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The Story:

Tim was driving back from another disappointing sales call when it hit him.  Now he knew exactly what he had to do to get more appointments and close more sales.  He needed to know everything possible about his company’s products and exactly how past customers had used the products.  Tim had a plan.  He was going to be prepared.

 


Sale Today, Educate Tomorrow
A successful sales professional:
1. Builds a chain of customers.
2. Is a team player.
3. Makes problem solving the priority.
4. Emphasizes long-term customer relationships.
5. Encourages customers to listen.
6. Listens actively.
7. Conveys enthusiasm.
8. Opens with a smile.
9. Exhibits leadership.
10. Conveys sincerity.
11. Responds modestly but confidently.
12. Thinks accurately and quickly.
13. Displays patience.
14. Approaches the problem optimistically.
15. Is persistent.
16. Continually learns new evaluation methods.
17. Possesses the characteristics of the customer.
18. Professionally closes the sale.
For the next three weeks, Tim was a man possessed, meeting his objectives and developing a knowledge base that surpassed every other salesperson in the company. 

“Success is assured,” he thought.  “No one can compete with me now!  I am a walking encyclopedia of product information and usage.”

And he really was.  Other salespeople, amazed at Tim’s radical change in sales behavior, started coming to him for product information.  Tim even found and alerted marketing to a small but significant error in a product brochure.

It wasn’t long before Tim started lining up appointment after appointment.  With his new-found security, the old timidity was gone.  Tim was turning into a tiger.

And an unbelievable 85% of the initial sales visits were turning into requests for proposals.  Tim further intensified his personal product and usage education and poured this information into the most comprehensive and informative proposals anyone had ever seen.  Everyone, especially the prospects, agreed that Tim knew his stuff.

As the months rolled on, with Tim being swamped by more and more requests for proposals, there was a little voice in the back of Tim’s head that kept mumbling something.
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Seven months after starting his education, Tim was completely exhausted.  But he felt good.  Or at least until he figured out how many sales he had closed since starting his education.  He was shocked to find out that his closing percentage had gone down.  “What am I doing wrong?” he asked.  “I have prospects begging me for what I know.  I can’t write the proposals fast enough.  How could I be selling less?”

The RESULT:

Tim was incredibly successful selling knowledge, not product.  Tim learned to educate the prospect, not sell the prospect.  Unfortunately, many salespeople become caught in this trap because while they are doing this, it feels as if they are getting somewhere.  Product knowledge is helpful, but Tim forgot that he was hired to sell product, not knowledge.

DISCUSSION:  

Product knowledge and how past customers are using the product is very useful information to have.  Unfortunately, many sales training programs have as their focus educating the sales staff with product information.  From this focus on product information, the sales staff comes to believe that the way sales happen is by educating the prospects.  The belief is that educated prospects are prospects who will buy.  Nothing could be further from what really happens.

Prospects buy for their own reasons.  While their reasons may be similar or even identical to those of other customers, you cannot presume that you know what those reasons are unless you ask.
While educating prospects is a worthy goal, it does not make sales.  Blindly assuming that educating prospects will increase sales is a path to frustration.



APPROACH:  

Don’t provide education.  Tim is immensely successful at selling education.  Prospects know that when Tim is the salesperson, they will have an education that prepares them to get the best possible product.  Unfortunately, it won’t be from Tim because he is perceived as a teacher, not a salesperson.

Free education by salespeople is a common situation fostered by most sales training programs.  The rationale for this is simple; you don’t want to send out a salesperson who doesn’t know the product.  The salesperson then mistakenly comes to believe that even more product knowledge will result in even more sales.

 This situation ignores why prospects buy your product:  They buy your product because it solves some problem they have.  And the problem it solves might never have been covered in the sales training sessions.  If all you do is educate, you will never learn what that problem is.  Which would you rather do?  Learn the prospects’ problems and sell your products to them or educate and sell nothing?

THOUGHT:  

Prospects don’t need to be educated; they need relief from their pain.
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 “The thing always happens that you really believe in; and the belief in a thing makes it happen.”
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