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Learning Objectives:
After going through this module, you should be able to:

= Understand the place of selling in the marketing plan

= Apply marketing principles for crafting a strategic sales plan

= Learn sales forecasting methods to make informed decisions
v'Understand different tools to be used for crafting a strategic sales plan
= Develop models for sales planning
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Sales Models

* Every company has a sales model — a process of selling efforts, based on
implicit and explicit choices.

* Frameworks that enable the analyses and processes that contribute to
the planning and management functions of sales.

* As the nature of sales functions, considering them as a non-exact science,
sales planning can be developed by many different approaches.



Sales Models

Why do we need sales models?
What tends to happen during the product/market life cycle

* Standardization of
product/service design

* Saturation of individual
account/market segments

¢ Sophistication of customers
re usage, alternatives, etc.

Time



Sales Models

Components of Sales Models

Customer selection and qualification criteria -

Who are core customers, given the scope of your business strategg? How can you
identify and get access to the rlghtdpeople at those customers? How can you
develop and communicate a relevant deal profile to sales and others in the firm?

Clarity about the buyers and the buying process at target customers -

Does the sales model align prospecting and selling activities with the relevant
buyer personae and buying ourney(s}? What, then, are relevant metrics for
evaluating selling activities in that model?

The go- to- market economics -

What does the sales model mean in terms of customer acquisition costs, cost to
serve different segments and accounts, the selling cycle and time to cash for the
business, and customer education requirements?

-
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Sales Models

Consultatlv
* |tis both & proactlve nareactiveapproach

e Also known as
* The consultative selling model requires salespeople to first

understand exactly what they are selling and who tha ice

is intended to serve.




Sales Models

Consultative Sales Model

Consultative Sales Process

Core Principle: The salesperson or representative cares more about their
- customer or lead than they do about making money.




Sales Models

Customer-centric Sales Model

e Customer-centric Selling focuses on creatinga-great customer-experience
so you stand out from the competition - Michael Bosworth

“One of the things I've always found is that you've got to start with the

_customer experience and work backward to the technology. You can't start

with the technology and try to figure out where you're going to try to sell
a it.”

-Steve Jobs (1997)




Sales Models

Customer-centric Sales Mode

Understand your customer’s needs

Speak your customer’s language

Align yourself with your customer’s
priorities and alleviate fears

Use current customers to help sell to
new customers

Engage in
conversations with
your customers to
discover a problem
you can solve.

Ask relevant questions
instead of offering an
opinion.

i

EmpowerLustomer

Cultivate a
relationship and focus
on solutions to your
customer's problems.
Gain their trust.

that meets their
needs, not to
purchase your

product.
8 key elements
T~ of CustomerCentric
Zo- Selling
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Target decision-makers
instead of end users.

o —

Adjust your sales
cycle to follow the
buyer's timeline, not

Build relationships to Rromote product

garner quality sales usage rather than
rather than focus on features. Relate the

\ product to their
sales numbers.

situation.

\/
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Sales Models

Professional Selling Skills (PSS) Model

NEEDS IDENTIFICATION

PRESENTATION

OBJECTION
HANDLING

CLOSING

Selling by Needs Satisfaction
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Sales Models

Professmnal Selling Skills (PSS) Mandel
» Why do It: to discovar areas of need and reveal customer attitudes

NEEDS IDENTIFICATION

- At the beginning of the sales interview, to encourage the customer to speak freely

- During the sales Interview, after the client gives information about difficulties, problems,
OBJECTION attitudes, etc.

i e - When your closure fals, to know the reasons

s - When your evidence statement is not accepted, to know the reasons

- Toraise Information about needs you can support

- When close falls

- When a test s not accepted

PRESENTATION
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Sales Models

Professional Selling Skills (PSS) Model

What to do: agree with your client’s need - this is called Supporting. Next, you present the
benefit your product or service brings to the table.

NEEDS IDENTIFICATION |
Why do it:

- To solve the customer’s problem with a benefit of the product or service.
PRESENTATION ' - During questions, when a need arises that can be satisfied by your product/service

- To introduce important benefits that can lead to the closing of the deal

OBJECTION
HANDLING When:

- Whenever a customer declares a need that can be met by a benefit of their product or

CLOSING service

- Whenever a customer makes a favorable comment about the company or product.

- As alink between any sequence of questions that reveals a need or information that
may relate to a feature of your product o infroduce important benefits that you think
should be accepted by the customer before you can succeed in closing the sale.
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Sales Models

Professional Selling Skills (PSS) Model
2 Resistances, which can come In the form of objections or negative attitudes are the following:

NEEDS IDENTIFICATION

. Skepticism/
PRESENTATION [ - Indifference \/
- Misunderstanding "
HARBUING 9 = Diawback (perceived disacvantage) v

CLOSING
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Sales Models

Professional Selling Skills (PSS) Model

NEEDS IDENTIFICATION

PRESENTATION

OBJECTION
HANDLING

- Summarize the benefits accepted by the client.
i “» . Get commitment.
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Sales Models

Relationship Selling Model

Relationship selling is a technique that prioritizes building a connection—with
customers and potential buyers to close sales.

Rather than solely using the price and other details to sell a product or service, the
salesperson focuses on the interactions they have with their customers.

Customers are more likely to foster loyalty toward a product or service when a
salesperson establishes a personal relationship with them.

This familiarity helps retain long-term customers and gain new ones because they
feel valued by the company.

This technique works well when selling high-cost items or purchases that require a
higher level of commitment because these customers usually need to put more

thoﬁg‘ﬁf“ﬁd“tnne—m‘te—thﬁf—d@msmn
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Sales Models

Relationship Selling M

Sales Content
Conversion f§ Attraction

Social :
Engagement

nral

Do extensive research on the buyer and their industry to serve as an
expert on the call. The more well-read you are, the more personalized you
can make the conversation.

Make the most of your small talk to build a personal connection.

Take the time to do a deep discovery. Don't talk about the product features
until you know what the buyer’s pain point is and why they want to solve it.

Create a mutually agreed-upon agenda to set expectations and align the
call. The buyer should know what value they can expect out of the call.

Be an active listener. Ask the quietest person in the room for their opinion —
sometimes they have the greatest impact on a deal.

Don’t force a deal. Looking out for the buyer’'s best interest prevents churn
and builds a stronger relationship for the future.

Follow up every call with an email that same day. Summarize the meeting,
set up next steps and add value.

Keep in touch after the deal to maintain the relationship.
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Sales Models

SPIN Model

* No two sales scenarios are alike, and What are the SPIN selling questions?
heither are two customers.

o Situation: Establish buyer’s current

» Sales orgs need to cut through the B —
clutter and get to the heart of what e Problem: Identify problems the buyer faces
a client really needs—and that’s that your product solves.
where SPIN selling comes in. o Implication: Explore the causes and effects

of those problems.

o Need-Payoff: Show why your product is
worth it.
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Sales Models

SPIN Model

- —

Situation

\-\\ -

Problem

N

\

Implication

Need-payoff

Situation questions
help you understand
the buyer's current
situation. The goal is

to gather information,
such as:

One can add authenticity to the sales
process and be the type of salesperson _~
that listens more than he/she talks. B2

~

What do the
client's current
processes look
like?

What tools are
they already
using?

How often do
they use them?

Problem questions
help illustrate the
different problems
your product solves
for your client. Some
examples are:

» Do you feel that
inter-team
communication is
as good as it can
be?

* How does this

pact
\/g?akeholder

buy-in?

Implication questions
hone in on the
problems you've
discovered, showing
the client why they
need to be solved.

* How much time is
wasted on
inefficient

muni

seonmEigiation:

Teqach/week:)

« How much more
could your teams
achieve each
week without
those time sinks?

. Have
communication
problems ever
delayed product

rollout? —
—_—

Rather than just telling
your client how your
product or service can
address their pain
points, need-payoff
questions lead your
customer to those
conclusions on their
own.

* Would a
comprehensive
product
management tool
increase
stakeholder
buy=

* Would that be
valuable for your
team? —
J—
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Sales Models

Miller Heiman Sales Model

 Robert Miller and Stephen Heiman developed a methodoIoFJI called
Conceptual Selling® as a way to manage the various stakeholders and

relationships-thate hen a B2B transaction is large and complex.

* Conceptual Selling® earned its name because it requires salespeople to
convince aeustermer to buy the concept of a solution, rather than a—specific-
product orservice:

* The core of the Miller Heiman approach involves three steps:
» Categorizing the different contacts/roles by their influence on the given sales cycde/@

* Determining a potential client’s level of support for your proposition by flagging
those who would support as well as those most likely to oppose the preposal

* Influencing that chosen crowd to help them reach a consensus fof their buyin@
decision
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