Welcome to

TIGHT MARKET TACTICS 

· Today’s workshop will cover:

· Background and overview
· Some observations

· Agreeing the fundamentals

· Establishing activity objectives
· Clearly defining the role of a coach

· Creating a referral coaching model

· Coaching in the field
· Personal needs coaching

· Developing new techniques, tips and processes

· Managing activity

· Dealing with push back

· Creating individual action plans
Interesting times….Comments from CEO at recent workshop:
· Represents two internationally known iconic brands

· Employs 6 Sales Managers

· 50 sales people

· Closest competitor has just gone into receivership  

· “Reinforces what our Sales People should be doing. Well presented by someone who has been in sales management and has been successful at it”

· Sales Managers are going thru the motions – no rigor around current system.

· Imports World’s top trainer in Industry sector - US $80k PA (He’s 75)

· 26000 customers – 20% repeat/very loyal

· 1300 Advocates – 5%

· No process to formally leverage them

· My thoughts BIG v SMEs

HARVARD BUSINESS REVIEW Jan ’09:
· “Today, coaching is a popular and potent solution for ensuring top performance from an organisation’s most critical talent”.

· “ Coaches will do more than influence behaviour – they will be an essential part of a leader’s learning process, providing knowledge, opinions and judgment in critical areas”.

EXPECTATIONS OF SALES MANAGEMENT

· Responsible and accountable for sales

· They are multi-talented

· Experts in Sales, Management, Coaching and Leadership

· We’ll incentivise them and they’ll deliver 

· Relevant today ?

· Your feedback.

WE’RE YOUR ADVOCATES – BEST BUSINESS PRACTICE

· Give me a great sales team and there’s a great Sales Manager behind it – every time.

· NZ is a small village – let’s work together in the spirit of making a real difference in a tough market place.

· Keen to engage  you with the network – that’s why I’m here.

· I am on the outside looking in – good and bad

· Help me understand issues/challenges in your business

JM SALES & MANAGEMENT EXPERIENCE

· Top NZ Sales in first year

· Highest paid National Sales Manager in Financial services 1985 & 1986

· At that stage never had a good idea in my life..

· Don’t reinvent the wheel..

· Sales Process – Alan Pease

· Sales Management – Upward Bound – Dynamic Agency Management

· 40 x 40 x 4 concept as minimum activity standards

· Rigorous application of this = Success

· 80/20 rule blew me into my own business in 1987

Fundamentals

· Business Environment

· Observations
· Leadership

· Respect

· Attitude
· Motivation

· Enthusiasm

· Credibility

· Enjoyment
· Enjoyment
· Some Observations
Organisation is your key to success:

Clearly defining the role of a coach

· Why define?

· What is a coach?

· An instructor or trainer, a private tutor

· List the characteristics of an ideal coach

· So how do you stack up?

· Gaps will inevitably be there

· Typically gaps will be a mix of:

· Tips, Techniques and Processes

· Sharing our combined knowledge will take us forward

· Focus is about generating good growth from your business relationships

Creating a new referral coaching model

· We need to be on the same page

· Referral workshop – ID key elements

· Run workshop – one hour

· Any gaps based on previous knowledge?

· Summarise key learning for you as a coach

· What can be coached

· Agree and list

· Build a coaching model based on tips techniques, processes and feedback

· Agree all aspects and document

· Integrate into current systems

2009 ENVIRONMENT

· Competition – lots of activity in your space

· Business is speeding up – faster pace

· Customer expectations are rising

· Others?

DIFFERENTIATION IDEAS

· Think before you act

· First impressions – really count

· Being professional – what does this mean?

· Empathise – put yourself in your prospect’s shoes

· Importance of follow-up

Winning differentiating point is:

· Be introduced to prospective new customers

· Why?

· Discuss

So every prospect you meet should be introduced

HARNESS THE POWER OF THIRD PARTY ENDORSEMENT
· What is third party endorsement?

· Why is it powerful?

· Do you use it at present?

· Where do most of your new customers come from?

· Gauging size of referral opportunity

· Existing customers

· Internal channels/divisions

· Intermediaries

· Importance of centres of influence

IMPORTANCE OF BRAND ASSOCIATION

· What is a brand?

· Service/Advice is given by individuals (from your Company)

· Developing your personal brand – your name

· Success stories - case studies

IDEAL CUSTOMERS AND RATIONALE

WHY IDEAL CUSTOMERS?

· Why is it important to focus on them?

· Benefits for you are?

PROFILING IDEAL CUSTOMERS

WHY PROFILE?

· Focus – easy identification

· For you – align with your value proposition

· Referral sources

· Advocates

· Marketing activity

· Profile your ideal customer

· Where are they?

· Who can influence them?

THE SCIENCE OF REFERRAL GENERATION

· Why a science?

· Highest form of marketing is 1:1

· Under-valued by many

· Not just another activity tick

· Very powerful for service providers

· Most are not good at asking - why?

· Potential is like an ice berg – why?

Referral generation demonstration:

· Define referral

· Demonstrate

7 LAWS FOR SUCCESSFUL REFERRALS

1. Work with Advocates

· Ultimate marketing approach

· Third party endorsement

· Aligned to ideal customers

· They’re already there

· They’re your willing distribution force

2. Celebrate your relationship

· Elevate advocates 

· Demonstrate your appreciation

· Talk about how you enjoy working with them

· Ask them you they feel about your service

· Reconfirm level of trust

3. Ask for their help

· Power of reciprocation

· You’ve helped them

· “Credits” have been built up

· They’ll feel obligated to help you

· Untapped potential 

· They want to help

· Your challenge is to educate them 

4. Explain your challenges

· Advocates often don’t know your other responsibilities

· See you on one dimension

· Once educated will gladly help

· Clearly define who you want to work with

· Reasons why you want to work with them

· How you see yourself adding value

5. I.D. specific individuals

· Share your ideal client profile

· Outline why you want to work with these types of people

· Break into categories – list them

· Help them focus

· This makes it easy for them to help you 

6. Ask for an introduction

· Why?

· Ultimate way to meet a prospective new customer

· What impression does this create?

· Third party endorsement at work

· No sudden surprises

· Ways to ask for an introduction

· Personal

· Telephone call

· Email/Letter

· How to follow up

7. Keep your Advocate in the loop

· Why?

· Common courtesy

· Demonstrates professionalism

· Vehicle for more introductions

· Why?

· Set up a contact process – 90 day cycle

THE TRADITIONAL SALES PROCESS

· Where is the sale made?

· Must trust you first

· Then your service/ product

· Great products help

LEVERAGING YOUR RELATIONSHIPS

· IDEAL CUSTOMERS ARE YOUR FOCUS

BUILDING YOUR ADVOCACY PROGRAMME

· What is an advocate?

· By accident or design?

· Conscious & deliberate approach required

CONVERTING REFERRAL SOURCES/CONTACTS TO ADVOCATES
· Create a plan 

· CRM fit?

· Contact programme

· Elevate relationship

· Leverage existing activity

KEY ELEMENTS

· Target ideal customers & advocates

· Plan who, why, when & what

· Ask at least 2 customers for their help every week

· Could we create conversion ratios – test drives to sales perhaps?

· Smart follow-up

· Regular reviews 

· Continual improvement

FEEDBACK:

· Back to slide # 11

· 7 step approach

· Building advocates – have a plan

· Other thoughts?

· Relevant to your situation?

· Tailor to suit

Establishing activity objectives:

· Key to success

· Why?

· SHOW ME v TELL ME – Discuss and list benefits

· Sales Managers

· Sales team individuals

· Agree minimum referral numbers and expectations

· Do the numbers – ratios & size of average sale

· What impact should this have on new business objectives?

Coaching in the field:

· Why must we do this?

· Agree

· Make it fun!

· Impact on ideal customers / intermediaries?

· Real point of differentiation?

· Impact on other customers?

· Impact on Sales team members?

Develop new techniques – skills practice:

· Scenario is

· Sales person has set up and appointment for you to meet an ideal customer. Your Objective is to compliment customer, explain why you are present, ask for a referral/s and agree subsequent actions

· 10 mins to create a written agenda

· Skill practice

· Feedback

· Conclusions

· Agree actions to improve

Personal needs coaching:

· Why is this effective?

· Purpose is?

· ID’s benefits to parties & document

· Sales Manager

· Team member

· Create weekly model

· Based on needs

· What system do you run now

· Discuss and agree enhancements

· Document above

Managing activity and push back:

· What to you anticipate team members reaction will be?

· How do you plan to deal with this?

· Open discussion


THREE ACTIVITIES/TYPES OF DAY IN YOUR LIFE 


· Managing

· Coaching

· Relaxing

Working Days:

MONDAY
2
TUESDAY
3
WEDNESDAY
4
THURSDAY
5
FRIDAY

1
SATURDAY
Relaxing
SUNDAY

Relaxing
EVALUATIONS

· Feedback important

· Next workshop could be aimed at your Sales People and we could run it here on 2 April 2009.

· Tight Market Tactics for your Sales people

· We’d create a tailored model based on your feedback

· Leverage today’s workshop for your needs

· Presentation will be available when you register on our Advocates area: www.busforums.co.nz  

