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1) The Key to increasing.... Sales

Great salespeople are
relationship builders who
provide value and help

their customers win

Jettrey Gitomer

PICTUREQUOTES . cow.



YOU DON’T CLOSE A

SALE,

YOU OPEN A
RELATIONSHIP

IF YOU WANT TO BUILD

A LONG-TERM,
SUCCESSFUL ENTERPRISE.

PATRICIA FRIPP




Xerox %’

Success in channel sales is
amplified by one crucial
factor; the strength of
your relationship with
your customer or
prospect.



Combine the dual qualities of
empathy and ambitionin every
sales relationship.






How do you
kinow so miuch

about us? [t’s because |
care, and | heav

everytihung
you tell me.

That’s wihy
we love doing
business
withh you!




-
LATIONSHIPS —

/" THE KEY TO
INCREASING

SALES

Your customers could be hurting you without you
knowing. But how exactly are they hurting you? By
— £ not referring new business to you, it seems.
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“Success in sales is the result of. =+
discipline, dedication and sacrifice.”

- Thomas Roy Cromwell

~ salesforce







SALES STATISTICS

48% OF SALES PEOPLE NEVER FOLLOW UP WITH A PROSPECT
25% OF SALES PEOPLE MAKE A SECOND CONTACT AND STOP

12% OF SALES PEOPLE ONLY MAKE THREE CONTACTS AND STOP
ONLY 10% OF SALES PEOPLE MAKE MORE THAN THREE CONTACTS
2% OF SALES ARE MADE ON THE FIRST CONTACT

3% OF SALES ARE MADE ON THE SECOND CONTACT

5% OF SALES ARE MADE ON THE THIRD CONTACT

10% OF SALES ARE MADE ON THE FORTH CONTACT

80% OF SALES ARE MADE ON THE FIFTH TO TWELFTH CONTACT

Source: National Sales Executive Association
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Pillars of Sales Support

\, J

Enhance the Relationship

* Be available * Be a resource for info,

* Arrange continued help and ideas
personal * Grow the business
communications internally

* Maintain quality of
products/services * Ask for referrals

* Provide ongoing
updates and
progress reports



SALES SENTIMENT MATRIX

Client Sentfiment

Misplaced Loyalty

Low

= 2

High Mutual Loyalty
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Mutual Disloyalty
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Apathetic Loyalty
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Introduction |
Create rapport, grab attention, relax buyer,

establish agenda, use customer benefils.

Questioning
Be interested in them. Active listening.

Check understanding. Build relationship.
What do they really want?
Sales Presentation

Communicate clearly. Show benefits.
Personalize. Check understanding.

Take control. Engage their emotions.

Closing the Sale
Give them a logical reason to buy.

Use rapport built to reach agreement.



PROSPECTS 1. PROSPECTING
|dentifying the right
clients and opportunities

2. CULTIVATING

Building strong relationships
and uncovering client needs

3. POSITIONING

Demonstrating your value and
developing innovative solutions

4. CLOSING

Delivering a compelling
win-win proposal

CLIENTS



1 Create

Stagel Screen

_T Keep in touch

1 Qualify

Stage2 Create active project

Serve
b 19



Sales Customer
Technique Attributes

Sales Customer
oleT01:1719 Vocalize Analyze @715
Content . Customers

Sales
Orchestration

Target
Market

Visualize
Prospects

Expand o Identify

Business Targets
New

Business




Mindwhirl
Sales Funnel / Sales Pipeline

Prospecting

Initial Contact Made
Sales Readiness Qualification
Needs Discovery/Education
Marketin
& Presentation
Proposal Delivered
& Negotiation

Best Few
Wo




Traditional Selling and
Relationship Selling

Traditional
Personal Selling

Sell products

Relationship Selling

Sell advice, assistance, counsel

Focus on closing sales

Focus on customer’s bottom line

Limited sales planning

Sales planning is top priority

Discuss product

Build problem-solving environment

Assess “product-specific”’ needs

Conduct discovery in scope of operations

“Lone wolf” approach

Team approach

Pricing/product focus

Profit impact and strategic benefit focus

Short-term sales follow-up

Long-term sales follow-up




-~ RELATIONSHIP_
FRAMEWORK

B DEMAND GENERATION
Bl SALES EXECUTION
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Sales Continuum

Working the Network
Relationship Findng Prospects
o
Working the Account

Creating Yalue
Account and Making The Proposal
Call Strategy Confieming Vake

Closing!
Value Recognhon




VALUE CREATION IN BUYER-SELLER RELATIONSHIPS

Communicating
Value in the Sales Message

 Execution of marketing mix
programs

 Quality of the buyer-seller
relationship (trust)

« Service quality

« Salesperson professionalism






Marketing Sales

= Competence

Product orientatj
—_Orientations

Long-term orig




Marketing Funnel Sales Funnel
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Word of Mouth




The New Marketing & Sales Funnel

Then... .NOwW
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THE.
LOVE/HATE

RELATIONSHIP




SALESI&IMARKETING
HAVEMOVEDINITOGETHER

POWER COUPLE \[S, TOXICCOUPRLE

“They’re so cute!” “They’re so toxic!”
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Relationship v transactional
marketing

Transactional marketing

Relationship
marketing

* Encourages close,
frequent contact

* Encourages repeat
sales

* Focus on service
* Focus on value

* Focus on quality of
total offering

* Focus on long term

Limited contact

Orientated toward single
purchase

Limited customer service

Focus on product/service
benefits

Focus on product quality
Focus on short term



MARKETING

SALES

Product Data
* Product Info

. ol
Odyct [nformats

SERVICE



Marketing builds relationships directly with customers via on-
and off-line community marketing, and customer engagement
and advocacy programs

Implementan
integrated
customer
engagement
program,
coordinated
across BUs, and
tied to the
business strategy

Intimacy

Extended

Community
Euyer Goal:
Learmning

Customer

Community

Euyer Goal:
Metworking

Promoters
Buyer Goal:
Advocacy and
Influence

InnercCircle
of Trusted

Advisors
Euyer Goal:
_o-create

= Publicwebsite

= Social media

= Professional
associations

= | sergroups
= Conferences
= Clstomer events

= Private communities
= Reference programs
= Executive pairing

= Advisory boards
= Councils
= Accountbased marketing

22012 ITEMA. All Rights Reserved. | 36



Put the
relationship
pefore the

sale.



Building Relationships for Success in Sales




"“’ Building Relationships

The key to getting along with
people is respect, or
consideration for others.




" Your Relationship with YOU

Do you know yourself? Your talents? Your weaknesses? How to
motivate yourself?

¢ “Use what talents you possess; the woods would be very silent if

no birds sang there except those that sang best.” ~Henry Van
Dyke

* “Success isn't a result of spontaneous combustion. You must set
yourself on fire." ~Arnold H. Glasow

* “Everyone has unique gifts and talents. What you love is what
you're gifted at. To be completely happy, to live a completely
fulfilled life, you have to do what you love.” ~Barbara Sher



TNERS | BRANDING | GROWTH



Relationship and how it works

¥ Set up processes and rules to .
prevent disputes. " Boﬂ\d:palmentworkhdtpondonﬂy
* Knows who Is supposed to do what W“';g':nwmwmmnu-
and do thelr own tasks workl

*
* Have common grounds and Mesting are conduciad wilh

language purpose I(:)nosllyi’or conflict

Undefined

Aligned Integrated

* Clear boundaries with flexiblities
* Joint planning and training.

* Sales forces uses marketing terminology % - structures systems and reward

* Boundaries are bhurred
* Redesign relationships to share

* Marketors confer with sales on important . Mammfommonfonmd thinking tasks
accounts and plays roles In transactional or

*
22 R Both groups develops and Implement shared




Global Leader

U Sought after for keynotes & speaking, recognized leader
J Innovating in your industry,
J Writing, blogs, articles, columns, social media originator
U Original content developer

U Collaborator on business planning and sirategy & goals
U Participate in business decisions, dealing with owners
U Strategic planning pariner, present to key stake holders
U No competitors included in process

U Talk about business results, strong value proposition
U Measure '‘Return On Investment’ of product or service
J You are the first choice for a solution

U Talk solutions more than product

J Single need focused, one time interaction
W Included in a request for quote or tender
J Not the only choice, competlitive

U Providing solutions through your product

J Price driven on items
U Focused on being the lowest price
J Quick sales, little attention to value, single interaction

W Margin specific

J Drop by visits, majority of day, more social in nature
U Waiting for people o initiate relationship
J Brochure and marketing material driven

J Promotions focused, talk about specials and deals




THE RELATIONSHIPIS...

|F SALES AND MARKETING...

Undefined

+ Focus on their own tasks and agendas unless conflict arises

between them,

+ Have developed independertly.
+ Devote meetings between them to conflict resclution, not

proactive collaboration.

Defined

Have rules for preventing disputes.
Share a lanquage for potentially contentious areas (2.9, defining a
lead").

+ Use meetings to clanify mutual expectations.

Aligned

+ Have clear but flexible boundaries: salespeople use marketing

terminology, marketers participate in transactional sales.
Engage in joint planning and training.

Integrated

+ Share systems, performance metrics, and rewards.
+ Behave as if they'll "rise or fall together”



Offer additional benetfits to clients

» Develop and implement client loyalt
strategies to secure buyer loyalty and to
facilitate ongoing contact

» Contact buyer regularly post-sale at an
appropriate level to maintain relationship and
to 1dentify new sales and cross-selling
opportunities

» Offer additional sales solutions and benefits
to clients when opportunities arise

» Salespersons maximizing from the customer
service activities



+Engagewith your prospects by executing email and mailing campaigns, cold calling
and online campaigns. It is important to have a targeted and validated prospect
database for such inside sales campaigns.

~
\

»Educate engaged prospects about your product/services by sharing marketing
resources like brochure, corporate PPT, etc. Keep nurturing "Good but not yet
ready for sales” inquiries to generate sales ready leads.

+Follow up on all the inquiries generated from various sources such as email and
mailing campaigns, online campaigns, events etc and qualify them further.

LU« et-up appointments with prospects for the sales teams.
' and Qualify




Differentiation

Network
Growth

Immediate
Revenue &
Opportunity
Creation

Happiness &
Well Being

Impact on
Your
Business
Ecosystem

Reputation &
Trust Building

Corporate
Capacity
Building

Brand
Association,
PR & Exposure

Business
Intelligence

Long-Term
Revenue




S BUILDeDAMAGE

RELATIONSHIPS

GIVE BEFORE TAK.NG. Establish trust & foster a

connection with someone before asking for something from
them. Your ask will be better received

ASK MORE, ASSUME LESS. asking thougntiu &

open questions won't make you look ignorant. In fact, it
can help you avoid a miscommunication or mistake,

PREPARE PURPOSEFULLY. prepping before

important conversations or meetings helps create
meaningful & pertinent dialogue, Recap next steps, too

SHARE YOUR PERSONALITY. sringing a human

element to work—sharing what you're passionate about,
skills you have outside of work, etc. can help others
relate to you

COLLABORATE COMPASSIONATELY. seexto

understand co-workers’ strengths, weaknesses & working
styles to allow for a more seamless collaboration,




Building Relationships

for Effective Action

Alignment

values and future

Build Trust

concerned about my concerns
competent to act
sincere

Grant Legitimacy

Feel Appreciation

(inherently valued)







customer

which means more targetted
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80%
70%
60%

50%

40%
30%
20%
10% I I
j—

0%

Sales Marketing  Customer Finance Other
Service



Customer Interaction

Pillars of Sales Support

Enhance the Relationship

= Be available = Be a resource for info,
help and ideas
= Arrange continued

personal = Grow the business internally
communications

= Ask for referrals
= Maintain quality of
products/services

= Provide ongoing updates
and progress reports




Six Steps to Relationship Sales

In IT sales, relationships ONLY start after the second sale.
(You can't have a relationship until someone buys!)

e
. abonship Starts
1st Purchase _.VF;?;‘; &3;% .—6—7

Value  Transactional Sale |

Belief Starts @
. S
Introduction .
o 2

valuUeFORWARD

Revenue Coplure Engineers



Building Relationships

« Establishing teacher/student
relationships

 Building trust among school
staff, students and parents

» Finding ways for students to be
“connected” to the school—
during and after the school day

« Establishing a welcoming
school climate and culture




CRM

*Customer Relationship
Management

*Customer relationship management (CRM) is a system for
managing a company’s interactions with current and
future customers. It involves using technology to
organize, automate and
synchronize sales, marketing, customer service,
and technical support.

“CRM as ”a term for methodologies, technologies, and e-
commerce capabilities used by companies to manage
customer relationships, and the management approach
that involves identifying, attracting, developing and
maintaining successful customer relationships over time



Marketing

‘Order Process
Payment Tracking
Delivery Alert



* Assign Leads

* Qualify Leads

* Convert Leads

* Track Opportunities

* Run Campaigns
* Generate Leads
* Form a Database

* Manage Cases
* Conduct Tmin"m * Deliver Products
* Provide Service * Produce Invoices

* Develop Knowledge ba:



This presentation/document was prepared and synthesized by Nick Demos. The information contained herein derives from various sources, mostly online sources, and publicly availbale books
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