect to get at the car dealership?
¢ What questions will you have for the salesperson about the car?
¢ What questions will you have for the salesperson about the financing for the

car?
Role: Salesperson at car dealership

You want to be able to put this customer in the car he wants, but first you need to
identify some things. If he has a family and needs space, you have just the car for
him. And you have a price reduction for this week only since it’s the last week of the
month (and you want to make your quota). But you're not sure what is more
important to him—luxury appointments, passenger space, gas mileage, status, or
price. You want to use SPIN selling to understand exactly what he needs.

e How will you prepare for the presentation?

e How will you start the presentation?

e What questions will you ask in each of the areas of SPIN?

e How will you learn about the prospect’s objections (if there are any)?

e How will you trial close?

PUT YOUR POWER TO WORK: SELLING UACTIVITIES

1. Draft a list of the projects you have worked on for which you have samples that



could showcase your work. Make a separate folder on your computer where you
can save any of these files for use during your interview.

2. Use the list of popular interview questions and guidelines to generate answers
that you can deliver during your interview. Write these answers down and save
them somewhere where you will be able to review them before going to a job
interview.

3. Visit your campus career center and learn about the opportunity to participate in

mock interviews. Prepare for the mock interview and dress for success.

TEST YOUR POWER KNOWLEDGE ANSWERS

1. Delivering value means asking questions, listening to your customer, and
defining value in customer terms.
2. Dress one step above what you would wear if you worked at the organization.

When in doubt, dress up.

3. Dos include the following:

o Do make your slides easy to read.
o Do replace descriptive headlines with headlines that sell.
o Do use the 10/20/30 rule.

o Do remember that that PowerPoint is only an a/d.
Don’ts include the following:

o Don’tturn down the lights.

o Don’t go overboard with technological gimmicks.

o Don’t hide behind your computer screen when using PowerPoint.
o Don’tfill your slides with words.

o Don’tbore your audience with visual sameness.

4. Make sure you limit your slides to 10 or fewer. Give yourself 20 minutes to go
through your 10 slides. And use only 30-point or larger font size so that your
audience can clearly read what you’ve written.

5. Samples and demonstrations bring the product to life and help your prospect to
see your solution as part of her story. Samples and demos also educate the
prospect, prove the performance of your product, and get the prospect involved.

6. Opening, investigation, demonstrating capability, and obtaining commitment.

7. A closed-ended question requires a yes or no answer, such as “Do you currently
use a recycling service?”

8. An open-ended question engages the customer in conversation, such as “How
do you currently process invoices?”

9. Check for understanding.

10. Proposals should only come after your prospect has clearly made a connection
to your product. Presenting specifics like pricing early on can create objections

and prevent your prospect from making an emotional connection to the product.
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