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Analyze the foflowing telephone conversation and deter-
mine how the salesperson could improve future calls:
Salesperson: Good morning, | wonder if | might

speak to Mr. Hermann?
Receptionist: Which Mr. Hermann? M. R. Hermann

or T. J. Hermann?
Salesperson: Which one is in charge of purchasing?
Receptionist: That’s T. J. Hermann. I'li connect you.
Salesperson: Mr. Hermann, my name is Bob Smith. |
wonder if | might make an appointment to see you?

Mr. Hermann: What about?
Salesperson: I'd like to explain about our new clean-

ing services that are now available to businesses in the
area.

Ralph VanHandel, a sales representative for WOSH radio,
is calling on Jennifer Graham, owner of Darla’s Shop, an
Arlington, Virginia, clothing store known for carrying the
latest and most popular styles. Ralph is meeting with Jen-
nifer to sell her on the idea of buying radio time for ad-

vertising Darla’s.
Ralph: (extending hand) Good morning, Mrs. Gram.

How are you today?

Jennifer: I'm just fine. By the way, my name is Ms.
Graham, G-R-A-H-A-M.

Ralph: Sorry. Sure is a nice day today. Wish | was out
playing golf. Do you play golf?

Jennifer: No, | don’t. Now what can | do for you?
I'm kind of busy. It takes a lot of time to keep Darla’s
going.

Ralph: | bet. You know, everyone says you're the

best store in town. Absolutely everyone.
Jennifer: (folding arms across chest) That's nice.

I'm glad to hear that. Now let's get down to why you're
here.

Mr. Hermann: We already have a cleaning service
that handles our warehouse.

Salesperson: That may be, Mr. Hermann, but our
company guarantees satisfaction at the lowest cost.
Mr. Hermann: How much do you charge?
Salesperson: We charge $10 for our services.
Mr. Hermann: Our current cleaners charge $8 per

hour.
Salesperson: We offer guaranteed quality.

Mr. Hermann: That may well be, but we're not in-
terested in changing at this time. But call back next year.

You never know. (hangs up)
Now rewrite the conversation as you think the sales-

person should have handled it.

Ralph: Fine. First, let me introduce myself. I'm Ralph
VanHandel with WOSH radio. | hope I'm not intruding on
your valuable time today. | would like to talk to you about
buying some advertising spots with WOSH.

Jennifer: Well, in the past, we've pretty much re-
stricted ourselves fo advertising in the newspaper. We

seem to get better results that way.
Ralph: I'm sorry to hear that. Some people feel that

way, unfortunately. But you ought to at least give us a try.

You might be surprised, you know. )
Jennifer: Maybe | will in the future, but right now |

really don't have any desire to waste money on radio ad-
vertising. Now | must excuse myself, since we've just got

in some new shipments.

Questions
1. Did Ralph handle the approach properly? What

~ mistakes did he make?
9. How would you have approached a buyer like

Ms. Graham?
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After studying Chapter 9,
you will understand:
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the flow of information, and checking
for understanding

s Further guidelines for asking -
questions: keep the question§ s._u_nple;
retain the burden of responsibility;
space out the questions; ask ab_out
benefits, not features; and avoid
biased questions

« Why problem recognition is critical to
the selling process

« The importance of questioning in the
recognition process

« How to make the transition from the
approach step of the selling process
to problem recognition

+ Questioning techniques for in‘itia_ting
the flow of information, continuing

ing, it i iti Tesen-
At this juncture in any discussion of selling, it is traditional to talk about 1thz npd s
tation. We will do that here, too, but in a different way. Many'r salespeople nd thei
manaéers view selling as a conflict between buyer and se]i{e.r, with ﬂtlh: il;;csi_h o
i ils in the struggle. According to thi nkm‘ d
erson being the one who prevails in ; ’ . g
Ealespeople ire urged to be dominant—to manage’ buy_irs ani, in efgeltl:z,t t;)rrzlearx‘li 'Ee
is directed to tell prospects about the pro .
te them. The salesperson is direc _ . ‘ ce
Z-Ilfd why they should buy it, the assumption being thatth a cqmplete, wte:l];nd;lll::te‘ri !
i i i ere is no ques -
i tomatically end in a sale. Although uestion tt
D e o i ipulative approach is quite likely to
i i factors, this manipulative app
livery and drama are important ) ey 0
estat)niish barriers in the buyer’s mind, for most people'want tobuy rz{)the{; ;h?{:\r pe ol
With the manipulative approach, the prospect is seen as a 1o hofj ?1 el nece
essarily do as the salesperson says if only the rlghtrll)ltlttons dare E}llse ;Ie, ; nd the bt
i g entation. The words o
ns are present in the salesperson's pres ' e
E)le stimEli or buttons to which the prospect can respond in only onﬁ m;r;réhm
signing the order. This process is conceived to be one-way: buyer to seller. ot Sif
mgust be allowed to interfere with the process; the salesperson must manag
ion and be in control the whole time. ‘ ' .
uaugr;;e companies (and salespeople) have formalized the mampulatl‘ve approacﬁ
: i a speec
ing i “ ” tation. Here the salesperson memeorizes
to selling into the “canned” presen : ' : . eech
for verbitim delivery to every prospect. This speech is otr}slgalllllzed 1t)o }ﬂg(:l;ti: :t om-
duct, the hope bein
features and benefits of the product, A
B e phra i i ith the buyer. The really sophis-
i nsive note with the buy _
ome of the phrases will strike a respo ' o
iicated cannfd presentations may include a series of statements, after each of w

the prospect is asked for agreement. For example:

Salesperson: Ms. Prospect, have you ever sat down \:vith your husband. and .
discussed what would happen if you were seriously ill? 1 want you to give m
an honest answer.

Prospect: No, | haven't. . - o '
Salesperson: You could use up your savings, but if the doctor sallzll,th Y01?1 will
never work again,” your savings wouldn’t last long enough, would they?

Prospect: No, not long.

i icipation in this process. Such canned pre-
i inimum of prospect participation in ess. nne
e e genern Tinle (especially with inexpensive items)

i in low-level selling :
sentations are generally used in . ¢ reme)
or in situations where it is important to tell the complete story in a shortp

time and move on with little intention of revisiting the buyer. As you might well
imagine, many prospects object to the canned approach because they feel they are
being treated as objects rather than individuals. “Better,” as Ben Franklin once said,
“to put on the role of the humble inquirer” We all hate the canned sales talk that
goes on and on, with no questions about our needs.

In contrast to the traditional view of selling as a contest in which the buyer is to
be managed, there is evidence to suggest exactly the opposite. In a classic study,
Schuster and Danes found that “question-asking by the salesperson was a signifi-
cant indicator of success regardless of product category.”' In a 12-year $1 million
study of effective sales performance, the Huthwaite Corporation, a sales consulting
firm, found that successful salespeople asked more questions than their lower-
performing counterparts (especially the right questions).2

This is not to say, however, that there is no value in planning a presentation, for
there surely is. But with relationship selling, planning takes a different form. Each
buyer is conceived to be different; each has his or her own needs and problems to
which salespeople must address themselves on an individual basis. However, sales
representatives can formulate a series of carefully preconceived benefit statements,
a series of statements blending features and benefits. With a supply of these care-
fully planned benefit statements in the back of their minds, salespeople are pre-
pared to present a credible picture of their product, but they are also in a position
to individualize their presentation, selecting the right combination of features and
benefits appropriate for that particular buyer.

9-1 The Discussion Process

In the selling process, telling is not equivalent to selling, and getting told does not
equal being sold. Selling is least effective when the salesperson tells the prospect; it
is most effective when the two parties are interacting. The first part of this interac-
tion or discussion is the process of recognition—-a mutual talking about, analyzing,
and discovering the prospect’s needs and problems. To a considerable degree this
involves questioning, listening carefully, and analyzing buyers’ needs and problems.
Once buyers’ problems are evident to both the buyers and the salesperson, the next
part of the discussion process, the presentation, can begin.

In many ways, salespeople resemble doctors. If a doctor writes a prescription
without first making a diagnosis, it amounts to malpractice. A doctor uses various
instruments to conduct an examination of the patient. Likewise, salespeople should
use questions as their instruments to conduct an examination of the prospect.

9-1a The Importance of Recognition

Recognition is very much associated with the process of human motivation. An in-
dividual begins with some form of need, which leads to a problem to be solved. The
solution makes it possible for the next need to take hold. Then the whole process
starts all over again, as A. H. Maslow theorized in his concept of the hierarchy of
needs (see Chapter 4, “Buyer Behavior”).

A need, according to Maslow, is “a feeling which, if left unsatisfied, produces
anxiety or tension . . . yet if satisfied, imparts a sensation of well-being.”® An un-
satisfied need creates tension. If immediate gratification is at hand, there is no
problem. As portrayed in Figure 9-1, if there is a large difference between what is
desired (the ideal) and what is at hand (the actual), then a problem is presented. A
problem in turn motivates the individual to seek a solution and reduce tension.

Problem Recognition
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Problem Recognition
Ideal b :
satyleig::stgg gutt PrI;)SEECt needs and problems through careful'questioning can the
. n disturb the ¢ ’ s .
Figure 9-1 o the o thusftcz;nc?r S homeost.asw.'OnlY when questioning makes cus-
The Greater the Gap tentivelv to th pth of their current dissatisfaction are they likely to listen at-
between the Ideal State and Neod Giap clytothe salesperson’s presentation. Change is unlikely until the sales ’
the Actual State, the que.stmns have first made customers uncomfortable enough with thei A
Greater the Need Gap (i.e., uations to seek relief. 5 elr current sit-
problem) & the Greater the No doctor would think of o . .
Motivation to Solve the ient. Yet this is exactly wh prescribing treatment without first diagnosing the pa-
bl Actual : actly what many salespeople do. They i ; .
Problem prospects with a tirade ab ; Peo] ey immediately confront their
rade about their new “miracle” products without first diagnosing

dissonance

The discomfort people feel on
recognizing contradictions in
their beliefs.

Let’s illustrate this process with an example. Let’s say you are sitting in front of the
television set, when suddenly you realize you are thirsty. There’s a hollow feeling
in your stomach, and you know you would like a soft drink. If a can is by your side,
there is no problem. But if none is immediately available, then thereisa difference
between the desired situation (drinking a soda) and the current state of matters
(not having one). If this difference is great, going to the refrigerator, going next
door to borrow, or perhaps getting in the car to go buy a 6-pack could resolve it.
In any case, once the solution is found, the whole process begins anew, and the next
need—perhaps a pizza—is ready to take hold.
How does all this relate to selling? The answer is that a sale requires buyers to
become motivated to buy; they must recognize a need and a problem to compel
them to seek a solution. However, recognition is not always easy. Individuals may
not be aware that they have an insurance need or that a problem is present because
there is a wide contrast between the financial coverage they have for their family and
the coverage they require. Hospital purchasing agents may not be fully aware that a
problem exists with their current surgical uniform; they may be only dimly aware
that some unfavorable comments have been made about current garments. Such
situations require recognition before the motivation process can begin. It is up to
the salesperson to start the prospect talking so that a need and problem can be rec-
ognized. This talking will help prospects become aware of how large a gap exists be-
iween their current situation and the one they desire. Once the problem is
established, the salesperson can move on to the presentation and illustrate how the
product provides a solution to the problem and how desirable the prospect’s situa-
tion will become after the purchase. '
By indicating discrepancies between current situations and more desirable
states that prospects could experience, salespeople create dissonance. This concept
of “cognitive dissonance” is well known in psychology; it was first proposed by Leon

Festinger to refer to the discomfort people experience on recognizing seeming con-

tradictions. Festinger contends that people find inconsistencies troublesome and
iry to resolve these discrepancies (i.e., they try to change their current situations).*
The marketing implication is that upon encountering prospects too content with
their current circumstances to consider change, salespeople need first to invoke dis-
content to make the prospect receptive to change; the way to do this is by asking the

r .. .
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»if salespeople don’t accurately di befi i
solutions, they run a risk of idi o the o rescribe
providing ones that do not address the clients’
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9-1b The Role of Recognition in the Selling Process

;‘llfc)ea::«{?ystrecogniltion ﬁt? into the selling process is depicted in Table 9-1. In the ap
age, salespeople seek to gain the buyer’s attention. Q - s
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creative and entertaining manner. Once the presentation is concluded, quite often
the prospect still has some doubts and objections about the advisability of buying.
It is the job of the salesperson to help resolve these doubts. The final step of the sell-
ing process is to close the sale.

Later stages of the selling process cannot proceed satisfactorily without adequate
problem recognition. More sales are lost due to prospects’ not understanding their
problems than to any other factor. The smoothest presentation and most practiced
of closes will fall on deaf ears if prospects are expected to relate stated benefits to an
unrecognized problem. Attempting to sell a computer (o a prospect who has not
identified an inventory-control or order-processing problem is unlikely to meet with
much success. Neither is trying to sell a cellular phone until the prospect under-
stands how much time is lost due to canceled appointments, stopping to call from
pay phones, and having to return to the office to check on inventory order statuses.

In fact, as mentioned in Chapter 1, “The Role of Personal Selling,” problem
recognition is the most important part of the selling process. In contrast to short-
term transactional selling that involves one or a few calls, handling objections and
closing especially, are much less important in long-term relationship selling. In fact,
with relationship selling, preventing objections before they arise and minimizing
the number of closing attempts are critical.

9-2 The Value of Questioning

We have already identified how questioning assists the recognition process by en-
couraging prospects to talk and realize their own needs and problems. Questioning
is also advantageous from several other standpoints.

First, questioning aids in holding prospect attention. For the length of time it
takes the prospect to answer a question, the salesperson has his or her entire atten-
tion. It is not possible for someone to answer a well-structured question and think
of something else at the same time. Psychologists have estimated that, on average,
people remember 10 percent of what they hear, 50 percent of what they do, and 90
percent of what they see and participate in. Learning (and selling) can be difficult
when the Listener only sits and passively listens. But when learners participate in the
process, their attention increases immeasurably. If we are interested in anything, it is
the sound of our own voices speaking our own interests. Remember, the average per-
son speaks at 125 to 150 words per minute, but can think much faster. When the sales
rep is talking, the prospect can both listen and think of other matters simultane-
ously—objections, fears, criticisms, doubts, and personal matters.”

Listening to responses to questioning builds trust; every question that sales-
people ask implies that they are interested in the prospect. The more the salesper-
son listens, the more the prospect likes and trusts them, two factors we have
identified on numerous occasions as absolutely vital to building the relationship.
Each question says in effect, “T want to hear you. I respect your opinion.” Once
prospects feel that salespeople understand them, salespeople are that much closer
to making the sale. As stated earlier, people frequently buy not so much because they
really understand the product but because they feel understood by the salesperson.

Questioning also allows sales representatives to test assumptions they have
made in the preapproach or during the course of the discussion itself, Without the
ability to question buyers about their needs, the sales rep has no guarantee that he
or she is on the right track. The salesperson might begin the presentation by stress-
ing that “Acme widgets are 2 cents cheaper than XY Z’s” However, if he or she had

asked, the prospect might have i i

» th expressed more interest in delivery, b ’

latest shipment had been two weeks late. - P pecase LS
I.O‘CPerhlgps nli)it as obvi.ous, the one asking the questions has control over the sales

Fh ess. By asking the rlg‘ht'questlons in logical sequence, the salesperson can lead

the 1prospf:ct into determining to buy on his or her own. This is especially true of
¢ large, multicall sale, where establishing a long-term relationship is critical

9-3 Transition from the Approach

gl 1n1u}ilt1ng the recognition process, the salesperson must first make a transition
om the a_p.proach stage of the selling process to the discussion stage. Two tech
niques facilitate this transition. First, if possible, the salesperson sho;ﬂd m ‘lic _
statement of purpose (much like that made during the telephone request for nap.
Pomtment). The sales representative may say something like, “Mr. (}ones I’n:iiIl Zﬁ_
ing on you today to determine if our new blended surgi::al u.niforrr; has y
application to your hospital’s needs” Such a statement helps establish the sales ae?—,
som as scszeone of purpose and expertise, someone who is not there to wastepthe
Ezz;f:rct ; tlmie::t. Moreover, expressing a purpose engenders.trust on the part of the
o ki. ot?l often, one person asks questions of another without giving the reason
t:n :rsf n{g hese t%uesuon§. As a‘resu1.t, the other person becomes suspicious. The lis-
cels that the questioner is trying to trap the listener in some way. In the ab-
sence.of a stated purpose, listeners believe that if they knew why you were aski

guest10n§, they would not want to reveal their true desires. Later on. th fearS nl%

1nformat10{1 could be used against them, to corner them, - e
Ft.)ll(_)mng th.e statement of purpose, the sales representative then asks a

permissive question: “Before I present the merits of our new surgical uniform, M
Jones, I.wonder if it would be all right if I ask you a few questions about you o
rent uniform uges?” Notice that the salesperson has begun the permissiveyqugsfilcl)rr;
irll ; :eflggner u;lhkely to offend the prospect. A directive statement to the effect that
some facts from you, Mr. Jones” would be offensive to most prospects. But

the question prefaced by a “may I” or similar phrase is unlikely to offend pros . t
and it will probably encourage them to be more open in talking about thpei pecds,
Certainly, it is difficult to refuse a question stated in such terms, e

9-4 Identifying Missing Information

Befqr_e asking questions, the salesperson must ask himself or herself, “What info
mation am Ilacking?” That is, in spite of the most thorough precall p,reparation rz:
garding industry, company, product, competition, and intensive preapproach, the
are bounc! to be areas where the sales rep’s knowledge is incomplete. Of co1;rse r"’sc
?vould be impossible to provide a “laundry list” for all possible prodl.'lcts and se .
ices, !?ut there are a number of generic concerns that are typically “inform t_IV'
poor.” The salesperson might plan questions respecting: ! o

1. Are there aspects of the current prospect situation that I don’t fully
understand? For example, “How long have they had their current

: 33 0
equ1pmenF? ’\ﬁ:hat are prospect growth plans?” “Are they downsizing or
restructuring?” “Who are their current suppliers?”

2. Do Ineed information on prospect buying needs? If selling to retail accounts,

are there economic and demographic factors that will affect ultimate
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statement of purpose

Before questioning the buyer,
the salesperson first states his
or her rationale for the sales
call.

permissive question

Before questioning the buyer,
the sales rep asks for
permission to ask questions.
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closed questions
Specific questions that seek
specific answers.

consumer demand? Before presenting the merits of stocking a new, expensive
gourmet coffee, for example, to a supermarket, what are the characteristics of
consumers in the trading area? Are there physiological, safety, social, esteem,

" or self-actualization needs affecting the purchase? Is the prospect a Driver,
Analytical, Expressive, of Amiable?

3. Are there problems present? Difficulties? Dissatisfactions? Likes or dislikes
about the current set of circumstances? Quality or service considerations?
Pricing issues?

4. Have I identified all of the relevant decision makers? In the typical
organizational decision, there are multiple buying influences and it is often
difficult to uncover all of them. It is absolutely critical to determine who has
final approval power (i.e., the one who must actually approve the order). Who
will be the actual users of my product or service? What power can they
exercise in the decision? Which of these decision makers should T cali upon
first? Spend the most time and effort?

5. Do I need information on competitors? Because the prospect’s frame of
reference is influenced by the competition, the salesperson should ask:

e Who are my competitors?

e ‘What are their strengths and weaknesses?

e What is the relative standing of competitive pricing?
e What are postsale service capabilities?

e How do competitors rank in the prospect’s mind?

6. What objection is the prospect likely to raise: price, skepticism, budget
considerations, indifference, satisfaction with the present vendor? The
professional salesperson should be prepared to respond to all of these.

7. What is the organizational culture? Are they risk-takers or risk-averters? Are
they conservative or flexible? What do they value most? Market share,

profitability, stability, stock price, employee satisfaction?

9-5 Questioning Techniques

Once the sales representative has successfully made a transition from the approach,
it is time to begin questioning to facilitate the prospect’s recognition process. In do-
ing so, the salesperson makes use of two main types of questions: closed and open.

9-5a Closed Questions
estions are specific questions that seek specific answers. “Do you cur-

Closed qu
rently invest in a mutual fund?” is an example of a closed question. As here, re-
Y “no,” and the

sponses to closed questions are limited, direct, and to the point: “yes,
like. Closed questions are useful for opening a dialogue, redirecting the conversa-
tion, and checking for understanding. They are also useful for encouraging inter-
action with reserved customers who do not respond to open questions. Closed
questions limit the possible responses to a simple one-word answer like “yes” or
“no® Closed questions often begin with do, are, is, which, have. “How many” and

“How often” are typical closed probes. Closed questions limit possible responses;

they have several uses and can be extremely useful in several circumstances. Use

them when your customer wanders to steer the conversation back to business. “This

is very interesting, but how can I help you resolve your concern?”
Closed questions can also be used to confirm your understanding of a point

your customer has made or (o confirm needs. You might ask:

;
b

Then, we can assume you will send a check for the previous balance today, right?

If I understand you th dli
en, youd like to cut your annual .
1 . energy costs
changing your comfort, is that accurate? & without

When you ask i
questions to confirm needs, your i
: » questions should i
to gain a yes or no response; therefore, they are closed. be designed

Would it be helpful to . . .?
Would it be important to you to . . .?

Do youneedto . . .?

Finall j ific i i
¥, when you just need specific information, closed questions ate effective

“How many times did
ou try to ¢ o © . .
report . ..2” b4 ¥y to contact us?” or “What is the date you called in to

9-5b Open Questions

l(i)kitle;tglf::ligg: arez1 de'iiﬁned to 1get customers to respond \at length. They are un
: ered with a simple yes or no. O i id Toom
p : e yes . Open questions provide lots of
c:;) zle;(l)aogse, customers may answer in any way they desire. Open quest(i)or:;) Z?:
lg) - Writhrax;;mg ;;)ut fee;llngs, attitudes, likes, and dislikes. Open questions typically
whnat, how, who, why, where, and when. “Wh i
o 1 ) A . “What do you think about?” and
likeozwvhdu:jt y;:u feel about?” are examples. Open questions typically begin with wmzls
at, how, why, where, who. They can also be statements

Can you tell me more about . . .7
What happened when . . .?

How did you hear about . . .?

You will typi ion
dontity ]Ezg‘ljc;alrllzyhuse open qut.asicllonfi to explore your customer’s situations and to
| . They are especially advantageous beca
y are es use they are o
Tangélof responses, indicating what’s on the customer’s mind ’ pen to 8 large
0 ) i :
e 1553 Palr;d C(l)lpt?n que(sitlotrllls parallel the sorts of questions you see in exams. True
) ~choice, and other “objective” questions ar . _
fabse, : . _ : ¢ analogous to closed ques-
Essay, case-analysis, and problem-solving questions resemble open quesgibns

9-6 The Questioning Process

Closed and open questions serve three main purposes: (1) beginning the flow of in-

9-6a Beginning the Flow of Information

The basi i i .
an aasll)c ::;ategy here is to ?uﬂme the nature of customer problems—to identify
e gtopbee Sael:en the cl:urll'fnt situation and that ideal state where the customer would
- Salespeople should begin here with clo i
; ' sed questions that id
e to : provide back-
§What is1rt§2rmat101: 'flb_out prospects and their business—to basically ascertain
current situation?” Closed questions iti
start the recognit i
W gnition process in a
mar I;:r that puts prospects at ease because they are easily answerablePQuestions
tha aiee;ﬂisyh:o al(lisw.er relax the otl}er person. People enjoy giving answers they
ght, and with closed questions you give the other person a chance to give
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right answers effortlessly. Starting with difficult open questions may well make the
prospect evasive and withdrawn, A real estate agent confronted with a prospective
home buyer can start the conversation rolling by asking easy things such as the
number of rooms in the current house the prospect lives in, the time needed to
travel to work, the neighbors, and the schools; rather than leading off with an open
question about the sort of home the prospect is looking for. Closed questions basi-
cally relate to “what’s happening now.” They ease the way for open questions and
they build confidence and trust in the salesperson, Some examples of closed ques-
tions follow:

How many shifts per day do you run in your plant?

How many people in your family drive?

Do you currently havea policy of buying from a single supplier?
Have you ever before considered leasing a data-processing system?
How much insurance coverage do you currently have?

Are you looking for a ranch-style or two-story home? .-

Will you be making a decision in the next few monihs?

Have you considered switching to the new Windows Xp?

In some instances, closed questions are formulated to verify the accuracy of
preapproach information. In other instances, they are formulated on the basis of
the sales representative’s understanding of businesses similar to the prospect’s. In
either instance, at this stage of the questioning process, closed questions are in-
tended to determine facts, initiate the prospect’s recognition process, and set the di-
rection for asking open questions.

Two phrasing techniques are recommended to ensure that closed questions de-
signed to begin the flow of information do in fact focus on current reality (“what’s
happening now”). First, always phrase the closed question in the present tense. Sec-
ond, use key words that signal to the customer that you are asking for information
about the present. “Does inventory continue fo be a problem?” “Are you still using
the B2500 model?” Other key words and phrases that are good here are remain, as
usual, now, currently, and at the present time. Another possibility is making a state-
ment and then ending with the question, “Is this still the case?”

Open Questions for Beginning the Flow of Information

Open questions come into play once the prospect has answered some closed ques-
tions. Although closed questions answer “what’s happening now,” open questions
identify the other portion of the problem, “what I want to happen.” The spread be-
tween the two—“what’s happening now and what I want to happen”—reveals the
problem. Open questions tend toward the general rather than the specific and al-
low customers free play in relating their hopes. Open questions tend to begin with
who, what, where, why, when, and how. Some examples of open questions follow:

How do you feel about the new generation of personal computers, Ms. Jones?

If you could wave a magic wand and create a perfect insurance policy to satisfy
all your needs and concerns, what would that policy be like?

What advantages do you see for your engineering department workstations,
Mr. Smith?

How do you feel about this ranch-style home, Ms. Johnson?

Where are you experiencing the greatest number of problems?
Could you explain why you are doing it that way?

Open’ questions are of special value in handling resistance from customers
whose minds are already made up—but for illogical reasons. In response to open
questions, they can begin to examine their own logic, recognize theirinconsistencies,
and become more receptive to the salesperson’s proposition. “What do you like best
about . . .?” followed by “What do you like least?” works well in revealing where such
prospects are most vulnerable. If the salesperson is referencing a competitor, first
asking about preferences reduces the perception that the salesperson seeks only to
slander the opposition. For prospects who are satisfied with the status quo, the sales-
person might ask, “If you were to make a change, what would be some of the things
you would look for?” or “What would be different from the one you have now?”

Two especially good inquiries for getting customers to articulate their desires
are “What will happeniif . . ”and “Just suppose . . ” For customers who have not yet
clearly thought and formulated where they want to be, these techniques are very
helpful. “What will happen if the new computer works as you want it to?” “Just sup-
pose you can have another copier anywhere in the office. Where would you put it?”
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Asking questions is one of
the most effective means of
maintaining attention. As
veteran salespeople say,
“Telling isn't selling.”
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instant replay

How the customer makes his or
her decisions on a step-by-step
basis on the basis of preceding
similar buying decisions.

In both instances, prospects will reveal their prime buying motives and lead the
salesperson toward making the sale.
At this juncture itis also useful to use what the industry calls the “Three Golden
Questions.”m Question 1: “Tell me, Mr./Ms, Prospect, what are some of the things
you've been proudest of in the past three to five years? What has worked exception-
ally well for you?” The idea behind this question is to discover how the prospect de-
2: “What are some of the things that haven’t worked well for

fines success. Question
you, and why?” This question is framed to discover the gap between “where 1 am

» Question 3: “What areas have you wanted to address

now” and “where Twant to be.
or develop, but have been unable to do so due to lack of time or resources or for
success and dissatisfac-

whatever reason?” Questions 1 and 2 are designed to define
tion, respectively; question 3 addresses future opportunities. This is critical infor-
mation for the presentation. Other open questions follow: Who are the buying
influences? What are their needs? What are buying procedures? Who are new play-
ers on the scene? Who is the competition? What are likely buyer objections? In
which additional areas is my information weak?
Just as customers have specific buying motives, they also have a consistent buying
sequence. That is, they tend to evaluate a product or service in a set pattern or order.
The salesperson can seek an instant replay to identify this critical pattern. It helps the
salesperson discover not only what is important to the prospect but also the sequence
sales points. In other words, the salesperson determines how

in which to present the
the customer makes his or her decision on a step-by-step basis. For example, the sales-

person might ask, “How did you decide to buy your last insurance policy?” The sales
rep will probably receive answers like, “I bought it because the agent said it provides
protection. He said the cash buildup would earn interest rates above what banks pay”
It is quite likely that he or she will decide to buy a new policy on the basis of protec-
tion and superior interest rates. In other words, if you learn your prospect’s buying
strategy, and play it back to him, you're going to receive more business.’

Open questions are valuable from yet another standpoint. In the course of talk-
ing about their goals and feelings, customers will reveal a great deal about their per-
sonality styles, something that will assist the salesperson in formulating strategy for
the remainder of the sales call. Expressives and Amiables will tend to stress 2 more
personal orientation in their goals (e.g.,“1 would like better teamwork” or “I would
like to keep my employees happy”). In contrast, Analytics and Drivers will emphasize
task concerns (e.g., “We need t0 produce more rapidly and with less waste” or “My
chief concern is to track our costs better”). The time taken to respond is another clue
for identifying prospect personality styles. Amiables and Analytics will typically take
longer to respond and will be quieter in thelr responses than Expressives and Drivers.

Once they identify the prospects’ personality styles by initial open questions,
an structure subsequent questions according to each style. For Drivers,
questions can pertain to industry trends, the growth of the company, and the Dri-
ver’s role in it, and future directions the company might take. For example, “Mr.
Jones, competition is fierce in the computer business and yet you remain an indus-
try leader. What would you consider your competitive edge?” Drivers love to talk
about themselves and their accomplishments. They also are interested in bottom-
line benefits. Accordingly; the salesperson might ask the Driver, “What type of
bottom-line benefits would you expect 10 gain from our product?” For Analytics,
questions should focus on facts and details; for example, “Could you tell me about

king with for the new computer system?” “What are the pa-

the budget you are wor,
rameters you have established for the purchase of the computer?” Amiables like to

become friends before doing business.

salespeople ¢

Questions such as, “Could you tell me bow

about concepts
and dreams, a sti i :
, a stimulating question “
g : wo
yourself and your business in five years?” 12 AqSumma uld be, “Where do you see

for your sales presentation is shown in Table 9-2 ry of effective selling questions

Ta - i
bleo9.2a Synopsis of Effective Selling Questions

1. What is your main objective?
2. How do you plan to achieve that goal?
3. Wha'F is the biggest problem you currently face?
4. What other problems do you experience? '
5. What are you doing currently to deal with this?
6, What is your sirategy for the future? .
7. What other ideas do you have?
8. Whatrole do i i is si
. wjho e af:?;r;?play in creating this situation?
10. What are you using now?
11. What do you like most about it?
:; ;Vhat do you iike [east about it?
. [T you couid have things a
10, What efectwould s e on e o stantors
15.  What would motivate you to change? o
16. Do you have a preference? .
17. What has been your experience?
18. How do you know?
;2 Is there anything else you would like to see?
21: Clvi]\:tr&uﬂ J\Tuld it be.worth tF) you 1o 50ive this problem?
T o k|mcost,l ul.t|mate!y, if things remained as they are?
g within a budget?
23. How do you plan to finance it?
24, ‘What alternatives have you considered?
25. What benefit would you personally realize as a [t?
26. How would others benefit? o
27. Howcan| help?
2B. s there anything | have overlooked?
29. Are there any guestions you would like to ask? -
30. what do you see as the next step? I
31. Who else, besides yourself, will be involved in making the decision?

32. Onascaleo 010 ow Conﬁde tdo o] g N
y U eel aboutdo 1 bU5| ess with us? What WOUId t take

:3. Are you working against a particular deadline?
4, How soon would you like to start?
:z When would you like to take delivery?
37. iV\f?h(-:-n shouldlwe get together to discuss this again?
38. 5 erfe anything else you would like for us to take care of?

. What is your present situation regarding . . .? I
39. How do you feel about the . . .? .
40. What are some of the thi

things you've been i
Jo . proudest of in the past three to fi
at are some of the things that haven‘t worked well for you; and wh 3 et
; y?

42. What areas dve you wa ed to add ess 0 e()[) H ave lJ ar nab e (}f
y W, S deV
w v . U Vi [ t dO 50 due to Iack
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E direct questions

I8 Questions that go straight to
4 | the point and their intent is
T obvious.

|:\ i indirect questions
Questions that are softer and
|]| more comfortable for

I | customers to answer.

| i third-party questions

[ Indirect questions asking

IE prospects to relate their
opinions in terms of others’

|
| \ " reactions (i.e., third parties).

Direct versus Indirect
As the term implies, divect questions go straight to the point and their intent is
obvious. “Are you the decision maker on the project?” or “How old are you?” and
«How much are you willing to spend?” are direct questions. Other examples of
such key, sensitive questions include: “Who really makes the decisions?” “What
do you really think of my website?” “Wihy were were ally knocked off the plan last
year?” “How much money do you really have?” “How deep in the category are you
really going?” «“i\hat's really going on in this account?” “How much do you really
Kknow about your account’s business?” “How much of 2 risk-taker are you really?”
«How much will you really fight for my website?” “What's the real objection to
advertising with us?” The problem with these is pretty obvious. They can alien-
ate people, but the bigger problem is that direct questions bluntly expose your in-
tent. They often elicit either incorrect information or none at all. A better
approach is using indirect questions. With indivect questions, the intent is not
as obvious. For example, to determine someone’s age: “What year did you grad-
uate from high school?” Indirect questions are softer and more comfortable for
customers to answer. Information gained from them is regularly honest and use-
ful. As examples, review the two lists of sample questions. The first are direct; the

second, indirect.”
Direct Questions

e Why is that important?
Did you make that decision?

o Isthe equipment energy efficient?
Indirect Questions

What do you feel will be most important in the decision?

*
e Where would you normally go for help with this type of project?
e What would you do if you were in my shoes? -
e How is your office’s heating and cooling system performing now?
e What do you wish you could change?
An especially valuable form of indirect questioning, indirect questions asking
prospects to relate their reactions to the situations of others, are known as third-

party questions.14 Asking car buyers directly about their abilities to afford an auto-

mobile may offend them and bring the potential sale to an abrupt halt. But asking
prospects whether they think the car is affordable for most buyers will be less of-
fensive but no less revealing, since the salesperson may interpret prospects’ answers
as basically referring to their own situations. Some examples follow:
Most of the people I call on tell me that automatic tellers are revolutionizing the
banking industry. Do you find this to be true?

Consumer Reports has rated this product as the best available for its price range.

Would you say that most people would be willing to pay this amount for a sport-

utility vehicle?

A lot of people feel that a formal dining room is not that important to a home,

Mrs. Johnson. What do you think?

Third-party questions are especially important in initiating the recognition
process for a particular type of buyer. An especially vexing problem for salespeople
is presented by prospects who do not open up readily. Third-party questions repre-

sent a valuable tool in getting such clients to talk.

|

Some i i
other techniques for asking sensitive questions are:'®

Casual Approach:
fax machine?”

‘Everybody A ;4
ybody Approach: “As you know, many small businesses are using temporary

help these days. Are you planning to do so similarly?”

Every agency (medi
Lvery ia department, account ;
4 epat , » ad director, bran
works differently (has its'his or her own special needs ,own [flrir:?tliager’ <)
, ities,

preferences, etc.
i C;t(cd l. Ziil me (help me understand) what criteria will be used here
partment, company, etc.) to select online media for your new

campaign.

the same way. Wh
: . Where do you rank our si
priorities?) ' site on your plan? (What are your

Bl j
ame Someone Else for the Question: A good many of your customers say

your firm is very c 3
fi 'y conservative, perhaps too conservative. How would you respond

to them?

-

Imply That the Question Is Pl Pdl
moment, What i you ?s ayful: I'd like to play devil’s advocate for the

I could be out of line here, b .
, but let me ask you, Wh
[ cou ' : you, Why would you use websi
o Soafli r:;z; tlf; 1 Y . on our site? (If the buyer feels youyare Ou::;‘- lsiﬁsil’dB,
) is a simple “Sorry” or a humor i
2 ous answer, d
your personal style. If the buyer does not give an answer, heror iflzn:\:}iillllg

certainly appreciate yo e
relationship.) your courtesy, which- can only help the overall

Preface th i : .

oo ﬂf: eQ;stlon wlwth Pralse:. Your company has long been recognized as

e office equipment business, but recently several industry anal a
ggest there are product problems with your new Itanium-based PC e

What could knock us off the i i
' e list? (Will you be spending at th
did last year? Are there opportunistic funds for spons%)?shipz:;lme fevelsyou

9-6b Continuing and Redirecting the Flow of Information

Like most o
off the subjzlz: rolieotple’tflflweqs often lose track of their train of thought, wande
, or stop talking before the list : ’ !
they are tryi , istener has time to appreciate
deiZtandirIfgh:)gf E‘sg B'f Cauzle effective sclling requires a COmPlePtI; and ac:&lrz:: 1111 .
: ect need, techni : ; n-
continue talking, ) ques are available for encouraging prospects to
Continuin i o
ment. They enc% Ell:stmns ask for a more detailed explanation of a prospect’s state
Inviting elaborati £¢ prospects to pursue their course of a thought in more d '1_
o askl(fm is perhaps Fhe easiest of all the techniques. To do this a]lml1 .
sbout thermsoles a(;fdn;i)r'e details. Then, watch out! People love to talk. es: eciy cl’lu
floodgates and learn r; :rlé cc};ncertrils. By asking for more information, yo7u olr; enatlhz
: lear about their problems. Although th ;
questions, continuing questions are in fact open. Some g Piﬂ; ZOUIld like closed
. exam re:

Could you tell me more about that?

Could you give me an example of what you mean?

By the way, do you just happen to be in the market for a new

Problem Recognition
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redirecting questions
Questions that can be asked if
the customer has strayed or
when the salesperson wishes to
concentrate on a different
feature and benefit.

Is that the extent of your view on the subjeci?
Let’s get back to the cost-effectiveness issue. Can we make sure that [ understand
your point?

Besides using continuing questions, the salesperson can encourage the flow of
information through two other techniques: the pause and the statement of interest.
The pause—a complete verbal silence on the part of the salesperson—not only en-
courages prospects to continue but also provides salespeople with some time to
think and formulate a response. Watch an interview on television: When the inter-
viewee stops talking and the reporter remains silent, inevitably, the interviewee will
begin talking again. It also tends to relax the pace of the information exchange, less-
ening any fears the prospect may have of being pressured. Finally, the pause is valu-
able to salespeople because it forces them to talk less and listen more.

Statements of interest may be as brief as a simple “Uh-huh” Other interest

staternents are “Great.” “Sure,” “That’s interesting.” and “No kidding.” A statermnent

of interest does not even have to be verbalized. It may be a nonverbal demonstra-

tion of interest. A nodding of the head, a smile, or leaning forward shows interest

and encourages the prospect to continue.
If the customer has strayed or when the salesperson wishes to concentrate ona

different feature and benefit, redirecting questions can be asked. Examples of such
questions follow: oo

Is also important to you?

Do you have difficulties with ?
Is this of any inierest to you?

How do you feel aboui ?

Listening for Key Words and Exploring

In getting prospects to continue to talk and reveal their problems, the salesperson
should look for specific key words and explore or “drill down” with further ques-
tions. For example, once the prospect starts talking, write their key words on a
notepad. What-are key words? Look at the following sentence:'®

Our copier is always broken. Do you have something more reliable?

Next, start with your first key word and focus your questions. As you do this,
keep listening for additional key words. For example:

Salesperson: What do you mean by your copier is always broken?

Prospect: It continues to feed two pagesata tinie, and the quality is poor. (Note:
“Poor quality” is another key phrase that needs to be explained, so write it down.)
Salesperson: Are you doing a specific job that is causing it to feed two at a time?
Prospect: When we make our catalogs, we use heavier paper than our vendor
says the feeder can handle, and they can’t fix it. They recommend an
expensive upgrade.

Salesperson: Tell more about the heavier paper you are running, and the
other jobs you do.

Prospect: Well, we do ...

Salesperson: When your feeder pulls in two pages, what happens to your
business?

Prospect: We can’t do anything until they come and fix it.

Salesperson: How long does that take?
Prospect: Three days.
Salesperson: How much does this cost you?

Prospect: llt costs us $5,000 to have an outside printer make our catalogs. And
that doesn’t count the loss of business. .

%\t this point, you may ask them more about the manuals or more about their
outside costs. The point is, by focusing or tapering down the key words “always bro-
k(?l:l, you have narrowed down specifically what they mean by always brokenYIn ad-
dition, you have u.ncovered the consequences and costs of being “always bro.ken ’

. Of great use in exploring is reflection, which means considering the im li(.Z -
tions of what the customer just said. An example is when the customer says hp .
on vacation last week, and you say:"’ ' e

That must mean your desk was piled up when you came in this morning

N Another exaxpple is th:n the person you are talking to says his computer hard
ive crasthd, losing all the important files. The ineffective listener will immediatel

begin to I:ehve the last time he or she had this happen and tell how awful it was toY
Fally steahng the conversation from the other person. The sales rep’s goal as a liste,n _
is to keep kicking the conversation back to the other party. In this situation, a beir
ter response, and one demonstrating this technique, would be any of the foll’owing—'

That must have ruined your morning,
Was there backup somewhere? You might want to check with IT, |

(S)uch responses reflect your interest and concern.
ne notch up from reflecting on the implication i ing

. 1 ref plication is responding to the feeling.
Respondlng to the fee111.1g is better known as empathizing with another persdn. %t
means putting y(?urself in their shoes and really feeling how they must feel. To re-
spond to the fe§hng, all you have to do is put some version of the word feel in your
Tesponse. That includes all the forms of found and felt. Examples of this technique
1n response to a customer who tells you about being deni i ’
b o o g denied purchasing approval by

You must feel frustrated having to deal with this situation,

We at XXXXX feel frustrated as well.

Listening between the Lines of Conversation

In a§k}ng. for continuation, it is important to listen for the implicit as well as th
explicit (i.e., to “listen between the lines”). Fach line of conversation Cdnve 5 sevej
eral messages simultaneously. One of these mességes is communicated throuY h the
meaning of‘the words. This is the explicit message. Other messages are trangsmit—
ted by 1mP11cati0n, or implicit messages. The individual’s implicit messages often
3:e 1:101': nﬁlportant, expressing his or her real feelings or things the person really
inisniizn St e moment; you have to listen between the lines and deal with her
Why do we need two channels of communication—explicit and implicit? The
answer is because living in a society requires abiding by a complex set of ruie
legal and moral laws, family and community customs, and etiquette. These rules:t;
man-made; we are not born with natures that inherently fit these ru'les This means
we must continually make compromises between what our natures wa-nt and what
the rules require. This results in implicit messages and really comes down to five
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interpersonal operations: (1) building up one’s self; (2) attacking others; (3) mak-
ing demands; (4) controlling; and (5) expressing love.

1. Building up the self. Lack of self-confidence is very common. Many voices are
saying implicitly, Look at me! See how clever, handsome, brave, strong, and
funny I am! See how much I have and how much I know! This all reflects a need
for reassurance by the buyer. To make buyers more comfortable and more
receptive to your ideas, tell them their actions confirm the presence of their
desired characteristic. _

2. Attacking. Words can be used as destructive weapons. Most of us are affected
by what others think of us. Often the explicit message—the words
themselves—may sound like objective criticism while the attack is implicit.
These implicit verbal attacks take four forms: (a) unfavorable comparisons,
(b) minimizing (including faint praise and pointed remarks), (c) teasing
(including ridicule and sarcasm), and (d) gossip.

3. Making demands. The explicit demand is made by directly asking for
something. The implicit demand stops short of this. It merely implies what
one wants and then relies on the other person’s desire to please.

When a buyer gets up from his or her chair, this is an indication that the
interview is over as far as the buyer is concerned. The rising is an implicit demand
that the salesperson leave. Another way of making the same demand is to ask, “Ts
there anything else you'd like to talk about?” The implication of the question is
that, if not, then the sales call is over. Interrupting another person in a conver-
sation reflects the implicit demand that he or she stop talking and listen to you.

When making demands, it is better to be explicit. People generally
prefer to be asked for something directly. Implicit demands may actually
stimulate more resistance.

4. Controlling others. A common way of controlling others is by exploiting their
‘need for others’ esteem. The control seeker promises approval for compliance

and threatens disapproval for resistance. For example, to an unsure person, an
influencer trying to sell an idea might say, “It seems to me that this would be
the smart thing to do now.” To someone anxious about being considered kind,
the influencer might say, “It seems to me that this would be the considerate
thing to do at this point.” In effect, the influencer is implying that by
performing the suggested acts, the self-doubter will demonstrate intelligence.
5. Expressing friendship. You may express friendship when you listen to someone’s
troubles and try to make them more comfortable; when you compliment a person
for pleasure and not advantage; when you give advice to be helpful and not to
control; when you accept another’s anger without attacking, because you want the
person to feel comfortable releasing his or her emotions; and when you provide
information to be helpful, not necessarily expecting something in return.”

9-6¢ Checking for Understanding
Because communication is imperfect at best, feedback is a critical part of the process.
Salespeople may not always understand the intent of the prospect’s words, so they must
check to make sure. In the course of checking for understanding, the salesperson also
helps prospects to comprehend what they have said themselves. The act of answering
the salesperson’s query aids the prospect’s own dlarification and comprehension.

The basic mode for checking understanding is the closed question (although
continuing questions may be appropriate for deeper understanding), phrased in
such a manner as to imply that the response is assumed to be known. That is, the

sales i i
unifoprt:nrsgariea;sps:mes th.e 1;:ustlc{nmer will answer in the affirmative. For example, a
rson might ask, “Is the ability of th i ,
S , : € garment to withstand repeated
mportant to you than its initial cost?” An i
undering mor ? tomobile sal
might inquire, “It appears that interi e the crith
erior space rather than fuel i iti
cal matter. Is that correct?” Both i cion that e sl
ter c ? questions convey the impression that
son anticipates a “yes” response, but is not certain. ? thesslesper
pmsg;:ets:::erclls thiltthchecill( fﬁr understanding have the potential value of intensifying
s, although this is not their primar ition intri
prosp : ; ary purpose. The repetition intrinsic
" encsal)efsperzons cheFklng and tl.le prospect’s responding helps to underline the
Prgssesyconnee re]iolqtlon. \lfl\fhen, In response to open questions, a home buyer ex
cern about neighborhood schools, and , _
: when the salespers b
quently asks for verification that sch criti : decision, the
ools are a critical i isi
e s ot ‘ concern in the decision, the
: p but firmly recognize and be motiv i ,
: ted by this f: Thi
it that much more likel i rvorabry when ol
y that the prospect will react .
chows s homme s e oat the p avorably when the salesperson
" ein effect, the salesperson is reflecting here.”” Rephrasing is just what it sounds
s é‘iiii?ileg to thi otl;er_ person, in your own words, what you heard them say, This
a waste of time; after all, if they just said it i i
may , Why repeat it? Yet, rephras-
ingi: isteni i : h
eagiess ?E: 1u:Jef the IST.IOSt powc;rful listening techniques available to you, and it i (;nepof the
casiest ol :;;11 : g;lcpklyé thtlljik c'areti;lLﬂlEr about what you just heard, put it in your own
words, 0 them in the form of a question. Fo 1
indicates to you they are concern i vt o e e someone
ed about getting new servic ir faciliti
: i e to their facilities
construction, your rephrase and their response might sound like the following; under

f y | y y

Yeah, we've got several buildings under construction now. It costs us a lot of
money to wait for you! What can you do to help us?

sou I:E;:?;Iég s}tlou(ris th(; otlher person that their situation sunk in with you and
erstand it. It also gives the person a chan. i
. . ce to reiterate and d
7 an
topi(zlxt; ;}:fl; ggmiﬁ?, which makes them feel better about it and gives you thei}l{lince
mething you can do to make a differenc in mi
. . e. Keep in mind that reph
ing must be sincere. Artificiality doe ol ways to
1 . s more damage than good. S
begin rephrase questions are the following: ’ oo Some goodways o
As I understand it . .

Do you mean . . .

ing I]iz; gzc;ljle&'lg uiilng che;ling questions, the salesperson can probe the underly-
ng 1 roblems of the prospect. For example, i
tioning a purchasing agent about a recent proposal? Puppose sssles rep s ques:

Salesperson: How did we do on the proposal?

Purchasing Agent: Not bad, really.

Salesper.son: Great. When will we know what you're doing?

Purchasing Agent: We think we’ll have it resolved soon.

Although superficially this sounds good and the sales rep may leave expecting

to hear soon, it’s not sufficient. No i
n, - Now notice what happens if the sales
sponded differently after the purchasing agent’s initial reply: personhad e

S : i
Pﬁl:;}:er'son. Does that mean you are seriously considering our proposal?
asing Agent: No. There are a number of other things we’re considering,
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erson; What are some of these? |

f’:ll:jll:asing Agent: Well, obviously, we're con'cerm'ed abou(; tdhe ;fiilézatmn of

the supplier, and the ability to meet our specifications and dea " .e e

Salesperson: And, how do you feel about our proposal based on 0; eeﬁn.

Purchasing Agent: We are a little concerned about your capability of m g

deadlines. s

Notice in the second conversation that the .sal‘?sperson .has per(lieisr e
deeper level of prospect concerns with open c01‘1t1nu1ng qu:lst.mns :il ey the
pared to deal with the prospect at a 1e\‘rcel thit wﬂl“have ?a:)re .11tnpa . )
sales rep needs to ask questions of the “Oh?” and “Why?” variety.

Some examples are:

Why are you considering that?

What do you hope to gain by the upgrade?

What problems are you trying to solve?

When, exactly, do you expect to begin and finish this project?
Do you have a budget figure in mind?

9-6d An Illustrative Dialogue o ,
At this point, we have discussed several techniques for 'facﬂltatmg thtzl prospr':ccie sj
recognition process. But to speak of them individually and in the fllzstract otess i?lotheir
alespersorn to assist prospec
demonstrate how they may be used by the s .
i]elZogfl?’Zlf:)n process. To depict this fully, let’s look at a sample dialogue between Ron

Friendly (the surgical uniform sales representative) and a hospital Purchasing agent:

Ron: Ms. Smith, I'm calling on you today to see if your hospital might profit
from our new blended surgical uniforms. (staternent of purpose)
Smith: Fine. : .
Ron: I wonder if I might ask you a few questions about your current uniform
requirements? (permissive question)
Smith: Sure, go ahead. . . ?
Ron: Are you currently using all-cotton uniforms in the op'eratmg r0]<))rnst ? tila
closc;d question to begin the flow of information by gathering facts about the
prospect’s current situation)
Siith: Yes, we are. . '
Ron: How do your people feel about cotton uniforms? (an open question to
reveal sources of dissatisfaction)
Smith: Now that you mention it, there have been some derogat.ory out the
comments. Only yesterday the laundry manager was commenting abou
operating room uniforms. .
Ron: Could you be more specific about what the laundry manager said? (an
open question to continue the flow of information) . .
Smith: Well, it seems to me that he mentioned something about how quickly
- > . .
the uniforms seem to weat out, and also their high labor cost.
’s 1 i t of interest)
Ron: That’s interesting. (statemen: . . '
Smith: Yes, it scems the uniforms must be ironed, which, of course, mire.:aszs
- )
labor costs. It seems to me also that the nurses and doctors have complaine
about the looks of the uniforms.

S
.
L
t

Ron: (nods his head and leans forward)

Smith: The operating room doctors and nurses say that the appearance of the

uniforms is lacking.

Ron: They don’t like how they look in the uniforms when they’re outside the
operating rooms? (a closed question to check understanding)
Smith: Yes, that’s right,

Ron: Are you concerned about price in ordering new uniforms? (a closed
question to redirect the dialogue to a new topic)

Smith: It depends. Price is only one factor.

Ron: Then other factors, such as quality, cost of use, and service, may be just
as important as price, depending on the department in which the uniforms
will be used? (a closed question to check understanding)

Smith: Certainly.

Ron: Let me see if I can summarize what you're saying. Your current cotton

- uniforms are a source of dissatisfaction for some of your people. The laundry
manager dislikes their short life and high labor overhead, and the surgical
personnel object to the garments’ appearance. At the same time, you, as
purchasing agent, are concerned about the price of uniforms, but it's not an
overriding issue. Would you say that’s a fair statement of the way things
stand? (In this statement, the sales representative has established the problem
and is ready to begin the presentation.)
Smith: Yes, it is. Have you got something new in mind?

Ron: Yes, [ do . . . (Now he begins his presentation of features and benefits.)

9-6e Confirming the Problem

The preceding dialogue illustrates how the salesperson can facilitate the prospect’s
recognition process through skillful use of questioning and other associated tech-
niques. The dialogue ends with a summation of the problem by the salesperson and
confirmation by the prospect, the problem confirmation. Once this confirmation
of the problem is received, the salesperson is prepared to embark on the next step
of the discussion process—the presentation.

Probably the biggest source of failure in selling is prematurely presenting fea-
tures and benefits before the problem has been clearly established. Often the sales-
person begins a presentation without the client’s clearly recognizing that a problem
exists. Although questioning helps the recognition process, it is still necessary to fol-
low up with a confirmation of the problem. This requires a formal statement—
either verbal or written—of the problem and agreement by the prospect. At this
point the reader might ask, “What happens if the prospect doesn’t agree with the
salesperson’s summation of the problem?” The answer is simply, “try, try again.”
The salesperson may have to make a number of attempts before confirmation is se-
cured, but once it is, the correct information upon which to base a decision is clearly
at hand.

There are two parts to formulate a summation statement, which the prospect

may confirm. The first part of the statement may be prefaced with key phrases, For
example: '

Let me see if I understand . . .
If I may, I will attempt to summarize . . .

I hear you saying that . .,
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problem confirmation

A summation statement of the
problem to the buyer at the
completion of sales rep
questioning,




The second part of the statement should end with a question posed to the effect:
Is that a fair statement?
Have I interpreted this properly?
Did I hear you correctly?

A question phrased in this manner will notappear condescending or pressure the
prospect because the salesperson is asking for confirmation. Merely telling prospects
what their problems are without giving them a chance to answer is too presumptuous.

As much as possible, problem confirmation should include:

e The current situation
¢ What the prospect wants
e The obstacles

These three parts review the current situation to make sure you've got your facts
straight; they outline the objectives (where the prospect wants to be), demonstrating
your understanding; and they recall the obstacles, indicating you understand the task
that lies ahead. Notice all three elements in the following problem confirmation:

Let me see if I can sum up what we’ve just been talking about. At present, you're
producing about 100 pieces per hour, but that’s not sufficient. You need to be making at
least 140 per hour or you can’t keep your production profitable. The problem is that at
that speed you get a slight curl to the edges during the stamping process. That means
another production step to remove the curl. You've spent a lot of money on some new
dies, but the situation hasn’t really improved. Is that pretty much the way you see it?

Confirming the problem sounds a great deal like checking for understanding,
and in a larger sense it is. The difference is that in seeking problem confirmation,
the salesperson summarizes in one concise statement the entirety of the prospect’s
problem. Checking for understanding is more limited and occurs in preparation for
final confirmation of the problem.

It is important that salespeople not seek problem confirmation prematurely.
Successful salespeople, in order to make sure that prospects appreciate the full mag-
nitude of their problems, first ask them about the consequences of the unresolved
problems (e.g., “What does this lack of performance cost you?” or “How much em-
ployee turnover has this caused?”). The more severely the prospect perceives the
problem to be, the greater the prospect’s receptivity to the salesperson’s presenta-
tion and eventual close. Moreover, once the presentation is concluded, the sales-
person can confidently close the order, knowing that the product features and
benefits will solve the customer’s problems. Many salespeople fail to close because
they feel somehow they are selling something unneeded. Solidly confirming cus-
tomer problems, however, should eliininate this feeling.

As problem recognition proceeds, the salesperson should be trying to create an “in-
ternal paraphrase” of what the prospect is saying. Think of it as a running mental out-
line, which the salesperson periodically recaps to himself or herself throughout the
conversation. The rep might even want to jot down the principal points. Having such
a paraphrase in mind will be invaluable when it comes time for problem confirmation.
As the conversation proceeds, close in gaps in your internal paraphrasing with check-
ing and continuing questions. Not only does this lead to an accurate problem confir-
mation, but it also builds trust because it demonstrates active empathic listening,

Moreover, when several meetings are necessary before a sale is consummated
(and most do), repeating the problem confirmation at the beginning of the next

Closed
questions
to begin and to identify the

current situation
Open questions to determine the
prospect's ideal state of affairg

Open questions to continue the flow
of information

Closed questions
to check for
undsrstanding

Problem
confirmation

meeting facilitates matters and avoids wasting valuable
Eerrc;:);:leg;rﬁcau;etthe sa.lss rep}}'las obviously taken his or her business (and the buyer)
ough to ponder what was said in the previous meeti i
yen ting. The bu li
;Seil,gti;)l ?ndlfferen.ce on the part of most salespeople; summariziﬁg a prevzsazsmﬂ;::)—r
g will impress him or her with the rep’s professionalism and build the relationship

time. It also flatters the

9-6f The Lantern Principle

An ea ioni
An ez ‘i{ypvgz;.?[ri :I)lsun;:ltelzstimd the ?luestlonmg Process is to visualize a lantern, The
ot the lantern shape suggest the need for cl i vhi
e i reions of the | or closed questions, while
suggests open questions. As illustrated in Fi
centra . . n Figure 9-2

salesperson begms with narrow, closed questions to gather facts aﬁd rel i
P;osp.ect. Then !Droader, open questions come into play,
identify jche feelmgs and goals of the prospect. Open,
appropriate in the central part of the lantern,

pand at length so that problems become cle .
a grasp of underlying needs and problems, arer. Once the salesperson begins to get

: closed questions agai i
. : gain are called for, this
me to check for understanding and finally to confirm the problem in its enti’rety

ax the
as the salesperson seeks to
continuing questions are also
when the object is to get buyers to ex-

9-7 Further Guidelines for Quesﬁoning

:th: ?eaC\: e)filmmed the use o'f ql:.lestioning and other related techniques in assisting
gnition process. Selling is an art rather than a science
erlal forn‘.l of the question can be indicated. Its specific nau;
wt1de1y with the specific product or service being sold. Accord
\fldual salespeople to formulate their own questions I.-Iere ar
lines that should facilitate this process. Salespeople si10uld:

and so only the gen-
re or form will vary
ingly, it is up to indi-
e some further guide-

Keep the questions simple,

Retain the burden of responsibility.
Space out the questions.

Ask about benefits, not features.
Avoid biased questions.

VA WN
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- A pause for approximately
; three to four seconds at two
different points in the

‘

. creative silence
' questioning process.
|

;

Creative Silence

- Figure 9-3

ions Simple
9-7a Keep the Questions ' . iy
Fach question should not contain more than one idea. Too many Fld:aesx :EI;leed led
i i i difficult for the prospect to answer. Fo ,
in one question makes it too ' o el
i i * t are your views concerning thly
es representative might ask, “Wha . ?
55;1 EI’Il)tS increased mileage, and front-wheel drive of our new Focus autorntobi(ljlzas
Egll:ler fa’cing such a question would be overwhelmed because three sif;;ﬁra elssues
are czntained in this one inquiry. The prospect may noth re?%nbclz:y a N ;::V :: e
» . 0 :
i i “They're all fine,” to avoid the difficu
and might simply respond, “T  di Fans
The salfsperson should have phrased three separate and distinct questions

How do you feel about our low monthly payments?
Is the improved mileage attractive to you?

What are your views regarding front-wheel drive?

9-7b Retain the Burden of Responsibility N
In the questioning process, the burden of responsibility shoul(?I”b.e fii[almfo Of};end
sales representative.”’ A question such as “Do Y(l))l'll'underiltland.Iflfheyeai’lswer -
' i the burden of responsibility on them.
e o e itti idi their part. The salesperson
[ to stupidity on their p :
thing other than yes, they are a'dml'E:cmg | Ao this potn Whe
i ff phrasing the question, “Have 1 adequaFe y exp :
gegf;tgeoreionsibi%ity with this question? How differently are prospects likely to
d? . - * » n -
reSPOlelestions prefaced with why are especially likely t;) violate tl;e P{Eaﬁfr Solf ]tj(;l;e
i ially if expressed with a
threatening to the prospect, especi ;
g??o?iez\j\iliy do you feel that way?” can be interpreted b}l; the bu?rerdto I(I‘lle;u;n’i
don’t apy - feelings” “Why did you do that?” can be perceived as
don’t approve of your feelings , . D be percelved as "l don'
id.” These two “why” questions can be rep
o ol The b d into “How did you come to have
lient. The first may be reformulated into ‘ come
?hfiigieﬁfn;;’ and the second into “What was the basis for your decision?

- ace Out the Questions
glzeztiixrl)s that follow one anotl:ler to:hclo:i}:j WIigi ;lil;e;?‘wzrzo?:i}}; ;n;)lr Yfi(;:legl
i i being interrogated on the stand. apid-fir h ;
s e i o it Vi e
il:ﬁ:ﬁigil::iii s;zgaugzilgtsziitgn(;, ;iloxrfging time for the clien'; to think over each
ans"\\r:’rhi; ;zeiiefezﬁﬁf;lding here is a principle we call creative silence.” ?ll
creative silence means, as Figure 9-3 indicates, is that the seller needs to pause for

Buyer/
Seller Creative Buyer C:reative selleg .
guestions silence 1 answers silence 2 resp

3-4 3-4
seconds seconds

of the two portions of creative silence s more leisurely, more thoughtful, and ulti-

mately a more productive flow of information than could be engendered any other
way. Moreover, the buyer is not paralyzed with “question shock,” the consequence
of facing a barrage of questions fired off in rapid sequential order. By waiting to re-
Ply, the salesperson implies that the buyer’s ideas are important and they deserve
consideration, something that will help the buyer be more receptive to the sales-
person’s coming presentation. If the salesperson is incomfortable just sitting there,
he or she can nod, lean forward, knit his or her brow, or establish eve contact, If af-
ter the allotted three to four seconds there is no response, chances are good that the
question has been misunderstood and it is time to rephrase another one, An effec-
tive technique at this juncture is-to say, “My intention in asking that question was
to .. ."and then explain what you are trying to find out more clearly.

9-7d Ask about Benefits, Not Features

Earlier we stated that features are physical characteristics of the product, while ben-
efits relate to what the buyer would get from the product (i.e., how the characteris-
tics would fulfill a need). When salespeople ask prospects about their need for
specific features, about which prospects may know little, prospects might respond
as if they did, not wanting to admit ignorance, As 2 result, salespeople may think
they have made a superb presentation, only to walk out the door without an order,
An automobile salesperson, for example, might ask for a buyer’s impression of fuel
injection, receive a favorable response, and go on to another point, assuming that
the prospect already knows the benefits of fuel injection. The salesperson would
have been better off asking, “Would you like to escape the expenses of periodic car-
buretor tune-ups?” Shelf-stable milk not requiring refrigeration is a staple in Eu-
rope, but it’s clearly an anomaly in the United States, where milk and refrigeration
are synonymous. Pitching the product just as’shelf-stable got one salesperson
nowhere, until he began asking, “How would you like to be able to take milk on
camping, fishing, and hiking trips?” Even when the prospect asks about specific
features, the salesperson is better off speaking in terms of benefits because the buyer
may not know about other features that would serve just as well.

9-7e Biased Questions

If you are not careful and conscious of it, your questions may carry bias. Bias is
when the wording or tone of your questions indicates what the correct answer
should be. “You do want an energy efficient system, don’t you?” and “You'd have to
agree our equipment is easier to operate, wouldn’t you?” are two questions that
carry bias, :

Bias diminishes your credibility and makes customers fee] they are being ma-
nipulated. Depending on how they are asked, questions such as these can be terri-
bly insulting, especially if the customer does not share your opinion.
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i i i ’ m cree
Raise your awareness to biased-sounding questions .au_ld dom't li"c thsethat OE
into your discussions with customers. Here are some additional question b

should not ask:*?

You wouldn’t expect our competitor to recommend us, would you?
You do care about the environment, don’t you? .
You wouldn’t put something unsafe in your home, would you:
Saving money is important 1o you, ism’t it?

9-8 The SPIN Sequence _

Neil Rackham, in his book SPIN Selling, shows how classic sales tECh:?liqﬁ'es suci;:s
i piects i tually reduce your chance of selling, espe-
closing and objection-handling can actuall; ling, cspe-
ially in bi iness-to-busi ales situations, where buyers are savvy
cially in big business-to-business s 1atic ' saytothe o
; : ticularly a series of seq
ic tricks; better to concentrate on -questioning, par
Sqlt(;estlionS' situation, problem, implication, and need payoff. The first letter of each
Jestion i TN.
tion is the source of the acronym SP o .
typegiecigﬁs his method, like many other approaches, is a d_1stress and I:escue1 etlgd
proach. Th:e salesperson finds the buyer’s problem by a series tcl>lf well.- }i)trrlx:; ;en
questions and “distresses” them by exposing t.he awful tlzllngts at mig ppen.
The salesperson can then “rescue” the buye§4w1th the product.
The four question types are as follows:

eri i « lon
1. Situation questions. These are data-gathering quelzuons,tml:llch :sabl;lgvtwyourg
. i t2” or “Could you tell m
have you had your current equipment:” or .
com];;ny’ s growth plans?” Situation questions should not l:}i:.oxliirl:lljs;edt N
: d the buyer. He or she thinks about su
because they can'bore or even offen e
ituati tions can relate to the buyer personaliy (€.g.,
matters every day. Situation ques n er e
iective here?”); be about the business (e.g.,
“What do you see as your objective : bu (e, Wha
i ?”); or concern operations (“What equip
is your annual sales volume?”); ' equi
Yo)lrl using at present?”). The commeon factor in all these questions is that they
i i t situation.
collect information on the curren _ . o
2. Problem questions. These explore problems, difficulties, and dls';sztlstf)acttliotﬁz
’ » (19 o
“Ts thi ion difficult to perform?” or “Are you worried a
(e.g., “Ts this operation diffic erfor ed sbout fe
i hine?”). If no problems can be ,
uality you get from your old mac : : '
(t:lhereti);};lo basis for a sale (or a relationship). If you are selling ﬁFaCt?;s, ask
about maintenance costs, breakdowns, and so on.hIf yzu are ile ing t10ediVe
i ts the person has. A trap here 1s
insurance, ask how many dependen trap b dive
ight i i fits of what you are selling. You may
straight into presenting the bene: . : ma
the ;?roblem but they do not! Going straight to the sales pitch will just get
: 3
ou objections.
3 );mplic;ﬁon questions. These questions ask about the consequences c;r ::ffects
. of a customer’s problems (e.g., “How does this problem affect your future
profitability?” or “What effect does this reject rate have on cui.tomtf}:: e
satisfaction?” ). Implication questions ta_lke problems a{ld e}flla3 lore, e
or consequences. They help customers understand their pro e]gn s land
seriousness or urgency. They take problems buyers perc.elve.to e 51]13_11 a
build them up in customers’ perceptions, until they believe .the pr(ly( ;m t
demands action. For example, the person selling tractors might as 1 Call ou
implications of unplowed fields; the life insuranc'e salesperson cou fied or
carefully ask what would happen to the children if the target person die
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became very ill. Other examples of implication questions are “What effect
does this have on output? Proposed expansion?” If a customer problem, for
example, is that the existing machine is hard to use, it should lead the
salesperson to ask implication questions, such as “Does this increase training
costs for operators?” “Are operators dissatisfied?” “Is turnover a resulting
problem?” “Are there problems in recruiting trained personnel at higher
salaries?” “Is there a lot of overtime?” “Are there quality problems?” or “Do
you have many rejects?” -
Need-payoff questions. These questions achieve two things: They focus
customers’ attention on solutions rather than problems, and they get
customers telling sales reps the benefits. Need-payoff questions create a
positive atmosphere by focusing on solutions, not problems, and in response
to them, buyers gain their own insight into benefits, rather than being told.
For example, a question like “How would a faster machine help you?” might
prompt the reply, “It certainly would take away the production bottleneck and
it would also make better use of skilled operator time.” For example, the
tractor salesperson can ask how much better the tractor was when it was new,
or whether any of the farmer’s neighbors have solved problems of old and
problematic tractors. The insurance salesperson could ask questions that
build pictures of the target person’s children being safe and secure despite
whatever “clirveballs” the world might throw at the family.

A rather simplified distinction between implication and need-payoff
questions is that the latter are “happy questions”; implication questions, in
contrast, are sad. Implication questions are problem-centered (they are
designed to make the problem more serious in the buyer’s eyes) and hence, sad.
Need-payoff questions, in contrast, are solution-oriented and consequently,
happy. Need-payoff questions are strongly linked to success in the large sale,
They increase the acceptability of the sales rep’s solution, and they are especially
effective with influencers who will present their case to the real decision makers.
That is, need-payoff questions create inside salespeople for reps.

Need-payoff questions can be effective because if you can get the customer to
tell you the ways in which your solution will help, then you don’t invite objections.
Nobody likes being told what’s good, especially by.an outsider. Customers react
more positively if they are treated as experts. Buyers can’t be expected to learn about
a salesperson’s product in enough depth to explain it convincingly to others in their
company, but they can be expected to have an understanding of their own problems
and needs; they understand these best. After all, it’s their business, and they’ll know
best how it would be helped by the solution the rep is proposing. Moreover, when
buyers talk to others in the account, it’s with respect to needs, not product features.
It's much better to get the buyer actively describing benefits to the salesperson for
inside selling to others. Also, they take ownership, feeling their ideas are part of the
solution. -

The fundamental problem that causes an objection is that the seller offered
a solution before building up the need. The buyer doesn’t feel that the problem
has enough value to merit such an expensive solution. Objection prevention is
best handled via the use of implication and need-payoff questions. They are
more effective because they attack the causes of objections. As a result, objec-
tions don’t even arise; this is more effective, regardless of the objection-handling

abilities of the salesperson. Forestalling, in other words, is the best means of re-
solving objections.”
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This chapter began by pointing out how the traditional
“telling” approach to the sales presentation falls short in a
number of respects. First, the telling method treats the buyer
as an object to be manipulated and coerced. Under these cir-
cumstances, it is understandable that buyers become defensive
and even angry. Second, with the telling method there is no
guarantee that the prospect understands that a problem exists
to justify product purchase. Telling does not allow prospects to
recognize the problem themselves, since problem recognition
must come from within. As such, the task of the salesperson
becomes one of assisting prospects in reaching the conclusion
themnselves; this requires skillful questioning and listening.

Two different types of questions are used in fostering
problem recognition: closed and open questions. Closed
questions solicit specific responses. Answers to closed ques-
tions are typically Kmited—"“yes,” “no,” and the like. In con-
trast, open questions are phrased to encourage as much
prospect response as possible. Usually, open questions begin
with what, how, why, when, and where.

Questions may be used for three basic purposes: (1) be-
ginning the flow of information, (2) continuing and redi-
recting the flow of information, and (3) checking for
understanding. The salesperson should start the questioning
process with closed questions designed to discover facts
about the prospect’s current situation and should follow up
with open questions that encourage lengthier responses
about that ideal situation where the prospect would like to
be. In other words, the idea is to identify the existence of cus-
tomer problems.

In encouraging the exchange of information, the sales-
person makes use of continuing questions, pauses, and state-
ments of interest, A continuing question would be something
jike, “Could you tell me more about that?”"—a question in-
tended to have the prospect pursue a train of thought. The

mﬁ%‘@&;%@gﬁ% bl j

pause——a complete silence on the part of the salesperson—is
intended to accomplish the same thing: to encourage the
prospect to continue. Statements of interest such as “uh-
huh,” “great;” and “sure” are also helpful in this regard. At this
stage, the salesperson may also redirect the flow of informa-
tion by asking closed questions, such as “Is _ also
of importance?” or “Do you have difficulties with . ... [

The basic mode of checking for understanding is the
closed question, typically phrased in a manner that assumes
an affirmative response (e.g., “Is it fair to say that versatility is
the most important factor?”). ‘

Once salespeople are sure the problem is recognized and
understood, they seek its confirmation. The sales representative
summarizes the problem as he or she perceives it, and prospects
can then confirm the diagnosis as they see fit. From this point,
the salesperson may progress into the sales presentation itself.

A convenient way to remember the proper sequence of
questioning is to imagine a lantern. At the narrow top of the
lantern, salespeople should begin with losed questions. Pro-
gressing to the broader part of the lantern, they should use
open questions to reveal prospect hopes and to continue the
flow of information. Then they should begin to narrow inagain
with checking questions and finally confirm the problem.

Additional techniques for asking questions are as follows:

1. Keep questions simple and directed to only one idea.
2. Place the burden of responsibility on the salesperson,
not the prospect.
3. Space out questions.
4. Ask about benefits, not features.
5. Avoid biased questions.
The chapter ended with a description of the SPIN cycle
of questioning: Situation, Problem, Implication and Need-
payoff questions.

13. How. can the salesperson encourage the prospect to
continue to talk? Redirect the conversation?

14. Explain the salesperson’s basic technique for checking
for un.derstanding. Are there additional benefits to
checking for understanding?

15. What is problem confirmation? Why is it neceésary?
How does it differ from mere checking for
understanding?

16. Explain the lantern principle.
17. What is the concept of burden of responsibility?

18. Wha't are some ways that the salesperson might ask
sensitive questions?

19. What is “creative silence”?

20. Interview a salesperson and find out his or her

f.eelings about the importance of questioning and
listening.

21. Split into groups of three in your class. Have one
student play the part of a salesperson, the second the
part of a buyer, and the third the part of an observer
who will rate the salesperson’s efforts. The
:sale.sperson will question the buyer regarding that
individual’s needs and problems associated with the
purchase of one or more of the following products:
automaobile, skis, DVD player, apartment, shoes,
HDTV. The observer should rate the salesperson as
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to the quality of the questions asked and as to
whether needs were sufficiently identified. Fach of
the three people should have an opportunity to be
the salesperson,

22. Explain the difference between direct and indirect
questions.

23. Identify the form of the following questions. What is
cach question designed to do?

e Does that check with your experience?

¢  How long have you had your dishwasher?

* Is price more important to you than economy?

¢  What factors are important to you in deciding to
give shelf space to a new product?

¢  What do you see ahead for yourself in the next

" 10 years? '

* How do you feel about using an employment
agency to fill your openings? What kind of billing
schedule would best fit your needs?

*  Would you say that most companies in the paper

‘business are cutting back these days?

¢ Could you tell me a little bit more about your
advertising objectives?

. Then., as | interpret what you're saying, you plan to
acquire new companies, but only if they rank
number one or two in their business. :

* - What problems have you experienced in packaging
your product?

1. By indicating discrepancies between actual situations
and ideal states that prospects could experience,
salespeople create
8. aneed

4. In initfating the recognition process, the salesperson
must first make a transition from the approach stage of
the selling process to the discussion stage, If possible
the first step by a salesperson should be a ’

a problem.
p a. statement of purpose.

permissive question.

1. Why is the traditional method of “telling” ineffective as
a means of making the sales presentation?

2. What is a “canned” presentation?

3. What is the place of recognition in the total selling
process?

4. Why is problem recognition necessary?

5. What is a need? What is a problem?

6. What is the role of the salesperson in problem
recognition?

7. How does the salesperson handle the transition from
the approach stage to the problem-recognition stage?
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. What are the two primary techniques for questioning?
How do their uses differ?

9. How are closed and open questions used to begin the
flow of information? Why is the salesperson advised to
start with closed questions?

10. What are the “Three Golden Questions™?
11. How are open questions valuable in revealing the
personality style of the prospect?

12. What are third-party questions? Why are they
necessary? :

a solution.

2. Activities that would occur during the recognition
stage of the selling process include
a. getting the interview and relating.
b. questioning and listening,
¢ questioning and offering solutions.
d. offering solutions and resolving doubts.

3. Inrelationship selling,
part of the selling process.

is the most important

a. approach

b. problem recognition
c. presentation

d. handling

b.
¢. dissonance-reducing statement.
d. relationship-building question.
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5. Do you currently invest in a mutual fund?” is an

example of

a.  an open question.

b. aclosed question.

¢ adissonance question.
d. the lantern approach.

6. Closed questions serve all of the following purposes except
beginning the flow of information.

continuing and redirecting the flow of information.
checking for understanding. _

determining the who, what, why respanse.
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