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Get

the Sale!
C

Contrary to popular belief, the secret to successful sales isn’t
necessarily the “close.” While asking for the business is an
important step, sales is a process that requires careful strategic
planning - as well as a succinct tactical approach.

The actual strategy is the overall plan in
developing your business and gaining new
customers, while the tactics are the specific
steps you take within the overall strategy
to walk your prospects through the sales
process - to the close.
The “close” should be a natural next step
in the sales process, not a question you ask
your prospect out of the blue such as “Are
you ready to place your order?”
Here are a couple of ideas to consider
when walking your customers through the
sales process so that closing the business is
seamless, and the natural next step.

Conversation
to respond to
A philosophy I live by in my business
is “the purpose of a meeting is to get
another meeting.” In other words, the
purpose of a meeting is not

necessarily to close the business (unless
you’re in a business where “one-call closes”
are common). If your business or dealership
is like most, it likely will require more than
one meeting, as well as other forms of
communication such as phone conversations,
e-mail exchanges, and other written
correspondence before you actually close
the sale.
By ending the first meeting with agreeing
to go to the next step with your prospect,
you are ensuring that the prospect is willing
to move forward through the sales process
with you.
Another key factor at the end of the
first meeting (after agreeing to the next
follow-up step), is to ask your prospects for
a commitment that when you do call, they
will in fact, respond to you.You want them to
confirm that they’ll engage in more dialogue
to move the sale or situation along. How
many times have prospects asked you to
follow up, and yet when you do, they
don’t respond? Maddening, isn’t it?
I don’t know about you, but if the
answer to doing business together is
going to be “no,” I’d rather know that
sooner than later so I don’t waste my
time with someone who isn’t really a
prospect anyway.

Follow up is
a process
One way to insure that your prospects
will respond to you when you follow up is
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to give them an “out” if they decide not to do
business with you. To do this, and after you’ve
agreed to the next follow-up step, is to say
something like, “Can I ask a small favor? When
I follow up with you in two weeks, if for some
reason you’ve decided not to proceed, will
you please let me know? There’s a saying in
sales that ‘a fast no is better than a slow no’
so if you’ve decided to go another way, that’s
okay, just let me know so I won’t waste any
more of our time.”
Sounds a little bold, I know, but most
prospects will respond positively to this
because one, it gives them the out they need
if they decide to go with another solution;
and two, it shows your prospect that you
are a busy professional and you don’t want
to waste anyone’s time. This technique
also works well because suddenly you’re
not a desperate salesperson, but rather a
confident consultant who has something of
value to offer.
I’ve found it necessary to practice this
technique over the years when coming across
prospects that are just too nice to say “no.”
As much as we hate to hear that, I know
you’ll agree that if the answer is going to be
negative that you’d rather know early on in

the process so you don’t waste time with a prospect who is never going
to become a customer anyway.
The funny thing is, more often than not when using this technique,
based on my personal experience, you will not hear “no” that often and
will actually end up closing the sale!

ROI vs. profit center
Next, proving your solution does not just show a return-oninvestment, or ROI, but actually creates a profit center for your prospect,
is now a very persuasive reason for your prospect to continue to work
with you through the sales process to the eventual close of the sale.
For example, if by implementing the solution you provide your
customer who invested $10,000 but actually saved $15,000 in other
operating costs within six months, you can show not just an ROI of six
months, but an actual profit (or savings) of $5,000. (Savings can also
be viewed as profit since it ultimately affects the bottom line, which is
probably the thing your prospect cares about most.)
Finally, creating a sense of urgency will help move the sale along
through the process as well. Creating a sense of urgency requires your
solution to be so compelling that it
doesn’t make sense for your
prospect to go another day
without it.
A sense of urgency is
created by emphasizing the
pain your prospects are
experiencing by not having

…the purpose of a meeting
is to get another meeting.
your solution and showing that by comparison, your solution will help
solve their pain. Now all you have to do is show that the sooner your
solution is implemented, the sooner their pain will go away, and the next
logical step in the sales process will be the sale.
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Coffee Coaching channel on YouTube, as well as a four-time author and frequent
guest of the media such as Fox News, CNBC and MSNBC. At www.sittiginc.com.

When You Know More,
You Can Sell More…
Sign up for the Managed Print Services eLearning Sales Training Program
and ensure your sales team has the right tools to grow your Managed
Print Services business.
This Web-based program is designed to educate dealers on how to
effectively engage and sell Managed Print Services. It offers a self-paced
curriculum with guided audio and engaging interactive exercises that are
available 24 hours a day - at an affordable price.
Give your sales reps the tools they need to succeed and start capitalizing
on the Managed Print Services opportunity.

Enroll today!
www.imagesourcemag.com/elearning

Master Managed Print Services with the
industry’s most comprehensive online
training program:
Developing an MPS Territory
The First Appointment
Performing an Assessment
Contractual Selling
Pricing
A Successful Strategy Session
Designing Winning Proposals

Produced by:
A Questex Company
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Expanding Your MPS Relationship

