Addressing Concerns
and Earning

Commitment

LEARNING OBJECTIVES
#rer uoymg this chapser. the studem shoukd e abie 1o

Expiain why it is important 1o anticipate and
overcome buyer concerns and resistance.

e Describe the five major types of sales resistance.

e Explain how the LAARC method can be used to
overcome buyer resistance.

Describe the recommended approaches for responding
to buyer objections.

List and explain the earning commitment techniques
that secure commitment and closing.




requests and frustrations your customers express, then
be proactive about giving key advice and helpful tips.
For example, customers might find it useful to know any
of the following:

* How your products will come packaged;

» How toread the invoice;

¢ When they can and can't expect a rush order;

* How to follow up on back orders or make special shipping
ordelivery arrangements;

¢ Howtoget in touch with you or someone who can help
them quickly and easily, even dunng off hours.

Mike clear to customers that your success is based’

on-their success? Sales resistance after the sale“can be
avoided. by forming a-collaborative-partnership, which
means the difference between helping your customers

and simply selling them on a product or service. Show

them your. willingnessto be available and helpful. Send
cmails that.are concise and intelligent, take time to walk
them through procedures, and know when and how to
put them in touch with people on yourtean who willbe
responsive and knowledgeable.

Remember that.good. experiences add up. A good
overall experience with your company after the sale ean
often mean repeat business and glowing referrals for you:
Internally, be an advocate for thorough training of cus-
tomer service teams and any other departments or sup-
port people who will be interacting or working with your
customer.

The best salespeople quickly learn how to see a
signed contract, not as an ending, but as the start of a
long-term and mutually beneficial relationship for years
to come. TEyou're. truly customer focused, then you »
should have no problem getting plenty of repeat-busi-,

‘ness and referrals.
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ADDRESSING CONCERNS

An objection or sates resistance is-anything the-buyer
savs-or does that slows dawn or stops the buying pro-
cess. The salesperson’s job is to uncover these objec-
tionsand answer them to the prospects or client’s
satisfaction. It is very difficult for a salesperson to eam
commitment if there is doubt or concern on the buyer’s
part. Thus, the salesperson must uncover and overcome
any and all objections. In doing so, the salesperson
strengthens the long-term relationship and moves the
sales process closer to commitment. At the very. least,
these concerns open dialogue between the salesperson,
and the prospect.

A bpef discussion follows.on why-it.is important for
salespeople. to. anticipate and. negotiate. buyer:concern.
Following a discussion of why prospects raise objections,
this chapter covers the five major types of objections.
Next. different approaches to handling sales resistance

are  exphined.

Finally, ~ tech- ‘ Good salespeople
niques to eam |

commitment | Will anticipate their

are reviewed.

buyers’ concerns.

@ ANTICIPATE AND NEGOTIATE
CONCERNS AND RESISTANCE

Over the years, many sales forces were taught thiat sales
resistance was bad and would likely slow down orstop
the selling process. Salespeople were also told that if
they received resistance, then they had not done a good
job explaining their product or service.

These notions have changed over the years to where
objections are now viewed as opportunities tosell »Sales-
people should be“gratéful for objections and always.treat
them.as questions. The buyer is just asking for more infor-
mation. It is the salesperson’s job to produce the correct
information to help buyers understand their concerns. In-
experienced salespeople need to leam that sales resistance
is a normal. natural part of any sales conversation. The
prospect that does not question price, service, warrdiity

and delivery concenss is

Although many sales-
people fear sales resis-
tance from their prospects
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“And that is what happens when we
resist change.”

Many salespeople fear sales resistance
from their prospects or customers.

or customers, it should be viewed as a normal part of the.
sales process: Ata mifiimum, the salesperson has the PIos-
pect invalved. The salesperson can now start to determine
customer interest and measure-the buyer's undeérstanding
of the problem. In some situations, a salesperson cannot
overcome resistance (e.g., delivery dates do not match:
technology does not fit). Under these circumstances, the
successful salesperson gracefully ends the sales. call while
leavingopen the option.for further business.’ Finally, if the
sales resistance is handled correctly, the autcome can lead
to Gistomer acceptance.

@ REASONS WHY PROSPECTS
RAISE OBJECTIONS

There are many reasons why prospects will raise
objections.

1. The prospect waritsto'avoid the sales interview.
Some prospects do not want to create any more
work for themselves than they already have. A
sales interview takes time, and buyers already
have a busy schedule handling normal day-to-day
tasks. Buyers may want to avoid the salesperson
because they view his or her call as an interruption
in their day. Most buyers do not have the time to
see every salesperson that knocks on their door.

Cactoorveseorce/Stusttersiock com



2. Thesalesperson has failed to prospect and qualify
properly. Sometimes, poor prospects slip through
the screening process. The prospect may have mis-
understood the salesperson’s intentions when asked
for the interview. The salesperson should attempt
to qualify the prospect during the sales call. For
example, a computer software company used tele-
marketing to qualify prospects. Leads were turned
over to the salesforce for in-person visits. The major
product line was an inventory control package that
cost $20,000. The salesperson asked the owner of
the company if she had a budget for this project.
The owner responded that her budget was $5,000.
The salesperson gave the owner the names of a cou-
ple of inexpensive software companies, thanked the
owner for her time, and moved on. The owner was
not about to spend $20,000 and said so early in the
sales conversation. That resistance actually helped
the salesperson. What if this condition had stayed
hidden for four to six weeks while the salesperson
continued to call on the owner? Both the salesper-
son’'s and owner’s time would have been wasted.

3..Objecting isa matterof custom. Many purchas-
ing agents have amotto never to buy on the first
call with a salesperson. Trust has not yet been de-
veloped and a thorough
understanding of the sales-
person, his or her com-
pany, and the products has
not been developed. The
buyer will need most of
this information to make a
decision. Many buyers may

Exhibit 8.1

calls to test the salesper-
son’s persistence.

4. The prospect resists change.
Many buyers like the way
that they are currently
doing business. Thus, buy-
ers will tell the salesperson

e Salesperson has failed to prospect and qualify properly:
Strategy:/Ask questions to verify prospect’s interest.

that they are satisfied with ¢ Prospect does not want to change the current way of doing business:
Strategy: Salesperson must help the prospect understand thereiisa better
solution than the one the prospect is currently using.

what they have now. Many
prospects simply resist
change because they dislike
making decisions. Prospects
may fear the consequences
of deciding and dread dis-
turbing the status quo. A
purchase usually involves
dismissing the current

Why Prospects Raise Objections and Strategies
for Dealing with Them.

saynoduringthefirstfew o Buyer wants toavoid the sales interview.
Strategy: Set appointments to become part of the buyer’s daily routine.

e Buyer will notbuy on the first sales call.
Strategy:/Aregular call on the prospect lets the prospect know the salesperson
is serious about the relationship.’

¢ Prospect has failed to recognize a need:-,
Strategy: Salesperson must show evidence that sparks the prospect’s interest.

o Prospect lacks information on a new product or on the salesperson’s company.
Strategy: Salesperson must continually work to add value by providing
useful information.

supplier and handling all of the arrangements (price,
terms, delivery, and product specifications) to move
the new supplier in smoothly. Once a buyer is com-
fortable with his or her suppliers, he or she will ggner-
ally avoid new salespeople until a major need arises.

. The prospect fails to recognize a need; The prospect

may be unaware of a need, uninformed about the ,
product or service, or content with the situation as it
is. In any case, the lack of need creates no motivation
to change suppliers. Many purchasing agents were
content with their overnight mail service and were
slow to recognize the fax machine as a viable solution
to getting information to their customers quickly. The
poor quality of the reproduced document also turned
away many buyers. Only when the need for the infor-
mation outweighed the aesthetics of the document
did the buyers readily embrace the fax machine.

6. The prospect lacks information. Ultimately, all sales

resistance comes back to the fact that the pros-
pect simply lacks the information he or she needs
to make a decision comfortably. The salesperson
must view this as an opportunity to put the right
information in front of the buyer. Exhibit 8.1 sum-
marizes why prospects raise objections and lists
strategies for dealing with them.

T T IR I Lt Ll T S AW ek i i

R P T B

AT

T T ST Sy e s e ”mvﬂ

s oL X R T R S T R C R ess

CHAPTER 8: Addressing Concerns and Earning Commitment 175




make the point to a prospect that his or her fresk i
TYP Es OF SALES fish, and meat can be delivered daily when mmp"ﬁtnﬁ
RES'STANCE deliver only three times per \\e(k e
Many buyers will feel intensé lovalty to ther g
‘and use this as areason not to change, Buyers ;.
Although there appears to be an infinite number of ob- eml "'"'y_ mmedmthemlwpemmfwnyﬂm, ; ma\be
jections, mast fall mtv;d ﬁv:z Sk'cutego‘ wian ::,)ﬂéo u:e ctm'enﬂv buytng As a nonsupcr;lliler t(;ht(l:e “’mpnn_v: the
s N9 Eiaan t continue to call-on the .
ments such as “Giveime:a-couple.of woeks to-think it fs:lresoppopm:t::i?:iis.wtbﬁnd%u-nst;wi_th_-th:wmméﬁ
aver;” can save the buyer the discomfort of saying no at elastiSBEay want to i ki iy
the end of a presentation. “Yaus price 8 too bigh." O} 1 1143 any previous bad experience with hisorber gy
; y,” fre eusyways for asing agents not v
hvemmm an' ey rpis glvgthe panymismml!ﬂ\eblwnotmfiobuﬁw‘ﬁm,}b |
to buva salesperson’s offering: Pﬁt‘!'. P'mobab gz most company. Some salespeople and their buyers wil] not ky |
: d_ byt m(that bu! :‘:‘::) n:tx?:ls't :;:Pr:lr\- it off. The salesperson has to neoogmze these feeling; a |
- lf z (.) o Y ) i move on if several calls do not result in an eventual gy,
based on price; if this were truesthen'the lowest price At first glance, an inexperienced s aletien o :

ISPyt WK g0 AT of Ui e and oty be be overwhelmed with the thought of how he or she wl
the only supplier left selling the product. “Noneed-at

handle all of the different types of objections buyers i |
- ﬁme,'ismolhertvpimlob;ecuon Thebuyer,mxy raise. Salespeople need t(? ’I:i;'elop ‘shlls‘in-vev)dm::
not bem the market to purchase at this time. i objections It does not take long, however, for g sales.
e e et | o b
buying a product. The i}uyer might-be afraid, that the Salsguimm: ¥ en prt':pz;)nn'g tohll)fuy - pl.”Odu,d ar:servie 4
product will not be as reliable asthe salesperson clumed. | pm‘l’:;:i ge'_‘e"“u’;_‘; m‘f“‘ aEmation-in.fiv g
Not only do the salespeople have to demonstrate-that :nee;i.?i:p d :cl;;r fef‘ J:e ; L Ol;:‘:::;m%ml;ﬂmg'
their product will perform-at-the-level they say it will> | Pricéiand timing:of, e 1‘9 ) 3 l;; could cone |
but they must also:show howrit stacks uptothe competi- from any of these areas, as shown in Exhibit §.2.
tion. A"competitor introducs
ing a new" techriology (e.g.,
e-commerce) may change

the way a saléSperson com- Exhibit 8.2

petes.on.a particular product ™ i,
i ta e, altiie sisihocts) Types of Objections
Many buyers are con-
stantlyvassessing theit™ o Need ‘Buyer has recently purchased or does not see aneed |
supplier o services(e.g., de- for the product category.

livery, follow-up, warranties,

““lam not interested at this time "
guarantees, repairs, installa-

tion, and training). If the ser- Prddm:tor Setvice Buyer might be afraid of product reliability.

vicesis good and.department Objection “lam not sure the quality of your product meets
<heads ‘are not complaining, ourpeeds,

the buyer-is-likely-to stay Buyer might be afraid of late deliveries, slow repairs,
Mt SE1Y quo. Service “lam happy with my current supplier’s service” i

is. oné variable that compa- Company Objection Buyer is intensely loyal to the current supplier.
~nies and salespeople can.use “lam happy with my present supplier”
«to-differentiate - their . prod-

wet Enterprise Rent-a-Car Price Is Too High Buyer has a limited budget. 43

will delver s 18 i Vians “We have been buying from another supplier that

M

of the renter and has made : meet’ our budget constraints! !

this a difference factor in its Time/Delaying Buyer needs time to think it over.

advertising. A salesperson for “Get back with me in a couple of weeks.”

a wholesale distributor may
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s-3a Need Objections

WWitheut a need, prospects have little or no reason to talk
to.asale \p\x\nn 1f the prospect has been qualified prop-
erly. the salesperson believes the prospect has aneed-for
the pmdu«.t Many buvers have been conditioned to say
automaticallv. “I'do not need vour product” (i, need
objection’ This mav be the result of the buver-being
out of budget or not having the time to look at your prod-
uct or pmpos.d Other buvers may respond, “We are get-
ting along just fine without your product. No one in my
company is asking for vour product. Call back in a l('\;'
months and mavbe something will change.”

The salesperson has a tough challenge ahead if the
buver sincerely believes they have no need. It is the
salesperson’s job to establish a need in the buyer’s mind:
if the salesperson cannot do this, then logically, an objec-
Hon can be expected.

Many -prospects do not know they have a specific
need for a product until a sitvation oceurs that makes
themaware of it (i.e., engineering calls and needs a spe-
cial software package). Therefore, objections to the need
reqquire the salesperson to stimulate the need awaréness
of the prospect with relevant information —features and
benefits that pique the prospects interest. Exhibit 8.3
summarizes a number of the no-need objections.

g-3b Product or Service Objections

Often the product or service lacks something that the
buyer wants and the salesperson cannot deliver. A com-
petitive advantage for a large software firm (Ontario) is
that they have a 24-hour/800 service available to all of
their customers. Their number-one competitor offers
only an 8:00 A.M. to 8:00 P.M. call-in phone service. For
those clients who run three shifts and need 24-hour
service, their choice is easy: They buy from Ontario.

Exhibit 8.3
Possible Need Objections

““I'have all I can use (all stocked up).”

7 “ldo notneed any”
“The equipment | have is still good.”
“I:am satisfied with the company we use now.’
“We have no room for your line

Exhibit 8.4

Possible Product
or Service Objections

“Ido not like the design, color, or style”

‘A maintenance agreement should be included”
“Performance of the product is unsatisfactory (e.g.,
the copier is too slow)”

“Packaging is too bulky”.

“The product is incompatible with the current
system (i.e., we prefer Apple over IBM)”

“The specifications do not match what we have now””

“How do | know if you will meet our delivery
requirements?”

“The product is poor quality”

Other prospect objections ‘could = be  simply
emotional=—the prospect does not like the way the
product looks or feels (ie., product or service
objection). Still others have a problem with the prod-
uct’s performance characteristics (i.e., I need a copier
that has color and staples in the bin”). The salesperson
must also do an adequate job of fact-finding and qualify-
ings Many of these issues can be resolved by knowing
what the prospect is looking for.

Objections toward the product center on under-
standing the fit between the product and the customer’s
needs. The salesperson’s job is to learn what product fea-
tures are important to the buyer and sell those features.
Products are bundles of benefits that customers seek to
fit their needs. Tying the benefits to the customer’s needs
helps the prospect bridge the gap from no-need to need.
Exhibit 8.4 summarizes a number of product or service
objections.

8-3c Company or
Source Objections

Marty Reist is a manu-
facturers representative
for a small company in
the sporting goods indus-
try. He has to sell against
many large competitors.
Sales representatives from

CHAPTER 8: Addressing Concerns and Earning Commitment
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t have to work
| Reebok lwr;\!uM\ do not have to
de Titleist, and heet
\":‘-r | to get past the St
as nard +i s existence even 4‘1‘“« lhm’? e l
must justih s ex:

* lie. company or source objection
vour company (he.

leist must continuallh overcome
s samething Rewst mus

tekeepers  Reist, in contrast,
'~4 3 i
oy i

»r buvers may be happy with thetr current sup-

Od?t ot sual tor buver/seller relationships to Tast

Pt “-‘5 nmu::d even iongex Robert Carroll, a former
3:::) :p}r:::n.‘.mr from ;\‘lon:s;m!u .'\L’n('llltllnq Divi-
sion. heard the following quote from manv of his farmers
;md farm co-ops. “I'm perfecth huppz\- with Monsanto, my
crops look good. T've been buving from tl.wm for vears,
and thev have alwavs treated me right.” This is one of the

hardest objections to overcome, especially if the prospect.

feels genwine lovalty to his or her current supplier,

Professional salespeaple never criticize their com--.. ‘

petitors, The salesperson can point out any superior fea-
tures they might have Thev can also ask fora single order
and ask for an evaluation against the.'irpl‘esentﬂxpplier.
Another form of source objection is a negative at-
ctitude a buver might have about the salespersons com-
pany or the poor presentation of a previous salesperson.
A buver might remember a late or damaged order the
company did not properly handle. A former salesperson
may have made promises to the buyer and did not follow
through on them. The salesperson must mvestigate any
and all source objectionss The SOD.may uncover
source problems that can he-overcome with time Exhibit
5.5 outlines typical company or source objections.

8-3d Price Objections

Most sales experts agree that price is the most common
form of buyer resistance ° This objection has prospects
saying that they cannot afford the t, the price is

;oohigh,orﬁ:epmdueﬁsnotin_ﬂxﬂrWatth&sﬁme"
o e

ie., price ). This objection may be a request
for the salesperson tojusﬁfytotheprospec.:-howtheym
‘ afford the product or how

: they can work it into their

budget. Most salespeople
feel the price objection is
an attempt by the buyer
to get the salesperson to
lower his or her price.
The salesperson must-ad-
dress the price objection
by citing how the benefits
(valiie} outweigh the cos.
To do this ~the produet’s
value must be established
before  the salesperson

Exhibit 8.5
Company or Source,ﬂbjections

spends ttmed!sumngpnee‘ Many CoOmpanies peygy .
at the low-cost Option. Stryker Medica] sells hospigg <
and stretchers to hospitals and

never offers the

lowest cost. Strvkers sa k‘Speop[ 1
always hear the price objection. First, ooy

: r‘buyea"s objection. Exhibit S.GLSUE

marizes a number of price objections.

8-3e Time Objections

Buyers use the time obj, 0N, o5 as some salespenys
callit, the stalling objection; to put off the decision ol
until a later date *Many inexperienced salespeople bes
this technique and believe the prospect is going to bus 7
the future, but not today. Some buvers use this technis*
1o get rid of > 50 that the buyer doesmot bt
to reject the salesperson and his. or her sales props
formally. Sometimes proposals are very comples and ®
buyer does need time to think them over. The salesp™
son must be sensitive to this and not push too h;m!lﬂf"
an answer until the buyer has had adequate time to m:
a decision, It is acceptable for the salesperson to e



Erhibit 8.6 k|
Price Objections g |

“We cannot afford it ® |
| cannot afford to spend that much right now” B

That is 30 percent higher than your competitor’s
comparable model,”

“We have a better offer from your competitor”
°I need something a lot cheaper” 7
“Your pnce is not different enough to change suppliers” i

.-/

Exhibit 8.7
Time Objections

“ineed time to think it over” E |
“Ask me again next month when you stop by”
| am not ready to buy yet”. g |
I have not made up my mind” i
“Ido not want to commit myself until | have had.a
da:mmtalkwmgheering(ounyoﬂ\erdepamm)!;

T e et e e T ——— e g T

the reasons to act now or soon. Waiting can have conse- |
quences (e.g.. prices rise, new tax begins the first of the
vear, etc.) and the buyer should be made aware of these.
Exhibit 8.7 illustrates possible time objections.

USING LAARC: APROCESS
FOR NEGOTIATING BUYER
RESISTANCE

The term' LAARC is an acronyin for listen; acknowledge,
assess. respordd, and corifirm lnd- desenbes an effective
process for salespeopie to follow to overcome sales resis-
tance. The FAARC method is a customer-oniented wav®
to keep the sales dislogue: positive. In the early davs of
sales, buvers and sellers were not always truthful with
each other, and manipulation was the norm:Although l
heing persuasive is necessary to be an etlective sales rep--
resentative. having such a singular focus can have a dets
‘rimental effect an customer rapport and relationships®

Salespeople who said whatever it took to get an order—
who o cr-promised and under-delivered and misrep-
resented  their offerings—were sometimes looked on
favorubly by their selling organization: Professional sellers
today want to keep the dialoeue open and build goodwill
by adding value to their proposition. By listening to buy-
ers concerns and negofiating through open dialogue, the
seller inereases the likelibood of purchase decisions beimg

made on a favorable basis, and this leads to long-tenm re-

hﬁonshxps. Thus, it is the salesperson’s job to communi-
cate and demonstrate value when sales resistance arises
Here is a description of LAARC

*  Usten: Salespeople should listen to what their buyers
are saying. The ever-present temptation to anticipate
what buyers are going to say and cut them off with a
premature response should be avoided. Learning to
listen is important—it is more than just being palite or
professional. Buyers are trying to tefl the salespersan
something that they consider impartant.

* Acknowledge: As buyers complete their statemefits,
salespeaple should acknowledge that they received the
message and that they appreciate and can understand
the concern. Salespeople should not jump in with an
instantaneous defensive response. Before responding,
salespeople need a better understanding about what their
buyers are saying. By politely pausing and then simply
acknowledging their statement, a salesperson establishes
that he or she is a reasonable person—a professional
who appreciates other people’s opinions. It also buys a
salesperson precious moments for compasing his or her
thoughts and thinking of questions for the next step.

*  Assess: This step ts similar to assessment in the ADAPT:
process of questioning, This step in dealing with buyer
tesistance calls for salespeople to ask assessment
questions to gain a better understanding of exactly
what their buyers are saying and why they are saying
it. Equipped with this informaticn and understanding,
salespecple are better able to make a meaningful
response to the buyer’s resistance.

* ’Respond: Based on his or her understanding of what and
why the buyer is resisting; the salesperson can respond
to the buyer’s resistance. Structuring a response typically
follows the method that is most appropriate for the
situation. The more traditional methods of response (see
Exhibit B8) inciude forestalling, direct denal, indirect denial,
‘transiation-{or boomerang). compensation. questian,
thwd—party reinforcement {or feel-felt-found), and‘coumg
tothatiKelsey Grindle, : 127
in “From the Classroom
to the Feid," discusses
why it is important to be
persistent when calling
on the gatexeeper.




Exhibit 8.8

Techniques to Answer Sales Resistance

Technique

Forestalling

Direct denial

indirect denial

Translationor
boomerang

Compensation

Questioning or
assessing »

Third-party
reinforcement

Feel-felt-found

Coming-to-That
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How It Works

Take care of the objection before
the prospect brings it up:

Give a rather harsh response that
the prospect is wrong.

Soften the blow when correcting
a prospect’s information.

Turn a reason not to buy into a
reason to buy:

Counterbalance the objection
with an offsetting benefit.

Ask the buyer assessment
questions to gain a better
understanding of what they
are objecting to.

Use the opinion or data from
a third-party source to help
overcome the objection.

Salesperson relates that others
actually found their initial
opinions to be unfounded.

The salesperson tells the buyer
that he or she will be covering
the objection later in his or her
presentation.

Example

Many of my customers have hgd a c_to;:(em Going
into my presentation th.at we ;)tr;.ot avf‘ 3 Warran,
program. Let me put this to rest that we have one.
three-, and five-year w.arranty programs that Match .
competitors. | hope this answers your concern,

You have heard incorrectly. We are not raising Price

We have heard that rumor,.tooweVef\ s0me of gy
customers asked us about it. Ogr senior manage
team has guaranteed us our prices will hold firp,
through the rest of the year.

Men

Buyer: Your company is too small to meet oyy Needs

salesperson: That is just the reason you want to ¢,
business with us. Because we are smaller, yoy ;|

: get
the individual attention you said you wanted,

Yes, our price is higher, but you are going to get
the quality you said that you needed to keep your
customers happy.

Your concern is price. Can you please tell me who
are comparing us with, and does their quote incluge
any service agreement?

Bill Middleton from Dial Electronics had the same

concern going in. Let me tell you why he is comfortah:
with our proposal ... :

Buyer: | do not think my customers will want to buys
product with all those features. We generally sel| i3
down models.

Salesperson: | can certainly see how you feel, Lisa
Richardson down the road in Louisville felt the same
way when | first proposed that she go with these
models. However, after she agreed to display them i
the front of her store, she found that her customers
started buying the models with more features—and
that, in turn, provided her with larger margins. In fact
she called me less than a week later to order more!

Buyer: | have some concerns about your delivery date

Salesperson: | am glad you brought that up. Before it
discussing our delivery, | want to go over the featurs
that you said were important to you that will helpyo:
better understand our product. Is that okay?
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From the Classroom

to the Field

Kelsey Grindle (Ball State 2013 graduate), sales
representative for Henry Schein Dental, talks about
the challenges of getting past the gatekeepers in each
office he calls on. “I've been in my territory for a little
over a year now and |'ve put over 30,000 miles on my
car. | see each one of my customers and prospects
every two weeks. Many of my customers are happy to
see me and it is fairly easy to see the decision maker
in each of these offices. On the other hand, | have
prospects who actually laugh when | walk in the door
for my persistence. They have been a long-time user
of one of my competitors and they are surprised to
see me again and again. | tell them this is my job and

| want to be ready when they need me. | treat every
gatekeeper with respect and | follow each office’s rules
to do business with them. I'm starting to see some
success in my persistence!”

Urrra/Shutterstock com

These techniques have been used both positively
and negatively. Professional salespeople use these
techniques to add value to their proposal. For instance,
the translation or boomerang technique can be used
quite effectively if the salesperson has gathered the

appropriate information to support his or her response.

The buyer might state, “Your company is too big, and
we might slip through the cracks as a small customer”
The salesperson might respond, “That is exactly why
you want to do business with us. We are larger, and

we are going to be able to offer you all of the levels of
expertise you said you needed. Smaller companies will
not be able to do this, and you will eventually have to
search for another supplier. We are one-stop shopping,
and we will make sure you will not fall through the
cracks” Here, the salesperson took a reason not to buy
and translated it into a reason to buy. Much dialogue
had to go on before this for the salesperson to be

able to provide the proper information to overcome
the concern. Exhibit 8.8 includes examples of how

a salesperson might respond to buyer concerns in a
professional manner,

« Confirm: After responding, the salesperson should ask
confirmatory questions—response checks to make
sure that the buyer’s concerns have been adequately
met. Once this is confirmed, the presentation can
proceed. In fact, experience indicates that this form
of buyer confirmation is often a sufficient buying
signal to warrant the salesperson’s attempt to gain
a commitment.

RECOMMENDED
APPROACHES FOR
RESPONDING TO
OBJECTIONS

A brief summary of traditional methods for responding
to objections follows. Exhibit 8.8 summarizes how each

technique works.

CHAPTER 8 Addressing Concerns and Earning Commitment 1 8]



8-sa Forestalling

Vhen sae <nt*1¥b e a0 obpeetion aridinge ”‘P’*‘"‘
sy may decide to melhade an answer to the obyecton
withire the siles poresentation bedore i voiced by fhe
e Mg Marty Rewst of MPRS
Wy often telis lis prospects he realizes he s not
Nike Titheast. or Reebok. but his size has not kept him

Saies b

from providing eutstanding service to hus customers, Re-
care acdd a therd-party teshimonzal to back up his state-
ments and put his prospect's mind at ease This tec hnique
should be wed onh when there is a high pmh.l}nht\
that the prospect will mdeed raise the objection ®

s-sb Direct Denial
When usine the divect denfal (60,
nfque 0 handle sales redranes
the sabesprerson is directh telling
the custorer that T or she i
mistaleest  Prospects man have
incorrect facts or may not under-
stand the information thev have.
The prospect might sav the following:

Prospert: I hear vou do not offer ser-
vice agreements on any of vour

products

The salesperson knowing this is not true cannot soft
pedal his or her answer In ths situation, the prospect s
dearly mcorrect and the direct denial is the best solution.

Saesperson: [ am sorry. that is not correct. We offer
three- and five-year service contracts,
and our warranty is also five

years

The important part of
using the divect -dental &
“not tobumiliate or anger
the prospects: The  direct
denial technigue should be
‘sedl spanngly, but it maght
be eamer 10 use wheti'the
salesperson has a good fec)
for the relationship that he
ﬂlhb’l’ﬁﬂlﬂl‘lbhnﬁr

2-5¢ Indirect Denial

Sometimes it s best not
to take un objection head
on The indirect approach
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that he orshe s wiong, The best way to oy, | thy

bt wathy & softer, o tactinl. mmmmm
denial, the salespersun sver tolly the praspest

3

method is to think of it uwwm &‘
prospects view and still manugng 1o correct (. o
ubyection of the:buyer An example follows

Prospect I heard that vour emergencs, oo,
beds are $4.000 higher thap "
compe titar's

Salesperson:  Many of our customers had 4 Simiky
notion that our beds are much hore
expensive. The actual cost i otk
$1,200 higher T have testimonal,
from other hospitals stating that o
beds last up to five years longer Yoy
actually save money.

The salesperson_here tries. 1,
soften the blow with the
_sentence. Then the Sa-‘?sp"r;nn

‘must-correct the 1 ¢
Technigues can. be: mbmra am»,,
salesperson-adds information Trumq
third party to lend credibilityto s orhg
statement.

8-5d Translation or Boomerang
The translation or boomerang method conver

ﬂwo}auchonnﬁouxe&onﬂmtheprmshmum

\&’denhpumnnm'gmdokmmkpam
not to buyand turn it into « reason tobuy. Marty Reist of
MPRS Sales, Inc., offers the following advice-

Whenever 1 hear the objection, “I don't think
your company is large enough to meet our ser-
vice needs,” 1 immediately come back with, “That
ts exactly the reason you should do business
with us. We are big enough to meet your service
needs. In fact, you will be calling an 800 number
with a larger company and you won't know who
you'll get to help you. With our company, any
time you have a problem, question, or concern,
you'll call me and talk to a familiar voice

Another example using the price objection might go
like: this:

Buyer:

Your pnice appears to be high.
Salesperson:

Our high price is an advantage for
vou; the premium sector of the mar
ket not only gives you the highest
margin, but also it is the most stabe
sector of the market.



N L o e o

T

Thie geal of the translanon of
bonnienang wethod ds 4o tum. an

T AT

lead time is 14 davs. but we ship our

orders completely assembled. This practically eliminates

extra handling in vour warehouse. My competitors prod-

uct will require assembh by vour warehouse workers.”

With the compensation method, the abjection is not de-
wmied at all—it is acknowledged, and then balanced by

g-st Questioning or Assessing

Another potentially effective way to handle buyer. resis-
tangeis to.convert the objection’into a question. This tech-
nique calls for the salesperson toask qus '
gain & better understanding of the exact nature ci the
g.gﬁs ob;em Sometimes it is difficult for the sales-
person to know the exact problem. This'techrique is good
dor clasifying the real objection. It can also be effective in
resolving the objection if the prospect is shooting fromithe
hg;anddéanmhmeamngmﬁrﬂnobjacum
Effective questioning and listening will Jead to less sales
resistance and more closes. Exhibit 8.9 illustrates the ques-
tioning method as a tool to overcome sales resistance.

g-sg Third-Party Reinforcement

Feel-Felt-Found

The third-party reinforcement technique uses
Ahe opinion or research of a third.person or company
to belp overcome and reinforce the salesperson’s
sales, points: Salespeople today can use a wide range

of proof statements. Consumer reports, government

%

W“ damm Nl 85 aset o1 Exhibit 8.9
: . Questioning (Assessing) to Overcome

&5 Lompensation Sales Resistance
There ma be a time when a salespersan
b £ adhmit thiat hus or her product does Example 1
Bave the disadvantage that the prospect Buyer: 1am not sure | am ready to act at this time.
has notced. The compensationtec! - Salesperson:  Can you tell me what is causing your hesitation?
raque i am afternpt to show the prospect Example 2
thist whemetrt or advantage compensates By [
e a0 obwection. For example. a higher i RO I S TR
product_prce s justifiest-by benefits Salesperson:  Can you tell me what price you had in mind? Have other
sudns e SN S suppliers quoted you a lower price?
hagher performance Example 3

A buver may use the objection  Buyer: Your delivery schedule does not work for us.
that vour company’s lead time is 14 Salesperson:  To whom are you comparing me? Can you please tell me
davs compared with 10 days for vour what delivery schedule will work for your company?
leading competitor. The salesperson’s
response could be: “Yes. our required T B T P R R R T O -

reports, and independent testing agencies can all be
| used to back up a salesperson’s statement. Secondary
~ data such as this or experience data from a reliable
| third party could be all that is needed to turn around a
skeptical prospect. A salesperson must remember that
- this technique will work only if the buyer believes in
| the third-party source that the salesperson is using.
Aversion of using third-party reinforcement is the feel- -
felt-found method. Here, the salesperson goes on to relate
that-others found their initial thoughts to be unfourided
in ithe correct sequence,
it can-be very effective.
Again, the strength of the
person and company be-
ing used as an example is
critical to how much in-
fluence the reference will

have on the prospect.

g-sh Coming-to-
That or Postpone

Salespeople need to
understand that objec:
ions may and will be
made ‘to almost every-
thing concerning them,

CHAPTER & Addressing Concerns and Earning Commitment
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their products, and their company.Good salespeople
anticipate and (lv\vlnp effective an-
$ it may make sense to coveran
aterin:the:presentation. after additional
questioning and information i provided. The
person should evaluate how
is°to the prospect—an .
cotical to the sale, the
wnediately,

Once the salespe
ers questions and |
have come

these objections
swers, but sometime
l)hj[‘\'tl()" |

sales-
important the concern
it the objection seems to be
salesperson should address it

son has answered all the buy-
as resolved resistune
up during the prese
should summarize all the
fair price, acceptable de
agreement).

¢ issues that
ntation, the salesperson
pertinent buying signals (ie.,
li\“mj' dates, and a good service

SUMMARIZING SOLUTIONS TO CONFIRM BEN-
EFITS  The mark of a good salesperson is the ability
Fn listen and determine the customer’s exact needs. It
1s not unusual for sulespouplo to incorporate the out-
standing benefits of their product into the
sentation. ‘A salesperson can identify m

benefits for each product and feature. Ho
not make sense for a g

sales pre-
any potential
wever, it does
alesperson to talk about potential
benefits that the buyer may not need. The salesperson

must determine the confirmed benefits and make these
the focal point of the sales summary before asking for
the business. A salesperson must be alert to the one,
two, or three benefits that generate the most excite-
ment to the buyer. The confirmed benefits of greatest
interest to the buyer deserve the greatest emphasis.
These benefits should be summarized in such a way
that the buyer sees a direct connection in what he or
she has been telling the salesperson over the course of
the selling cycle and the proposal is being offered-to
ngeet his or her needs. Once this is done, it is time-to
ask for the business.

@ SECURING COMMITMENT
AND CLOSING

Ultimately, a large part of most salespeople’s perfor-
mance evaluation is based on their ability to gain cus-
tomer commitment, often called closing sales. Because
of this close relationship between compensation and
getting orders, traditional selling has tended to over-

emphasize the importance of gaining a commitment.”
In fact, there are those who think that just about any
salesperson can find a new prospect, open a sale,

or take an order. These same people infer it takes a -
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. and skilled pmhfssumul to clos ,
o, & 2

trained, motivate that the close is the keystan,
Wy the

sale. They go on to s

SUCCESS. and a good salesperson will
rsOn'S pes
to a \'lli'\l)l rst

pew ways to close the sale. Thjg

any - ) a1 &F
| m B skills is tvpical of trapg.
that stress making the saleg

have mastere &
nnlmnd('(l vmpll.m\ on ¢

i es
action selling techniqu
call at all costs

Another pnpnl;n’
“close e

put outdated suggestion

arly and often.” This is pyr.

i  bad advice if the pﬁwpt*vt is not prepared g,
ticularly )‘l‘, ) n res'pnnds nvgntivel_v to a |sfo|1at|,--re::T_
- d"“.s“’ ; 1;1&!((‘ the sale, and then lfnll(mq'ng
attempt to consum tive consistency) proceeds,
ative position as t:‘w sulesP}‘e,_
" ¢ away, firing one closing salvo alter anot ter
Z(tmtlﬁ{llﬁzl:‘»\:’:{\u’rv(l prospect. Rese;;{r?lf tp.“l,u; Wt
it will take several sales calls to m;'l ¢ .m‘ |mtm Sale
so it is somewhat bewildering to still (fnci);m er ?Ch _
tired old battle cries as “th(? ABCs of lslc‘ Tr;g, which
stand for Always Be Closing.’ Research based on more
than 35,000 sales calls over a 12-yem.' period suggests
that an overreliance on closing technigues actually re.
duces the chance of making a sale.® Futhvr.mor(T, as the
Selling Power Editors suggest in' the upcmng .‘T.L'.nette,
“spending too much time on closing z?nd pursuing short
term gains, takes away from the more important effort of

.\‘.ll('.\p(-npl(' is to

the principles of cogni
3 . :
reinforce the prior neg

pursuing long term partnerships.” .

Manipulative closing gimmicks are less l.lkL‘l_\' to be
effective as professional buyers grow weary with the cat-
and-mouse approach to selling that a surprising number
of salespeople still practice. It is also surprising to find
many salespeople who view their customers as combat-
ants over whom victory is sought. Once salespeople who
have adversarial, me-against-you attitudes make the sale,
the customer is likely to be neglected as the salesperson
rides off into the sunset in search of yet another battle
with yet another lowly customer.

One time-honored thought that does retain con-
temporary relevance is that “nobody likes to be sold,
but everybody likes to buy.” In other words, sales-
people should facilitate decision making by pointing
out a suggested course of action but should allow the
prospect plenty of mental space within which a ratio-
nal decision can be reached® Taken to its logical con-
clusion, this means that it may be acceptable to make
a sales call without asking for the order. Salespeople
must be cognizant, however, of their responsibility to
advance the rvlzltionship toward a profitable sale, lest
they become the most dreaded of all types of salespeo-
ple—the paid conversationalist. Technolo

gy in Selling
points out that the

key to closing is not necessarily



Technology in Selling

Build Sales Pipeline the
Social Way
and Earn More

—Seliing Power Editors

As sales professionals know,
the key to dlosing more deals is not
necessarily generating more leads but
generating the right leads. These days,
the best way to build a robust sales
pipeline is to generate those leads
using Linkedin.

Although many people think
Linkedin is just 3 place to post

generating more leads but generating and closing the
right leads.

It has already been mentioned that the salesperson
has taken on the expanded roles of business consultant
and relationship manager, which is not consistent with
pressuring customers until they give in and say ves. Fortu-
nately, things have changed to the point that today’s pro-
{essional salesperson attempts to gain commitment when
the buyer is ready to buy. The salesperson should evaluate
each presentation and attempt to determine the causes
of its success or {ailure with the customer. The difference
between closing and earning commitment is that commit-
ment is more than just securing an order. Commitment
insinuates the beginning of a long-term relationship.

your resume or hunt for a job, it actually represents a way

to strategically build pipeline and nurture relationships.

Koka Sexton, senior social marketing manager at Linkedin,
says there are two basic steps to leveraging either Linkedin's
free platform or Linkedin's Sales navigator (http://business
.Imkedin.(om/sales-solutions./prospecting-tool.html) for better
pipeline results.

Step 1: Search LinkedIn's 300 million members and see what
information is available about prospacts on their profile pages. This
alone can tell you a lot, and when your network is big enough, you can
often request that one of your first-degree connections introduce you
to a third-degree connection.

Step 2: Use LinkedIn as an engagement platform, via Status

@  updates or comments in groups, and by sharing
content or responding to content posted by
others. As Sexton says, these interactions add
up to stronger relationships, which can help
build pipeline and reduce church.

“The more engaged you are with
[buyers], the harder it is for them to break
you,” Sexton says. “If you engage through
social media throughout the year, at year-end
they know you.”

Sexton predicts social selling with the
norm in five years. “We are about a year
away from the tipping point, when we get to
critical mass.”

Yakobehuk Vasyl/Shutterstock com

g8-6a Guidelines for Earning Commitment

Earning commitment or gaining commitment is the
culmination of the selling process: However, it should
not be viewed as a formal stage that comes only at the
end of the presentation. Many salespeople fail to rec-
ognize early buyer commitment by focusing on their
presentation and not the comments the buver is mak-
ing. Commitment signals are favorable statements
that may be made by the
buyer, such as:

* “llike that size” during a sal tation that
> . a sales presentation e
* _“Thatwill get the job . signal buyer commitment. |

done’

CHAPTER 8: Addressing Concerns and Earning Commitment
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* “The piice is lower than | thought it would be”
o i did not realize you delivered every day”

These statements should be considesed green
lishts that allow the salesperson to move the progess
h:n\.ud Positive statements by the buyer should stan
the process of determining the best time to close.
Ultimatel the salesperson should ask for the ordes
when the buyer has enough intormation to muke an
informed decision. Making sure the buyer has the
right anformation to make an intelligent decision is
the main goal of a salesperson’s sales presentation
Normally the earning commitment question is asked
when the sales presentation is completed and all the
questions and sales resistances have been successfully
.lll\hl'\\('d

Commitment may also be determined through the
use of trial commitments Throughout the presenta-
tion, it is appropriate to determine a prospect’s reaction-to
a particular feature or produet: At this time, a trial com-
witient is a question designed to determine a prospect’s
reaction without forcing the prospect to make a final yesor
no buving decision. The trial commitment is an effort to
identity how far along the prospect is in his or her decision
making. Confirmation on the prospects part on key fea-
tures helps the salesperson determine how ready the pros-
pect is to buy. A trial commitment can beused many times
throughout a salesperson’s presentation to test the buyer’s
level of commitment and for the salesperson to gain con-
firmed benefits. Exhibit 8.10 summarizes both verbal and
non-verbal buying signals.

Open-ended questions are a good way to test a~

prospect’s readiness to buy. A salesperson might ask

during his or her presentation, “What do you think of

our computer’s larger memory capacity? The answer

to this will help direct the salesperson to his or her next

sales points. However, many statements buyers make

should be considered red lights, or a formal objection.

The salesperson must consider each of these objec-

tions and work to overcome them. Red light statements

might include:

« - “I'am not sure that will work”"

o “The price is higher than | thought it would be!"

o “Your delivery schedule does not work for us”

« “I'donot see the advantage of going with your proposal.’
Red light statements

are commitment caution

signals and must be re-
solved to the buyer’s sat-

isfaction before asking’

Exhibit 8.10
Favorable Buying Signals

When the prospect:
o Makes a positive staternent about the prodycy

o Asks who else has bought the product

o Asksabout price, delivery, installation, dates, or ser,

Asks about methods of payment
Begins to study and handle the product

&

Appears more relaxed

; §
Begins to interact more intently with the salespers,,, 1

for a commitment. Closing early and often and haviny
a closing quota for each sales call are traditional m':thj
ods that buyers do not like. Nathan Schsaidt in “py,
fessional Selling in the 21st Century: Listening Leag,
to Earning Commitment,” states that it is better 4,
replace numerous closing efforts with better listetring
skills. The salesperson should put himself or herself
the buyer’s shoes and think about how he or she waylg
like to be hammered with many closes throughout ,
sales presentation, pnrticularl)' if a few red lights ar
introduced. Many times,-the best method for earning
commitment is simply to-ask for the business. If t)
prospect has been qualified properly and a number of
confirmed benefits have been uncovered, then nat.
rally the next step is to ask for the business.

g-6b Techniques to Earn Commitment

Some sales trainers will try to teach their salesforees
literally hundreds of commitment techniques. One
trainer recommended to his salesforce that the sales
people learn two new commitment techniques per
week. Then at the end of the year, they would have
more than 100 commitment techniques ready to use
Relationship managers today do not need many con-
mitment techniques. A few good ones will suffice
Five techniques that are conducive to relationship
building are:

1. Ask for the order/direct commitment. It is not
unusual for inexperienced salespeople to lose an
order simply by not asking the customer to buy.
Professional buyers report that an amazing numbe!
of salespeople fear rejection. When the buyer is
ready to buy, the salesperson must be prepared 0



Professional Selling in the
21st Century
Listening Leads to Earning Commitment

Nathan Schmidt, Senior Sales Representative for PCE insurance
Group, has learned over the years that listening skills are critical for
success in earning commitment. Nathan states,

ask for the buyer’s commitment. The direct com-
mitment technique is a straightforward request
for an order. A salesperson should be confident if

he or she has covered all the necessary features and
benefits of the product and matched these with the
buyer’s needs. At this time, the salesperson cannot
be afraid to ask, “Tom, can we set up an office visit
for next week?” or, “Mary, | would like to have your
business; if we can get the order signed today, deliv-
ery can take place early next week." Many buyers ap-
preciate the direct approach. There is no confusion
as to what the salesperson wants the buyer to do.

2. Ask for a legitimate choice/alternative choice.
The alternative/legitimate choice technique
asks the prospect to select from two or more
choices. For example, “Will the HP 400 or the
HP 600 work best for you?” An investment broker
might ask his or her prospect, “Do you feel your
budget would allow you to invest $1,000 a month
or would $500 a month be better?” The theory
behind this technique suggests buyers do not
like to be told what to do but do like making a
decision over limited choices.

i

It takes time to develop trust with a client. | try to ask
several early questions of the buyer that gets them to talk about
their present situation and any problems they may have at this
time when dealing with their insurance issues. When it is time
to present, | can use the information | gathered to make sure
during my presentation that | am providing the right information
that will reduce the risk in their decision-making process. | close
when the buyer has enough information to make an intelligent
decision. That comes from good listening and by providing my
prospect (client) the right information. Once the information has
been thoroughly reviewed by my buyer, then | attempt to earn
their commitment.

3. Provide a summary commitment. A very effective
way to gain agreement is to summarize all the
major benefits the buyer has confirmed over the
course of the sales calls. Salespeople should keep
track of all of the important points covered in pre-
vious calls so they can emphasize them again in
summary form.

In using the summary commitment technique,
a computer salesperson might say:

“Of course, Tom, this is an important deci-
sion, so to make the best possible choice, let us
go over the major concepts we have discussed.
We have agreed that Thompson Computers will
provide some defi-
nite advantages.
First, our system
will lower your
computing costs;
second, our system
will last longer and
has a better war-
ranty, thus saving
you money; and

A selling
technique in which the salesperson
asks the customer directly to buy,

A selling technique
in which the salesperson asks
the prospect to select from two
or more choices during a sales
presentation.

CHAPTER 8 Addressing Concerns and Ear ymmitment



Erhibit 8.11

T-Account Close
Reasons to Buy Reasons Not to Buy
o Daily delivery schedule meets our needs. o Because of extra services.

e Warranty agreement is longer than the one e Your price is too high; | can't afford it

| have now (five years versus three years).
e You provide a training program.

e Your service department is located in our city.

not want to purchase. Visually, the left-hand sige
should help the buyer make his or her decision,

as seen in Exhibit 8.11. This will not work if the

' weight of the reasons not to buy outweighs the
reasons to buy, or if the buyer

finally, your data processing people will be
happier because our faster system will reduce
their workload. They will get to go home earlier
each evening’

The summary -
commitment is a valuable ! = wants to act but does not have
technique because it reminds | Good Sill(‘Sp(‘Opk‘ are the money at this time.
prospects of all the major ! . 5. Use the success stor

‘neverinad }HII'I'\" to : y
benefits that have been men- < 4 commitment. Every

company has many
- satisfied customers. These
customers started out having problems, and the |
sales representative helped solve these problems |
by recommending the product or products that
matched the customer’s needs. Buyers are thank |
ful and grateful when the salesperson helps

tonedinprevioussalesls:  earn commitment!

4, Use the T-account or the
balance sheet commitment.
The T-account commitment or balance
sheet commitment is essentially a summary
commitment on paper. With the T-account com-
mitment, the sales

representative takes out

solve problems. When the salesperson relates

m =3 hwhlchthe A a sheet of paper and a story about how one of his or her customers

mm all the draws a large “T" across had a similar problem and solved it by using the
- major benefits the buyer has it. On the left-hand salesperson’s product, a reluctant buyer can be
o mﬁmd o\m&em&ﬂn side, the salesperson reassured that the salesperson has done this

/ 'Whﬁtobw

Mmmdmtoﬂqm T"_'_-_:

and buyer brainstorm
the reasons to buy.
Here, the salesperson
will list with the buyer
all the positive selling
points (benefits) they
discussed throughout
the selling process.
Once this is completed,
the salesperson asks the
buyer for any reasons
that he or she would

before successfully. If the salesperson decidest
use the customer’s name and company, then the
salesperson must be sure to get permission o

do so. A success story commitment mighta i

something like this:

Tom, thanks for sharing your copier problems
with me. I had another customer you might
know, Betty Brown, who had the same problen
over at Thompson Electronics. We installed the
CP 2000 and eliminated the problem completely
Please feel free to give Betty a call. She is véry
happy with our solution.



soue companies Will use the

success story commit-
ment by actually taking the

. prospect to a satishied cus-
tomer, The salesperson may leave the prospect wlone with

]
the satished customer so

the two can talk confidentially
\ satished customer can help a salesperson eam commit
ment h_\ answernng guestions a reluctant prospect needs
answered before he ar-she can purchasc. Exlihit § 12
shows a summany of rvl.mnn\lnp»lnnlding earmning com-
mitment l(‘k’llll](lln'\

s-6c Probe to Earn Commitment

Every attempt to earn commitment will not be success-
ful. Successtul salespeople cannot be afraid to ask-a
prospect why he or she is hesitating to make

It 1 the salespersan’s job to uncover the

adecision.
reason why
the prospect is hesitating by asking a series of qumtian
that reveal the key issues. For instance a buver may
state that he or she is not ready to sign an (n(‘lm' The
salesperson must ask. “Manv. there must be a reason
why vou are reluctant to do business with me and mv
company. Do you mind if 1 ask what it is?” The sales-
person must then listen and respond accordinglv-—A
salesperson cannot be afraid to ask why a prospe;:t is
reluctant to purchase. '

Exhibit 8,12
Techniques to Earn Commitment

1. Direct commitment—Simply ask for the order.

2. Legitimate choice/alternative choice—Give the
prospect a limited number of choices.

3. Summary commitment—Summarize ali the
confirmed benefits to which there has been
agreement.

4. T-account/balance sheet commitment—
Summary close on paper.

5. Success story commitment—Salesperson tells
a story of a business that successfully solved a
problem by buying his or her products.

8-6d Traditional Methods

Sales trainers across the nation teach hundreds of tech-
niques to earn commitment. Exhibit S.13 is a summan
of the traditional commitment techniques. The vast
majority of these are not conducive to building a strong

A sales :Ioslr{g technique in

Yrvhihit 8 J¢ which the salesperson puts a time
Exhibit 8.13 limit on the client in an attempt to
e . hurry the decision to close.
Traditional Commitment Method ‘ e
closing technique in which the
Method How to Use It salesperson assumes that an L
agreement has been reached a
Standing-Room- This close puts a time limit on the client in an attempt to ~ places the order form in front of the
Only Clogse hurry the decision to close: “These prices are good only buyer and hands him or her a pen.

" until tomorrow.” , : Sk
Assumptive The salesperson assumes that an agreement has been :::‘::3;&:;‘:‘3&:1:::‘“"
Close reached. The salesperson places the order form in front of “dnething Tl i

the buyerand hands him or her a pen. purchase Is not made.
| ing if A sales
The salesperson telis a story of something bad happ_en_mg
:::::j,:mal Close thepurchase is not made."If you do not purchase this m:: ;T closing to:::;lquc that u,::;ht; -
i ife will have to sell the house and live princ g yes gets to.
ance and you die, your wife wi Whabh; - saying 58
enihesteet of questions formulated so that the
tobea . Prospect answaers yes,
. This close uses the principle that saying yes gets
s habit. The salesperson asks a number of questions, each doie’
S formulated so that the prospect answers yés. closing technique in which the
X . salesperson seeks agreement on
Minor-Points - Seeksagreement on relatively minor (trivial) issues associ relatively minor issues associated
ci ated with the full order. “Do you prefer cash or charge’
ose

with the full order.
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i An Ethical Dilemma

Rodney Piper has been selling in his territory for a little

reaction of Rodney's buyers, and several seemed a |
over a year and has been using a myriad of closing

upset over his closing techniques. She Will meet him

techniques during each sales call. He made all of his next month for another day in the field.
\ quotas for the previous year and thi.nks he knows how How should Rodney handle this situation?

to sell. His old boss was on board with many closes

el N sales call, the more the better. R iy Just a) Obey orders and close less often.

uring each saies cal, ' b) Tell your boss you are 100% of

spent a day with his new boss, she has had a different surey\zhy - ‘Zom aking the r:qf‘:::)t‘ 2 and you are pyy
- reaction to his closing style. She has asked him to tone ©) Sell the way you want when she is not with youy .
! itdown and use closes sparingly. She has seen the sel|

her way when she |s.

ol
buverseller relationship. A prospects become more so- on) and earning commitment (e.g | asking for the Ordey

phisticated. wost will be turned off by these technigues in a straightforward manner, summarizing key benafit,
and thev will be inettective. “An Ethical Dilemma” il- However, buvers have stated that standagd pémm.“,

4 tustrates that sometimes buvers will be put off by sales (traditional) tactics that have been used for vears are

1 people who use too many closes. “unacceptable. Thev now view traditional techniques o
Research has clearly shown that buvers are op ~handling objections (¢.g., forestalling, POstponing) and
to consultative techniques of handling objections (¢ ing o

8| eaming commitment (o ¢ standing room oy, frgp
overly agaressive and unprofessional.

questioning and assessing, direct denial with facts, and so
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