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Getting clients to open up

Three proven steps to winning more business

ouldn’t it be great if you could find a

proven process that teaches you how to

get clients to open up, and which does

so by engaging them in structured
business conversation instead of mere sales-speak?
Here are three important steps that, with practice, can
help you achieve just that.

1. Move off the solution. It’s tempting to hear a few
“buying signals” from a prospect or client and then
immediately begin talking about your solutions.
“Solutions have no inherent value,” says Mahan Khalsa,
founder of the FranklinCovey Sales Performance Group
(as well as this issue’s cover subject). “Solutions only
derive value from the problems they solve and/or the
results they produce.”

Sales has two major skills: inquiry and advocacy. The
goal of inquiry is to get the client to intellectually invest
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in the conversation. You really want to understand what
their underlying problems and desired results are.

For example, let’s say a client tells you, “I need cut-

ting-edge, value-added ideas to strategically link our
back-office operation with key organizational objec-
tives. What new ideas do you have in this area?” Instead
of jumping right in with the solution, try the following:
m Clarify the issues. “When you say ‘cutting-edge, what
does that mean in the context of your situation?”
m Move to the underlying problems. “What kinds of
problems have you been experiencing by not having this
link of your back-office operation with key organiza-
tional objectives?”

Next, move to the desired results. “Let’s say you put in
a world-class system. What would that allow you to do
that you can’t do today?”

2. Ask effective questions. Doing so gives us insight
into the client’s specific motivations. Our ability to ask
effective questions directly corresponds to our ability to
win. As you're working with a client, it is important to
uncover evidence that the problem exists and the
impact the problem is having on the client’s business.

3. Drive for hard evidence. Most salespeople wait for
a relationship in order to ask hard questions. Yet, asking
the hard questions is often what builds the relationship!
What we want to do is “peel the onion” and find meas-
urable impacts that the problem is creating within the
client’s business. Many times, clients will give us “soft
evidence” that is hard to measure. That’s when we want
to ask questions that will take us down to the core
toward the hard evidence.

Say, for example, the client says, “We feel there’s an
opportunity to improve communication among our peo-
ple.” In response, we can ask evidence questions that take
us around the onion: “Which employees specifically?”
“Which communication?” “Improve how?”

We also want to ask impact questions that take us into
the core, such as, “If you improved your communication,
what would that allow you to do that you can’t do today?”

The client responds: “We would get the right infor-
mation to the right people at the right time.”

“And what would that enable you to do?”

“We would make better business decisions.”

You still don’t have anything tangible you can meas-
ure, so peel the onion some more:

“Making better business decisions is important. What
specifically would that mean to your organization?”

“We could get closer to achieving our revenue targets,
profits, bonuses, stock prices, customer satisfaction, etc.”

Bingo! Now you can get hard metrics: “What is your
revenue now, what would you like it to be, and what is
the value of that difference in the next year or two?”

Try these three steps to winning more business. As
with anything, it takes practice ... but the results will be
well worth the effort.

IF YOU HAVE SUGGESTIONS ON WHAT HAS WORKED FOR
YOU IN LEVERAGING YOUR MARKETING DOLLARS, VISIT

TO SHARE
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16 ‘ SALES &MARKETING MANAGEMENT ‘ MARCH/APRIL 2008

www.salesandmarketingmanagement.com

o

=]
=
E


<<
  /ASCII85EncodePages false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.3
  /CompressPages false
  /ConvertImagesToIndexed true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 524288
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo false
  /PreserveHalftoneInfo true
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Preserve
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile (Color Management Off)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth 8
  /ColorImageDownsampleThreshold 1.10000
  /EncodeColorImages true
  /ColorImageFilter /FlateEncode
  /AutoFilterColorImages false
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth 8
  /GrayImageDownsampleThreshold 1.10000
  /EncodeGrayImages true
  /GrayImageFilter /FlateEncode
  /AutoFilterGrayImages false
  /AntiAliasMonoImages false
  /DownsampleMonoImages false
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>

>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


Synapse Prepare.real
Banta_081804:Banta_PDF_081804
QuarkXPressª Settings: Composite_PS
QuarkXPressª settings can't be modified by the user
Distiller Job Options: Creo PDF Pages.joboptions
PitStop Profile: Banta_081804.ppp
PitStop Actions:User can add info annotations into resulting PDF
Distiller annotations will be added into resulting PDF
Job Info annotations will be added into resulting PDF
Directive annotations will be added into resulting PDF
�

Job Name:  Synapse Prepare Job
Job Number:  V14
Proof Due:  Thu, Jul 4, 2002
Final Due:  Thu, Aug 29, 2002
Company:  Synapse Prepare Inc.
Contact:  Todd
Address:  18 PDF Lane
City:  Albertville
State:  BC  
Zip:     
Country:   
Office Phone:  555-555-1212
Email:  todd@synapseinc.com
Notes:  Please call if you have questions about this job
�


