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Championship selling

At the heart of
successful selling
is the ability to
forge meaningful
relationships with
customers, home
in on their needs
and deliver
accordingly

SHAROM ASCHAREK
Speckal i The San

Show ma L maney

This classic Holhnwoand line
is perhaps the perlect
mietaphor for the goal of to-
dav s gales eipciitive il
because it reflects thee sales-
person's desires, but mther
those of ths clienl. The foal-
ball agent Gghting for his pro-
fessinnal life in ihe fllm ferry
MfaeCrine comies oat on top
because he takes this mes-
sage 10 heart, and delivers
oin his client's needs. Cmoo he
slnps viewing his clienis &%
meal tickels and Stars oon-
necting 1o them as people,
he discovers the secret 1o ef-
fective selling. and is able o
resurrect his career.

The lesson is a vialuakhle
e for 11:4!.15-":-; A e B L |
aie: al the heart of successful
selling is the ability to lorge
meaningiul relationships
il CURIGER, O I on
their needs and deliver ac-
cordingky.

“Thie top sales professhon-
als in Canmda and the ULS
all say that when you strip
dowm everyihing aboul sell-
ing. it's all about making o
difference in the customer’'s
life, ™ sanvs Toam Blake, a bead-
ineg corpormie consuliamt and
co-guthar of Championship
Selling: A Buepring For Win-
milrag With Today’s Cusiomer
(Wiley, September 2005,

"when you $irip down everything about selling, it's all about making a difference
in the customer's life,” says Tom Blake, a leading corporate consultant and author.

$26.95). “These people have
[iguresd ot badvw? Do paal Dl
customers’ agendas ahead
of theirs.”

It sounds like common
sense, bul mocording bo Blake,
it's amything but commaon.
While most salespeaple un-

derstand the cusioomer satis-
faction principle at a theo-
retical bevel, many don’t pat
that knoewledge into pracice.

Developing and embrac-
ing & customer-centric basi-
ness approach is at the cru
of Championship Selling, a

guide for both individuals
and organizations. A key
paxint 1ve book makes is the
RECEERITY i &luidy Iroa IFans
pctional sales — where the
focus s on closing the deal
and maving on — o cham-
pianship selling, which in

'."Iljli' 3

vilves budlding and
maintaining kong-term rela
tionships with clients by tru-
Iy serving their needs.

“The mistake people make
is that thoy get the sale and
think the business iz over -
youl Nt 10 coniinue i work

the customer's agenda,”
Blake sarys

Progressive organkeations
invest serbeus resounces into
fipuring out what customers
realby want and nesd by con-
ducting extensive market re-
search. Al the individual les
el, listentng 10 cusinmers is
key — putting aside your owm
imterests, asking pood gques-
tions end whaleheariedly lis-
tening to the answers. See
the sidebar on page 2 fora |t
af sample questions that elic-
it valuahle information from
CUESTOIMAS.

“The mistake people
make is that they
get the sale and
think the business is
over — you need to
continue to work the
customer’s agenda.”

T o [Elahe

Much of a salesperson’s
success fies in his or her
s tive: aboaat
npﬂmﬁfm O -
ny. customers and
the selling process
Those with defeatis
arttinudes vend 1o man-
ifirst what they believe.
Effective salr:.p{rnplr.
Blake says, view chal-
lenges as opporunitics
— thiry visualize susceess,
deck advice lram cal
leaguies, monitor how thei
emotions may affect their
sales technbquaes, anil chial-
lenge their own belled sys-
tems andd the beliofs of ath-
s,

Developing and refining
youur sales skills ks an ongolng
process, Blake says. and one
that can benefit greatly from
the advice and suppor of a
coach — '!.'uur IMAaniLger,
a certified professional,
or someane in your induas-
try in a position o which you

EEpIrE,
continued on page 2

coatisned from page |

The most sucoessful caleg.
people also benefit from the
suppaort of their companies,
Blake says, The mone org-
nizaiions creale a posilive
sales environment, take an
aterest n bath the l:u,wsn.'\l
and professional success of
thelr front-line sellers, and
invest in training related fo
ousiomer business develip-
ment, the better thelr sales
associntes will perferm.

“They'll also be more pas-
skonate abouwt thedr pob and
care morne absovut thelr cus-
tamers,” Blake says, “1f you
wanl b make a diflference
in sales, you need 10 be
passionate.”
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ASK THE RIGHT

QUESTIONS

Engaging in active
listening and acking the right
questions are key to
discovering what your
cusbommers really wand and
nsad = and to mesting their
expectations. The following
list of open-ended questions
in Champlanship Selitag can
heelp you get that valuable
infarmation:
B 'What are the key alemenis
ol your business plan this
yoar?
B 'What are the operating
sirategies that will drive your
day-to-day business?
B What are your key
| delrverables/priories?
W 'What ara the biggest
Issues you are facingMurdies
you anticipate having to
owercome?
I WA e ARl
criteria sre you using to
malkoe decissons about your
baisiness operations?
B 'Wha else i your company
should we be talking to
régarding patential
LYY
W How can we help you
better add value?
W A5 a supplier/potential
supplier, what changes
within your systems,
processes o owerall
structure should we be
| -aware of?
W Herwr miight we adjust our
businezs model far 3
competitive advaniage with
| o
I How cain we bebler

capltalize on opporTunilees
| with ¥Our company?




