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Always Value the Value Proposition
ers is a well-developed value proposition. Carefully
ective o0l for negotiating with customers is a wel
e i G
Cabtomer cbjections during the presentaion. When you link benefis to overal value, customers vl tend
o worry less about price (a major customer concern), as well as other issues, and focus more on how you

h‘"\::ﬂo:‘:;::ﬁu While customers often direet their discussion toward price, it s the sals.
persons respansibiliy o seck out and idenify the eal value of the company’s product to the customer. The
value added by your company could take many forms, including better customer service, enhanced prodiict
quality o improved buyer—seller communication. After identifying the value added by your company and
communicating that 0 the customerin the sales presentation, you may need to go back and reinforce it during

negotiations.

SPECIFIC NEGOTIATION STRATEGIES

There are nine basic strategies for dealing with customer concerns, Each one can be effective in the right
situation. However, learning how and when to use them Tequires training and experience. Unfortunately,
sing the Wrong strategy or employing a particular suategy incorrectly can derail the ‘negotiations.

Thete are going to be circumstances where the customer will not be satisfed with the negotiations no
matier whal you say or do. I those situations, it may be necessary to pull back from the negotiations to
[:-::-:D ﬂ:{ :C‘Is::;:;l e ip. Itis paramount to maintain the relationship. Never allow your personal

Exhibit 8.3 deailsthe various negotiation strategies,

R
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Direct Denial
Perhaps the most confrontational strategy for dealing with customer objections is the direct dental method,

swhich involves an immediate and unequivocal rejection of the customerS siatement. Customers may find

and have a very negative reaction.
ever use this strategy to address a customer concern. When

statement about you, your company, or your product, it s
dintely. Allowing such ideas 10 continue is usually more
imple case of misinformation, statng the factsdirecly

this kind of direct disagreement threatening
You are probably wondering if you should

a customer states a clearly false and damaging
important to respond to the statement imme
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‘ot missing order deat
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will verify that. will be working with my manufacturing and logistics depas ime
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Compensating for Deficiencies
No product is perfect. Every productis a combination of advantages and a.gdnm‘zg;s‘;om;,i:x ﬁ 4
develop,and buid proucs based on a bundleof feares product harscersis) hey believe il be
accepted in the marketplace. Customers must balance what they want with what they are willing to pay
(the value proposiion). They realize that the perfect product doesn't exist and they must decide which
features, acantages, and benefis are most important o ther. "

‘Customers frequently object to some element of the products FAB mix. The salesperson’ task is to
‘move the customer from focusing on  feature his or her product performs poorly to one in which it excels—.
10 compensate for deficiencies inthe product. The new feature must be fmportant to the customer. Talking

about a feature the customer is not interested in will only make the situation worse.
First, acknowledge the validity of the customer’ concern about the feature in question. Second, move

the customer o the new prodiuct feature by pointing out the trade-off between the two. Ifthe customer insists
the product must have this ne fature, it s time 0 consider offering products that are closer to meting

that demand, even if you do not enjoy an advantage with these products, Ultimately;
and you must adjust your product offerings to mee his o her demands. Note that 1

focus from responserate (one product eature)to prce and quality:
competitor$ response time is nine-tenths of a

the customer is right
the example shifis the

Buyer: The response tme on your product is 100 slow: Your
second, which is wo-tenths of a second fastr.

Seller: Lagree with you. My
25 pecent les per uni han the produc you are currenly sing, You tmcqin price was an issue in

Jour decision. T would also add that my product has 10
percent fewer returns than. urrent
Suppliers. L have the numbers ight here if you care o take look. it
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Trial Offer

One of the best srategies to calm customer objections s the trial offer, which allows the customer to uge
the product without a commitment to purchase. It is especially effective with new products, because the

e product benefits without risk ®
customer can try the product, become familiar with it, and see the pr
Here are some guidelines to keep in mind. Fist, th urial offr does not take the place of a good sales

presentation. Second, learly define the terms o the offr so there will be no confusion. A customer wiy

does not know the offer i for three days may keep using it even after your company has sent a bill. These
misunderstandings can do much more harm than good. Third, make sure the customer s flly checked oug

9n the product. Don' leave a client with a product he or she does not know how to use correly.

Buyer: I'm not willing to make a commitment o your copier today It seems complicated and hard to use.
Sellr: Lcan appreciat your concerns. How about 1 have our servie department install one for you and e

Y00t it for one week: Lwill come by and demonstate it for you. You are welcome 10 use it forong
week without any obligation. Ifa the you do not believe this copier solves all your

‘copying needs, call me and I wil come pick it up,

end of the week

THE SALES MANAGER’S ROLE IN NEGOTIATING WIN-WIN SOLUTIONS

and esole theirconcems, This may mean negota cts of delivery, product configuration, even price.
gotiating aspects of deli d
Salespeople need o have the conficence hgy hey can negotiate whatever is necessary and (unless it violates
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service, poorer-quality products, or some other problem. In either case, there is o winner Successful

are based on both parties being satisfied with the customer purchase.

defines negotiation as the act of “conferring with another so 4 to arive 2t the
and “arranging for or bringing about through conference, discusson, and
compromise.” Notice the definition speaks about discussion and compromise with the customer. It does
*We have spoken about the importance of bullding,

jons s 3
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relationships based on mutual respect and customer value. Negotiating through customer objecti
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—Product need
—Your product need

= Dol trust yourcompany?

—Unease about your company.
—Loyalty to existing supplier

Do I Need Your Product? Y
eas that require different approaches 1,
¢ fall into two broad areas U
‘Cusiomer objections regarding the prodct
deal with the customers concern.

be convinced that there is a need for the product. This i
e, i, e et a product lke 1, e or she may simply notsee the value
O e view can be summarized as, “We've always done it one

especially true if the customer has neve o
buying the product or the need that it satisfies. This view
way. Why should we start something new now?” i
e en it was introduced in 1993, the
B Unfortunately, many corporate Customers could
personal digital assistants (PDAs) and ahead of its time.
not see the need for a personal organizer and thought of it as an expensive calendar and meeting organizer
Corporate buyers asked why they should spend $500 for a calendar. Where Apple failed, companies like
Palm succeeded by demonsirating these were really itle computers capable of many things besides being
2 calendar. Today, PDA functions are built into cell phones o other mobile wireless devices like the iPod
‘Touch. The Newton lives, but only with a group of enthusiasts, as Apple discontinued the product in 19983
Ultimately, customers must see a clear and convincing reason to buy the product. If they dont, you
shouldn't be surprised if they choose not to buy. Keep in mind that customers are not usually risk takers
‘With new products they are likely to wonder if the technology is too new or unproven. They may also
p 5y gy pr ey may
uestion if it issgnificanly beterthan their current solution. The fundamental question is “Do I really
need your product? Key 10 the answer is a well-conceived value proposition that explains clearly how the

product will benefit the customer and how it will be better than the existing solution

iewton was one of the original

YourProduct Need. A mich more common concern regarding product is whether the customer needs your
different or your competition’ product has features
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anufacturing for World, there s o

meeting.
Ben points out that, as a major supplier to World.

prices. However, he aso proposes a soluton.If Accura
reduction i prices, he will hold it. He's sure that once the !
Emily can send a new invoice with the original pricing. 7 SR i

Tocha thing Emily wants to dois create any frction between World M:duumus Pms?"e iy ,;:i:
Instruments. She knows Ben Griffin and believes he must be under tremef

such a plan.

Questions to Consider

i ?
1. Should Emily submit the false invoice to World Manufacturing? Why or why not? .
2. How much negotiating should a salesperson do when confronted with a customer making unfair

or unethical demands? p 2
What role should Emily’s manager play in dealing with this situation?

3

your manager of the problems and seck his or her help on how to address personal compatiblty issues
(We willtalk about this later n this chapter when we examine the managers role in negotiations.)

Even experienced salespeople run across personality conflicts when they take on a new account
(Customersoien developa eltionship with a slesperson as wellasthe seling company When asalesperson
isreplaced,the new person and customer will naturaly go through a period of getting to know one another
During this period, the salesperson should be supported by management so the customer understands the
Compeny has complee confidene n the new person. Some companies rotate the sales force to prevent this
situaton from developing with customers. The focus should always be on the relationship between the
company and the customer, not the salesperson and the customer.
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o eppenfit, o s the erceved beneis un ey xceed he price. A customeewho g
Yo a8 is realy saying, “The bencis | peceive for buyingyour productare ot s o
Yot are cutenty charging * Here are some guidelines o follow i dealing with the price concern

Add Value to the Total Package, Customers buy a bundle of benefits that includes :: Izl:d:cx. financiy
sexms, customer support, the company’ reputation, warranties—and not leas, lyw 3 ;‘ u:s:.m o
see the entire package of benefits willtransform their perspective on the value of your pres

Price Should Never Be the Main Issue. When salespeople make price the center of the presentation,

s risking the long-term buyer-selerrelationship. Price is an important part of zhz:;unuu::, bt
salesperson should never ‘bring it up until after he or she has clearly defined the product’ features, aniages,
and benefits. Then they should mention price in the context of the value proposition equating i gy
outstanding service and quality producs.

Price Is Your Friend, Not Your Enemy. Many slespeople trat price as the enemy and run away from
the firstsign of customer concern. When a salesperson offrs price concessions, he o she is saying they
believe the price is too high. This position will not enhance the value of the salesperson’s product with the
costomer, Indeed, it will harm the customer perception o the product and create doubt s o the true produe

yalue. Embrace the price as an opportunity to highight the value of the product benefit and customes
service.

BASIC POINTS IN NEGOTIATING WIN-WIN SOLUTIONS

ASyou haveseen,a umber of cusomer objectons can aflect buyer-seller negotiatons, Dealing with these
objections may seem like a daunting challenge, but successful negotations ar sbos understanding the

of buyer-scllr elationships and recognizing some general guidelines for ‘managing buyer concems
ively Exhibi 8.2 gives guidelines for negotiating win-win solutions,

EXHIBIT 8.2 GUIDELINES FOR NEGOTIATING WIN-WIN SOLUTIONS








