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重要概念

山德勒销售系统（Sandler Selling System）

大卫·山德勒（David Sandler）曾经说过：“面对买方时，如果没有自己的销售系统，不知不觉中就会被人家牵着鼻子走。山德勒所研发的山德勒销售系统至今已使用超过30年，是一套协助潜在顾客找出需求、由客户主动完成交易的销售方法，在美国有数千家企业使用这套系统，它能有如此强大的效果，主要是根据两个简单的信条。

第一、如果在销售过程中遭受强烈的挫折感，那一定是方法有错误。要将心比心，以真诚的态度面对客户；厘清产品属性，才能重新掌控情势。你要做的是找对买家，卖对商品，而非死缠烂打、令人讨厌。

第二、你不必猜疑或是耍心机，买方自己会跟你达成交易。你只要打听出潜在顾客有什么苦恼的事、预算是多少、决策过程如何即可。掌握这3项关键因素，你就可以锁定顾客的需求而达成交易。

每个人都有机会成为伟大的业务员，要诀就在于把自己视为顾客的“麻烦解决者”（trouble-shooter）。山德勒与哈耶思（John Hayes）共同著作的《上课无法教会孩子们骑车》（You Can't Teach a Kid to Ride a Bike at a Seminar
 ）一书，其中提到成功的业务员应掌握的几个要点：


	谁最有可能购买你的产品或服务？把握正确的时机，确定是否为合适的时间或状态与客户打交道，推销你的产品。

	顾客的问题是什么？要顾客主动购买商品，一定是在感受到问题带来困扰的紧急时刻。无论这些问题是大是小，业务的工作就是设法解决这些不方便。然而人们很少会自动提出这些问题，所以必须千方百计地找出来。

	推销对象是否有足够的预算？如果没有，就省下力气开发下一个客户。如果所有客户都没有足够的预算，就请他们介绍其他更好的客户。

	推销对象是否能自己作决定？推销产品时，尽量选择所有会影响最终决定的人士都在场的时刻，才不会一遍又一遍地重复同样的内容。

	你提供的产品或服务是否真能解决问题？不要把自己当作在推销，而是提供顾客可以解决问题的好方法。



以下再特别介绍几项山德勒销售系统的技巧：


用问题来回答每一个问题（Answer Every Question with a Question）


这是山德勒销售系统中的“The Rule of Three Plus”。往往需要3次或以上的问题往返才能真正厘清潜在顾客的问题、直指顾客的痛处、扫除顾客一开始丢出的烟雾弹，因为往往丢出的前两个问题得到的答案，通常还是理智的回答。第3个答案才是真正内心的真实反应。要找出的正是情绪性的响应，因为人们购买是因为冲动，而非理性。


开发客户（Prospecting）


如果晋升为业务主管，组合最佳的业务团队就是你的责任。销售的过程中包括拨打无预约的开发电话，如果你找来抗拒这项工作的人，你可能就为团队的成功筑起一道障碍。在招募人员时，应征者往往会给你一个安全的答案，你必须再深入挖掘，“The Rule of Three Plus”并非只能用于销售，在招募时一样能派上用场。要持续找出应征者心里对开发电话的接受程度。


运用第三人的故事（Using a Third-Party Story）


当你在谈成一笔交易后，感觉情况不太对劲，可能因此失去一笔生意，可以试着运用第三人的故事，比如说：“乔治，上周我的某个客户真的让我很不愉快，当我以为交易顺利完成回到办公室时，那个客户改变心意取消了订单，真的让我感觉很差。这种事不会发生在我们身上吧，乔治？”使用这一招可以适时表达你的感觉，避免顾客对自己的决定反悔。


编辑室报告

Top Sales的共同之处

不论时代、不分产业，业务人才都是企业不可或缺的力量；同样地，杰出业务人员所共同具备的特色，也是跨时代、跨产业的。本期所介绍的原书The Sandler Rules
 中的Sandler，就是美国Sandler Sales Institute的创办人David H. Sandler，而内容中介绍的49项准则，则是他观察众多Top Sales所归纳出的心得。

30多年前的Sandler，是一个表现不上不下的业务员。他觉得很奇怪，为什么面对同样的市场、卖同样的产品，就是有人好像轻而易举，有人却苦苦挣扎。他的结论是，那些优秀的业务员都掌握了心理和沟通技巧，深谙人际关系，尤其是加拿大精神科医师柏恩（Eric Berne）提出的交流分析（transactional analysis）观念。

Sandler在发现了有效的销售技巧之后，不仅让自己的业务生涯更上一层楼，更进一步在60年代末到70年代初开发出Sandler Selling System销售训练课程，于1967年创立Sandler Sales Institute，并在1983发展为加盟体系，目前在美国及国际有大约225个加盟据点。David H. Sandler于1995辞世，但是他的课程自1994起，8次获得《创业家杂志》（Entrepreneur Magazine
 ）评为“年度最佳训练课程”。Sandler在业界最受推崇的特点是：“心理学的天才和绝佳的沟通者”正如他所归结出的业务人员共通特点。

《天下杂志》副总主笔萧富元在《人人都是业务员》文中提到，美国海因茨食品公司（Heinz）认为业务员应该要是“人性的学生、环境的观察者”而萧副总主笔在文末则延伸出PHD理论，认为好的业务员需要具备耐心（patience）、用心（heart）和渴望的心（desire）。

日本作家阿奈靖雄所观察到的Top Sales共通点则非常特别：他们几乎都不擅言辞，正因为口才不好，才能成为优秀业务员，辩才无碍的业务员，其实不受客户欢迎。无独有偶，群特管理顾问亚太区负责人杨鸿德也认为，舌粲莲花型的业务容易被嫌恶，顶尖业务员的共同特点是诚恳、平实和同理心。



五分钟摘要







英文




“人会冲动地做出购买决定……然后再理智地合理化自己的决定。”

——大卫·山德勒，（编注：山德勒系统公司创办人）



山德勒的这段话广为人知，而且每天都有人引用，他的这句话以及构成他销售方法的49项准则，都是基于一种人际关系模型发展出来的，而这种模型说明了，每个人都具有3种会主导和影响行为的自我状态：

父母自我状态 —— 我们储存关于事物的好坏或喜好的部分；

成人自我状态 —— 我们心智中逻辑、分析及理性的部分；

儿童自我状态 —— 我们智力构成因素中情绪的部分，我们很多决定都来自于这个部分。

只有让这三种自我状态协调一致，才会达成一笔销售：

父母自我状态必须说：“好吧，看起来好像应该这么做，你已经得到我的许可。”

成人自我状态必须说：“权衡种种利弊得失之后，这是相当合理的选择。就这样做吧。”

儿童自我状态必须说：“没错，这就是我想要的。”

这49项准则的重点，就是要使你潜在顾客的这三种自我状态，能够达成上述的协调一致状态。



山德勒准则1　核心观念 
英文



主要观念

第1到第6项准则是山德勒系统的核心观念，可以用来改善你的销售流程。

支持概念


［1］在学会持续获胜之前，必须先学习如何失败


就销售而言，失败可以是正向经验。失败、挫折和损失可以让你了解到哪些做法不恰当，以及未来有哪些地方应该调整和改进。要能持续用这种角度看待失败，你必须把真正的自己和你所扮演的业务人员角色区隔开来。真正的自己决定于你的自我价值感，当你在工作的角色上遭遇失败，并不表示真正的你失败了，只是提醒你在业务人员的角色上应该修正航向。不要对失败耿耿于怀，记取教训然后继续前进。


［2］绝对不要“在大厅洒糖果” —— 不要太快提供过多信息


很多业务人员会太快泄露过多信息，他们热切想要分享自己的知识和经验，只要一有机会就会一股脑倾泄而出。不幸的是，这种做法会造成很大的反效果。

在销售过程初期，重点应该是想办法让潜在顾客说话，而不是把自己所知的一切倾倒给他们。

提出问题并搜集信息，设法了解潜在顾客的状况和所面临的挑战。在你抛出自己的信息、提案及营销文宣之前，先判断自己的商品是否确切符合对方需求。要搜集到足够的实据，这样才能够评估机会的好坏。如果你确实可以帮助潜在顾客，往后还会有很多简报的机会。在第一次接触时应该提出问题和聆听意见，不要只顾着说话。你的工作是搜集信息，不是提供信息。


［3］不要只听自己想听的 —— 了解对方的想法到底为何


业务人员有时候会犯“一厢情愿”的错，他们只会从潜在顾客口中听到他们想听的。当有人找上他们时，他们会自动认定这个人当下就准备要购买，他们只要把自己所知的一切倾倒给潜在顾客就行了。他们认定这样潜在顾客就会满腔热忱，急切想要购买。

在销售流程中运用这种方式显然是完全错误的，这是建立在不切实际的乐观和选择性而不是客观的聆听上。业务人员真正的职责是：


	判断潜在顾客的期望和目标为何；

	为潜在顾客清楚解释他们听到却不了解、需要厘清的条件或字句；

	处理所有相关细节，并引导潜在顾客做出购买的决定。



明智的业务人员不会落入一厢情愿的陷阱，而是会养成习惯说：“好的，让我很快地把之前所讨论的再简述一遍，确保我们有共识之后再继续。”


［4］告诉潜在顾客，你宁愿他们直接说“不”，也不要说“我再考虑看看”


最糟的事莫过于潜在顾客说：“我要考虑看看”，这样就不会再有任何进展。当有人说他们要“考虑一下”，往往只是他们礼貌地向你说“不”，不想伤感情。

要避免这种状况，在一开始就要告诉潜在顾客你会请他们作决定。告诉他们你希望他们说“好”，但是如果他们没有意愿，你宁愿他们直接说“不”，告诉他们你觉得说“不”是没关系的。容许潜在顾客说“不”，他们就比较不会想要用类似“再考虑看看”的措辞来闪躲。而且，他们愈快直接说“不”，你就能愈快去找下一位可能会购买的潜在顾客。


［5］绝对不要回答潜在顾客“没有要你回答的问题” —— 不要提他们没有想到的因素


在正式简报自己的产品或服务时，要注意你只能说明事先设定好要讨论的疑虑之处和议题。不要把这当作是调查行动，想要回答一切你想到顾客可能会产生的疑虑。这件事不仅根本难以达成，而且一不小心，还可能会提出让交易谈不成的新因素。

专注在原本的目标上，不要只因为潜在顾客可能会有所顾虑，就不断提出新的因素并加以讨论。回答没有提出的问题只会造成反效果。


［6］在交易进行前，永远要给顾客打退堂鼓的机会，借此排除“买了后悔”的状况


没有比必须在明天买回顾客今天向你购买的产品或服务，还要糟糕的事。如果你平常进行销售的重点是取得订单然后用最快速度抽身，那么买了后悔就会是很大的问题。

与其试图诱导潜在顾客购买，不如在交易定案之前先确认买方对于这笔交易是100％满意。该怎么做？不要只是一再提起这笔交易有利的一面，要让对方在签订买卖合约之前有机会打退堂鼓。鼓励潜在顾客再好好检视自己的决定，确认他们想要继续进行。这样做会产生3个具体的好处：


	能够加强你的可信度 —— 并确实展现出你非常有信心，相信自己的产品或服务一定会发挥你所说的效果。

	能让顾客在有机会在没有压力的状况之下，尽量表达自己的疑虑 —— 这样可以避免看不见的压力在未来爆发。

	还能让你克服任何真正的疑虑之处 —— 你可以在彼此还面对面时处理可能的问题，而不是在事后再想尽办法挽救这笔交易。当面处理问题，总是比必须靠日后补救还更有效。





山德勒准则2　执行 
英文



主要观念

第7项到33项准则是执行销售流程的核心所在，你必须采取有用的方法。

支持概念


［7］没有人说你必须喜欢开发潜在顾客 —— 你就是得做


开发潜在顾客这门艺术和功课，就是要找出哪些人需要你的产品或服务。如果你专注在这个目标上，成效会比较好。如果你只关切自己接触的人有多少是条件不符或是没有兴趣的，你很快就会灰心丧志，别落入这种陷阱。

开发顾客基本上就是在筛选，如此而已。你必须持续好好的开发潜在顾客，这是销售流程中不可或缺的一部分，因此必须持续去做。世界上每一个业务员都会这么做。


［8］开发潜在顾客时要把目标放在约定会面时间 —— 不要讲一整套的销售诉求


在开发潜在顾客时，要一直提醒自己你不是要立刻完成买卖，不要每接触一个人就想要做销售诉求。开发顾客不是推销，你只是在提议要约个时间，大家可以坐下来好好讨论一些有趣的构想。

如果你每次打电话开发潜在顾客，目标都是要约定会面时间，而不是想要谈成一笔交易，就不会有压力。你不是在设法解决这个人的问题，因为你根本还不了解问题在哪里。你只是在创造机会，看自己是否能提供什么有益的东西。如果对方抱持开放的态度并且愿意和你会面，那么你就已经达成开发潜在顾客的目标。


［9］利用开发顾客的失败经验，改善下一次的电话拜访


在开发潜在顾客方面不可否认的事实是，电话拜访失败的次数会比成功的次数还来得多，这没有关系。有些人就是不适合你的商品，而有些人则是无法清楚了解到，他们有多么需要你的商品。

如果你订下目标，要从每一通失败的电话中学到教训，那么开发顾客就会变成改善作业流程的磨炼。有愈多次失败的电话拜访经验，并从中学到愈多教训，你就愈有能力在未来达到成功。当你将每一通电话所习得的经验应用到之后的电话拜访上，你就会变得非常擅长开发潜在顾客，甚至可以发展出开发潜在顾客的电话拜访方式，预先克服你最常会碰到的回绝理由，然后展开新的对话。

有个不错的开发顾客方法是：“如果你跟绝大多数的公司老板一样，当我一提到______，你就会告诉我‘我们已经和其他人在配合了’或是‘我们已经有了’。这一点我尊重，但还是要请教：你是否愿意把这些暂时先摆在一边，让我说明一下为什么要打这通电话给你，然后再决定我们是不是应该会面进一步讨论？”提出自己最常会得到的响应，并且让对方感觉你对此完全不担心，就可以创造出当面讨论的机会，而这正是你要的。


［10］培养敏锐度 —— 把每个和你互动的人都当成潜在顾客，他们或许真的会有兴趣


“可能人选”就是任何有可能把产品或服务卖给他们的人，而“潜在顾客”则是你已经接触过，并且在谈话中表现出有兴趣进一步讨论你商品的人。你应该随时留意，因为在你一天之中谈话的对象，都是可能人选。如果你因应得当，他们也可能会变成潜在顾客。事实上，即将成为潜在顾客的可能人选，和正准备要说“不”的可能人选看起来没有两样，不接触永远不知道。持续在大量的可能人选中筛选，直到你有足够的潜在顾客，让你的生意源源不绝为止。主动展开能够从可能人选中找出潜在顾客的对话。


［11］财富确实会在树上生长 —— 只要你花时间和努力去建立一棵推介树


推介是让事业成长的最佳方法，如果你懂得借力使力而不是闷头努力，就会设法让你的现有顾客能够方便地向他们的朋友推荐你。养成习惯写信或寄电子邮件给顾客，请他们为你引介。然后在他们介绍的人和你交易之后，再联络他们表示感谢。吸引源源不绝的引介，你的业绩就会增加。


［12］用问题来回答每一个问题 —— 如此才能了解潜在顾客的想法


大多数人不愿意直率提出真正的问题，反而会提出听起来好听、像“烟雾弹”的问题。如果你立刻回答这些烟雾弹似的问题，只会让自己被框住。

有鉴于此，每当潜在顾客提出问题时，你就应该自己提出问题来回答他们原本的问题。厘清他们谈话背后隐含的真正议题，甚至可以直接问他们为什么会这样问。只要这么做，就可以针对他们真正的问题，提供建设性的答案。


［13］别想要运用读心术 —— 绝对不要以为自己不用提问题就可以了解对方在想些什么


业务人员一般常会犯“读心”的错，潜在顾客说了某些话，你就推论出一大堆的假设，例如他们已经准备好要下订单等。这样子会造成问题，因为可能会让你走上各种各样的岔路。

每当潜在顾客说出某些模糊或不明确的话时，不要以为自己了解他们的意思，反而应该请他们解释。当他们说了某些话之后，问他们：


	“你告诉我这些，是因为……？”

	“你告诉我这些一定有你的原因，是什么呢？”

	“你的意思是……？”



避免读心的陷阱，而且永远不要以为自己了解潜在顾客在想什么，你就可以避免掉很多的误解。然后你就可以处理实际问题，而不是捕风捉影，这显然会比走上岔路来得好。


［14］让潜在顾客说话 —— 如果他们只是被动聆听，那他们就不会购买


一场杰出的销售简报，主要应该是你讲大约30％的时间，而剩余70％的时间都让潜在顾客说话。在绝大多数的销售情况中，时间分配的比例是相反的，因为业务人员都在大谈功能、优点、独特卖点等等。

如果潜在顾客真的想要了解这些事情，可以自己上你的网站去看。推销的重点并不在于“说”，而是要协助潜在顾客将你的产品或服务和他们的需求连结在起来。要做到这点，就要问潜在顾客能激发思考的问题，然后倾听他们的回答并加以响应。潜在顾客说得愈多，就愈不会让他们觉得你在推销。


［15］帮助潜在顾客自己去发现为何得跟你买


你所能做的最佳销售简报，就是帮助潜在顾客自己去找出应该跟你买的理由。要做到这一点就要提出问题，而不是做简报教育顾客。要能成交，问答式的对话一定远比任何你想要做的简报还来得有效。

该怎么做？可以这样来展开简报：“当我和像你这样的制造业老板讨论制造效率时，他们会有兴趣的通常是提高产能或是降低生产成本，那么对你来说，两者之中哪一个最重要？”潜在顾客会选择A方案或B方案，接着你再说：“请你再多谈一些。”然后你就要指出自己能够提供哪些正面成果，再拟出问题，让潜在顾客找出方法将这些成果和你的商品连结起来。等到潜在顾客想清楚和你合作确实是合理选择，他们就会抱着更高的兴趣看待你的正式简报。


［16］绝对别要求下单 —— 让潜在顾客放弃寻找替代选项


过去给业务人员的观念是，要经常并大方要求下单。这样做没有什么不好，但是如果得用要求才有订单，那么这笔生意就不是共同的决定。

比较理想的方式是，要把潜在顾客当作生意伙伴般平等对待。讨论各种方案并提出问题，直到你将范围缩小到他们最想要的方案为止。接着你就要引导对话好让潜在顾客发觉，放弃寻找其他的替代方案最符合他们的利益。你反而要让他们很自在的问道：“好吧，看起来一切都很不错，我可以想见这样做对我有好处。要从哪里开始？”

要做到这点，你必须建立起共识和一定程度的信任。接下来的过程就会变成是两位专业人士之间坦诚的讨论，而不是业务人员使出成交绝招、准备大开杀戒的紧绷状态。


［17］故意装笨 —— 这样70％的时间都是潜在顾客在说话


不要害怕提出可以让潜在顾客说话的“笨”问题，这样做很好，正是你要的。业务新手在刚开始的时候，自然会问一些“笨”问题，因为他们懂的不多。但是之后他们反而会开始想要展现自己的产品知识，结果绝大部分时间都是他们在说话。记住，目标是设法让潜在顾客说话的时间占70％。

如果有人向你抱怨，就要停下来说：“好的，那我以后没有机会了吗？”然后等待他们的响应。他们接下来所说的话，会让你明白该怎么做才能继续进行。


［18］间接提出构想 —— 想办法让潜在顾客自己发觉改变的必要性


每一位潜在顾客在和你洽谈之前，都已经有了关于自己需求的心理图像。如果你试图改变他们的心理图像，即便是出于好意，结果只会让他们心里不舒服，让他们有理由不信任你。因此你应该必须间接提出建议，让潜在顾客自己发掘需求，然后想出补救的办法。

告诉潜在顾客：“好的，我了解你的意思。你并没有提到______，如果把这个也纳入，你觉得有价值吗？”如果他们同意，就可以说“为什么？”然后让他们自己去纳入这些新的元素。如果他们不喜欢，就说：“我也觉得不好”然后继续讨论其他的议题。


［19］如果推销电话的结果不成功，就要问对方，应该用什么不同的做法谈成生意


你无法谈成每一笔生意，与其一错再错，不如努力找出哪里出了问题。把负面的感受说开来，说：“你似乎很怀疑我们可以说到做到，这一定是因为我说错了什么或做错了什么，对不对？你愿意谈一下吗？”

提出这样的议题，把发球权交到潜在顾客手上，这样他们就可以响应你的问题，并指出你哪里做错了。然后你就可以设法让交易继续进行，或是决定结束讨论。最起码你能够更了解这位潜在顾客，也知道自己在未来如何改进。


［20］别忘了，业务工作的根本目标，就是成交然后收钱


进行推销不是在交朋友，也不是要发展关系、教育潜在顾客或是建立可信度。这些事是理想上希望能在过程中一并发生的状况，但并不是你推销工作的重点。你拜访潜在顾客的目标，就是要成交。

把时间花在能让你更接近成交的事情上。成功的销售一向是以金钱来衡量，你不会因为“最佳人际关系”或是“为公司建立最佳形象”而得到奖赏。这些都是你专业表现之余不错的副产品，但唯有业绩才重要。努力学习该怎么做才能提高业绩，然后开始应用自己所学。学习如何才能花较少时间在光谈不买的“奥客”身上，然后花比较多时间在有可能会购买你商品的人。


［21］今天就成交 ——“教育”潜在顾客以后再说


不要只顾着长篇大论说明自己产品的各种炫目装置，这样做没有不好，但是无关紧要。在推销时，产品功能对成交与否的影响是微不足道的。真正重要的是，要找出你要替潜在顾客解决的麻烦是什么。如果你光忙着唱独角戏，就没办法发现顾客的问题。

推销必须要靠对话，要询问各种细节并仔细聆听，之后还多的是时间可以进行教育。在这个阶段要提出大量的问题，借此判断潜在顾客的需求为何。他们说得愈多，你愈有机会让自己的产品在他们心中占得有利位置。把目标放在，找出他们在什么条件或状况下，才会购买你的商品。


［22］只有在你真的想要在今天成交时，才进行销售简报


唯有当你已经判断出下列状况，才应该进行销售简报：


	潜在顾客完全符合条件，并有权决定“是”或“否”。

	你深入了解到潜在顾客的需求及目标。

	潜在顾客有资源，且愿意用来投资可以解决他们问题的方案。

	你的产品或服务对他们的问题来说，是最适切的解决方案。

	潜在顾客同意会在你简报结束之后做出决定。



如果缺少上述任何一项要素，就持续先做好基础工作。除非你已经准备好并且有能力成交，否则不要做简报。


［23］及早拆除炸弹 —— 绝对要抢在潜在顾客之前提出棘手的议题


如果你确切预期到，潜在顾客会在简报的某个阶段提出反驳，就要尽早把问题搬上台面。尽快主动把问题提出来，并着手筹划可能的解决方案。

这样做不仅可以加强你的专业性，还可以向潜在顾客展现出你是在为他们的利益着想。时机要由你控制，而不是由对方控制。


［24］不要因为自己的专业知识而破坏交易 —— 慎用自己优越的产品知识


你真的以为潜在顾客会向你购买，是因为你具有优越的产品知识？错了。你具有如此丰富的知识，其实可能还会吓退那些不了解行话、专业术语或产业用语的人。如果你让潜在顾客感觉到不自在，那他们就比较不会做出情绪性的决定去购买你的商品。

具备产品知识是很好的，会让你比较有自信也比较自在，但是如果你在顾客面前炫耀你的知识，结果只会让他们头昏脑涨，或至少也会造成他们延后作决定。说话要三思，力求简洁，并且从一个对你的产业完全没有经验的人的角度，去说明各种内容。


［25］运用“假设一下”的方法，以免做了大量的事前准备却徒劳无功


有时候潜在顾客会说：“我很喜欢你的提案，你可不可以做一些研究，在下次会面时提出你的成果。”如果你同意的话，只会落得免费做一大堆事前准备，只因为你奢望他们会基于你做了种种努力而被你说服，愿意进行交易。这往往表示你会做大量的事前准备，最后一无所获。

比较理想的方式是，在下次有人这么说的时候，就回答：“我很乐意开始进行，不过先假设一下，我下次带来初步的实行计划，而你们对这个方法感到满意、又在你们的预算之内的话，到时结果会是如何？”要潜在顾客同意，如果他们觉得准备工作做得还不错，他们承诺会进行交易。如果他们不肯同意去做任何事，那么做准备工作就完全是在浪费时间，或者你也可以考虑对你所做的准备工作，向他们收取顾问费用。


［26］切记，顾客购买跟你采取强势推销无关，并不会因为这样就购买


“强势推销”的简报会提及：

你公司的历史和声誉、

你公司的历史和声誉、

满意顾客的推荐等。

这些内容都很好，然而事实上这都算是你自己推销商品的理由。你应该着重的重点是，你可以帮顾客解决什么问题。你必须让他们自己说明他们可能会购买你商品的理由，以及他们选择跟某家公司往来的标准，这才是你必须讨论的事。你可以尽量提出你能带给顾客的特点，但是一切都应该着重于顾客的需求和利益之上，而不是你自己的。


［27］你无法推销任何东西 —— 必须让对方自己发觉他们想要你的商品


一般人都讨厌有人要求自己必须做什么，业务人员提出“行动号召”时往往就会发生这种状况。这就好像是你的父母叫你把青菜吃掉一样，你自然的反应就是回答：“我才不要。”

比较有效的方式则是说：“我们有很多顾客发现到______，不知道你觉得如何？”引用第三人的故事，让潜在顾客借此发现你产品的好处和优点，就能让他们有继续交易的理由。

或者更准确来说，你是让潜在顾客自己找到理由。这远比你说了“把青菜吃掉”就要他们照办，要来得更有说服力和效果。

准备销售简报最理想的方式，就是拟出你能够回答问题，帮助潜在顾客自己发现那些优势的价值。你的简报内容，应该由这些你提出的问题再加上一些贴切的第三人故事所构成。让潜在顾客自己进行探索，自己去发现那些优点和好处。这样做一定会比做1小时简报，说明你产品或服务的正确使用方法和好处，还更有说服力和影响力。


［28］当顾客斥责时，姿态要放低 —— 马上就投降，并寻找解决方案


如果有顾客就某件事情表示不满，不要回击，要马上投降并这样回答：“我了解你对于延迟交货很不满。我不会去辩解说这是因为我们无法控制的原因造成的，我想你可能已经下定决心永远不再和我们往来，这样说对吗？”

这样的响应就可以让顾客消消气，也排除了顾客当下的不满情绪。这样一来，你们就可以开始共同思考可行的解决方案。不再着重于彼此的敌意，大家反而可以共同努力想出继续交易的办法，为大家都带来利益。


［29］永远保持专业 —— 也就是说要公事公办


当你和一个人变成朋友，哪些可以免费、哪些该付费的界线，自然而然就会开始变得模糊。这会是个问题，因为你帮的“小忙”会愈来愈多。要避免这种状况，就必须保持专业态度。在一开始就清楚表明自己是专业的业务人员，一定会尽可能妥善对待他们。

专业是双方面的，你同样不应该因为彼此之间的友谊，就以为自己可以恣意对这位顾客的订单做些小的修改。对待第一次服务的顾客，就要向对待自己最好的朋友一样，尽量协助他们，但是仍然要保持住专业的分际。如果无法做到，就把这个顾客交给组织里其他人负责。


［30］你无法失去你其实并不拥有的东西，所以要找新的潜在顾客来取代延宕的交易


业务人员经常会把延宕的交易机会当成黄金一样，紧抓着不放。当销售机会没有进展、交易过程陷入停滞的时候，往往会倾向避免另寻其他机会。有些业务人员会抱着舍不得的心态，因此会设法继续推动已经陷入泥沼的交易过程，而不去另寻新的机会，因为怕“得罪潜在顾客”。我们经常可以听到有人说：


	“我相信这笔生意最后一定会谈成。”

	“如果我激怒这个人的话，他马上就会找上我的竞争对手并和他往来。”



搜集大量潜在顾客听来很吸引人，但事实上，放弃不适合的潜在顾客才比较有利。当交易过程陷入泥沼，就要开始用其他更可能立刻作决定的人选，取代掉那位潜在顾客。现在就开始去开发潜在顾客，不要把时间和精力浪费在条件不符、根本不太可能会购买的潜在顾客身上。而且如果这位潜在顾客最后真的跑到你的对手那边去，你也应该为此感到高兴。因为这样会让你有多余心力去寻找更适合的潜在顾客，同时也把一颗滴答滴答的定时炸弹丢给竞争对手，他们在未来某个时候一定会为此大伤脑筋。


［31］随时要有不成交就舍弃的准备


业务人员如果“绝不接受否定的答案”，就会受到称赞，这个观念是错误的。到了某个时间点，你必须判断要不就是成交，要不就是舍弃然后开发其他顾客。通常来说，你会本能地察觉这个时机是否已经来临。

如果你一直想逼出个“是”的回答，你就忽略了其实你的商品可能对该位潜在顾客来说并不十分适合。你可能是在浪费自己的时间，因为你是在解决错误的问题，或是想达成潜在顾客并没有重视的结果。

商品要适合顾客，必须符合下列条件：

所需投资的程度是潜在顾客可以负担的、

能够带来潜在顾客最重视的效益、

符合潜在顾客在时限上的要求。

如果无法符合这些条件，就接受“不”的答案，然后开发其他顾客。


［32］养成习惯，做每一件事都要让对方感觉欠你人情


要谈成一笔生意，你必须做非常多准备工作。这没有什么不好，不过要让你的顾客注意到你所付出的这些努力，让他们了解这些并不是“免费的”。

只要你做了超出自己工作本分该做的事情，就要清楚表明你必须重新安排之前答应过的事情，才能挪出时间来做这些事。每当你这么做，就等于是在让对方有欠你人情的感觉，这个人情你在到了要作购买决定的时候会要他们还。


［33］在面对“稳当的交易”时，一定要睁大眼睛


保证会成的交易还是有可能会搞砸，即使已经接到订单、已经处理订单、也已经交货，还是有可能会出差错。有可能会发生各种突发状况，导致过程失序。对这种状况你其实无能为力，但是应该要注意到这点并对此有所因应。

可能会造成问题的因素非常多，例如：


	有其他决策者或单位否决原本的采购决定。

	顾客现有的供货商可能有权提出比你更有利的条件。

	组织高层可能有人基于种种理由暂缓了采购决定，不论理由合不合理。

	决定跟你买的那个人可能被调到组织中其他单位担任新的职务。



试着寻找过去曾在哪里遇过这样的问题，并设法在最后成交之前克服这些问题。如果还是有可能会出现问题，就要加以讨论，并找出可行而实际的方法去排除这个潜在障碍。要尽早发现你以为“成交”的交易其实还有危险。愈早发现问题，就有愈多时间去处理。设法让自己在下一次遇到状况时，能够及早察觉警讯。


关键思维

“你可能会因为说太多而失去一笔生意，但是你绝对不会因为听得太多而失去生意。”

“你无法失去一笔你根本还没成交的交易。处理潜在顾客拖延战术唯一要冒的风险，就是发现真相的‘风险’。”


大卫·麦特森







山德勒准则3　修正航向 
英文



主要观念

第34到49项准则，是在提醒你那些一不小心就会忘记的原则。

支持概念


［34］借力使力，不要闷头努力 —— 也不要再跟自己过不去，失去原本就应得的收入


靠努力去追求成功的业务生涯当然很好，但是也必须要聪明工作。与其总是重蹈覆辙，不如建立一套有效的销售系统，让你能够找出适合的潜在顾客、和他们培养关系，并开发出有价值的销售机会。聪明的系统会就上述各个面向订出评量标准，如果没有达到标准，就要另寻其他更可行的机会。

当你订出标杆，然后尽一切必要的努力让自己在这些标杆上的表现日益进步，你就做到了聪明工作。


［35］绝对不要做竞争对手已经在做的事 —— 要想出独特的因应计划


你大概已经了解竞争对手的做法，所以找出你可以采取哪些不同的做法，最好还能有独特性。把你可以做到而竞争对手做不到的事情列出来，从顾客的角度排出这些事情的重要性高低，然后努力为顾客创造更多价值。一定有办法可以创造价值，你是专业人士，想出办法来。


［36］绝对不要忽视了，只有下了决定的人，才能要对方也下决定


买方只要作一个决定，就是买或不买。相对来说，你在销售过程则会要作许许多多的决定，你必须决定潜在顾客是否符合条件、是否值得你投入时间，以及你的商品能够为这位潜在顾客创造多少价值。

你愈快作决定，就会使潜在顾客产生愈大的压力要做出决定。你慢吞吞的话，那他们要求更多时间“再考虑看看”就不足为奇了。要果决，这样你就有权力要求他们尽早决定是否要。


［37］要预料到潜在顾客常常会说谎 —— 他们就是会这样


潜在顾客几乎不会完全坦白和100％讲真话。他们说谎是为了：

保护自己、

掩饰他们的弱点、

避免承认令人难堪的事情。

要避免被误导，就应该时时检验他们说的话。在你做出反应之前，先稍微深入试探，找出潜在顾客真正的想法。尤其是：


	当有人说自己是决策者的时候，就要询问还有哪些人参与决策，以及谁有权否决已经谈成的交易。

	如果有人急着想要快速进行，就要问他们必须在多快做出决定，如果没有在这个时间内达成会有什么后果。




［38］绝对不要接受表面上的问题 —— 潜在顾客提出的问题向来都不是真正的问题


当你询问潜在顾客问题的成因，并且接受他们表面上判断的理由时，结果通常就走到岔路，而不是在处理真正的问题。为什么？要不就是因为潜在顾客无法确实判断造成问题的原因，要不然就是因为他们不好意思承认造成他们麻烦的真正原因，只好讲一些好听的场面话。

因此你的标准做法应该是，运用自己的知识去判断问题背后的真正成因，并且加以处理。不要接受潜在顾客自己的判断，这几乎都是错误的。


［39］万一其他方法都失败，就从业务人员的角色转变成咨询的对象


当你来到交易过程的尾声，但是潜在顾客还是不愿意进行交易时，你应该试试这个方法：“如果我暂时放下业务人员的角色，而变成是你咨询的对象，你可以接受吗？”如果潜在顾客同意，你就可以指出：“问题是这样子的，我认为我所提的内容是符合你需求的，而且可以解决一些非常实际的问题，但是显然你并不认同。我该怎么跟你说才能不至于让你不高兴，又能让你了解到，我很担心如果你迟迟不进行交易，结果只会伤害到你自己的收益？”

进入咨询的模式，你就可以提出一些观念、见解和专业知识。接着你再回到业务人员的身份，推销可以实行这些观念的商品。以咨询对象的角色播下种子，并点燃潜在顾客的想象力，然后再继续推销可以实行想法的商品。


［40］永远别让人觉得你“需要这笔生意” —— 必要时就假装到成交为止


如果潜在顾客感受到你非常需要做成这笔生意的话，他们就会自动说“不”。你的需要会让他们退缩。希望成交当然很好，然而如果非成交不可的话，就会有问题。要避免这种状况，就一定要表现出自己财务无虞的样子，成交与否对你来说都没有关系。有必要的话就先装个样子，直到自己真的变成这样为止。

不论如何都要永远保持自信和乐观，能够这么做，你的心理状态就会吸引到更多成功。大家会乐于和你往来，因为你让他们觉得自在，不是因为可怜你。


［41］世界上没有所谓“不好的”潜在顾客 —— 只有不称职的业务人员


如果你不注意的话，可能会落入一种想法：“这家伙即使在倾盆大雨中，也不肯买一把雨伞。”这种想法非常可笑。你应该挺身负起责任，如果潜在顾客没打算要购买，那是因为你没能好好说服他们，就这么简单。

最重要的是，要从自己的错误中学到教训，才能在未来更进步。如果你把无法成交的原因怪罪于外部条件，就没有办法进步。负起失败的责任，并找出自己将来应该如何改变才能避免重蹈覆辙。把挫折当作精进销售技巧的机会。


［42］赢家永远有备案，而输家通常都会把鸡蛋都放在同一个篮子里


不要去想象潜在顾客可能会说什么话，借此把自己的推销电话写成剧本，这样不仅没有意义，也会产生不必要的压力。潜在顾客一定会用他们自己的剧本，最好还是找出某些重点，还要拟定一些可以导向各个重点的问题，然后适切响应潜在顾客所提出的任何说法。

于心里拟定类似上述的思考路线，会比死背公式化的剧本要来得有效，这会让你保持弹性，也使你能够响应潜在顾客真正关切的问题。


［43］要学会让顾客说“好”，最好的方法就是先得到很多“不”的答案


如果你可以让潜在顾客做出决定并明确说“不”，而不是“或许”或是“再考虑看看”，就算是表现不错。每一次的“不”都会让你更接近下一次的“是”，此外接受“不”的答案，会让你有多余心力去寻求未来更多可行的机会。

如果你反向思考，甚至可以让你得到更多成功。开始每天设法尽可能获得最多“不”的答案，那么你就会晋身赢家之列。这也可以消除压力，并让工作充满乐趣。


［44］到了紧要关头，千万不要变成自己最大的敌人


很多业务人员到最后都成了自己最大的敌人，他们会造成许多障碍和歧路，让自己无法成功，然后再想办法把自己造成的问题怪到其他人头上。

检讨潜在顾客为什么会说“不”，然后问自己：“我做了哪些改变，保障这种状况未来不会再发生？”如果你还没有做出任何改变，就从现在开始。利用自己过去的经验，去判断未来自己可能会遭遇的障碍，然后再对此有所因应。要负起责任，有系统地让这种状况不再发生。


［45］要能熟练运用第三人的故事，在销售过程中表达自己的感觉


当你和潜在顾客面对面时，有时会想对他们坦白说出自己心中真正的感觉。然而不假思索就说出自己的想法可能并不恰当，因为这样做有可能会冒犯到他们。

在这种状况下，反而要会说故事，讲述某个碰过类似状况的第三人，以及他所使用的解决方案。生动而详细地描述所有过程，然后让潜在顾客自己决定要怎么把这个故事应用到自己身上。用这种方式分享自己的感受，是非常委婉而专业的做法，可以强化彼此的关系，不会让关系恶化。

你甚至可以考虑写出一系列你所熟知的第三人故事，在有需要的时候再用自己的话讲述出来。


［46］就销售而言，没有所谓“尽力了”等推托之辞


就销售而言最重要的就是你的作为。没有做到该做的事并获得成果，一切是假的，没有什么半调子的“尽力去做”或“试看看”。所为比所言更重要。

如果没有安排好应有的行动并加以执行，就等于什么都没做，没有中间灰色地带。当结果很重要时，就不要有“尽力”的想法，要去做到该做的事。


［47］要进行销售必须随时保持客观 —— 在销售时涉及个人情绪是很危险的


购买对潜在顾客来说，是一种情绪体验，然而对你来说，则不应该变成情绪体验。你反而必须保持冷静，还要稍微脱离销售过程中的情绪起伏。如果你无法控制自己的情绪并保持客观，业绩可能远远不及原本可以达成的水平。

在销售过程当中，可以采取像是第三方的立场。要了解其中的人际互动状况，但是绝对不要因此忘了整体目标。从事不关己的旁观者角度来观察目前的状况，主导局面并确实达成应有的结果。即便潜在顾客行为古怪，也要保持客观，这样你就可以居于谈成交易最有利的位置。


［48］要体认到，没有风险的人生，就等于不会成长的人生


不要停止学习如何改进，持续努力向上和追求进步。商场上唯一不变的事就是变，因此身为专业的业务人员不能安于现状。

要成长，就必须在工作和人生层面都承担一些风险。要欢迎机会，即便机会伴随着问题和挑战。找出自己已经习于安逸的面向，在这方面设定有挑战性的目标，然后开始努力。如果你希望在销售上长期成功，就必须保持前进的步伐。


［49］记得要运用交流分析 —— 在推销时一定要抛开自己的儿童自我状态


交流分析的观念指出，每个人都是由3种自我状态所组成，包括父母自我状态（必须经过他的同意）、成人自我状态（必须了解个中的道理）以及儿童自我状态（必须在情感上认同这件事）。儿童自我状态在销售过程中完全起不了任何作用，永远都要把它排除在外。如果你因为事情不如你意就“乱踢乱叫”或是“把玩具丢到床外”，那么你就会一无所成。

身为专业的业务人员，所有作为都一定要是受理性指引的，而不是从个人情绪去判断情势。


关键思维

“好好运用山德勒准则，把这些概念应用到成为你的第二本能。把山德勒准则变成你的行为模式，而不只是你知道的概念。”

大卫·麦特森





Main Idea





中文




"People make buying decisions emotionally...and they justify those decisions intellectually."


— David Sandler





Sandler's quotation is widely known and used every day. The under-lying human relations model he used to develop this quote and the 49 Rules that make up his sales methodology states that every person has three ego states that dictate and influence behavior:

The Parent ego state — the part of us where information is stored about what is good and bad, desirable or otherwise.

The Adult ego state — the logical, analytical and rational part of our minds.

The Child ego state — the emotional part of our intellectual make-up where many of our decisions originate.

A sale will only happen when you get all three of those ego states in sync and in agreement:

When the Parent says: "Okay, this seems like the right thing to do. You have my permission."

When the Adult says: "After weighing all the pros and cons, this makes good logical sense. Go ahead."

When the Child says: "Yes, this is definitely what I want."

The 49 Rules are all about bringing about that kind of alignment and agreement between the three ego states in your prospects.



The Sandler Rules 1　Core Concepts 
中文



Main Idea

Rules 1-6 are the core concepts of the Sandler System and can be used to transform your selling process.

Supporting Ideas


［1］You have to learn how to fail first before you can learn how to consistently win


When it comes to sales, failure can a positive experience. Defeats, set-backs and losses can teach you what not to do and what needs to be changed and improved in the future. To get and maintain this perspective on failure, you will need to differentiate between the real you and the role you play as a salesperson. The real you is defined by your sense of self-worth. When you fail in your professional role that is not a reflection on the real you. It's a course correction for the role you play as a salesperson. Don't take failure personally, but rather learn and move on.


［2］Never "spill your candy in the lobby" — don't share too much information too soon


Many salespeople give away too much information too soon. They are fired up to share their knowledge and experience and unload whenever an opening arises. Unfortunately, doing that is highly counterproductive.

During the initial phases of the sales process, your emphasis should be on getting the prospect to speak rather than on dumping everything you know on them.

Ask questions and gather information. Get to understand the prospect's situation and challenges. Determine whether what you have to offer is a good fit before you drop off your information, proposals and marketing materials. Gather enough facts so you can qualify the opportunity. If you can genuinely help the prospect, there will be plenty of time later to make presentations. At first contact, you should be asking questions and listening rather than talking. Your job is to get information, not to give it.


［3］Don't merely hear what you want to hear — find out for certain what people are thinking


Sometimes, salespeople are guilty of having "happy ears." They hear only what they want to hear from the prospect. When someone contacts them, they automatically assume that person is ready to buy at the drop of a hat and that all they need to do is dump on the prospect everything they know. They assume that the prospect will then be enthusiastic and eager to buy.

Obviously, this approach to the sales process is all wrong. It's built on misplaced optimism and selective rather than objective hearing. The salesperson's job is really to:


	Determine what the prospect's expectations and goals are.

	Help define any ambiguous terms or phrases the prospect has heard but does not understand.

	Tie up all the loose ends and keep the prospect moving forward towards a purchase decision.



Savvy salespeople don't fall into the trap of having happy ears. Instead, they make it a practice to say things like: "OK, let me quickly recap what we've been discussing to make certain we're on the same page on the way ahead."


［4］Tell prospects it's better they say "No" straight away rather than saying "I'll think it over"


There's nothing worse than having a prospect say: "I need to think about it." There's no way forward from that position. More often than not, when someone says they want to "think about it," this is simply their polite way of saying "No" without hurting your feelings.

To avoid this, tell prospects right at the outset that you will ask them for a decision. Tell them you hope they will say "Yes," but you'd much rather they came right out and said "No" if that is the case. Tell them "No" is OK from your perspective. By giving your prospects permission to say "No," they will be less inclined to try and hide behind any form of "think-it-over" terminology. And the sooner they come right out and say "No," the sooner you can move on to the next prospect who may buy.


［5］Never answer a prospect's "unasked questions" — don't bring up elements they haven't mentioned


When giving a formal presentation on your product or service, be careful that you address only the concerns and issues that have been previously tagged for discussion. Don't use this as a fishing expedition where you try to answer every conceivable concern the customer may have. Not only is that too much to achieve, but if you're not careful, you can end up introducing new elements that stop the sale dead in its tracks.

Stay on target. Don't keep bringing up new elements and discussing them just on the off chance that the prospect was worried about them. It will be counterproductive to answer unasked questions.


［6］Defuse "buyer's remorse" by always giving customers a chance to back out before the deal goes ahead


There's nothing worse than having to buy back from your prospect tomorrow the product or service you sold today. Buyer's remorse can be a real problem if you operate on the usual sales imperative to get the order and then get out of there as fast as you can.

Instead of attempting to trap the prospect into buying, a better idea is to make certain the buyer is 100 percent happy about the proposed sale before the deal is signed. How do you do that? Rather than reviewing all the positives of the deal, give them a chance to back out of the deal before the purchase agreement is signed. Encourage the prospect to take a good hard look at the decision and confirm that they want to move ahead. Doing this has three definite advantages:


	It enhances your credibility — and demonstrates definitively that you are highly confident your product or service will do what you say it will.

	This approach creates an opportunity for the customer to express any second thoughts in a no-pressure environment — which has the effect of keeping any unseen pressures from mounting later on.

	This also allows you to address any real concerns — you can deal with potential problems while you are still face to face rather than scrambling to try and save the deal later on. Dealing with problems when face to face is always more effective than having to rely on later follow-ups.





The Sandler Rules 2　Execute 
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Main Idea

Rules 7-33 are the heart and soul of executing your sales process. You have to do what works.

Supporting Ideas


［7］ Nobody says you have to like prospecting —you just have to do it


Prospecting is the art and practice of identifying the people who need your product or service. It works better if you keep your mind focused on that goal. If you get concerned about how many people you look at who aren't qualified or interested, you can easily get discouraged. Don't fall into that trap.

At its heart, prospecting is a selection activity and nothing more. You have to prospect consistently well. This is all part and parcel of the sales process, so prospect consistently. Every salesperson on the planet does this.


［8］When prospecting, go for the appointment — don't try to give your entire sales pitch


When you are prospecting, keep reminding yourself that you're not trying to make an immediate sale. Don't fall into the trap of trying to deliver a sales pitch to everyone you come into contact with. Prospecting is not selling — you're merely proposing to set an appointment where you can sit down and talk through some interesting ideas.

If you go for an appointment rather than attempting to make a sale with each prospecting call, the pressure will lift. You're not trying to solve the person's problems, because you don't know what they are yet. All you're trying to do is create an opportunity to look at how you might have something to offer that will be of benefit. If they're open-minded and agree to meet with you, then you've achieved all that prospecting is about.


［9］Use your unsuccessful prospecting contacts to improve the next call you make


The undeniable fact is that when prospecting, you will have more unsuccessful calls than you will have successful calls. That's OK. Some people won't be a good fit for what you have to offer and others won't be aware enough to realize how badly they need what you have.

If you set a goal to learn something from each unsuccessful call, then prospecting becomes an exercise in business process improvement. The more unsuccessful calls you make and learn from, the better equipped you will be to achieve success in the future. As you apply what you learn from each call to subsequent calls, you can become very good at prospecting. You can even develop a prospecting call that preempts the most frequent objections you are likely to hear and starts a new conversation.

A good prospecting approach is: "If you are like most business owners, as soon as I mention ______ you will tell me, ‘We're already working with someone' or ‘We're covered.' I respect that, but would ask: Are you willing to put those on the shelf for two minutes while I explain why I called and then decide if there is a reason for us to get together in person to talk further?" By bringing up the most likely response yourself and signaling that you're not afraid of it you create an opportunity for getting together face to face, which is what you want.


［10］Develop awareness — prospect anyone you interact with and they may turn out to be interested


"Suspects" are anyone you might be able to sell your product or service to. "Prospects" are people you have contacted who have shown interest in talking with you further about what you sell. You should keep on your toes at all times, because anyone you talk to during the course of your day is a suspect and could actually turn out to be a prospect if you handle things the right way. The simple fact is that suspects who are about to turn into prospects look exactly the same as suspects who are about to say "No." You just never know. Keep sifting through the big pool of suspects until you have enough prospects to keep your sales funnel full. Initiate the kinds of conversations that will separate the prospects from the suspects.


［11］Money does grow on trees — if you take the time and effort to build a referral tree


Referrals are the best way to grow your business. If you're working smart rather than working hard, you will make it easy for your existing customers to refer their friends. Get into the habit of writing or e-mailing your customers and asking them for referrals. Then contact them again to thank them when the person buys. Build an ongoing stream of referrals and your sales volumes will increase.


［12］Answer every question with a question — so you can figure out the prospect's intent


Most people are reluctant to ask a real question up-front. Instead, they will pose a "smoke screen" question that sounds good. If you answer those smoke screen questions immediately, all you do is box yourself in.

With this in mind, whenever a prospect asks a question, you should answer their first question with a question of your own. Seek clarification of the real issue behind what they say. Or even ask them directly why they are wondering about that. Once you do that, you can then get to work answering the real question they have in a constructive way.


［13］Don't be a mind reader — never assume you know what people are thinking without asking


Salespeople in general are often guilty of "mind reading." The prospect says something and you assume all kinds of things, like they are ready to go ahead and place an order. That's a problem, because it can send you off onto all kinds of different tangents and side-roads.

Whenever a prospect says something vague or uncertain, instead of assuming you know what they're getting at you should ask for an explanation. When they say something, ask them:


	"And you're telling me that because...?"

	"You must be telling me this for a good reason. What is it?"

	"Which means...?"



By avoiding the mind reader trap and never assuming you know what the prospect is thinking, you can sidestep a wide range of misunderstandings. You can then deal with realities rather than chase ghost images or shadows. That will clearly be better than going off on tangents.


［14］Get prospects talking — if they are just passively listening, they're not buying


A good sales presentation should feature you talking for about 30 percent of the time and the prospect talking for the remaining 70 percent. In most sales situations, those ratios get reversed as the salesperson waffles on about features, benefits, unique selling points, etc.

If prospects honestly wants to know that stuff, they can visit your Website and read it for themselves. Selling is not about "telling." It's more about helping prospects relate your product or service to their needs. That happens when prospects are asked thought-provoking questions and you then listen to their answer and respond. The more the prospect talks, the less selling that's going on.


［15］Help prospects discover for themselves why they should buy from you


The best sales presentation you can ever give helps the prospect discover for himself the reasons why he should buy from you. You do this by asking questions rather than making a presentation that educates the customer. A question-and-answer dialogue is always going to be far more effective in making the sale than any presentation you might attempt to give.

How do you do this? Start your presentation with: "Typically, when I discuss production efficiencies with owners of manufacturing facilities like yours, they are interested in increasing production throughput or decreasing production costs. Which, if either of these, matters most to you?" The prospect will choose Option A or Option B. You then say: "Tell me about that." You then identify the positive outcomes you can provide and formulate questions that let the prospect discover how to connect those outcomes with what you have to offer. Once the prospect has figured out that it makes sense to work with you, your actual presentation will then be viewed by them with a whole new level of interest.


［16］Never ask for the order — make the prospect give up searching for alternatives


Traditionally, salespeople have been told to ask for the order often and openly. That's all well and fine, but if you have to ask for the order, then doing business is not a mutual decision.

A much better approach is to treat the prospect as an equal business partner. Discuss options and pose questions until you narrow down to the solution they want the most. Then you need to steer the conversation to where the prospect realizes it is in his or her best interests to give up the search for other alternatives. Instead, you want them to feel so comfortable they ask: "OK, all of that makes good sense. I can see this would be good for me. How do we get started?"

For this to happen, you must have established rapport and a degree of trust. The request then becomes an open discussion between two professionals rather than a charged situation where the salesperson is going in for the kill by posing killer closes.


［17］Act like a dummy on purpose — so the prospect does 70 percent of the talking


Don't be afraid to ask "dumb" questions that get the prospect talking. That's good — it's exactly what you want to happen. New salespeople naturally ask dumb questions when they first start out because they don't know much, but later they start trying to show off their product knowledge instead and end up doing most of the talking. Remember, the goal is to try and get the prospect to do 70 percent of the talking.

If someone complains to you, pause and say: "Okay. Is it over?" Then wait for them to respond. What they say next will tell you what you have to do to keep moving forward.


［18］Pitch ideas indirectly — make it possible for the prospect to discover the need for change themselves


Every prospect has a mental picture of what their needs are before they talk with you. If you try to make alterations to their mental picture — even with the best of intentions — all you end up doing is making them uncomfortable. You give them a reason to mistrust you. Therefore, you have to indirectly make suggestions and let the prospect discover the need for themselves and come up with suggested fixes.

Say to prospects: "Okay, I see what you're getting at. You didn't mention ____. Would that be of value if it was included?" If they agree, you can say "Why is that?" to let them graft in the new stuff them-selves. If they aren't in favor of it, say: "I didn't think so" and move on to something else.


［19］If ending a sales call without success, ask what you could have done differently to make the sale


You aren't going to make every sale. Instead of bailing and running, try to make an effort to figure out what went wrong. Get the uncomfortable feelings out in the open. Say: "You seem skeptical we can deliver what we say. It must be something I have said or done. Am I correct? Do you want to talk about it?"

By raising the issue and putting the ball in the prospect's court, they can then respond and point out where you went wrong. You can then find a way to get things moving forward again or decide to terminate the discussion. At the very least, you'll learn more about the prospect and what you can do better in the future.


［20］Never forget that the bottom line of professional selling is to make a sale and go to the bank


You're not in sales to make a friend. Nor are you there to develop a relationship, to educate the prospect or establish credibility. Those are all things that will hopefully happen as part of the process, but they are not the focus of what you're doing. Your goal in calling on prospects is to close sales.

Invest your time in activities that take you closer to making the sale. Sales success is always measured in dollars. No prizes are given out for having "the best relationships" or "building the most goodwill for your firm." Those are nice by-products of your professionalism, but it is only sales that count. Work at learning what you have to do to make more sales and then get out and apply what you learn. Learn how to spend less time with tire kickers and more time working with people who can and should buy what you have to offer.


［21］Sell today — and worry about "educating" the prospect at some future time


Don't get sucked into giving a seminar on every bell and whistle your product offers. That's nice, but it's irrelevant. When you're selling, what your product does is of minor consequence. What's all-important is uncovering the prospect's pain that you're trying to address. If you're too busy delivering a monologue, you won't find that out.

Selling requires a dialogue. You ask questions about specifics and listen carefully. There will be tons of time for educating later on. At this stage, ask lots of questions to determine what the prospect needs. The more they talk, the more opportunities you have to position your product in their mind advantageously. Make it your goal to find out under what conditions or circumstances they would actually buy from you.


［22］Only give a sales presentation when you're serious about making a sale today


The only time you can and should give a sales presentation is when you have already determined:


	The prospect is fully qualified and authorized to make a "yes" or "no" decision.

	You know the prospect's needs and goals in some detail.

	The prospect has resources they are willing to invest in a solution to their problems.

	Your product or service is a best-fit solution to their problems.

	The prospect has agreed to make a decision at the conclusion of your presentation.



If any of these elements are missing, keep laying the groundwork first. Don't give a presentation until you're ready and able to sell.


［23］Defuse bombs early on — always try to bring up tricky issues before the prospect does


If there is some objection you fully expect the prospect to bring up at some stage of your presentation, get it on the table early on rather than later. Bring up the problem yourself and start working on potential solutions as soon as possible.

Doing this not only enhances your professionalism but also allows you to demonstrate to the prospect that you're looking out for his or her interests. You control the timing and not vice versa.


［24］Don't sabotage sales with your expertise — use your superior product knowledge sparingly


Do you honestly think prospects are going to buy from you because of your superior product knowledge? Wrong. The fact that you know so much can be intimidating to people who don't know the buzzwords, technical terms or industry jargon. If you make prospects feel uncomfortable, then they are much less likely to make an emotion driven decision to buy what you offer.

Product knowledge is good. It makes you feel more confident and more comfortable, but if you show off that knowledge in front of customers, all you're going to do is end up confusing them or at the very least making them put off a decision. Think about what you say, keep it short and orient everything from the perspective of someone who has no experience whatsoever in your field.


［25］Use the "let's pretend" approach to avoid doing lots of preliminary work for nothing


At times, a prospect will say: "I really like what you're suggesting. Can you do some groundwork and present your findings at our next meeting." If you agree, all you end up doing is loads of preliminary work for free on the faintest hope that they will be persuaded to go ahead as a result of all your fine efforts. Most often, that will mean you end up doing lots of preliminary work for no gain whatsoever.

A better idea is that next time someone says that, you should state: "I'd be happy to start working on that. Let's pretend that I come back with a preliminary plan for implementation, which you're comfortable with the approach and it falls within your budget. What would happen at that point?" Get the prospect to agree they will make a commitment to move forward if the groundwork looks good. If they won't agree to do anything, then it will be a waste of time to do the groundwork. Or you may consider charging them a consulting fee for the work you do.


［26］Always remember that people buy in spite of your hard sell and not because of it


A "hard sell" presentation mentions:

The features and benefits of your product or service.

Your company's history and reputation.

Customer testimonials, etc.

All of this stuff is nice, but in reality, these are your reasons for selling what you sell. What you should be focusing on is what problems you can solve for your customer. You need to get them talking about their potential reasons to buy what you offer and their criteria for choosing one company over another. That's what you need to be discussing. By all means mention the unique things you bring to the table, but center everything on their needs and interests, not yours.


［27］You can't sell anything — people have to discover for themselves that they want what you have to offer


People hate being told what they have to do — which is what usually happens when a salesperson issues a "call to action." It's like when your parents told you to eat your vegetables. Your natural reaction is to say: "I don't think so."

A much more productive approach is to say: "Many of our customers have found _________. What would that mean to you?" By relating a third-person story and then allowing the prospect to discover the benefits and advantages of what you offer in this way, you build the case for them to move forward.

Or more correctly, you allow the prospect to build their own case. That will be far more persuasive and effective than asking them to "eat their vegetables" because you say so.

The best way to prepare for a sales presentation is to develop the questions you can ask that will help your prospect discover the value of those benefits for themselves. Your presentation-as such-should consist of you asking those questions and adding in some pertinent third-party stories. Let the prospect own the discovery process and uncover the advantages and benefits for themselves. This will always be more persuasive and more influential than giving them an hour-long presentation about the proper uses and benefits of your product or service.


［28］When customers reprimand you, fall back — surrender up front and work on solutions


If a customer is upset about something, don't fight back. Surrender. Say something like: "I realize you're upset about the delivery delay. Rather than explain about the events beyond our control that caused that, I imagine you've made up your mind never to do business with us again. Would that be a fair statement?"

By doing that, you take the wind out of their sails and defuse the emotions of the moment. Once that happens, you can then start working together to come up with a workable solution. Instead of focusing on hostility, everyone can work together to develop a way to move forward that will provide benefits to all.


［29］Always be professional — which means the meter is always running


When you become friends with someone, there is a natural tendency to start blurring the lines between what you do for free and what you do for a fee. That's a problem, because all those "little favors" have a way of adding up. To avoid that, maintain a professional demeanor. Make it clear that you are a professional salesperson first and foremost and that you will always treat them as well as you possibly can.

Professionalism is a two-way street. Don't assume that you can make minor changes to the customer's order on the basis of your friendship either. Treat your newest customer the same way you would treat your best friend. By all means do good things for them, but keep the relationship professional. And if that isn't possible, give someone else in your organization responsibility for that account.


［30］You can't lose what you don't already have, so replace stalled sales with fresh prospects


Often salespeople hold onto stalled sales opportunities like they were gold. There is a tendency to avoid moving on when sales opportunities don't pan out and the sales process drags on. Some salespeople have a scarcity mentality and therefore try to keep bogged down sales processes running rather than risk "alienating the prospect" by moving on to fresh opportunities. It's not at all unusual to hear:


	"I believe this sale will happen eventually."

	"If I were to antagonize this person, he would immediately go to my competitor and do a deal."



While hoarding prospects is alluring, the reality is that you're far better off letting go of any prospects who don't measure up. When the sales process stalls, get to work replacing the prospect with someone better placed to make an immediate decision. Plunge into your prospecting activities today rather than wasting your time and energy on a poor quality prospect who is unlikely to buy anyway. And if that prospect ends up going to your competitor, then feel good about that. It frees you up to find someone better and it presents your competitor with a ticking time bomb they will have to worry about themselves at some point in the future.


［31］Always be prepared to close the sale or close the file


Salespeople are lauded if they "never take no for an answer." That's wrong. There comes a point where you must either make the sale or else close the file and move on. And generally speaking, you will know intuitively when that point has been reached.

If you keep pushing for a "yes," you're ignoring the reality that what you have to offer may not be a good fit for that prospect. You may be wasting your time because you're trying to address the wrong problem or achieve a result the prospect doesn't really value highly at all.

For what you have to offer to be a good fit, it must:

Have a level of investment the prospect can afford to pay.

Deliver what the prospect values the most.

Meet a time frame the prospect requires.

If you can't deliver that, take "no" for an answer and move on.


［32］Get into the habit of always procuring an I.O.U. for everything you do


To make a sale, you've got to do lots of preparation work. That's all well and fine, but help your customers take notice of all the effort you're putting in. Help them see this is not "free."

Any time you do something above and beyond the call of duty, make it clear that you've had to rearrange some previous commitments to free up time. Every time you do that, you're in effect creating an I.O.U. you will want to bring up when it comes time to make a decision.


［33］Always keep your eyes open whenever you're presented with a "done deal"


Bankable deals have a way of becoming unraveled. Even when a purchase order has been received, the order processed and the goods delivered, things can still go wrong. All kinds of internal developments can arise unexpectedly to derail proceedings. There's not much you can do about this reality, but you should be aware of it and plan accordingly.

The list of potential spanners in the works is long:


	Another decision maker or a committee may veto the original decision to buy.

	The incumbent supplier may have a contractual right to better your offer.

	People higher up in the organization may put the purchase on hold for one of a limitless number of reasons, both logical and illogical.

	Your buyer may get reassigned to a new position elsewhere in the organization.



Try to look at where you've run into these kinds of problems in the past and address these issues before the final sale is made. If there is even the slightest possibility a problem will arise, discuss it and find some workable and realistic way to eliminate that potential barrier. It's far better to find out the sale you assumed was "closed" is in jeopardy earlier rather than later. The sooner you find out about it, the more time you have available to do something about it. Look for ways you can recognize the warning signs earlier next time around.


Key Thoughts

"You can lose a sale by talking too much. But you'll never, ever lose a sale by listening too much."

"You can't lose a sale you haven't completed. The only thing you risk by addressing the prospect's delaying tactics is the ‘risk' of uncovering the truth."

David Mattson
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Main Idea

Rules 34-49 are all about reminding yourself of the principles that are all too easy to forget.

Supporting Ideas


［34］Work smart, not hard — and stop cheating yourself out of the income you should be getting


Working hard at having a successful sales career is great, but you also need to be smart. Instead of making the same mistakes over and over, you need an efficient sales system that will enable you to identify good prospects, develop a relationship with them and create worth-while selling opportunities. A smart system will have criteria in each of these areas and if that criteria is not met, you move on to another opportunity that is more viable.

You work smart when you develop benchmarks and then do whatever is needed to progressively improve your performance against those benchmarks.


［35］Never do what your competition is already doing — come up with a unique game plan instead


You probably already know what your competitors do. Find something you can do that will be different and ideally unique. Make a list of what you can offer that your competition does not, rank that list from your customer's perspective and then get to work adding value. There's always something you can do to add value. You're a professional so figure it out.


［36］Never lose sight of the fact that only a decision maker can get others to make their own decisions


Sellers make only one decision —to buy or not to buy. You, on the other hand, make loads of decisions along the way to a sale. You have to decide whether a prospect is qualified, whether they are worth the investment of your time and how what you have to offer adds value for the prospect.

The more quickly you make your decisions, the more pressure you will generate for prospects to make theirs. If you drag your feet, it will come as no surprise that they ask for more time to "think it over." Be decisive and you earn the right to ask them to make a go/no-go decision as soon as possible.


［37］Expect your prospects to lie all the time —that's what they will do


Prospects are less that completely candid and 100 percent truthful all the time. They will tell lies to:

Protect themselves.

Cover their vulnerabilities.

Avoid having to admit something embarrassing.

To avoid being misled, you should always check what they say. Probe a little deeper and find out what the prospect really thinks before you jump. In particular:


	When someone says they are the decision maker, ask who else plays a role in the decision and who has the power to veto any deal that is reached.

	If someone is eager to move quickly, quiz them about how soon they need to make a decision and what the consequences will be if that timetable is not met.




［38］Never accept problems at face value — the problem the prospect brings you is never the real deal


When you ask a prospect about the cause of his or her problems and take their diagnosis at face value, you often end up going down a side road rather than dealing with the real issues. Why? Either the prospect is unable to realistically diagnose the cause of their problems or they say something that sounds good because they are too embarrassed to admit the true cause of their pain.

Therefore, your standing practice should be to use your own knowhow to identify the true underlying problems and address them. Don't accept the prospect's own diagnosis. It is almost always going to be faulty.


［39］When all else fails, move from being a salesperson to acting as a consultant instead


When you've come to the end of your sales process but the prospect is unwilling to go forward, you should try this approach: "Is it OK with you if I stop acting as a salesperson for a few minutes and instead become a consultant?" When the prospect agrees, you can then point out: "Here's the problem. I believe that what I've shown you makes sense and solves some very real problems. It's obvious you don't agree. How can I tell you, without you becoming upset, that I'm concerned that if you don't move forward all you end up doing is hurting your own bottom line?"

By going into consultant mode, you can give away some concepts, insights and expertise. You can then go back into salesperson mode to sell the implementation of those concepts. Plant the seed and fire the prospect's imagination as their consultant and then go ahead and sell the implementation.


［40］Never send the message that you "need a sale" — if necessary, fake it until you make it


If the prospect senses that you desperately need to make a sale, they will automatically say "no." Your need will spook them. It's fine to want the sale to happen, but problematic if you have to make a sale. To avoid that, always act as if you were financially independent and it doesn't matter whether you make the sale or not. If necessary, fake it until you are that way.

Always be confident and optimistic no matter what. If you do this, your state of mind will attract even more success. People will do business with you because they feel comfortable and not because of pity.


［41］There's no such thing as a "bad" prospect — only bad salespeople


If you're not aware, you can get caught up in thinking: "This guy wouldn't buy an umbrella in the middle of a downpour." That's a joke. You should stand up and take responsibility. If the prospect is not pre-pared to buy, it's because you've done a poor job in convincing them, end of story.

Above all else, you want to learn from your mistakes so you can be better in the future. That won't happen if you blame external circumstances for the sale not happening. Accept responsibility for the failure and figure out what you need to do differently in the future to avoid a repeat. Use setbacks as an opportunity to sharpen your selling skills.


［42］Winners always have alternatives, whereas losers tend to put all their eggs in one basket


Don't try to script your sales calls by visualizing what the prospect will say. That's pointless and generates unnecessary pressure. Prospects always use their own script. You'll be better off if you identify some key points, map out some questions that will lead into each point and then respond appropriately to whatever the prospect says.

Having an internalized map like this is much better than memorizing a step-by-step script. It gives you flexibility and allows you to respond to the real concerns of the prospect.


［43］The best way to learn how to get "yes" from prospects is by getting lots of "no's" first


If you can get a prospect to make a decision and definitively say "no" rather than "maybe" or "I'll think it over," you're doing very well. Not only is every "no" taking you closer to the next "yes," but accepting a "no" frees you up to pursue more viable opportunities in the future.

You may even find more success by reversing your thinking. Start each day trying to get as many "no's" as possible and you will move into the winner's circle. It will also take the pressure off and make your job a lot of fun.


［44］When it comes right down to it, don't be your own worst enemy


Many salespeople end up becoming their own worst enemies. They create roadblocks and detours that prevent them from being more successful and then try to blame others for these self-inflicted problems.

Take a look at why your prospects are saying "no" and ask: "What am I now doing differently to ensure that this doesn't happen again in the future?" If you're doing nothing differently, get to work. Use your past experiences as indicators of the roadblocks you're likely to strike in the future and plan accordingly. Take responsibility to systematically keep these situations from arising in the first place.


［45］Become adept at using third-party stories to express your feelings in sales situations


Sometimes, when you're face to face with a prospect, you want to say something blunt to them that you feel in your gut. It may not be appropriate to just blurt out what you're thinking, because that may offend them.

In these situations, become a storyteller instead. Talk about a third party that was in a similar situation and the solution they utilized. Describe in vivid detail how everything worked out and then leave it to the prospect to draw their own conclusions as to how that story applies to them. This is a subtle and professional way to share your feelings in a way that strengthens rather than dilutes the relationship.

You might even consider developing a series of written third-party stories you are familiar with and that you can recount in your own words whenever the need arises.


［46］In selling, there is no such thing as a "good try" or any other weasel words


What counts in sales is what you do. You either do the right things that will make you productive or you do not. There is no half-way "try" or "experiment." Actions speak louder than words.

You either schedule the right activities and do them or you don't. There is no in-between state. When the outcome is important, leave "try" out of the equation and do the right stuff.


［47］Selling requires that you remain objective at all times — getting emotionally involved is fatal in sales


Buying is an emotional experience for the prospect, but it should not be an emotional experience for you. Rather, you need to keep your composure and be a little bit detached from the emotional roller coaster that is selling. If you can't contain your emotions and maintain objectivity, it's likely that you will sell a lot less than you should.

During the sales process, take something of a third-party position. Understand the human dynamics involved, but never lose sight of the big picture. Look at what's happening from the perspective of an unaffected observer. Direct the play and make sure the right things happen. Retain your objectivity, even when the prospect starts acting erratically, and you will be in the best position possible to make the sale happen.


［48］Recognize that a life without risk is a life without growth


Never stop learning how to do better. Keep reaching and improving. The only guarantee in business is that things change, so you can't afford to cling to the status quo as a professional salesperson.

Growth will require that you take some risks professionally and personally. Welcome that opportunity, even with its attendant problems and challenges. Figure out where you've got into the habit of coasting and set some stretch goals in those areas and get to work. You have to keep moving forward at all times if you aspire to be a long-term success in sales.


［49］Remember transactional analysis —and always leave your child ego in the car when you are selling


Transactional analysis suggests that each person is a composite of three ego states —Parent (which must give permission), Adult (which must understand the logic) and Child (which must want the same to happen emotionally). Your Child ego plays no part in the sales process and must be kept out of the reckoning at all times. If you "kick and scream" or "throw your toys out of the crib" because things aren't going your way, you'll get nowhere.

Ensure that everything you do as a professional salesperson is guided by good logic rather than an emotional assessment of the situation.


Key Thoughts

"Put the Sandler Rules to work. Employ these concepts until they become second nature. Make the Sandler Rules something you do, not just something you know."

David Mattson
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