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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

HOW TO GET THE MOST FROM THIS MANUAL

Make notes in it as you participate in the seminar, view the videos or
listen to the recorded material.

Carry the manual with you and refer to it daily.

ORGANIZATION USE

This manual can become a very effective guide for group study.

@ Assign someone the role of monitor.

@ Have the monitor lead a discussion of what they have
learned and the results they achieved.

@ Ask for the ideas which they will implement and those
they are experiencing difficulty with.

@ Avoid critical analysis of the material or the attendee’s
response. Center on practical applications and where
they are experiencing resistance.

The material contained in this manual is an outgrowth of continuing
research into the process of selling.

Much of the sales methodology is based on a system of language called
POWER LINGUISTICS©

POWER LINGUISTICS® is copyrighted and trademarked by Dave
Yoho Associates. The use or reference to POWER LINGUISTICS®©,
the reproduction or the unauthorized use of the material in the manual
is a violation of copyright law and may be subject to criminal and civil
prosecution.

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com




CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

Prospects most frequently purchase products/
services based on the following PERCEPTIONS:

¢ Credibility Of Salesperson
® Rapport With Salesperson

® Consideration Of Their (The Prospect’s)
Value System

® Unique Quality Product/Service Tailored
To Their Needs

® Product/Service Is Superior To Most Other
Options

® Value Equal To Or Exceeds Price
¢ Fase, Simplicity Of Purchase
® The Seller Is A Knowledgeable Specialist

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia




CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

FANTASIES, ILLUSIONS, AVERSIONS

AVERSIVES (AVERSIONS):
What We Try Most To Avoid
0
(2]
©
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

e Builds Rapport Rapidly

¢ Asks Many Questions, Listens To Responses
e Follows A Sales Methodology ("The System")

e Presents The Company, Product/Service
In Response To Customer Needs

e Overcomes Resistance, Mis-Information
And Bias

e [dentifies And Outsells Competition

e Effects Liaison:

® Company to Customer
® Customer to Company

® Develops A Structured Communication
System (Decodes/Interprets)

e Maintains Profitable Volume
e Builds Trust Relationship(s)

"Professional Salespeople Do What Ordinary Salespeople Do Not




CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

PEOPLE (PROSPECTS/CUSTOMERS):

® |.ike people who seem like themselves
® | ike people who listen to them
® [ ike people who seem to agree with them

® [ ike people who seem to have the same values

RAPPORT:

A State Of Mind That Begins

With Kinesthetics (Feelings)

(703) 591-2490




CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

SIMPLISTIC VIEW

©® Companies have products, services and ideas to market

@ Prospects are those who can use the product or service

@ Many prospects have no perception of the product or service as it relates to them
® Many prospects can or will adopt alternate options to fulfill their needs

@ Many products or services cannot be clearly defined, introduced into use,
or understood without adaptation to specific prospect needs

SALES ADAPTATION

TRAINING METHODOLOGY

DECODE
| OR

INTERPRET

A Professional Salesperson Is The Catalyst For A Sound Marketing Plan”

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com



CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

THE SALESPERSON

The salesperson is the total technician. Itis
her/his responsibility to respond to the sales
methodology by interpreting its various
levels to the prospect/buyer. It is the
salesperson’s job and duty to convince - - to
bring to the surface subliminal desires and to
interpret the product or service in terms of
the prospect’s/buyer’s needs. It is the
responsibility of the salesperson to convince
the prospect that the product (service) is best
because it meets the prospect’s needs better
than any competitor’s product/service.

Salespeople and advertising serve separate
yetrelated functions in a marketing plan.

If a product or a service is sold directly
through advertising (Example: direct mail)
the need for the direct intervention of a
salesperson is diminished.

When the product or service is advertised to
prompt an inquiry, create a response or
traffic, the salesperson takes over and
becomes the decoder or interpreter.

There are numerous differences between
industrial and consumer selling (buying)
which create variances in presentation and
selling styles - - however, once the
awareness of a need is triggered into a want,
the prospect/buyer reverts to the status of a
human being and, therefore, while the
components of the sales methodology may
vary, the elements of communication and
the need for methodology do not.

SELLING SKILLS

Most decisions to buy are based on emotion.
Therefore, logical arguments, statistical
presentations on their own are largely
ineffective*®

There is no such thing as a cold, rational,
dispassionate buyer who buys solely on
merit. They are prompted and motivated by
a number of emotional prods, all of which
are based on the salesperson’s application of
the sales methodology.

Power Linguistic Selling embodies the
concept of convincing  prospects or
customers that they need or desire the
product or idea you want them to buy. The
use of selected words and phrases enables
salespeople to create WANT that did not
exist before. It also includes ways to
convince a prospect/customer to prefer your
product (service) over another.

The proper use of a sound sales method-
ology is an individual accomplishment.
Some salespersons respond to Power
Linguistic Training more rapidly than
others.

Power Linguistic Selling involves thinking
in advance about why a salesperson is going
to call on a certain prospect or customer and
what will appeal most to their buying
motives.  Every prospect is different.
Therefore, it involves a decision regarding
which approach will appeal most to each
to each customer or prospect in a
particular circumstance or situation.

ks
* Ref: Dave Yoho - - Rightvs. Left Brain Selling Publ. 1985 e f

A Professional Salesperson Continues Te Learm And Grow”

(703) 591-2490
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

"The power of an idea can be measured
by the degree of resistance it attracts."

Q Closing the sale is the natural conclusion to the
satisfactory completion of all the steps in a sound sales
methodology.

e Objections are for the most part misunderstood. Many
salespeople act as if they represent a barrier to the
consummation of a sale. They are, in fact, a sign of
interest on the part of the prospect or customer.

9 The most common reason for salespeople not getting
the order is that - - they did not ask forit.

0 Among the deadliest sales words in retailing are:
"May I help you."

e No new idea can be sustained without reinforcement
and spaced repetition

"Ideas Without Implementation Remain ldeas”

(703) 591-2490 - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com



CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

G There is no such thing as a cold, rational, dispassionate
buyer who buys solely on merit.

o Most people (and that includes those in sales) - - don’t
like to sell.

Q Salespeople frequently abandon their roles. They
work too hard on dressing the part, being personable,
telling their story, worrying about competition,
meeting others’ prices, and making unsupported value
judgements about their customer’s and prospect’s
behavior.

Q Price objections are the most misunderstood
statements made by prospects and customers; they
usually create a climate wherein the salesperson takes
an attitude or action which is not in their own best
interest.

@ You don’t have to like to prospect or make cold calls.
Knowing how to do it (correctly) and doing it when you
have to will make a difference in your sales volume
(and your sales success).

@ Many salespeople will eventually fail, stagnate, or
move into less sales intense positions because they will
not upgrade their people skills.

@ Human resource development is more important than
knowing about products or services. Itis ultimately the
bottom line in sales performance.

‘Change Frequently Requires Us To Overcome Our Own Resisiance”

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com



CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

"A sound selling system is based on steps. The number of steps is irrelevant.
The process is based on how prospects think, feel and tend to act. Each step
has sub-steps which are instituted to enable a professional salesperson to provide
information in a format which responds to the prospect/customer needs."

Dfle

o Sell The Appointment

® Primary Information

® Creating Interest

@ Qualifying

® Convert Inquiries: Nebulous to Qualified
® In-Depth Information

o All Interested Parties (When Possible)

® Timing

@ Sell Your Way In (Or Them Into You)

® Presenting to the Decision Makers

® Getting Past Road Blocks & Gate Keepers
e Avoiding One Leggers (When Possible)

e Avoid Being "Put Off" or Delayed

@ Backing Out to Return Another Time
(Without Offending Prospects)

€© Sell Yourself (Rapport Building)

e The First Two Minutes
e Establish Credentials

@ Determine "Setting”

@ Needs Assessment

e Listening and Observing
e Level of Energy

@ Sell Your Company (Preamble Presentation)

e Visual (Whenever Possible)

e Continuity

e "Post Negative” Suggestion

e Importance of Scripting

e Power vs. Neutral Words (Power Linguistics)
e Cue Lines

6 Sell Your Product/Service (Presentation)

e Continuity, for Prospect(s) Understanding
e Evolution - - Process

® The Product/Service As It Applies to the
Prospects Needs (Power Linguistics)

® Replacing Cultural Language with Power
Linguistics

o Commitments

@ Sell Your Price

@ Facing the Realities of Price
. . Someone will always have a lower price
. . There will always be price objections

.. You will always lose some orders to a
lower price

® Building Value into Product/Service
Presentation

® The R.E.P. Method:
(Recovery, Economy, Profit)

® The P.R.E. Principle: - -
(Price Reducing Elements)

® Dealing with Price Objections

® Trial Closes

® Price Conditioning

® Processing

® Listening/Questioning

® Asking For The Order

® Button-Up & Affirmation

‘Closing The Sale Is The Natural Conclusion To The

Satisfactory Completion Of Each Step In The Selling Process”

Py ——

(703) 591-2490
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

"A sound selling system has to be built on - - responding to - - the prospects
values - all else is personal philosophy. A selling system has to be reliable,
teachable and in conformity with current conditions of the marketplace."

PRESENTING
THE PRIGE

AFFIRMATION
B

BUTTON UP

ofessional Salespeople Use The ‘System’ To Increase Their Compeltence”

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com




CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

Prospects/Customers tend to talk in terms of their needs while they are actually referring to their
wants.

Example: The prospect will frequently raise (early in the presentation) a discussion of
price, indicating their need to know this promptly to aid themin the decision process.

This is actually a want since they have a need to know a great deal about the product, the
service, warranties, insurance and other factors. However, they do not even perceive this
need, or if they do, itis seldom expressed.

Need(s) assessments are built upon the salesperson’s skill in asking questions and listening to the
responses -- then recording (writing) them somewhere. Once a salesperson develops confidence
in their needs assessment skills, the flow of information will become more abundant.

Give 3 examples of information, which, if provided by the prospect, would aid a
salesperson in presenting to needs?

D
2)
3)

g What question would you ask (in each case) to acquire the information?
D
2)
3)

e What would constitute a "layer” for each of the above questions?
D
2)
3)

e How would the information received be beneficial? (How would you present?)

Human Resource ﬂew%mmz is More Importani Than Enowing About
Products or Service. It Is Ultimaiely The Bottom Line In Sales Performance”

(703) 591-2490 Copyright - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com




CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

LISTENING TECHNIQUE

Varies with style of selling (industrial, retail, in
home, etc.)

® Current supplier, history of relationship,
breakdowns in relationship or supply lines

® Inner company or inner family persons
who influence decisions

® Information on pricing or terms relative to
current supply sources

® Positive or negative attitudes about change
in products or services

® Product end use, personnel reaction to
product

® Performance (at all levels to ultimate user)

® Hobbies, community interests, type of car
(value system)

® | ength of time in business
(receptor level)

® Educational background or occupational
training (language style)

L
=
®)
; ® Age of prospect, age of home (building),
|¥ value (original vs. current)

® How financed (current equity), community
relations, personal values, goals, history

® Prior experience with similar projects,
products, circumstances

® Timing factors -- when they are available,
free time, availability of all interested
parties, time of least interruptions

® Key words, phrases which determine:
buying habits, quality preference, negative
attitudes, potential resistance,
misinformation

® Who can say Yes (or No)

OBSERVATION TECHNIQUE

Varies with style of selling, product and
presentation method

@ Pictures, decorations, other indications of
hobbies, personal interests, tastes, time
priorities.

® Determination of where will be the best
position to make the presentation

® Manner in which ordinary interruptions
take place

® Minute details regarding property, plant,
equipment, etc., to relate to personalized
presentation

® Furnishings, quality selection, neatness
factors, personal tastes

® Condition of office or home -- priorities of
maintenance

® Dress habits -- reflecting taste, quality

@ Ask More Questions Prior To
Providing Information (L.Q.R.)

® Listen & Layer
® Don’t Assume or Value Judge

® When In Doubt, Ask One More
Question

Professional Salespeople Ask: Who -- What -- When -- Where -- Why~

e

(703) 591-2490 © Copyright

Dave Yoho Associates - Fairfax, Virginia
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

EMOTIONAL BLOCKS

@ Fear of making a mistake

® Trying to succeed too quickly
@ Fear of being laughed at @ Desire for security

© Grabbing the first idea O Lack of desire
that comes along

R
SN
SR

SPONTANEITY IC & PRACTICALITY
ENTHUSIASM ROCRASTINATION
WORD PICTURES & o ISTICAL (DETAIL)
HIGH ENERGY

2

7
A E R
s

e

s

3 SRR eSS
\xmm eSS
SRR *:\ SRS

e
o

T

S

stical data-

‘There is No Such Thing As A Cold Rasional Dispassionate Buyer Who Buys Solely On Merit”

(703) 591-2490
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

EMOTIONAL BLOCKS frequently create a low level of energy for the salesperson as does intimidation,
negativity and concerns about rejection.

Professional Selling Components (Power Linguistics):

@ Thinking ® Language ® Energy ® Body Language
® Optimism ® Positivity @ Enthusiasm ® Positioning
Fig. 1 Fig. 2

@ ® Keep the prospect to
your right whenever
possible (Fig.2-3-4-6)
@ Avoid placing anything on @ @
their desk (table) without
@ permission

(P) Desk

Avoid authoritarian/confrontational positioning (Fig. 1) --
Attempt to position with prospect (P) at desk to the right of the salesperson.

Fig. 3 Fig. 4
@ Avoid moving into prospect’s G
territory -- (Proxemics)

9 G @ 30" (approx.) if Male - Male
@ 24" (approx.) if Male - Female
(P) Desk (or reverse)

Without Desk Or Table

If Fig. 2 is impossible, use alternate Fig. 3 - - if no desk or table, Fig. 4.

@ G Fig.5| @ Woman selling to man & woman
® Man selling to man & woman

@ Woman selling to group of males

Conference Table

@ Man selling to group of women

Conference Table

@ Salesperson standing, prospect
seated

Avoid confrontation position (if possible) at tables.
Salesperson may start at Fig. 5 position then move to Fig. 6.

Additional Information Provided In Dave Yoho Associates Series On Power Linguistics

(703) 591-2490
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CULTURAL BLOCKS

@ Desire to conform @ Too much faith in statistics
@ Must be practical and economical ® Too much faith in reason and logic
© Don’tbe too inquisitive @ Belief that fantasy is waste of time

@ Overemphasize competition

MOTIVATIONAL
ENVIRONMENTS

A
C
|
D

Answering Questions
With Questions

Layering

Information (Data Bank)

Arouse -- Affirm
Motivation (Motive-Action)

eft vs. Right Brain Reactions

Asking Questions

Analyzing Information

earning to Listen Determining How To Use It

Delayed Response Auto Motivation

‘Develop Rappont - Care, Credibility, Trust”

© Copyright - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com



CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

Language has a distinct effect on the listener. Since our style of speaking is developed via our culture,
history and experiences, and reinforced long before we enter the job role, it is necessary to evaluate what is
being said and its effect on the listener (and the user).

NEUTRALIZING WORDS & PHRASES
COMMON EXAMPLES

Fabulous -- Brand New -- Unbelievable -- Out of This World -- Super -- Fantastic
I, We, Me, Our -vs- You, Your, Yours -- Between You And Me -- Do You Follow Me -- I Assume
How Are You Today-- Nice To See You -- Hi -- This Is The Truth/To Tell The Truth/In All Honesty
This Is The: Best, Cheapest, Worst -- Sign This Contract -- We Need Your: Signature, Deposit
You (Should, Ought, Must) -- Sorry -- Krenus -- May [ Help You -- What Can I Do For You

o Why are the above called "neutralizing” words?

® Check (V ) the words/phrases (above) which you now use - - consider
what would be an appropriate replacement.

® Utilize the 21 day exercise.

POWER WORDS & PHRASES
COMMON EXAMPLES

Thank you for. .. Service Confidence Convenience Money

I appreciate . . . Courtesy Efficient Peace of Mind Save
I'understand . . . Growth Durable Original New
You, Your. .. Relief Reputation Fun Love
Economy Stylish Necessary Stimulating Results
Uncxcelled Protection Successful Modern Easy
Assurance Experience Profitable Health Proven
Enjoyment Genuine Dependable Discovery Guarantce
Quality Expert Pride Share

Prestige Popular Security Help

® Select( ‘/) Iwords (phrases). What picture (image) does each create?

Utilize each of your selections for 21 days in everyday conversations - -
® then select 3 more (repeat process)

Additional Information Provided In Dave Yoho Asscciates Series On Poiver Linguistics

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com
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Our perception is structured from our history: experience, training and similar factors of our development.
A prospect’s/customer’s development usually differs from ours, thus creating perceptual blocks.

PERCEPTUAL BLOCKS

@ Difficulty in isolating problem
@ Narrowing problem too much

@ Inability to define terms

O Difficulty in seeing remote
relationships

@® Not investigating the "obvious"

@ Failure to distinguish between
cause and effect

Phrases regarding values which are frequently perceived incorrectly
® Wow, that’s a lot of money.
® We are not open to buy at this time.

® | cannot make a decision at this time.

® | want to talk this over with...

‘Objections Are A Sign Of Interest”

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com



CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

ELEMENT

Walk Around/Warm-Up
"Post-Negative” Suggestion
Thorough (And Upbeat) Presentation

Abundant Data (Information)
Gathering (Needs Assessment)

Co-Communication Language
(Layering L.Q.R.)

R.E.P. Method/P.R.E. Principle

Benefit-Selling

Structured Methodology

Company Story And Product
(Service) - Visuals

ELEMENTS WHICH REDUCE
THE NUMBER AND STYLE OF OBJECTIONS

PURPOSE

Thorough Needs Assessment
Answers Objection Before It Arises
Implies Value (Vs. Cost)

Responds To Prospect’s Value System

Brings Out Hidden Information,
Reduces Resistance

Reduces Price Resistance

Relates Features And Advantages Of
Product Or Service To Their Needs

Avoids Confusion,
Increases Understanding

Speeds Up Prospect’s &
Customer’s Perception Rate

Effective Needs Assessment Eliminates Many (Perceived) Objections”

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia
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TRADITIONAL THEORY

Satisfaction --VS-- Dissatisfaction
MODERN EVALUATION
Satisfaction --VS-- _1\£) Satisfaction
Customer Never Becomes
Is Pleased Customer
Repeat "Short-Term"
Customer Customer
Positive Radiation No Radiation
& Or
Recommendation Recommendation

o

ROUTE TO CUSTOMER SATISFACTION SELLING

(RE) EVALUATE MARKET EVALUATE SALES METHODS
e Customers - - prospects @ [s product (service) upgraded to
@ Demographics meet customer (prospect) needs?

® Buying habits ® Value -plus- perceived values

EVALUATE COMPETITION o Style and attitude of:
e Competitive strength(s) o Salespeople
® Competitive weakness(es)
® Sales method(s) ® Sales support people

e Skill level(s)

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com
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el ik

Pricing (Early) Information To Make
Proper Decision
Q:li-Ck— S_oiu;ic;n Long _R;ln-gc:, éa-t-is-faction
Bri;f—P;‘e—se_nt_at—ion Com—pl-e{e in_fo—rr;lation
L;rr;i{ec; I%xj[r;s E)E)tio;la_l I—Js-e
Verif;c;ti-or—l ;f_B_eliefs Factu_alj \—/e}i%lzzbie Data
To_ lgr(;c;a;ti_n;te ) ’I"o_]Se;ic_ie_
To (-j-o;n;oi éit—u;tion "Op;n-" i{;I;ti-or-l-ships

Competitive Price Exceptional Quality

WANT - - VS - - NEED

KEYS CONTINUUM
® Don’t assume (anything) ® Additional questions
® Ask questions as part of opening dialogue

@ Confirm needs
® Listen carefully - - (L.Q.R.) when established

® Record data
® Create new WANT!
® Ask again (confirm)

® Review data (establish profile)

™ rY— rvT— v o0
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PRICE
OBJECTIONS:

e are raised for a variety of reasons

e are seldom inhibitors to getting the sale

e are most frequently conditions or tactics

eseldom require us to construct the lowest price

eare often reduced or eliminated by a methodological response

MOTIVES FOR PRICE ISSUES

TACTICS - - - CONDITIONS

ey
2)
3)

(6)

(10)

Fear of making an unwise decision
Insecurity
Imitation of someone else or some policy

(4) Needs reassurance (is the price fair, consistent) (c.orr.lpany or culture) ‘ ‘
(5) Personal justification (buying style) (18) Timing (price becomes issue too early in
presentation)

Gain (better price, better profit)

(7) Dishonesty (it’s got to be the prospect’s decision)
(8) Greed
(9) Negative escapism (disguised issue) PRICE BUYERS

No authority to make decision

(11) Jealousy

(12) Insufficient information
(13) Avarice (meanness)
(14) Misinformation

Why

What Makes

RESPONSE METHOD - - LAYERING
(Use 4 To 8 Second Pause)

Can You

TACTICS - - - CONDITIONS

(15) Pride
(16) Policy (company or personal)
(17) Living up to traditional standards

(19) Developing auto-motivational process

(20) Winning "Low Price" Negotiationis goal - -
Product/Service interestis minimal

(21) Traditional buyer of "Low-End"* product
or service has low quality expectation

* SeeRef.: C.K.Line

(703) 591-2490
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

THREE . |
REALITIES *Someone will always have a lower price
OF *There will always be price objections
PRICE

OBJECTIONS °You will lose some orders to a lower price

1)
()
3)
@
(5)

(6)

(7)
®)
9

(10) Package deals (add something to make it

R.E.P. = RECOVERY, ECONOMY,

Recovery: How it (investment) is recaptured
Economy: How much is saved
Profit: Projected return(s)

P.R.E. = PRICE REDUCING ELEMENTS

Show success of product (11) Their desire for product
Stress degree of need, ties, urgency (12) How your product (service) avoids loss

Habit, comfort, simple solutions to problems or produces higher return (R.0.1.)

Conservation of value (an investment) (13) Terms, character of invoice, date of
payment

Insurance, service policies, assistance,

customer relations (14) Safety and security

Packaging: saving time or money

11E. . (15) Utility: custom designed, made to measure
(other similar services)

Price guarantee (16) Concession on some point

Delivery (form of and date) (17) Quick solution

Pricing construction, price range (quantity), (18) Prestige
degressive price
(19) Business reciprocity

different than your competitor) (20) Indirect financial advantages

VALIIE PRICE
mg -~V -- G

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia
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EXAMPLE:

COPPER PIPING. Eg S;;,

Selling The
Total Value
Of A

Heating System

VALVE PACKAGE
INSTALLATION
21%

ABC (MFG?B/IFFERENCE
e

NORMAL BQILER QNLY
47%

PLUS: X Peace of mind (doing business with a large, experienced, etc. company)
X 25 year warranty (limited 50%)

X Guarantee lifetime combustion in excess of 80%

EXAMPLE:

Selling Your
Product/Service

‘Cost -- VS -~ Investment (Implies Return)”

(703) 591-2490
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

INVENTORY YOUR: VALUE (PERCEPTION)
Methods Savings
Policies Longevity (Durability)
Peace of Mind
Exclusives Improved Efficiency
Customer Benefits Cost(s) Pass Through
Ease of Use
Resources
Visual Benefits
Added Values

Simplicity of Replacement

Warranty Policy Durability

PROSPECT’S PRICE/VALUE PERCEPTION

Some Price Resistance Is Purely Fabricated - -

Professional Sellers Uncover This Early

® No Buying Intention ® Hides Other Resistance (Hidden Agenda)

® Desire For Information ® Tactics of Purchase System

ey ey

‘Most Price Buyers - - Aren1”

(703) 591-2490 © Copyright - - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com



CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

WHEN WE GET THE ORDER

O.K.,, let’s go ahead with it.

When (how soon) will I get it?

Is that the best you can do?

Do you require a deposit?

What is our next step?

Do you have terms (special billing)?

Is it available: now, in other sizes, colors, etc.?

Do we have forms, paperwork to complete?

. I'think we will: go ahead, give you an opportunity, a try.

10 (One prospect to another) What do you think?
11.

12.

WHEN WE DON’T GET THE ORDER

We’ll let you know / We’ll get back to you.

Right now we’re over our budget (not open to buy).

Give me your card / We’ll call you.

We want to: think about it, sleep on it.

We want to get: other prices, bids.

See us: next time in territory, in 2 months, after (before) season (holiday).
We want to talk it over with...

Your price is too high, we have a better quote.

. Send us: additional literature, information, samples.

10 Sorry not now - - but - - you are a great salesperson.
11.

12.

N
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‘Not To Decide I's A Decision

(703) 591-2490 i Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com



CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

® Normally 3 types of responses

CONDITIONING ® The reason(s) for it being in the prospect’s (customer’s)

FOR A YES OR NO best interest

(The Permission ® Precondition for closing statement at conclusion of
Statement) presentation (embedded command)

® Nurturing voice - - smiling face

® When can we: start - - deliver - - begin - - ship - - etc.?

® Name spelling - - address verification - - special insertion

CTI%S]%S ® [sn’t it about time we shook hands? (get this started?)
® Why not start the preliminary paperwork now?
® Which: color, size, model, shall we include?
® What would need to exist to...?
® Repeat conditioning (permission statement)
PSISI‘]::&%I%I\(/)[%?T(‘} ® Repeat reasons (customer’s best interest)

® Nurturing voice - - smiling face

® Supports and documentation prepared

ACCEPTANCE/ ® Right time
REJECTION

® All selling steps complete
CLOSE & SIeps comp

® Preconditioned for "Yes" or "No"

® Printed format, if possible

A No Is Not A Refection”
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

® [s it the price that concerns you?

Are you looking for something less expensive?
Shall I come back later?

Is this the (model, size, etc.) you wanted?
Does this seem O.K.?

Can YOU make the decision?

Is this in the ball park?

® Isn’t this: beautiful - - great - - nice looking?

® Which do you prefer?

® How else can we accomplish this?
® Which of these will work the best?
® [s one of these more appealing than the others?

® Which part could we eliminate?

Listen - - Question - - Respond - - Laye

T ———— T
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

® What price range did you have in mind?
® Why do you: say that -- feel that way -- think that?
® In what (model, size, etc.) are you interested?

® What would need to exist to ... ?

® What are the specific: parameters -- time limitations
-- specifications?

® When would you anticipate making a decision?
® When (how) will the decision be made?
® LEcholalia

® When would that be?

® When can | expect to hear from you?
® Can you give me a yes or no?

® s there another issue (or hidden agenda)?

® What can I do to: get an approval - - move the process
- - get this started?

® - - One more thing - -

et

‘Language - - Listening - - Reinforcement”
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

""A sound selling system is based on steps.

The number of steps is irrelevant. The process
is based on how prospects think, feel and tend to act.
Each step has sub-steps which are instituted to enable
a professional salesperson to provide information in a

Jormat which responds to the prospect/customer needs.”

“A sound selling system has to be built on - -
responding to - - the prospects values - all else
is personal philosophy. A selling system has to

be reliable, teachable and in conformity with

current conditions of the marketplace.”

“While a "close" might take place during one of the

intermediate steps, it is not uncommon to arrive at the

conclusion of the sales steps and still not have the order.”

A Well Designed Sales Methodology Simplifies - A Clos
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] CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

GOALS

® Shorten sales cycle ® Avoid cancellation or recision

® Close more ® Improve re-orders

® Close more on first call ® Customer satisfaction

® Close more at better prices ® Improve professional selling skills

CHECKLIST

® Did you complete all of the Steps?......c.eeeeeveeereeeieieeeeeeeeeeeeeeeeeeen D
® Did you build rapport and create trust?............coeueeveeerereeeeeereeieee e M|
® Did you do a competent needs asseSSMENt?...........c.evereevereeereveneeeneennnnn. |
® Did you utilize the information acquired in the A.C.LD. test?................. D
® Did you use "post negative" suggestion?.........coceevereeeereerieiieneeeeeeeennn d
® Did you use the permission statement for Yes or No?..........cccoeveueenneee.. M|
® Did you utilize the R.E.P. and P.R.E. system?...........cccocoeiimeviveeeeeennennn D
® Did you use layering during the presentation?.............ccccoocvveeueemeeeeeennenn D
® Did you get cOMMItMENtS? .......ccocueveueieerierencaierenneee s ere e M|
® Is the timing right? ..o D
® Have you affirmed your g0als?......ccccocceieienimnieieicieece e D

. Closing The Sale is the Natural Conclusion lo the
Satisfactory Completion of Each Step of ihe Selling Process
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

WRITE THE ORDER

A. Proper language (specifications) @ Purpose (outcome desired)
B. Proper sequence @ Benefits to buyer and seller
C. Read the body (highlights) @ Perceptions

Perceived value
GOAL(S)<
Evaluate total offer

QUOTE THE PRICE

A. Preface with "only" @ Positive
B. Price attitude (conveyed) @ Pride
@ Precise

LISTEN TO/FOR PRICE RESPONSE

A, Price response -- positive

® Use trial close (close)
B. Price response -- resistant
® Listen, Question, Respond (4 to 8 second response)

e If in doubt, have prospect repeat

The Best Answer To An Objection Is A Question”
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

EVALUATE THE RESPONSE

ISOLATE:

@® Objections ® LISTEN
e are answerable

@® Strong Reasons ® ASK
e are convertible

® Buying Clues ® LAYER

e are frequently disguised

DEFINITIVE (OR DEFINITE) ISOLATION

® Why do you say that? - - Why do you feel that way? - - Why is that?

® What did you have in mind? - - Can you clarify that for me?

® Could you run that by me one more time? - - I’'m not sure I understand...
® What gives rise to that opinion? - - Tell me more...
@® Let me seeif I understand... - - (Repeat)

IF SATISFACTION IS PERCEIVED - - TRIAL CLOSE (CLOSE)

‘Layetrs Are Created By Open End Questions
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

"Price objections are the most misunderstood statements made by prospects
and customers; they usually create a climate wherein the salesperson
takes an attitude or action which is not in their own best interest.”

T.O.C. - - "TOTAL OFFER" CONCEPT

A. Reduce to "common denominators” (analogy or example)

B. Relate to specific circumstances (value system)
C. Relate to specific: ®Objection ® Reason ® Buying clue
D. Seek out visible price resistance when possible

® Competition (Get specific information)

® Misinformation ® LAYER

® Outdated facts

® Considerations overlooked ® LISTEN

® Bargaining methods

® Purchase system ® QUESTION

E. Participation
® Pen, pad, calculator (customer and salesperson)

® Support data (salesperson) - charts - graphs - verifying data
® Whiteboard or flip chart

® Power Point
WHEN NECESSARY - - RETRACE
F. Validate total offer

® Use actual figures, competitors’ figures (when possible)

® Order form, specifications, data
® Include non product/service extras

® Present parts, inclusions, supports (with value)

‘Selling Your Price Requires Preparation”
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

GET VALUE COMMITMENT

A. Acknowledgement
® Value equals (or exceeds) price

B. "Now" value
® Compared to others (despite the difference)

C. "Future" value
® Retention - - Recovery, Economy, Profit

BRIDGING:  ® Set "tone" for decision making

® Change of pace
BUILD A CLOSING FORMAT
®*Reason ® Benefit ® Discount e/ncentive

Preference Preferred customer

Name spelling

Special terms
Address verification Limited supply/closeout
Focus attention ) ) oo
Special sale or time limit

Direct approach

Participation Premium

Instruction Quantity discount
One more thing Timing or scheduling

REVIEW OR RE-PRESENT PERMISSION STATEMENT ~ /f/

Beyond The Validity 0//1%1“0/ er Is The Process
By Which The Customer Is As 0 Make A Decision”
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CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

AN INDUCEMENT CLOSE (EXAMPLE: PREFERRED CUSTOMER)

A. Printed support

® Read by section ~ ®One idea at a time ® CREDIBILITY
B. Get confirmation (Do They Understand?)
e Am [ maki If clear? ® BENEFIT TO
m I making myself clear CUSTOMER

® Does this make sense? (each separate idea)
C. Relate to: ® ADDED VALUE
® Their value system
® Company story (reaffirm & tie in)
® Product demonstration (reaffirm & relate)
® Specifications meeting their needs (value system)

® Price and total offer concept

SUPPORT YOUR INCENTIVE (INDUCEMENT)
(EXAMPLE: ACCEPTANCE OR REJECTION FORM)

A. Offer for signature with options

® Yes (accept) ® No (reject) e No decision
B. Verbal (and written) commitment - - IF accepted proceed to Step 11
o IF rejected (or no decision) proceed to THE FOUR QUESTIONS:
1. Evaluate our method(s) scale of (1) thru (10)
2. What part of product (service) you liked most?

3. What part of product (service) would you redesign?
4. What would need to exist to...?

‘Not To Decide Is To

- - Dave Yoho Associates - Fairfax, Virginia www.daveyoho.com



CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

NEGOTIATING A DEPOSIT (SUPPORT COMMITMENT)

A. Sales verbiage: "How much are you going

to give us with the order?"

B. Prospect response (options):
®"Oh! Do we have to give a deposit?" (Is it required?)
® "] really hadn’t planned on any deposit." (None)
® " can’t afford a deposit (or much of a deposit)."

® "How much do you have to get?"
C. Counter response:  "Normally we geta (% amount)

® In lieu of action response: wait, repeat "How much did you decide

to give us with the order?"

GETTING AGREEMENT - - GETTING THE ORDER SIGNED
(AVOID WORDS SUCH AS "CONTRACT" AND "SIGN")

A. Know: who is to sign, form, title, authority

B. Ask for signatures (pre set X at designated spot)
® O.K. this here please (press hard, there are four copies)

® And now these other items . .. "Then I’ll leave copies with you . . ."

® Check correctness of signature

C. Thank you & affirm the decision

And There's Still A Giant Step

www.daveyoho.com



CLOSING THE SALE - - PROFESSIONAL SELLING SKILLS

THE BUTTON UP

A. Commitments on wise decision

® Reaffirm their (our) decision

B. Reaffirm their values and vows
e Handshake and congratulations
® What happens next (actions you/your company will take)
® Present a reason for referrals

® Advise of your participation in the next steps

AND NOW YOU’VE MADE THE SALE:
® Avoid a hasty departure
® Phone call or written confirmation (from salesperson or company)
® Follow-up -- Follow through
® Getting the product/service introduced into use
® Reduce conflicts & changeovers
® Create fail safe for what comes next

® Establishing reorders and add-ons (plant the idea)

SUPPOSE YOU DIDN’T GET AN ORDER

® One More Thing...

® What Would Need To Exist...?
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POWER LINGUISTICS

The Science & Practice of Powerful Communication
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