6-Step Selling System

Every call made, regardless of campaign type, will follow this selling system. When used Agents will gather all the necessary information needed to determine if they are offering either a solution to the prospects problem or something that fits the prospects needs and wants.

1.
OPEN to gain rapport

2.
INTERVIEW to identify needs

3.
DEMONSTRATE to show how you can fill needs

4.
NEGOTIATE to work out problems

5.
CLOSE to ask for a decision 

6.
REFLECT upon the call
Opening
Purpose: Gain rapport with people and prospects

· Put them at ease

· Gain their focus

· Get them to mentally unfold their arms

· Get them comfortable with you
Prepare the Plan: Preparation is the key to success. Taking the time to prepare for a call can help to negate the unexpected.
· Determine the purpose of the call

· Gather necessary campaign documents

· Review the campaign documents for pertinent information and become familiar with the campaign’s purpose
· What is the campaign’s purpose? Market a product, gather information, inform the prospect, sett an appointment
· Plan for the call

· Are you to close the sale on the first call 
· Are you paving the way for a later call or sales presentation

· Either way have a plan in place for each

· Determine sales approach

· State your purpose within 15 seconds
· Familiarize yourself the Interactive Discussion Guide (IDG) if applicable
· Have the necessary campaign documents in order and ready for reference during the call

· Prepare for the Gatekeeper
The gatekeeper is an executive or administrative assistant or a junior officer with the authority or ability to control access to a decision maker. Keep in mind that the gatekeeper is a very busy person with a very important job to do. We are also very busy and have very important information that the RPC wants to hear.
· Ask for Their Help – Helping people is and instinctual characteristic
· Be Direct – Don’t over-explain just state your need
· Use Third-party References – Use the names of other people within the prospect’s company to give you credibility
· Return Customer Calls – As applicable, state that you are returning the message of the prospect – this creates urgency
· Call Before/After Hours – Call outside of the company’s normal business hours when you are repeatedly having trouble with a gatekeeper
· Ask for Departments – When you do not have a contact name ask for the department. Many Agents miss taking advantage of this opportunity.

· Offer to Hold – Be kind, gatekeepers are very busy – if you are patient, they tend to help
· Make the Conversation Personal – Do not sound like a “telemarketer.” Avoid using the phrases, I’m showing . . ., we’re showing . . ., or we’re cleaning up our database.
Interviewing
Purpose: Discover the prospects wants and needs. As a company we do not sell products or services to people; they buy them when they perceive they will fit their needs, satisfy their wants or solve their problems.
· Listen to Customers: Pay attention for the customer to reveal their wants and needs during the discussion.
· Ask Questions about their Problems and Needs: When prospects do not volunteer information, ask questions. 
· Focus on solving problems or meeting needs 
· Show your interest to solving problems or meeting needs, most likely you can make a sale

· Professional questioning techniques may lead the prospect to refer you to someone else
· Questioning Techniques

· Open-ended: Use this type when you want to gather information

· Use ‘Who, What, When, Where, Why, How’ questions 

· Avoid questions that solicit 1 or 2 word answers
· Ex: What kind of challenges are you having with . . .
· Closed: Use this type when you want a specific answer

· Answers are generally ‘Yes’ or ‘No’

· Don’t use this type very often
· Ex: Are you having challenges with . . .
· Validating: Use this type when you want to confirm what the speaker said

· Repeating what was said as a question

· Limit use of this type
· Ex: So you are having challenges with . . .
· Add on/Layering: Use this type when you want to gain more information by building upon their response 

· Responding to what was said with another question
· Prompt them to continue speaking
· Ex: So you are having challenges with . . . what efforts are you currently using to meet those challenges?
· Deliverable Criteria = BANT
BANT information will always be located in the Lead Template of the campaign documents. Qualification criteria may contain some or all of the below, as determined by our client prior to a campaign start. BANT is the qualifying criteria for a lead. 
· B = Budget 
· Determine if the prospect has funds set aside to purchase what they need

· Status (approved, planned, undefined)
· Amount (minimum dollars allocated)

· A = Authority 
· Who is in the business or technical decision-maker (the RPC)?

· Who are the Recommenders, Influencers, etc.

· N = Need 

· The prospect will likely purchase a solution or service for which the company has a need

· Pains or key business issues driving project plans or existing project

· T = Timeframe 
· Dependent on the type of project and is the prospect’s proposed purchase timeframe cycle (the start of the consideration of a project to the time a yes or no decision is made)

· Timing (evaluating, planning to evaluate, idea stage)
· Timeframe (implementation or purchasing decision timeframe)
· Call to Action (interest in follow-up call, specific phone or on-site appointment)
Demonstrating
Purpose: Demonstrate to a prospect based on what is important to them. This is known as the WIIFM or what’s in it for me. NEVER begin selling, telling, or demonstrating until you have built rapport and the prospect admits a need or want.

· Demonstrate Using Features and Benefits

· Present the product or service to the prospect by using features and benefits that meet their wants or needs

· Feature: Distinctive characteristic of a good or service that sets it apart from similar items

· Benefit: Desireable attribute of a good or service, which a prospect perceives he/she will get from purchasing

Negotiating
Purpose: Working out the problems that keep people from buying—when they want to buy or overcoming objections. Negotiation is not about winning, it’s about resolving issues.
· Overcoming Objections

· Acknowledge your customers' position and then offer them new information.

· Question prospects when they make statements about why they won't buy or what they don't like about your product. Try to learn why they feel as they do; this will help get to the root cause of their concerns.

· Restate the objection so the customer can hear it. This tends to reduce the magnitude of an objection and allows prospects to modify your statement to more accurately express their true objection.

· Tactfully respond directly to the customer's statement. If you must contradict what they are saying because you honestly believe they are wrong, provide factual information that can help them see where they may have a misunderstanding.
· Feel, Felt, Found
This method is used to empathize with the prospect, show concern, and overcome the prospect’s objection.
· Feel – I understand you feel the solution is too expensive.
· Felt – Many other people felt the same way.
· Found – However, as an example, ABC Company found that the solution cut costs so dramatically that it actually paid for itself in 6 months!
Closing
Purpose: The close is asking the prospect or RPC to take the next step toward a purchasing decision. This is when the deliverable has been captured and completed.
Types of Closes
· Assumptive Close – Assuming they have already made a decision to move forward

· Ex: Based on our conversation, your company is a perfect fit for this solution. I will have a salesperson contact you next Monday at 2PM.
· Alternative Close – Asking them to make a choice between two or more options
· Ex: Would you like the salesperson to contact you on Monday at 2PM or Tuesday at 9AM?
Reflecting
Purpose: Self-review of how well the call with the prospect went. Doing so allows mistakes to be turned into learning opportunities. At times, you will come across information that needs to be included or adjusted within the IDG. Sharing this information will help other TSRs and the business overall to be successful.
· Determine what you did well

· Determine what you need to improve upon

· Develop action steps for improvement

· Share information to include/adjust within the IDG
