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Chapter 5: Presenting and Servicing: The Last Steps

In the previous chapter, the three initial steps of selling were covered--prospecting, needs analysis, and researching and targeting. This chapter deals with the final two steps, presenting and servicing, in which you learn how to turn prospects into customers and how to keep them.

Presenting

Presenting is face-to-face communication with qualified prospects. Your goals in this step are to establish or enhance a relationship with your prospect or customer and to present problem solutions. This step is the culmination of the consultant selling process.

During the average month, you should spend approximately 40 percent of your selling time presenting.

There are three phases in the presenting step:

1. Opening 

2. Discussion 

3. Agreement

Opening

The overall strategy of the opening is to get and hold attention and to arouse prospects' interest. Much of the approach phase was accomplished during your initial appointment with the prospect, when you gathered information for the qualifying step (covered in Chapter 4). During your this qualifying step, you looked for business needs and personal needs plus advertising problems. You made your first assessment of the prospect's intelligence, self-confidence. You also tried to determine the prospect's attitude (perceptual set) and readiness to hear your information. 

In the opening you want to get prospects' attention and pique their interest. A few years ago, a television salesperson in New York was about to make a call on a buyer who had been in the hospital for two weeks. The buyer had a window office on the fourteenth floor, so the day before the call, the salesperson contacted the people in the offices of the building across the street and paid them to hang a printed banner out of their windows. The banner read, "Welcome Back, Jeannie! " and stretched across three-quarters of the building. The sign was unfurled just as the rep was making his sales call. He got the buyer's attention with this great opening. He also left with a big order.

Now, as you begin your presentation, use your opening to re-establish yourself with the prospect. It's usually best to start out with small talk --a comment about weather, current news, or a sports event, for example. You may also reflect on observations made during your initial meeting. With such a prospect, you might limit small talk to one or two comments. Appropriately phrased compliments are a good way to begin; notice the office decor or desk photographs. You are trying to break the ice and relieve the prospect's anxiety. Remember, prospects often feel anxious about meetings, too. On the other hand, some prospects dislike making polite conversation. You'll know if this is the case from a prospect's curt, clipped, cut-off response to your friendly greetings such as "How are you today?" or "Good to see you again."

Your next step should be to review why you are meeting with the prospect. Summarize the content of your initial appointments and the purpose of the current meeting. Follow the old rule, "Tell 'em what you're gonna tell 'em." Here are some examples: 

"Ms. Newman, when I met with you earlier this month, we talked about your company's advertising plan. If you agree, I'll take only fifteen minutes of your time to discuss with you a proposal that I'm confident can increase your sales."

"Since the last time I saw you, Mr. Hernandez, I've thought a great deal about what advertising on KYYY-TV could do about the seasonal drops in sales you've told me about. If you agree, in twenty minutes I will show you several special ideas I've come up with."

Your review statement is a way of guiding your presentation from the opening phase into the discussion phase. Exactly what wording you choose depends on your earlier assessment of the prospect and the role you have assigned yourself. However, any phrasing you use that can grab the prospect's attention will get you off on the right foot. It's a good idea for beginning salespeople to write out their opening statement before they make a call and rehearse it before making the call--rehearsal increases your confidence.

Discussion

This phase is called discussion because the emphasis is on two-way communication. Prospects must be partners in the discussion. They must believe that what you are offering will satisfy their business and personal needs and solve their advertising problems--all at a price that provides economic value (we will discuss economic value more thoroughly in Chapter 9, "Creating Value").

Help Prospects Accept Your Advantages. A salesperson is a consultant. And consultants have to spend a lot of time teaching their clients how to look at problems and solutions. 

One way to help a prospect accept your solutions is to find ways to make your product more tangible. You cannot hold, touch, or feel a commercial on cable, radio, or TV. It is ephemeral and is usually over in just thirty seconds. Sales promotion material that has pictures of the station/system's on-air personalities or programs is useful in helping you "tangibilize" your product.

Evaluate Prospects' Reactions. As you go through the discussion phase, you must continually be aware of how your prospect is responding to each point you make. You must listen hard and be extremely observant for any possible feedback. Make a mental note of those benefits a prospect responds to most positively so you can use them in a summary later. You must watch for signs of boredom or inattention and notice if anything strikes the prospect negatively. Look for signs that the prospect is ready to take action.

Recognize Conditions. There is a difference between an objection and a condition. An objection might be, "Your price is too high." A condition would be, "My business is too small to be able to afford TV." You might be able to overcome an objection; you cannot overcome a condition. A condition is a valid reason for not buying or at least for not buying now.

As a general rule, you should discover conditions in the needs analysis step; it is the major function of the needs analysis step. You must learn to recognize conditions so you don't waste time trying to overcome something that cannot be overcome.

Even experienced salespeople who are good at needs analysis, let conditions slip by them in the initial steps of the sale and find they have encountered one in the discussion phase. When you discover a condition that would stand in the way of a sale, you should: (1) use probing questions to determine if the apparent condition is really a condition, (2) verify the condition, then (3) gracefully and politely stop. Cut your losses; do not waste time fruitlessly trying to make a sale just because you have invested some time and effort in making a presentation. Be as pleasant as you can--after all, the condition might someday be removed.

Dealing With Concerns. A prospect may like what you are offering but have some doubts, or concerns, about it. Concerns are different from objections. When prospects have concerns about your overall proposal or a benefit, they have essentially accepted the benefit but remain unsure about how good it is, how right it is for them, or how it will be implemented. When prospects state an objection, they are usually requesting more information. An objection signifies lack of acceptance of a benefit (to a prospect) or an advantage (over a competitor).

The way to handle concerns is to help prospects resolve them with reassurances about yourself, your station/system, and your company. Prospects need to see and feel your confidence. The more knowledgeable, enthusiastic, and thus confident you are about yourself, your station/system, and your company, the more prospects will be reassured and the quicker they will accept your point. Do not dismiss or minimize concerns or doubts, no matter how insignificant they may seem to you, they are very real to your prospects. You don't demonstrate empathy if you dismiss or minimize concerns or doubts.

Dealing With Objections. Bodybuilders use the expression "no pain, no gain." Salespeople should use the phrase "no objection, no sale." To the novice, objections might seem to be negatives and barriers to progressing with the sale. On the other hand, to the experienced professional, objections are a welcome necessity and a prerequisite to making a sale. Prospects who do not raise objections are not involved, they don't care, or they don't understand.

Dealing with objections successfully is the single most important skill a salesperson can learn. You must not only learn to welcome objections but also how to seek them out. Remember, an objection is a request for more information; treat it as such, not as a negative.

Neil Derrough, past-president of the CBS Television Stations Division and general manager of KNSD-TV in San Diego says about objections that "you don't really begin selling until you hear a 'no'."' Another situation where persistence pays off.

Following are four guidelines for dealing with objections. The words and dialogues suggested should be used as examples and not as a script that must be followed all the time. Remember that it is important for you to sound natural when you're talking to prospects, as if you're responding on the spur of the moment to them individually. The problem with sounding rehearsed is that you convey the unintended message to prospects that you practice your techniques and that you say the same things to everyone. They don't feel special, so be authentic.

1. Probe to understand. Use open and closed probing questions to be sure that you get the full objection (or concern) and that you and your prospects have the same understanding of it. Find out exactly what objections prospects have so you can give a thorough, thoughtful answer.

An open probe is a question that cannot be answered with yes or no or with only a few words. The purpose of open probes is to get as much information in the prospect's own words as possible. Here are some examples:

Open probe: "How do you think most advertisers evaluate MTV?"

Incorrect: "Do you watch MTV?"

Open probe: "What have you heard about cable television?"

Incorrect: "Don't you have cable yet?"

Once the prospect begins to talk, encourage him or her to continue by listening; don't jump in with a counter statement. Sometimes using a short question like "Oh?" will get additional information. For example:

"ESPN is pretty good, but it doesn't have enough golf."

"Oh?"

"Yeah, I like to watch golf and see how the great players select their clubs."

"Oh?"

"Yes, I know it's a personal preference. After all, I'm selling tires to everyone, not just the upscale guys who play golf."

"Oh?"

"Yeah, my audience prefers auto racing as a sport. You guys carry auto racing, don't you?"

A closed probe elicits specific information and direct answers; closed probes require a yes or no. You use closed probes to narrow the focus of objections.

For instance:

Closed probe: "Is your biggest objection, then, the price per spot?" 

Incorrect: "Why don't you like the price?"

Closed probe: "Are you concerned about the age group our station reaches?"

Incorrect: "Don't you like teenagers?"

A verification question is an efficient information-seeking question framed in a way that elicits a yes answer to verify information that you believe is correct. For example, "As advertising manager, you make the final decision. Is that correct?"

Whichever questions you choose, be careful that you sound curious and interested, never defensive, always authentic and non-manipulative.

2. Compliment, restate the objection, and get agreement. Compliment prospects on their objections. By complimenting them, you put prospects in a receptive frame of mind and not on the defensive, which is what happens when you come back with a no or a denial of an objection. Next, restate the objection (restate or reframe the objection they have just given you) and get their agreement that you understand what their objection is. 
Prospect: "Your station is too expensive."

You: "I'm glad you asked that, Mr. Marshall. You're concerned that K101 is too expensive. Is that correct?"

Prospect: "Yes, that's right."

By complimenting prospects, you have gotten them to lower their defenses and you have shown that you are on their side. By restating their objection and getting their agreement that you understand, you have given prospects the message that you have received and understood the objection. You are both on the same wavelength now, and they know that you understand their objection, their point of view. They like you because you are listening to, understanding, and respecting their problems and objections. You are becoming a partner, not an adversary or competitor. By restating a prospect's objections and getting an agreement, you can never fall into the most unforgivable mistake of all--arguing with your prospect.

3. Empathize, reassure, and support (feel, felt, found). Empathize with a prospect's objection by using a statement of agreement or a compliment and then support it with a tie-in to a benefit or an advantage. A good phrase to use to help you remember this technique is the feel, felt, found response: "I understand how you feel (empathize); other clients have felt the same way (reassure). However, we have found that television works well for retailers because you can demonstrate your product, make it look attractive, and get people to make an emotional attachment to your product (support)."

Dealing with the Price Objection. When a prospect raises the price objection--"Your price is too high!" Your response to yourself should be, "Whoopee! I didn't under-price my station/system." The price objection is almost universal. There are a few products (such as a Rolls Royce) where price is seldom an issue, for the higher the price, the higher the value as a status symbol. But it's rare in selling broadcast advertising for price to have status value for the prospect (unless it's the Super Bowl or the last episode of "Seinfeld"). To the contrary, if a prospect ever says, "That's a real good price" after you have disclosed a price without supporting the costs with a number of benefits and advantages, you know your proposal is priced too low and that you probably should have asked for higher rates.

As a general rule in selling, you should put off the subject of price so that it is the last thing you discuss. If prospects bring up the subject of costs early in your presentation, try to put them off by telling them that you're "coming to that." You want to present your quality story first and show how your station/system solves prospects' problems before you discuss price.

Welcome the price objection as an indication that you are not underselling your product. Also, people's perception of a fair price has a great deal to do with their personality traits and personal needs. Make sure that you have identified their needs well. If you have, you will probably know what reaction to expect when the subject of price comes up. Some people will be price oriented and some will be quality oriented. There are prospects who know the price of everything and the quality of nothing,

You must learn to overcome the price objection if you are to maximize revenue for your station/system (see Chapter 8, "Maximizing Revenue, Rate Structures, and Packaging"). Begin to forestall the price objection early in your presentation by using the tactics recommended below. Avoid words with negative connotations, such as "cheap." A package is efficient, never cheap. Using the following tactics will help you overcome the price objection:

1. Sell quality. From the beginning of your presentation, emphasize the quality of your product. Talk about value instead of price. Sell effectiveness, not rates. Sell results, not price. 
2. Break costs into smaller units. "Just pennies a day" is an example of this tactic. Break your rates or schedules down to the lowest possible cost. Show the average unit rate of a schedule instead of the total weekly cost or monthly cost or total package cost. An average of only $10 per spot sounds to a prospect like an easier amount to handle than $860 per month. Also, learn to use modifying words that connote minimization, such as "only" and "just," when you refer to your costs or prices. 
3. Talk value. Value is a concept that combines price and quality. When prospects mention price, talk about quality and value (see Chapter 9, "Creating Value"). 

If you communicate to prospects through verbal and nonverbal clues that you think the price is high, prospects are bound to agree with you. You must have confidence in what you are offering and believe it is a sound value. If you say that spots in the Super Bowl are "only $1,300,000," prospects might think the price is not too outrageous.

4. Talk profit and investment. Advertising is not an expense, it is an investment for an advertiser in future profits (See Chapter 9, "Creating Value").

Forestalling Objections

The above guidelines for handling objections assumes that objections are good and that you will have objections to your stated benefits and problem solutions. Do you have to have objections to make a sale? No. There are two approaches to selling that can reduce objections, confrontations, and disagreements a great deal, if not eliminate them completely. 

One, Neil Rackham's system of SPIN Selling , as detailed in his book by the same name, has been covered briefly in Chapter 3. The other, Non-Judgmental Listening is expertly presented in depth in Sales Effectiveness Training: The Breakthrough Method to Become Partners with Your Customers, by Carl D. Zaiss and Thomas Gordon, Dutton , New York, 1993, and available for purchase from Amazon.com .

The best way to deal with objections is not to have them--to forestall them. Here's how:

Neil Rackham's SPIN Selling. SPIN Selling consists of asking four types of well-constructed questions, as briefly covered in Chapter 3. Here's a fuller explanation of SPIN Selling: 

1. Situation Questions - Questions that discover the facts. The can be qualifying questions that dig as deeply as you can go into an account's business. Obviously you have to have gained prospects' trust to get them to open up in order to gather complete information. You have to have earned the privilege of asking these questions, which can only be achieved through trust. Prospects must see you as a consultant who is trying to help them solve problems. 
2. Problem Questions - Questions that uncover a prospect's business problems. By asking open-ended probing questions, you can get prospects to do almost all the talking and to reveal their problems in depth. By openly talking about their problems, they give you vitally important information. This step in the SPIN Selling process is the most important, because if you discover a prospect's problems, the other questions and, most importantly, the solutions almost take care of themselves--they are obvious. 
3. Implication Questions - Questions that get the client to reveal how bad the problems are. How much they hurt. As you ask a series of Implication Questions, prospects tell themselves how awful their problems are and become aware that they had better take action to correct them. By openly talking about their problems, prospects set the stage for telling themselves how to solve them (and you just happen to be standing there, willing to help, when they provide themselves with solutions). 
4. Needs-Payoff Questions - Questions that help prospects come up with the solution themselves.

In Chapter 3 and 4, there were examples of a Problems Questions dialogue. Here are some sample dialogues for Implication Questions and Needs-Payoff Questions:

IMPLICATION QUESTIONS

SELLER: "You said it was difficult for you to make a clear differentiation for your store in the newspaper. How does this affect your profit margins?"

CUSTOMER: "We have to run price promotions because we can't differentiate, and it kills our margins."

SELLER: "I understand. That's got to hurt. Do you see any way out?"

CUSTOMER: "Not really. And it's tough. I might have to sell the business."

SELLER: "How do these lower margins affect the morale of your staff."

CUSTOMER: "Well, I can't pay people what I'd like or give them the raises I want to. They get discouraged."

SELLER: "I see. So it's tough to keep good people. Does this increase employee turnover?"

CUSTOMER: "You bet! We place a lot of emphasis on training our people to be friendly and customer oriented, like a I told you, and with high turnover, our training cost really go up."

SELLER: "How does concentrating on low price and sales affect your customer base?"

CUSTOMER: "We have to appeal to a lower- to lower-middle-income segment. And they don't buy the higher-margin goods."

SELLER: "So it's sort of a self-reinforcing downward spiral."

CUSTOMER: "Yes, I'm no longer in the furniture business, I'm in the money-lending business--I make my money off of selling credit terms."

SELLER: "Do you enjoy that?"

CUSTOMER: "No, I hate it. I love the furniture business."

SELLER: "What do you think it would take to appeal to a higher-income segment?"

CUSTOMER: "Well, television would be great if I could afford it."

 

See how the SPIN Selling Implication Questions increase the prospect's dissatisfaction with his situation and his current advertising approach. One of the major goals of asking Implication Questions is to increase prospects' discomfort and dissatisfaction with the advertising they're doing--to get them to tell you how bad it hurts and then to help them find innovative solutions. To become an effective salesperson, practice writing out Implication Question dialogues for your major prospects.

NEED-PAYOFF QUESTIONS

SELLER: "If TV were affordable, how could it help?"

CUSTOMER: "I could show better lines--make them look more inviting."

SELLER: "How about your better service?"

CUSTOMER: "Well…yeah, I could demonstrate my decorating services in the commercials--maybe use my salespeople."

SELLER: "How would they like that?"

CUSTOMER: "It sure would improve morale."

SELLER: "Would concentrating on services like decorating and helpful salespeople and featuring better lines help your profits?"

CUSTOMER: "I could help my margins a lot. How much is TV?"

SELLER: "Let me show you how TV can potentially increase your return on investment significantly."

 

These SPIN Selling Need-Payoff questions allow the prospect come around to your solutions. Prospects see the payoff to your solutions--they came up with the solutions themselves--always the most convincing. In other words, you've let them think they came up the answers themselves. This is subtle and exceptionally effective. Rackham found that the most successful salespeople were experts at asking lots of Need-Payoff questions.

Non-Judgmental Listening

In Chapter 3, the Rules of Good Listening were covered: 

1. Adopt the Proper Attitude 

2. Shut Up and Listen 

3. Listen Actively 

4. Concentrate on the Speaker 

5. Do Not Step on Sentences 

6. Do Not Think of a Rebuttal 

7. Do Not Respond Quickly to Negatives 

8. Match Speech and Listening Patterns to Those of the Speaker 

9. Listen for Themes 

10. Listen for Emotions

These listening rules are listed again because there is no more important skill to learn to become a successful salesperson than the skill of listening. In addition to the skills of good, attentive listening, an equally important set of listening skills is vitally important, those f or non-judgmental listening. These skills are detailed in a previously sited book, Sales Effectiveness Training, by Carl Zaiss and Thomas Gordon. 

Humans have a deep need for someone to listen to them and to understand them. The best technique for understanding people is non-judgmental listening, which requires listening to people and understanding their message without imposing your preconceived ideas or opinions. It is non-defensive listening.

Non-judgmental listening means that you must learn to understand and accept another person's perception and view of the world. It means that you must spend time in their shoes--take the time be completely objective and see the world and a situation from your prospect's or buyer's point of view. It means understanding their interests and where they are coming from on any given issue.

If you can suspend your own judgment, your prejudices, and listen non-defensively, you can create a safe environment in which people can open up and feel comfortable about voicing concerns and objections. If people feel safe and that you understand and are not judging them, they will tend to reveal a lot of useful information. Safety creates an atmosphere of openness, honesty, respect, caring, and trust. There's a saying in Zen that, "I don't care how much you know until I know how much you care." Showing a sense of caring for another person, for respecting and trusting them, is a necessary ingredient for non-judgmental listening. 

Non-Judgmental Listening Goals. The goals of non-judgmental listening are: (1) To understand people's point of view, and (2) to understand their business and personal needs. 

Non-Judgmental Listening. To begin the process of non-judgmental listening, salespeople must practice suspending their judgement and not listening selectively. As discussed in Chapter 3, selective perception is a barrier to effective communication. Salespeople tend to listen selectively for those things that will help them make a sale. Salespeople also typically concentrate on what they are going to say next in order to control the conversation, or to prepare a rebuttal to an objection. They view listening and the buying-selling process as a chess game in which they are the winner, and the prospect is the loser. 

In our quest to persuade people, we often ask leading, manipulative questions that try to elicit a specific response. Such questions as, "Don't you think that…" or "Isn't it correct that…" are leading questions. You're trying to put words in another person's mouth. These manipulations put others on the defensive and hinders open, trusting communications. It's like a TV reporter asking a professional athlete, "That was a real close game, were you concerned toward the end the you might not pull it out? " The only possible response is, "Yes." "But your coach called time out and outlined the last play," the reporter then says, not to get a thoughtful, meaningful response, but to show off his hipness about the game. No learning going on here. 

Additionally, salespeople and most people typically judge and evaluate what another person says. We hear something and then judge immediately whether we think a statement was either right or wrong. This kind of judgmental listening, of course, reduces understanding. 

The first goal of non-judgmental listening is to understand the other person's point of view. To do this, you must use the techniques outlined earlier in this chapter: (1) Probe to understand; (2) Compliment, restate the objection, and get agreement that you understand; (3) empathize, reassure, and support (feel, felt, found).

When you have the other person's agreement that you understand their point of view (which might take several tries and several reframings of their statements or objections), and then when you respond with a compliment and an empathetic statement, the statement should be a non-judgmental "I" statement, not a judgmental "you" statement. Here are some examples of ineffective, judgmental "you" statements and effective, non-judgmental "I" statements. 

Judgmental "You" Statements

"You're not going to get the kind of results you want from the newspaper."

"You're a bottom fisher for low prices."

"You're not going to get on the air if you don't buy this package now."

"You need to give me your copy instructions now so your production gets done." 

 All of these statements are judgmental in that the person making them is judging how the other person thinks, feels, or wants. They are some form of put-down, label, or worse, threat. People respond negatively to put-downs, labels, and, especially, threats. "You" messages don't work because they are accusatory, defensive, the make assumptions, are moralizing, and reflect what you think someone else "ought" or "should" or "can't" do or think.

On the other hand, "I" statements are non-judgmental, non-accusatory, and take put the burden of understanding (or misunderstanding) on you. "I" statements let the other person you are trying to communicate with know where you are coming from and how you feel about what the other person has said without making any judgments are to what the other person has said is good or bad or right or wrong. "I" statements neither assume anything about the feelings nor violate the rights of others. Here are some examples of "I" statements:

Non-Judgmental "I" Statements

"I suggest that the only way to see if our station works for you better than the newspapers is to try it out."

"I'm sorry but I don't want to do business at the prices you're offering."

"I'm concerned that I won't be able to help you if we can't get on the air soon, before we're sold out."

"I need your copy instructions now so I can get your production scheduled properly to make sure it's done correctly and on time."

 These "I" statements turn the situation around from being judgmental about the other person or telling the other person what to do to by taking responsibility on yourself. Notice the statement that said "I don't want to…" Avoid saying "I can't" or "I'm not able to" because those statements indicate that you are not in control of the decision. An "I can't" statement such as that virtually forces a prospect to go over your head to someone who "can." 

Agreement

Your goals in the agreement phase are to get prospects to verbalize commitments and to take action. In the old model of selling, getting an agreement was referred to as closing. However, people who purchase advertising are generally relatively experienced buyers who have been called on by hordes of media and other salespeople and are on to the manipulative tricks of salespeople. These experienced buyers and negotiators have had every closing maneuver imaginable used on them, and have come to view salespeople who use these canned, well-worn tricks as hustlers, not as professional marketing consultants and problem solvers.

Furthermore, making a decision to purchase advertising is usually a major one that involves a relatively large amount of money and several decision makers who will evaluate several proposals. Under these conditions, it is not only extremely difficult t o get an agreement on the spot, but often counterproductive to push too hard. Prospects can become frustrated and upset when pushed too hard to make a decision that they can't make or don't want to make immediately.

Another factor in trying to get an immediate agreement is that there is a natural hesitancy on the part of most people to say yes. Perhaps it is because they are afraid it is an admission of weakness or of giving in or of being sold something or whatever, but getting the final green light is usually the toughest part of selling--certainly the most frustrating. Even though you'd like to get an order, don't push people into buying. Remember, you are managing a relationship for the long haul, and it would be counterproductive to push too aggressively for an agreement and jeopardize a relationship. In addition, your job to is help people get what they want and what's right for them, so only try to get an agreement to go ahead with an advertising schedule if you are convinced that it is right for them. 

Ask for an agreement. To get an agreement, you must ask for it. As obvious as this may sound, it is surprising how many salespeople, and particularly beginning salespeople, go through a presentation and never ask for an agreement. An agreement may be to recommend your proposal to someone else who will make the final decision, to agree to look at it carefully, to call you back in two days with an answer. It is important to ask for some commitment to take action.

You do not have to say the words, "Do we have an agreement?" but you do have to let prospects know you want their business. New salespeople are often reluctant to ask for an action commitment because they are afraid they might seem too pushy. They may have invested so much time in the prospecting, qualifying, researching and targeting, and presenting steps that they are terrified of being rejected. They may be afraid of their sales manager and cannot face telling him or her that they lost an order; therefore, rather than take a chance of losing, they report the deal is still pending. Whatever the reasons beginning salespeople have for not always asking for an agreement or commitment to action, they aren't enough to make up for lost opportunities. 

The Discouragement of Rejection. Obviously, you will not successfully reach an agreement after every presentation you make. At the beginning of your sales career, you will be fortunate to have a success ratio of 10:1.

Putting it another way, you are apt to be rejected 90 percent of the time. Being rejected often gets old in a hurry; it is discouraging. In order to overcome the discouragement of rejection, you must establish reasonable goals--you must create a realistic definition of success. Do not define your success negatively in terms of absence of rejection but frame it positively in terms of an acceptable batting average (See Chapter 13, "Attitude and Ethics in Selling").

Ted Williams is recognized as the best hitter in modern baseball. He batted over .400 only one year in his career--.406 in 1941. No other player has hit .400 since then. Thus, at his very best, the best hitter in modern baseball was a failure 60 percent of the time. Today, only a handful of the top baseball stars hit over .300 each year, which means that the best are often paid more than $5 million annually and are unsuccessful at the plate 70 percent of the time.

If you're a rookie salesperson, set a goal for a reasonable batting average: .200 (or a success ratio of 5:1, one sale for every five presentations you make). When you reach this goal, increase it but keep in mind that you will be among the all-time superstars if you double that ratio to 5:2, or earn a batting average of .400.

Focus on making effective presentations, on getting up to the plate, and on swinging at the ball. Do not expect a hit every time you come to bat. Get used to being rejected--it comes with the territory. The only way to improve your batting average is to keep making presentations--the vitally important persistence element of the SKOAPP process.

Servicing

The servicing step is vital in accomplishing the second core function of selling: to manage relationships. Your strategy in the servicing step of selling is not only to establish, maintain, and enhance strong relationships with your customers but also to increase their billing on your station/system. It's easier to keep a customer than to create a new one. Also remember that neglected customers will cancel their advertising schedules, often when you need the resulting compensation money the most. Furthermore, it's much easier to get current customers to increase their schedules by, say, $1,000 than to prospect for and develop new customers spending the same amount. Servicing is also about customer retention.

The servicing step is most often associated with transactional selling than with developmental selling. Some station/system sales staffs are structured in such a way that all salespeople are expected to do both developmental and transactional selling -- to develop new business as well as service existing business. Other sales staffs are divided into agency and retail or marketing staffs, with the agency salespeople concentrating on negotiating transactional business and the retail salespeople concentrating on missionary, or developmental selling. 

Servicing is also important in the process of creating a competitive advantage for your product because the salesperson is part of the problem-solving process and thus is part of the product. In many situations where there is a proliferation of products (personal computer hardware or radio stations in large markets) or great similarities in products (network television), salespeople become the differentiating factor.

You may be fortunate enough to acquire an account list that contains many customers who are running schedules, and a major part of your job is servicing those customers. Your sales strategy in this case, and, in fact, in all cases, is to build a strong relationship with your customers based on mutual trust and respect; to build rapport and a high level of source credibility. You become more than a salesperson--you become a problem-solving consultant and an indispensable friend. Finding ways in which to make yourself indispensable is the key to successful servicing and to customer retention. More strategies for customer retention will be discussed in Chapter 9, "Creating Value."

During the average month, you should spend approximately 20 percent of your time servicing. As with the other elements of selling, you should set servicing goals. Since you should spend about 20 percent of your time servicing, set goals as to the number of calls you have to make to achieve that percentage. Your servicing goals should include increasing your customer's investment with you by specific amounts or percentages.

Pre-selling is a vitally important element in the servicing process. The relationship between buyer and seller rarely ends after a sale is made. On the contrary, the relationship often intensifies after a sale, and this relationship helps determine the outcome of future choices. Thus, salespeople must view selling as a process, which means continually selling even when an actual buying situation is not present. Think of a sale as merely consummating the courtship, at which point the marriage begins. As Theodore Levitt says about making a sale, "For the seller it is the end of the process; for the buyer the beginning."' 

Servicing is the process of implementation. Once salespeople receive an order for a schedule, they still have a lot of work to do to see that the order is entered properly and accurately into the system (traffic and billing systems), in radio commercial copy sometimes has to be written, promotions or contests involving the client often have to be planned, and a host of other details have to be attended to after a sale is made to see that what was agreed upon is implemented properly. In fact, to see that it is implemented so well that customers feel they are getting outrageously good service--so good that you and your station become the preferred supplier--the station/system they would most like to do business with. That's excellent service.

Guidelines for Servicing Here are three guidelines for servicing:

1. Always say "Thank you." Your servicing begins the moment a prospect becomes a customer. As soon as you get an order, compliment your new customer on his or her good judgment, thank the person, and, of course, leave quickly. When you return to the office, send out a brief handwritten note of thanks. Many stations automatically send out an overnight Mail-Gram, which they call a Thank-You Gram, to all clients thanking them for the business. Other stations send a same-day fax to their clients thanking them for an order and include a confirmation of the schedule that is to run. If and when buyer's remorse sets in, the sincere and fast thank yous help assuage fears. Thanking customers reinforces your their decision to buy your station/system and to buy it from you. 
2. Always imply "I like you." You can find something to like in everyone. You must find ways to communicate to your customers that you like them without seeming cloying or insincere. Be as pleasant, attractive, and as much fun as you can. You will run up against some sour customers who never give you any pleasantness in return, but never give up your attempts to be cheerful--even the biggest sourpusses appreciate it. Concentrate on building relationships and being the most cheerful salesperson that calls on your customers. 
3. Always imply "I understand your problem." Empathy is the most important quality in servicing. You had drive when you prospected, qualified, researched thoroughly, and persistently pursued your customer; now emphasize the empathy side of your personality. Never lose your marketing orientation or your customer orientation.

Servicing Tips. The following servicing tips should act as reminders for you to service your customers well and build solid relationships:

1. Don't Forget Anyone. Provide service to devils and angels alike. Allocate more of your time to servicing accounts that invest the most money. As elementary and obvious as this advice may seem, all salespeople have a natural tendency to call more often on those people whom they like the most. When seasoned salespeople are asked if they have fallen into the calling-on-friends trap, they will normally deny it because, human memory being what it is, we tend to remember the good times and to forget those things about which we have procrastinated. The only way to make sure that you do not fall into this trap is to keep track of all of the calls you make on a weekly basis. Mark them as to what kind of calls they were (prospecting, needs analysis, presenting, or servicing) and then analyze the calls regularly and critically. Measure your performance against the time allocation and call goals you have set. 

Sending brief handwritten notes is another excellent way to keep in touch with customers. Handwritten notes are much less formal and more personal than typed letters, and they are quicker, too. Attach these short notes to station promotion or research material and send it along to keep your clients informed. Send them relevant items, clipped from magazines or newspapers, that you think they will find useful. Even your smallest customers (and all medium- and high-potential prospects) should get a minimum of one note, fax, or e-mail each month.

2. Review Your Account List Regularly. Some highly successful salespeople review all of their accounts every three days. You'll learn more about keeping account lists and about administration in Chapter 14, "Organizing Individual Sales Effort." 
3. Pre-sell. Servicing is selling, so always take the opportunity to sell some new benefit or advantage of your station/ system . Keep your customers informed about the latest developments in your medium and in your market. Your pre-selling will serve you in particularly good stead when a customer or buyer is under extreme time pressures and has to order a schedule in a hurry. 
4. Make Copy Calls, Idea Calls, and Schedule Change Calls. In situations where advertising copy can be changed easily, as in medium- and small-market radio, make a copy call, suggest the commercial copy be revised, and recommend a new angle. This recommendation can be welcome in situations where a client has been running the same piece of copy over and over again for months and may be boring everyone, especially the listeners. 

Furthermore, poor copy is often the cause of poor results for a client. Keep on top of how a customer is doing. Are the commercials creating traffic, sales, or other results? If not, is it the copy? Is it the schedule? Change both if necessary, but don't hide your head in the sand and just hope for things to improve. Take some action that is designed to help your customer.

Improvements in schedules, such as moving spots to a new time slot (for example, from daytime to early fringe), often allow customers to reach a new audience. Making an unsolicited improvement for your customers can be a wonderful relationship builder. 
5. Handle Complaints Immediately and Honestly. Fast response to client complaints is a must. If your station/system has made an error of some kind, customers are probably upset; do not add fuel to the fire with a slow response. If you or your station/system has made an error, admit it, apologize, and set about correcting the situation immediately. Problems tend to make customers impatient, so do not put them off Give them status reports if a complaint takes longer than a day or two to be resolved. Do not allow clients to think you have let it slip your mind. 

Be quick to admit your own errors. If clients have to tell you first, you lose some trust. If you tell them first, you maintain your credibility. Also, if you tell customers first, you are more in control of the proposed solution. For example, if a spot doesn't run for some reason, call the client immediately and offer a suitable replacement (called a make-good). Your chances of getting approval are much greater with this method than if a customer calls you first.

6. Remember Murphy's Law Murphy's Law states: If anything can go wrong, it will. The first corollary to Murphy's Law is that Murphy was an optimist. This law holds as true in selling as in other aspects of life. The best way to avoid becoming a victim of Murphy's Law is to do your paperwork with precision. With computerized billing and traffic systems, remember that the garbage- in, garbage- out rule holds true with any information that is put into the sales, traffic, and accounting system. 

Warner's sales corollaries to Murphy's Law might be of some help to you in servicing:

Murphy's Law

1. If anything can go wrong, it will.

Warner's Corollaries for Selling:

1. If the traffic, operations, accounting, programming, or promotion departments can mess up something, they will. 

2. If the traffic, operations, accounting, programming, or promotion departments or an agency can possibly blame a salesperson for the mess-up, they will. 

3. The bigger the order, the more chances there are that someone will mess it up. 

4. If customers can forget you, they will. 

5. If customers cancel, it will be when you need the commission or bonus the most. 

6. The meaner, nastier, and uglier customers are, the more they spend. 

7. The more outraged clients are about your asking for cash in advance, the more certain you are that you are doing the right thing. 

8. The richer agencies are, the longer it will take them to pay their bills--just about as long as the very poor ones.

Reassure Customers. Just as you reached agreement in the presenting step, you must learn to reassure customers in the servicing step. Continually reinforce your clients by giving them new, positive information about your station/system. 

Ask for Referrals and Success Letters There is no better endorsement of you and your station/system than a satisfied customer. After you have cultivated a good relationship with your clients, ask them to refer you to someone else for whom you might be able to solve some advertising problems. Also, ask your clients if they will write you a testimonial letter describing the success and results they have enjoyed by using your station/system. See Appendix A for an example of a success letter (Guidelines for developing Advertiser Success Case Studies are given in Chapter 9, "Creating Value").

Summary

The last two steps in the Five Steps of Selling are presenting and servicing.

The presenting step is face-to-face selling to a qualified prospect. The goals of this step are to establish or enhance a relationship with your prospect or customer and to present problem solutions. The largest portion of your selling time, approximately 40 percent, should be spent on presenting. 

The face-to-face presentation contains three phases: (1) opening, (2) discussion, and (3) agreement. During the approach phase, your strategy is to get and hold prospects' attention and interest. During the discussion phase, your strategy is to move prospects from interest to a mutual problem-solving mode. One aspect of discussion is overcoming objections, especially the price objection.

Three guidelines for dealing with objections and prospects' concerns are : (1) use questions to probe to understand, (2) compliment the prospect, restate the objection, and get agreement that you understand, and (3) empathize (say "I understand"), reassure them they are not alone in feeling this way, and support your benefit with facts (use the feel, felt, found phrasing).

Some tips for dealing with the price objection (which you hope comes up--it means you didn't under-price your proposal): (1) Sell quality, (2) break costs down into smaller units, (3) talk value, and (4) talk profit and investment.

Try to forestall objections by using Neil Rackham's four SPIN Selling questions: (1) Situation Questions, (2) Problem Questions, (3) Implication Questions, and (4) Need-Payoff Questions, and by using Non-judgmental Listening techniques that include using "I" statements, not "You" statements. 

To get an agreement you must ask for it. You must ask for some commitment to take action.

Selling contains a great deal of rejection, and salespeople must learn to set reasonable, achievable activity goals that define their success in terms of completing tasks rather than closing a high percentage of presentations, because there are too many factors involved in closing a piece of business that are out of the control of a salesperson. But a salesperson can control his or her activities.

Servicing is the final step in selling, typically more involved with transactional selling than developmental selling. You should spend about 20 percent of your selling time servicing your customers. Your strategy in servicing is to establish and keep relationships with your customers and to increase their level of satisfaction and,thus, increase retention.

The rules of servicing are: (1) always say "Thank you," (2) always imply "I like you," and (3) always imply "I understand your problem." Servicing tips are: (1) do not forget anyone, (2) review your account list regularly, (3) pre-sell, (4) make copy, idea, and schedule improvement calls, (5) handle complaints immediately and honestly, (6) remember Murphy's Law and Warner's Corollaries, (7) reassure customers, (8) and ask for referrals and success letters. 

The guidelines for the average amount of time you should spend every month on the Five Steps of Selling are:

Prospecting - 10 percent

Needs Analysis - 15 percent

Researching - 15 percent

Presenting - 40 percent

< 20 -> 

Total - 100 percent

Test Yourself

1. When you are making a presentation to a client, what three phases must you go through, beginning with your opening? 

2. What are three guidelines for dealing with objections? 

3. What are the four types of SPIN Selling Questions? 

4. What are two types of statements associated with Non-judgmental Listening? 

5. What are some tips that can help salespeople overcome price objections? 

6. What are the guidelines for servicing? 

7. What are some servicing tips?

Projects

1. Select a local station or system to sell for and select a specific prospect. Pair up with another person. One of you will play the role of a salesperson and the other the role of a prospect. Next, each of you write down three benef its your station or system offers the prospect. Then, the salesperson introduces himself or herself and states the first benefit on the list; the prospect then objects. Finally, the salesperson goes through the guidelines for dealing with objections: (1) probe to understand (open and closed probes and verification questions), (2) compliment the prospect, restate the objection, and get an agreement that you understand the objection, and (3) empathize with prospects, reassure them that they are not the only one who thinks that way, and support your position. 

Go through these steps slowly and deliberately. The quality or correctness of the prospect's objections or of the salesperson's answers is irrelevant in this exercise. What is important is learning the steps. Use each of the three steps carefully and exactly. The salesperson should repeat this process for each of the three benefits, then you should trade roles and let the new salesperson go through the routine. One of the objections in each sequence should be a price objection.

2. Select a station/system to sell for. Create a dialogue for a local bank as a prospect for each of the four SPIN Selling questions for that station/system. 

