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* Not recommended — for historical perspective only

+ To be utilized in establishing your sales and negotiation styles

The Evolutmn of Professmnal Selhng

A.  TheProductP I TCH *

B. TheHARD Sell*

C. RELATIoNSHIP  Selling +

A.
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=

a high level of TRUST  is enjoyed by both parties
Relationship Stress is kept at a minimum
Strive to Sell them as they TAKE. to be Sold

Focused Constantly on relationship ADY ANCEMEBNT™

D. NEEDS Analysis Selling+
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Information G ﬁ"ﬂﬂ-EEIQG‘ is the cornerstone

Customer’s A% ERDA— s ever present
Constant monitoring for pertinent changes

All presentations arc “N EEDS- based”

E. § {\/U_B to e Selling+

A.
B.
C.
D.

U.S.Lecrning
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I LLPDETHQ%‘_ is attached to the relationship

ERGEeNESS to work together for common goals

Unique Benefits are enjoyed by both

Constantly secking symbiotic Competencies
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E.

Stress/Trust Visual

1. The perfect model for business development

N\

TRUST STRESS
. CONV E2S1a3Rate >
o9
Sales C CLE_>
2. The imperfect model - develop the skills that will enable
you to avoid this one!
TRUST STRESS
oo Conversion R#TB>
Sales C %[CJ-E, >
US.Learning 3 ©2009
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jl II. Attitude and Motivation Make the Difference!

A.  Defining Attitude,,. “The S¥! BT and demeanor we choose to
adopt and display from a given stimulus”

1.  Never deny that your attitude is your C HOCE-

2. When we ReNRxece. positive behavior we increase the
probability of getting positive Results

B. Motivation Defined

1. Thoreau: “Motivation is the pull of Anticipation and the push
of D12CIPLINE. »

2. AXKA “FIRE.  inthe Belly”
a,  Whatisit? APASSI68 for results
b.  How long does it last?

c. Key: The DECIS16NS we make!

3.  The impact of SEL¥E - I#Wjﬁ_on out level of motivation
a. We all have a “Present self-image”
b.  Wealsohavea “PRoJEeiEs self-image”

C. Understand the power of the DEviAT104) between the
twol

L III. Needs-Analysis Sellin

e

S e

U.S'Lecu: = 4 SRS SeN g T AT e ;.. 2

————11s(]




A.  The Importance of Goal Congruence

B. Needs Analysis Principles

U.S.Lecaning
E=———InCe

What is it?... An Information G e iN&— process

When do we use it?... OnEVER Contact

Why?... 1t gives your prospects some “AUTHCLSH P ”
over what you ultimately present to them. A good needs-
analysis will enable you to deliver a presentation which your
prospect Helped D E51 !

How?...the recommended process:

a. BesurctotalktothekeyD ELLS IO N influencers

]

b.  Be conscientious in your A ?@(Zo ACH—
c.  Impress them with the quality of your QUESTIONS
d  Alwaystake NOTES ;

e. AskPRoBING— gquestions;

f. C LA P% all substantive points; related not only to
their needs but to their Goals and Objectives.

g, Seck clear UND£R STAD DiNC—
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A. High Performers have Exceptional “People Skills”

U.S.Lecrning
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Skilled leaders need to be effective communicators. They
should understand the importance of minimizing or eliminating
communication G APs

By O &55E®RVING-  the behavior of our people, we can
gain predictability which helps us in our management process

All human behavior can be categorized in three dimensions:

a.  AQSERTWwENSSS (“Discussion Approach™)

b. R E&g}oﬁ SIV E,)\@ss (*Emotional Content”)

¢. A DAGTARL u'n( (“Flexibility Tendency”)

The combination of these three behaviors determines one's
“behavioral style”

6 ©2009



4. The Behavioral Style Grid

LESS
RESPONSIVE

(RESEZUED)

AN ALyTeac

Fhets )

LESS |
ASSERTIVE %

-~

DRivees

(TASYD )

I MORE

(QUESTIONER. E

Am{[&b’ﬁ/

(R BLATMONSHIS

: >  ASSERTIVE
(TELLEZ)

ExXPeecsive

DRESMWNS )

y

r

MORE

RESPONSIVE
(B o tLom )

“Strategy keys™ for interpersonal results:

With DRIVERS be E X ACT

With EXPRESSIVES be ST{mu LATIE—
With ANALYTICALS be ACcu _rATE
With AMIABLES be AGPs2ARLE -

US.Lecrning
=——NCs
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B. Adaptability and relationship skills

1. Adaptability defined: an effort to please more people while
keeping your own O BIELTIVES intact. Being
RESOURCEFY L.  in adapting your methods to be
acceptable and understood. Balanced concern for self, task,
others with a willingness to step out of your own C o Fpr1
ZONE. .

2. Synonyms for Adaptability

a. FtﬁsctB;Lf'nl; b. VEesﬁﬂ"T.:mj

Focus on Own Agenda Foeus on Others Agenda
Low Adaptability High Adaptability
< 4
“My “My “Others’ “Others’
Needs Needs Needs Needs
Only” First” TFirst” Only”

3.  Adaptability is aLEABNBBLE-S¥L L

4.  Components of Adaptability:
a. IMAGE .
b. PRESENTATION
c.  Breadth of COMPETENCE.
d Giving and Receiving F E&£bd BACE

5.  The “Platinum Rule”
Do unto others as they L | KE. To BE. Dpy£. unto

U.S.Lecrning 8 ©2009




B.  Critical Lessons to Learn From the Behavioral Style Model

1. Itisimportant that we demonstrate ADAPTA Pt 7Y iall
relationships. This means we will respect the dignity and style
of others even though they are D \FFERENT from us

2. Remember that the behavior you observe in another person is
more representative of their behavioral style than how they feel
toward you PERScM A Ly

C.  "Shorthand Descriptions" of the Strengths and Weaknesses of
Each Style

_Analytical _ Driver

+) ) +)

Industrious Critical 5 Decisive

Persistent Indecisive }i| Determined Scovere
Stuffy Efficient Tough-Minded
Exacting Practical Dominating

0 ¢)
Supportive Conforming J5| Personable Reacting
Respectiul Retiring Stimulating Excitable
Dependable Dependent Enthusiastic =~ Undisciplined
Agreeable Pliable Dramatic Manipulative

Amiable Expresswé

U.S.Lecrning 9 ©2000
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A. Understanding commodities

1. Defining a commodity: Products without discernable
Differences available from MULT | ELE.sources

2. While customers are busy commoditizing we must be busy
D LFFEaesh"namhgt

B. Differentiation

1. PRoDuet

2. Ex_{)eiateﬁrrtm,_

3. RELATNSHP

4. PRocES S

5. TEC&QOL.()‘E\J[ML_

U.S.Lecaning 10 ©2009
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6. MPARKETING-

7. PRAC E

A. Whatis Value?

1. (Webster): A fair return or equivalent in goods, services or
money for something exchanged;

2. Perceived value is what matters and it is very SUBIECTIVE_

3. Your value proposition is: the Compt E«‘_{j‘a compelling value
your offering is perceived as having to a prospective buyer. It
traditionally includes multiple ELE MENTS

4. Ifyou don’t know how your value proposition is being
PERLEIVED , you really won’t know how to price or market it!

5. - To build perceived value in the customer’s mind, talk benefits.
There are three types:

a.  WANSYS - based benefits (subjective)

b.  NEEDS - based benefits (subjective)
U.S.Lecrning 11 ©2009
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c.  GENERIC benefits (objective)

(The only way to “talk benefits” is to precede the effort with in-
depth needs-analysis questions)

B. Building Value

1. Anything you can do for your customers which compels them
to see you as a VALUAS(E and exceptional RESpueeE. tends
fo gain you business and loyalty

2, Remember that your prospect’s perception of the value is
REP:L.\E% to them!

3. Benefit Elaborations;

a.  Identify and Acknowledge their WANTS  and how your
offering fulfills them

b.  Identify their NEEDS and articulate how your offering
responds to them

c.  Dxpand on the GEN RR1C benefits your offering
provides and how they will help them

d. DEMoNSTRATEvalue in an energized and compelling
manner!

4, The Value-Price Perspective

U.S.Learning 12 ©2009
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ACTION SHEET

Date: Event:

St&p 2: Take Home Step 1: Capture (Take notes in this column.)
(Wiihin 24 houss, read the notes

and record key learnings and

actions to be taken in this column.)

Step 3: Teach or Share {Schedule a meeting within a week o share key learnings, Tise this area for key words or phrases,
which beceme the eutline for the meeting,)

© 2008 Blanchard-Hutson Inferests
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