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EVER RECEIVE A PHONE CALL LIKE THAT? PROBABLY NOT; THE SALES PROCESS

More accurately, do you have a plan and is the
plan working? Do you have a way to measure the
success of your plan? There’s little question that
awell-designed plan, when worked consistently,
will improve sales.

Some sales people make the mistake of
assuming that every person who expresses interest
is ready to buy and then eliminating a lead at the
first sign of resistance. Have you ever heard this:
“The idiot just didn’t understand why he needed
my frammis flogger”? A large part of the sales
process must be invested in teaching, nurturing,
and moving the slightly interested potential buyer
through the process.

Nurture Your Leads

Likewise, if the process doesn’t allow you
to learn more about their needs so that you can
identify their problem and present an appropriate
solution, it’s not nurturing.

Gleanster Research reported, following a
survey that was conducted in 2010, that fully
half of all incoming leads are not “sales ready”.
If anything, this seems overly optimistic, and it
clearly illustrates why there is a need to nurture

prospects to ensure that your product or service is

WHO ARE YOU?

YOU TALKIN’ TO ME?

the one that they
select.

Regardless of
whether you're selling
to a business or an indi-
vidual, prospects are people.
first In other words, there are
more similarities than differ-
ences when comparing business-
to-consumer (B2C) and business-to-
business (B2B) processes. Whether a
person is buying a new sofa or a corpora-
tion is seeking janitorial services for their
30-story world headquarters, there is a need
trust the seller.

The buyer’s ultimate decision will probably
involve an emotional connection to the provider,
which calls to mind the ancient adage that says
sales people must sell themselves before they can

sell a product or service.

Bottom line: Earn the prospect’s trust.

It’s common to
show the sales
process as a funnel
because a large
number of leads enter
at the top and are then
evaulated and nurtured
through the buying
process.

Building Trust

ESTABLISHING TRUST AND CRED-

Beyond this, you need to be seen as a trusted
advisor. When your prospective client believes
that you fully comprehend the challenges they
face and can provide a workable solution, you are
a credible resource in the prospect’s eyes. Trust
and credibility reduce apprehension that a buyer

feels when considering a new supplier.
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Customers or Clients?

You may have noticed that I use the term
“client” instead of “customer” and perhaps you
wonder why. Consider the simple dictionary
definitions of the two words:

* Customer: a person who purchases goods
or services from another.

* Client: a person or group that uses profes-
sional advice or services.

Customers buy from you. Clients have a
relationship. Some might say that this is just
a semantic difference, but words control our
thoughts. When you think about clients as
people who have relationships with you and
your business instead of people who simply buy
your product or service, you will treat them as
clients. When you treat people as clients, their
perception of you, your credibility, and your

authority will all be enhanced.

Prospective clients may come to you from your

advertising or website, or they may reach out to

you because an existing client referred them to
you. Referrals are always the best possible leads,
but even they aren’t immediately ready to buy.

To work out the most effective lead nurturing
strategy, you first need to know what your ideal
client looks like.

You can base this description on current
clients. How large is the company that’s best
suited to be a client? What is the income level of
the individual who would qualify to be one of your
clients? Comparing your new prospects to these
metrics will give you an idea of how good a match
the business or individual is for you.

To build your reputation as a credible advisor
who’s worthy of the prospective client’s trust
requires that you provide high-quality informa-
tion that is useful.

In other words, don’t just whip up a self-serving
“white paper” that contains nothing more than
your advertising. If it’s not helpful and relevant,
the prospect will discard it after reading the first
paragraph. This is bad on two levels: First, your

message wasn’t delivered; second, your reputa-

tion has suffered because you didn’t fulfill the
prospective client’s expectations.

“Case studies” that are thinly veiled advertise-
ments that don’t fit the prospect’s needs won’t
work either, and just sending a series of drip-
marketing e-mails will succeed only if every single
one is relevant to the recipient.

So when you're working on what case studies,
best-practice guides, or white papers to offer, keep
your ideal client in mind and tailor the informa-
tion to that company or that individual. Then,
offer these publications without cost or obligation,
requiring only an individual’s name, a company
name (for B2B clients), and an e-mail address that
you can use to deliver the information.

A well-written, useful publication will be
forwarded to others, automatically extending
your reach, your audience, and your reputation
as a thought-leader in your business area.

We’ll continue next month with the idea of

nurturing prospects through the buying cycle.

Communication Can Make or Break an Organization

By A.J. STINNETT,

IN AN ORGANIZATION, COMMUNICATION IS DEFINED AS THE FREE EXCHANGE OF

Major General Charles Henry discusses this in
hisbook, A General’s Insights into Leadership and
Management. It is also defined as the transfer of
information from one person to another.

The concept of clear and complete information
is not difficult. There are three primary aspects:
Information, motivation, and control

Information. Communication provides infor-
mation for decisions. Managers need informa-
tion about alternatives, the future, and potential
outcomes to make appropriate decisions.

Motivation. Communication encourages
commitment to organizational objectives which
enhances individual and group performance.

Control. Communication makes clear duties,
responsibilities and authority. This permits

control.

AJ. Stinnett is President, CEO, of The Stinnett
Group and a former member of the Columbus
Business First Advisory Board Exchange. He
isat 614-889-9534.

Emotion is an important consideration, too.
Communication permits the expression of feel-
ings (opinions and attitudes) which help satisfy
social needs.

Henry Mintzberg estimated, ina 1975 Harvard
Business Review article (“The Manager’s Job: Folk-
lore and Fact”), that communication consumes
59% of the time of first level managers (supervi-

sors) and 89% of the time of middle managers.

Over the last 25 years, the successful and prof-
itable executives and managers I've encountered
have all spent a somewhat larger percentage of
their time communicating than indicated in the
Mintzberg article.

Is communication within your organization

as effective as it should be? Q
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