Sales Professi %ll
o @W

This product is brought to you by
VisionPoint Productions, Inc.,
in partnership with the

EnterpriseOhio Network. FCICi“tCItOI’ Resources

SalesSmarts™ for w

These materials are intended for preview purposes only.
Use for training is strictly prohibited.



VisionPoint™ and SMART—ST/@' ® are tradem

Productions, Inc.

Unless authorized in writing by Vi A
permitted and it is a violatiop ¢

ria downloading

ilar presentation software

For i i t unauthorized usage, contact VisionPoint at (515)
334

The
user| All otl
use

rials are intended for the personal use by the purchaser and/or end
r use, including, but not limited to, resale, rental or commercial
is strictly prohibited, unless authorized in writing by VisionPoint.

)

This product is provided as is without warranties of any kind. VisionPoint and
its agents and representatives do not render any legal or professional advice.
This product, and any accompanying video, should not be used as a substitute
for professional services. If legal or professional advice is needed, please
consult with your attorney or professional advisor.

These materials are intended for preview purposes only.
Use for training is strictly prohibited.



Table of Contents

BEFORE THE SESSION HELPFUL INFORMATION........... ) 1
Who Should Facilitate This Workshop? ..., 2
Differences Between “Business-to-Consumer” and “Business-to-Busingss” Selling....3
Sample Invitation
Suggestions for Prework
Facilitation Tips

DURING THE SESSION SUPPLEMENTAL
Overview of Optional Activities.....cenneeeeeeissesfoisfonneneebiocde gl ol LU 12
SMART-START® Activity Using the SMART-STAR

Optional Activity 1: Drafting an Account Profile

Optional Activity 2: Leave a Voicemail Message U 5 OO ) 21

Optional Activity 3: Ask, Listen, Clarify, Confirm o O 5

Optional Activity 4: Identifying Qualified Byyers

Optionql Activity 5: Drcing a Soles Drpsl

DVD Bonus Materials Who,

DURING THE SESSIC . 61

57

61

65

i :
gnigout #5 4 Jkilis|Hragticey AsKing, Listening, Claritying, Contirming .......cneeeen. 71
(o 75
g 77
(o 85
0 87
Hd 89
Hag 91
Hd 93
Hd 95
Handout #14 - Practice: Responding to Objections ... 97
Handout #15 = “Objections” ... ceseseesssessssesesenes .09
Handout #16 - Practice: Identifying Qualified Buyers ... 103
Handout #17 - Examples of “Need, Solution, Benefit” Statements.......cccccoevrveverrernnnnene. 107
Handout #18 - Practice: “Need, Solution, Benefit” Statements.....cocccoomevorereinnrrennens 109
Handout #19 - Sample Needs for Which Prospects Want Solutions.......ccc...coeevvverenrrvnnne. 1
Handout #20 - Worksheet for Preparing “Need, Solution, Benefit” Statements ......113
ONLINE RESOURCES ... eeeeereeenesneeeesseseesessessssessessssssssssssessesassens 15

These materials are intended for preview purposes only.
Use for training is strictly prohibited.



Online Resources.. 16

AFTER THE SESSION HELPFUL INFORMATION.....cccecreeeurrenrenrreenenens n7
Suggestions for Additional Sales and Communications Training ..........ccoeeeeeeessees . 18
About the EnterpriseOhio Network................ ... 120
ADOUL VISIONPOINE...ccterreiireeiieceiieceiieeeiisesisssesesssssssssessssssssssssssssssssssessssssessssssessssssssssnee it sesees 121

[

These materials are intended for preview purposes only.
Use for training is strictly prohibited.




SalesSmarts™ for Sales Professionals

Differences Between “Business-to-Consumer” and
“Business-to-Business” Selling

B2B, or Business-to-Business selling, takes place in a variety of industries and

refers to one business selling to another business. The selling pro¢gss can fake

place directly in a face-to-face selling situation, oyer the

phone or|dn
Internet. Selling may also happen through a distyibutionor b/o\ﬁel age
relationship. Products or services sold will vary./B sin

-t
is growing rapidly, and more and more businessgs are usingthe Int for

both direct sales and for order processing.

B2C, or Business—to—Cm@umer seMi i in'the retail, trade,

hospitality, financial and se
consumer or end user. Te ¢ _ 55 e place directly in a face-to-

face selling situation/ pver prign the Internet. Products or services

s¢lling 9/single product, extended service or an

tioj, businesses depend upon sales and service support

both|B2B and B2C selling situations.

Thess matesials areintended for preview purposes only.
This page n{Jgee fos traititig Ts stite tlyrprohibited.



SalesSmarts™ for Sales Professionals

Suggestions for Prework

Assigning prework before the workshop can help engage participapts in the

workshop content even before they arrive. If you would like to incluide prework

as part of the workshop design, we have included some suggestiong below/for
integrating prework into the workshop.

Suggestion #1

Provide a worksheet (available as an online res igionpointjcom)

1age or[Hroject

FuicH

/SZSS on, ask e¥eryone to share thoughts, ideas, emotions or questions they have
aboutthe words and phrases they found. This word search can also be used as

an energizer activity during a break, formed as a competition (e.g., first person

or first team done wins a prize).

Thess matesials areintended for preview purposes only.
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SalesSmarts™ for Sales Professionals

SMART-START® Activity
Using the SMART-START® Sales Truths Video

Time it takes: 30—35 minutes (15 minutes prior to sesgion start
time, 15—20 minutes after session begins

What it is about: Opening the session on @poxitive note

What you will need:

How to do it:

D mtroduced themselves, you will use this activity

as part of your introduction (either to conclude

Step 1 or during Step 2).

3. Breakthe group into smaller groups of three to

UNC)

five people, and ask them to talk within their

groups to answer the following three questions

on the index card:

« What does selling mean to you?

o Why is it so important to believe in the value
of what you do?

Thess matesials areintended for preview purposes only.
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SalesSmarts™ for Sales Professionals

Optional Activity 1: Drafting an Account Profile

Time it takes: 45—60 minutes

What it is about: Discussing elements of an account profile and
drafting a sample account profile

What you will need: o

ting

How to do it:

hao

vhich is a snapshot of the prospect. The

profile consists of as much information as
the sales professional can reasonably gather
about the prospect and her/his organization

before a first meeting.

Thess matesials areintended for preview purposes only.
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SalesSmarts™ for Sales Professionals

Optional Activity 2: Leave a Voicemail Message

Time it takes:
What it is about:

What you will need:

How to do it:

45—60 minutes

Practicing creating voicemail messages [t secure
an initial meeting or appointment

o Handout #1 —SalesSmaps™ S.A.L.E. Brocess

e Handout #4 — Leave g/ Voicemail Messajge:
Scenario, Directions jof Skills Pracgtizes|ain
Worksheet

itial megting

rs S

itial meeting or

We know that first impressions are lasting
impressions. If we don’t impress and get the
attention of prospects immediately, we likely
will not get their business. For this practice,
we’ll prepare to leave voicemail messages,

using the principles of elevator speeches.

These matesipls arentended for preview purposes only.
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SalesSmarts™ for Sales Professionals

Optional Activity 3: Ask, Listen, Clarify, Confirm

Time it takes: 45—60 minutes

What it is about: Emphasizing and practicing the importance of
“asking, listening, clarifying and confirp
analyze the needs of prospects

What you will need: e Handout #1 —SalesS

e Handout #5— Skills
Clarifying, Confirmj

How to do it:

i

ceds” on page 2 of Handout #1.

[Review the information under Analyze needs. ]
o 2. Distribute Handout #5. Say:
sv

Like any skill, the skills of asking, listening,

clarifying and confirming improve with

practice—and with practice eventually

become distinguishing attributes.

These matesinls arentended for preview purposes only.
This page n{Jgee fos traititig Ts stite tlyrprohibited.



SalesSmarts™ for Sales Professionals

Optional Activity 4: Identifying Qualified Buyers

Time it takes: 45—60 minutes

What it is about: Distinguishing between qualified leads fand
qualified buyers

What you will need: Handout #16 — Practice: Identifying Qualifié

How to do it:

Jﬁp 1. Introduce the topig by saying:

qualified buyers and (2) practice using a

series of questions as a process to guide us to

identification of qualified buyers.

We can define qualified buyers as prospects

who meet three criteria: (1) the authority to

buy your products and services, (2) the

budget to buy them and (3) a business need

for your products and services.

These matesinls arentended for preview purposes only.
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SalesSmarts™ for Sales Professionals

Optional Activity 5: Drafting a Sales Proposal

Time it takes: 45—60 minutes

What it is about: Discussing the purpose, importance angd features
of sales proposals and drafting a sampl¢ sales
proposal

What you will need: e Handout #1 —SalesSmyarts

e Handout #6 — Case
Stellar Industries

How to do it:

which case they might provide you with a

specific format to follow in completing your

proposal.

2. Distribute Handout #1 and review the “Link to

41Y
o

solutions” information. Say:
{ The three items included in the “Link to

solutions” section on page 3 of the handout
are part of a sales proposal. There are,
however, a number of other items in the

typical structure of sales proposals.

Thess matesials areintended for preview purposes only.
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SalesSmarts™ for Sales Professionals

Optional Activity 6: “Need, Solution, Benefit”
Statements

Time it takes: 45—60 minutes

What it is about: Discussing the “L” (Link to solutions) o
S.A.L.E. Process, and giving examples o

-0

What you will need: o

ow to do it:

ATD»

sbJutions” step as the topic of this activity.

eview this step briefly.]

2. Introduce the topic by saying:

\‘/"“\

When you are professionally thorough in
setting the stage and analyzing needs of

\\\ vl

prospects—which are steps 1 and 2 of the

S.A.L.E. Process—you position yourself for

success in linking your solutions to the needs

of prospects.

Thess matesials areintended for preview purposes only.
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SalesSmarts™ for Sales Professionals

Optional Activity 7: Recognizing Buying Signals

Time it takes: 45—60 minutes

What it is about: Discussing verbal and non-verbal signals that
might indicate that prospects are ready g buy

What you will need: e Flipchart, easel and

e Handout #¥1—SalesS

How to do it:

KT

ie ultimate purpose of every sale

interaction is to close the sale. Obviously, not

every interaction ends with a sale. Every sales
interaction, however, should end at least with

one or more mini-commitments that move a

sale nearer to a close.

Ask: Before we go on, who can share what a

mini-commitment is?

Thess matesials areintended for preview purposes only.
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SalesSmarts™ for Sales Professionals

Optional Activity 8: Managing Objections

Time it takes: 45—60 minutes
What it is about: Discussing types of objections that jeop@ardize sales
What you will need: e Flipchart, easel and markers

e Handout #1 — SalesSma

e Handout #10 — Comn
of Objections

How to do it:

2

em time to read the information. Remind

participants that this is the “E” step in the

S.A.L.E. Process, the step that is related to

closing sales.

2. Continue by saying:

®

™

g A useful definition of an objection in a sales
i process is a question, statement or action of

prospects that indicates they are not ready to

buy the product or service you are selling.

Thess matesials areintended for preview purposes only.
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SalesSmarts™ for Sales Professionals

DVD Bonus Materials

Who, What, How and When

Bonus materials are provided to help facilitators supplement a trai

ing plan

and prepare for an effective workshop. Bonus materials may be us¢d before,

during or after a session.

Bonus materials provided on the DVD for this program jnc lb@

What it is

How t? fnse it \ ' /

SMART-START® Sales Truths — A short
video, ideal for kicking off or closing
the training session.

See opltional SMART-SICART® Activity

tor one way to juse|thisviddo. (Other
tivitjes are dvailablelin VisignPoint’s
yond, the Bo ctwity’f)ooka ilable
r purgh

Vignettes-only

/\ﬂ A

uring & trayning session, review a

articularvideo situation by using the

ignettes-only feature to quickly
access a specific situation without
having to watch the entire video.

interview wi ]
uelle

While preparing for a session, tune in
to this interview for insights on how to
best use VisionPoint programs.

rview with

, Ma'tt Terronez, Vice

President) VisionPoint Custom
olutions

During a break or as follow-up
training, provide insights into selling
and the mindsets of successful
salespeople.

Thess matesials areintended for preview purposes only.
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Facilitator Resources

PowerPoint® Slides, Flipcharts and Handouts

PowerPoint® Slides: For your convenience, we have included “thumbnail|
icons of the PowerPoint® slides throughout the Facilitator Guide in the plade
that each slide is being referenced. Electronic copies and the most current

versions of PowerPoint® slides can be found in the Onling Resources at

www.visionpoint.com.

flipchart templates can be founo in the Onling R

www.visionpoint.com.
Handouts: Masters of the hand

to g
exp

along er gwides, can be found in the Online Resources

at v

s> These materials are intended for preview.purpases only.
Use for tafringts stitcti profibitads purposes



Handout #1: Page 10of 3

Handout #1 - SalesSmarts™ S.A.L.E. Process

Set the Stage:

1. Plan:

e The purpose of your call
¢ Your knowledge about their business issues

e The key decision makers

e The customer’s scope of operation
e The customer’s primary product or servicg
e The customer’s competitors
e Your competitors

e Your ability/the resources of your organiza the busine

2. Secure the initial mc@ing or appoiptment:

e Background —ab nd to build rapport

and credibility

e Objectives — statef
whose solutio

a way thalpositions you as someone
rices are worth considering

e| |State the benefit/value to the customer —how you can help solve their
issue

e Check for acceptance — is there anything else to address during the
meeting?

Thess matesials areintended for preview purposes only.
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Handout #2: Page 10of 3

Handout #2 - Scenario and Case Study for
Drafting an Account Profile

Scenario:

You are the lead sales representative at Hospitality Consulting & D

International, a well-known and respected developiment and cons

would the company still

its existing stock of hpfels

un

ytudy:

S€

Premier Hotel Corporation has been a success in the hospitality industry for 75

years. The philosophy of the company has remained the same: to buy and

remodel existing small, aging, but soundly constructed hotels in U.S. cities with

a significant corporate and tourist base.

These matesipls arentended for preview purposes only.
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Handout #3: Page 1 of 2

Handout #3 - Worksheet and Directions for
Drafting an Account Profile

The following items are a common but not exhaustive list of the typés of

information for account profiles:

e Name of organization

e Mailing addresses /\
e Telephone numbers
e Products and services p

e Number of sites

e Senior officers

e Annual revenue O

e Number of employees

Management and

| | Your competitors

Add ¢ the list any items you brainstormed and recorded on the flipchart.

=

Directions for drafting the account profile are on the following page.

These matesipls arentended for preview purposes only.
This page n{Jge forErnitig 18 strictyrbrohibited.



Handout #4: Page 10of 3

Handout #4 - Leave a Voicemail Message
Scenario, Directions for Skills Practices and

Worksheet

Scenario:

John Smith, CEO at County Memorial Hospital and one bf your lon

that morale and teamw

technology to improve @iciency within oplerating

Jane asked John if he cotild
that would addre isgu
constraints, Joh
Jarle Jo tihg
dig erpationdl, has an outstanding reputation for working
ith{healthes izations on a variety of issues and challenges. Until you

e|linfluenced Jane to meet with you, however, Medical Solutions
Internatioypal vill not have an opportunity for a sale of its services. The sales

procgss begins with a phone call to Jane Johnson to arrange a meeting. When

you call Jane, however, you get her voice mailbox, so you leave a voicemail

message.

These matesipls arentended for preview purposes only.
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Handout #5: Page 10of 3

Handout #5 - Skills Practice: Asking, Listening,
Clarifying, Confirming

Scenario:
You are considering purchasing a costly item (e.g., a new house, an

a flat screen TV and so forth) or taking a vacation g jury resort|h

\ hasﬂvac
il pﬁt c¢ the

your fellow participants will interview you about
are considering. During the interview, the parti¢i

asking, listening, clarifying and confirming.

1. Your facilitator will

you to 10

Directions for Skills P@jtices:

person practicing,” will interview the practice
urchase of the costly item or luxury vacation s/he is

person practicing does well and suggestions for what the person might
have done to improve the interview.

e Fach participant will have the opportunity to fulfill each of the three
roles, especially the role of the person practicing.

Thess matesials areintended for preview purposes only.
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Handout #6: Page 1 of 2

Handout #6 - Case Study for a Sales Proposal for
Stellar Industries

Case Study:

When Stellar Industries was formed 75 years ago, the company hit

gustomers

with innovative products, quickly gained a loyal base of

ifficaltfor Stellar Industries to design and develop new

ickly into the market. As if that weren’t enough,

ipmentlis a¥ingland requiring almost continuous maintenance.

John Sullivan, CEO of Stellar Industries, has met frequently with his executive

team and a cross-section of departmental managers and employees to explore

solutions to the many needs. A few of the possible solutions are:

e Reorganizing the organizational structure. The current structure is
departmentally focused. Departments are protective of their turfs,
collaboration among departments is rare and the bureaucracy is thick.
As they have always done them, they are blind to better ways.

Thess matesials areintended for preview purposes only.
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Handout #7: Page 10f 7

Handout #7 - Worksheet for Drafting a Sales
Proposal for Stellar Industries

Directions for Completing the Worksheet:

1. Read the case study.

2. Assume that you have been involved in a sales process with assqdis
Stellar Industries, and that they have asked yo a proposal of
and your organization, Solutions Internationl/can \d¢ tﬁthﬁ
their need for improved work processes. Yo Vel
information about Stellar Industries or the d g:j'v
Solutions International to complete the follgwing segfians qf
Proposed Solution, Next Steps, Endorsements and Backgrous
Information. You do, however, have sufficient inforpation td

Introduction, description of The Current Situation at/Stellar |
Statement of the Problem.

3. You may draft the proposa onysélf or, if yomehgose, with a smal] group
(two to three people) o

4. When you have copfiplet¢
current situation and stafefnent pifthg problem, your facilitator may ask you
to share the h! hid with

Thess matesials areintended for preview purposes only.
This page n{Jge forErnitig 18 strictyrbrohibited.



Handout #8: Page 1 of 1

Handout #8 - Examples of Buying Signals

Every time prospects makes statements or ask questions they might be
signaling that they are prepared to close a sale or agree to a mini-cpmmitment

to keep a sale moving forward.

Examples of non-verbal buying signals are whe

Lean forward when talking or listening

Take notes on what you say

Maintain eye contact

Nod in agreement

Examples of verbal bu)@g signalgl ts such

[ ] Y D
o rlorg
it
o ceess stories your organization has had?
.  your solution to our issue again?
o s pour §rganization’s policy for guaranteeing results?
| | Dogs your solution come with additional options?
o| |Can all your associates provide help if we need it?

e” What are some other projects your organization is involved in?

e What would our next step be?

These matesipls arentended for preview purposes only.
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Handout #9: Page 1 of 1

Handout #9 - Tips for Managing Buying Signals

e Remain calm and collected. Don’t assume that all questions
signals. Resist the temptation to get excited that the sale is 1
In your anxiety, you might rush the sales process and inadvg
anxiety in prospects.

e Answer all questions of prospects thorough,
e Beastudent of common buying signals.

e Plan and practice your response for each 1

d respectfully.

dre buying
eady to close.
tently cause

e Make note of buying signals
you, so youwon't be s iskd aoh

These matesipls arentended for preview purposes only.
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Handout #10: Page 1 of 2

Handout #10 - Common Types and Possible
Causes of Objections

Categories of objections typically are labeled as skepticism, misungderstanding

or stalls. Whatever the labels, objections are triggered because pros

or solutioh

unconvinced of the value of your products, services@nd

Qre time.to so
o1l

el cquvictiop/of your

about what you tell them or (3) undecided and ne¢d

1. Unconvinced because you:

e Did not take time tp gain rappos
credibility

2. Unclear because you:

e Did not seem to be able to identify and understand their needs,
priorities and goals

e Did not seem to be able to explain the relevance of the benefits and
features of your products and services to their needs

These matesipls arentended for preview purposes only.
This page n{Jge forErnitig 18 strictyrbrohibited.



Handout #11: Page 1 of 1

Handout #11 - Examples of How Objections are
Commonly Expressed

e Your products/services are too expensive.

e How will your products/services help improve

e What’s unique about you, your organizatio
products and services?

<
=
o
=
aQ
[X]
=
N
&
]

e What sets you apart from the competition]

e My friend in another organization didn’t have a gpod %c;\ grignce with
your organization.

e [don’t have a budget for your produg
e Your products arﬁewices are fiar fgo bag

ndedg,

e The time it would yake to i
wait that long for a soly

iggoo long. We can’t

® Your solution regfiire
available.

Thess matesials areintended for preview purposes only.
This page n{Jge forErnitig 18 strictyrbrohibited.



Handout #12: Page 1 of 2

Handout #12 - Guidelines for Managing Objections

e Expect objections and welcome prospects to express them
e Don’t interrupt prospects when they express objections
e Remain calm and collected. Do not take objections personally

e Listen to, clarify and confirm your understs

satisfaction of prospects

e Give complete answers to objections

e (ite past experiences and successes relatgd to ob ecm/rl, pr]

o [Den

A

speqis t

o/them to the

/\ o elop b ol & edge of the features, i
o (Continwa n your professional sales skills and techniques

| | Be completely ethical in your interactions with prospects

ongtrate conviction in the value of what you sell

Thess matesials areintended for preview purposes only.
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Handout #13: Page 1 of 2

Handout #13 - Helpful Phrases to Use When
Responding to Objections

Because objections are expressed in an almost limitless variety, there are no

verbatim and guaranteed responses for specitic objections.

Most often, your best responses come from:
e Asking probing questions
e Listening intently to the concerns of prospects

e (larifying what you understand their

e Confirming that the prospects
objections

understpnd fhe

e Providing answers

= Alleviate,

ou, [ypur pandpany and your solution.

omg techniques you might find helpful:

e Feel, Felt, Found — An established technique for assuring prospects that
you empathize with their objections is “Feel, Felt, Found.” For example,
if prospects object to pricing for your products and services, you might
say: "I can understand how you feel about the price. Other customers felt
the same way until they found out how valuable our products and services
are. They are now convinced that the results are well worth the price.”

Thess matesials areintended for preview purposes only.
This page n{Jge forErnitig 18 strictyrbrohibited.



Handout #14: Page 1 of 2

Handout #14 - Practice: Responding to Objections

Directions:

1. Form three Teams: Team A, Team B, Team C.

2. There are six rounds of practice—two rounds for each of the thne
3. For the first round of practice:

e Team A draws an objection from cards off¢r¢
reads the objection aloud for all participay

Thess matesials areintended for preview purposes only.
This page n{Jge forErnitig 18 strictyrbrohibited.



Handout #15: Page 1 of 3

Handout #15 - “Objections”

(For Practices in Optional Activity 8, Handout #14,) p

Note to Facilitator: Copy and cut on the dotted lines. Make sure yqu have all six
cards for each group.

5
]
QY
B
o
—t+
Q
S
<
o o
s
Q
92
QL
o
=
~
@)
55

customize your products, s¢ ndl!

needs.

_____________________________________________

u are recommending seems very
V
r our needs.

_______________________________________________________________________________________________

Thess matesials areintended for preview purposes only.
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Handout #16: Page 10of 3

Handout #16 - Practice: ldentifying Qualified
Buyers

A qualified buyer is not an actual buyer until a sale officially closes, Successful
sales professionals are attentive to a continuous process of qualifyjng progpects

answers to the esfions

: quﬂed b You
16/%” (et tage)

of a|gualifigd bliyer|yot

i\
A\

through all four steps of the S.A.L.E. Process. Youy

presented below will help you determine if a progpect
will recognize that some of the questions are pullg

of the S.A.L.E. Process.

mugt be a

qualified seller. For that{r¢ason, se : thecks on the

Also, keep in mind that @Wil’l the busine

quality of your information afjout ity of your

preparation to meet withth¢

For the practige, |

lifi Dr a

amie of the pTospedt:
A

\ /
irections:

For gach of the 20 questions below, put a check under Know the Answer if you

are confident you can fully respond to the question. Put a check under Not Sure

if you need to gather additional information before you are able to answer the

question with confidence.

Thess matesials areintended for preview purposes only,
This page n{Jge forErnitig 18 strictyrbrohibited.



Handout #17: Page 1 of 2

Handout #17 - Examples of “Need, Solution,

Benefit” Statements
(Excerpted from the script for the video, SalesSmarts™ S.A.L.E. One Step at a
Time)

Example #1:
STATE NEED

You said that one of your biggest concerns was t

a’%;\)ro bl hen

you access server-based applications, like your agcounting|package, fr

remote sites. And you want to make sure you're the tw
it} as|well

with hewlfield

additional sites, in terms of the network be

dealing with the additio@l workstatio

ing a

ant to avoip

employees. Ideally, you

PRESENT SOLUTIO Q
ell, this is just ninary, ¢ run a couple of things past you and
e¢ what yo tgrims|of your performance problems, I'd recommend
t igw of your existing network to identify the precise
bottl tional options are given). So those are the options for the
erf e igsueg that ['d recommend.
TATE BENEFIT
Now| the bottom line for you is, I think you'll eliminate most, if not all, of those

login issues. And you won't have to switch to new applications to do it. That

means you'll actually improve productivity, while avoiding the expense and

learning curve that comes every time you roll out a new software package.
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Handout #18 - Practice: “Need, Solution, Benefit”
Statements

Directions:

1. Think of a prospect to whom you plan to present a link of your pi
services to the prospect’s needs.

2. Ifyou cannot think of a prospect with a specific pegd | choose one
needs listed in Handout #19. Keep in mind that/you hoﬁee d
G

for which your products and services would he/appli¢ab

3. Ifnone of the needs below can be linked to ypopr org i7a@n s(p)
services, make up a need based on needs thaft are co on to fcus
your organization.

4. The practice is condy@ted in pairs:

¢ You and your partrjer will ta
Benefit” statements.

practi¢ing ygur | Need, Sol

e When you are pragtic Atements, youy/partner will play the role
of the prospec

o Before yo give[your|stat prief your partner about (1) your
organizatig rodl es and (2) the need you will address in

es [q1 feedback following each practice are:

e partngrjwho practiced her/his statements gives self-
: (1) specific statements that she/he believed were
e, followed by (2) statements she/he believes might be

* ~ The partner who played the role of the prospect gives feedback to
the person who practiced: (1) specific statements by the partner
who practiced that were effective followed by (2) statements by
the partner who practiced that might be improved.
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Handout #19 - Sample Needs for Which Prospects
Want Solutions

e Process management know-how

e Fxcessive rework and/or waste

° One—way communications

e Unclear and/or unreasonable job expectatjons

e Significant changes without communicatjon or c¢ sﬂic no
consequences

e Acknowledgement for jobs well done

e Resolving multiple priorities

e An effective and s@iciem perfo ce

ent sys{gm

e Team leadership and tea

e Time management

e Problem solvi skl

vV
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Handout #20 - Worksheet for Preparing “Need,
Solution, Benefit” Statements

A general description of your organization’s products and servi¢és:

Statement of the prospect’s need(s): ﬂ

Statement of your recommended solution:

O

Statement of the benefits of
with your organization

V
wr lon and \¢ orking relationship

2
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