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SalesSmarts™ for Sales Professionals

Pre- and Post-Assessment

SalesSmarts™ for Sales Professionals is designed to teach you about thie
knowledge, skills and behaviors of successtful salespeople. Review|the
statements below to assess your current level of knowledge and skills. Foy ¢ach
statement, circle the number in the Pre-Assessmeft column that reflects your

Assessment column and compare your ratings.

comfort level. At the conclusion of the workshop/you wi corﬁ\ete the|Hgst-

P{e /Assesanevyit Posgt Ass%s%nent

2 = £ -
1. I can articulate the knowledge, 4 1 2l 3 4
behaviors of successful salespeople.
2. I can identify positive 1 2 3 4 ! 2 3 4
ers.

3\ llam ¢ 1 23 4 L 2 3 4
c
441 tgssary in planning 1 2 3 4 - 2 3 4
effecti
5/1 know haw to establish rapport, trust and 1 2 3 4 1 2 3 4

edipility with/prospects and customers.
6.1 amt able to ask effective questions to analyze 1 23 4 1 2 3 4
the organizational needs of prospects and
customers.
7. I can link organizational needs with appropriate 1 2 3 4 L 2 3 4
solutions, based on benefits for prospects and
customers.

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

Introduction

The time you spend in this workshop will be rewarded with a comprehensive

introduction to a basic sales process and each person’s role in the process.

ation

Special attention is devoted to the competency areas of selling, con
and presentation. Learning activities include a varjety of opportuniti¢
explore and practice skills and strategies for respopadingto 07@nc 1]

situations.

highly sophisticated. They prefer to collabgrate|wi speople wih

equally sophisticated ar@p
knowledgeable, skilled

fegsi

of their organizations.

A goal for you, therefpre, i

E — Hstablish commitment

Recurring themes in the workshop are that (1) every interaction with a

customer is an opportunity for you to build trust and loyalty, move a sale
forward and demonstrate a genuine interest in the buyer’s needs, and (2) the

S.A.L.E. Process is a powerful formula to follow.

Thess matesials areintended for preview purposes only.
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Participant Materials

Learning Objectives

During the program, you will learn the SalesSmarts™ S.A.L.E. Process, which
will guide you in navigating various sales situations. After completing the

program, you will be able to:

o Explaln the elements of each step of the S.A.L.E. Process and how

move a sale forward

e Navigate through a sales call using the S.A.L.E. pe

and customers feel safe and comfortable

e Respond professionally to common customer qjie ipns

in order to move a sale forward

e Identify buying signals and skillful e approprig
order to move a sale forward

These materials are intended for praview.purpeses anly.
Use for trditfiffgie strtcthpprohibitddho purposes



SalesSmarts™ for Sales Professionals

Activity 1:

Drafting Your Sales DNA

(Distinguishing Nucleus of Attributes)

Purpose:

To draft your Sales DNA—that is, the Distinguishirig Nugleus of Attrihutes that

will serve as your bluepr

Directions:

1. Refer to the table on the next page. It lists at{u gstiull

salespeople and cate
Attributes under eac
an exhaustive list.

int of sales professionali

rizes them as kifipwledge, skills a havior
o1, nor gue they

2. Draft your Sales DNA by sélektipg fivie attributesfrgm each categony! The 15
attributes you select will ¢ 3 : core/that you believe will

distinguish you as 4

o| | Dratts

ales ; . Keep in mind that, while you cannot

Il grquip of fellow participants. You can amend your
discussion/feedback from participants in your group.

g your Sales DNA — five minutes

| |Small group discussion —ten minutes

Thess matesials areintended for preview purposes only.
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Participant Materials

Knowledge

You know. . .

Skills

You are ableto. . .

Behaviors
You . .

The features and
benefits of your
organization’s
products and services

O

o The products and
services of your chief
competitors

o The advantages and
benetfits of your
products and services
over those of your
competitors

o Factors that influence
buyers positively

a The features and
benefits of the
L.E. Process

Set specific and
realistic goals

Establish rapport
quickly with
customers

Make customers feel
safe and comfortable

with you and your
organization

Ask quality questions

arify the value of
solutions

Present solutions that
appropriately fit

customer needs
Close sales

Manage and organize
your time

Prepare thoroy
for sales calls

ve a sense qf
huror apprecjidted b

stent in

etin ﬁur sdle

if prife i1 yo
anizdtign

ositivie thinker

:gponsibili
for/ your results—ggod

Are dependable and
reliable

Are uncompromising
in your personal
values and ethics

Admit mistakes
Work well with others

Are trustworthy and
credible

Demonstrate an
obvious enthusiasm
for helping customers
find solutions for
their business needs

These materials are intended for preaview.purpeses anly.
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SalesSmarts™ for Sales Professionals

Types of Buyers

Purchasing Agents™*

Advocates*

Deci13i0n Makers™*

e Typically are not

decision makers

e Make buying
decisions that are
generally budgeted

their organizations

e Sales professionals
may have authority
to make buying
decisions for
purchasing
consumable
products that are
needed to replen;if
inventory

For new priodults

and pre-approved by

Have credibility and
trust, which persuades
decision makers

May also be thoge
known as
“gatekeepers”

ve the power and

directors may be
decision makers for
significant sales that
relate to their specific
functional areas

*Purchasing agents, advocates and decision makers are functions, not job

titles,

Thess matesials areintended for preview purposes only.
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Participant Materials

Techniques for Overcoming Common Fears

e Askyour sales manager to brief you on available resources that jwill
afford you the information you need to know about your prospeets
and customers before making sales calls.

e Study the features and benefits of your organizatjen’s products|an
services—know how they differ from products gnd sarvices of y
competitors.

e Observe your sales manager and peers who sg¢j
effortless in saying the right things at the rig
and customers interested in your products a
can join them when they make cold calls, mg

e Don't take rejection
prospects and custo

stomers that would benefit most from your products and services.
ep a record of how many qualified prospects you need to contact
cfore closing a deal. A very general rule of thumb is that you need to
contact at least twice as many prospects and customers as the number
of sales you want to close.

s These materials are intended for praview.purpeses anly.
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SalesSmarts™ for Sales Professionals

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

Set the Stage:

1. Plan:

e The purpose of your call
e 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 servige
e The customer’s competitors

e Your competitors

e Your ability/the resources of your org

2. Secure the initial ming or appoifittmient:

e Background —aboat yo : gur organ
and credibility

e Objectives — state y
whose solutio

issue

meeting?

nithe bugine

and to build rapport

a way that positions you as someone
yices are worth considering

he customer might be looking at

| JState the benefit/value to the customer —how you can help solve their

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

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



SalesSmarts™ for Sales Professionals

Video Observation Form:
Vignette #1: Set the stage q

Characters:

Gary, a salesperspn working withf Kianajand

ith Ne

=
rQ
=

Trish, a salespel

bout Gary’s applications of “Set the stage”?

These matesiqls are.intended for preview purposes only.
This page n{Jge forErnitig 18 strictyrbrohibited.



Participant Materials

3. What impressed you about Trish’s applications of “Set the stage™?

V
| @
ﬂ A
/\ Pai 1:\5;/ V
Plapnthoroughly for sales calls.

Sequre the initial meeting or appointment through a
prdfessionally delivered call.

Open the sales call/meeting by establishing rapport, stating
the reason for your call, stating the benefit/value of your
products and services to the customer and checking for
acceptance.

Bottom Line:
The actions you take in this part of the S.A.L.E. Process will have

a major impact on your ability to win business.

.. These materials are intended for praview. purpeses anly.
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SalesSmarts™ for Sales Professionals

Elevator Speeches

An elevator speech is an introduction of yourself, what you do and h

others. Your speech should grab attention in a few words—presum

DY

2]

v it benefits

ply in the

15—30 seconds it takes an elevator to go from the first floor to the t

office building.

Elevator speech is a generic term for a concept thg

you can use the content of an elevator speech to

e Leave avoicemail message

o Write an email m 9

e Network during
gatherings and other
youdo

e Designa “leave{hehi

their organizational needs.

language.

e Aresincere, engaging and enthusiastic.

ntgnce\that grabs attention and leaves the listener wanting
ion (e.g., “I'm (your name), and I partner with
to increase productivity and profitability by improving

| |Summarize what you can do for prospects and customers that will solve

e Deliver your speech with professional confidence, ease and command of

e [End by offering a business card, a referral or a meeting request to talk

further.

These matesipls arentended for preview purposes only.
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Participant Materials

Activity 3:

Preparing and Delivering Your Elevator Speec

Purpose:

To practice what you will say when calling or emailing prospects and cust

or networking at business and social gatherings

Directions:

1. Refer back to Elevator Speeches on the previous page/.

2. Prepare an elevator speech:

e [/rite the speech so you :@}1 remember the

e Beable to deliver your spgech in ng

3. Form small groups in whicl'you yrll:

e Take turns with others in,
you may not have had gufffi
may read them.

Tin

ebriefing with the large group — ten minutes

h

DIMETS
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SalesSmarts™ for Sales Professionals

Common Questions and Objections of Prospects
and Customers

1. Your products/services are too expensive.
2. How will your products/services help improve my bottom line?

. What’s unique about you, your organization and’youk organization
3 q you,y g y g
products and services? What sets you apart frofm the ¢ompetitign?

4. My friend in another organization didn’t hav¢ 4 good explriendge
organization.

5. Idon’t have a budget for your products and s

6. How do I know that I'll get a significant retutn on my inyestident i
products and services?

7. Your products and sﬁices are far oo basic for our peeds.

8. The time it would tak¢ to impl
that long for a solution.

9. Your solution requir «

available.
19. [ like your produgt| hut whawit I problem with it later? What kind of
service S t ¢anfl(expect’
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