

Strategic Selling® Glossary of Terms and Checkpoints
Adequacy of Current Position - How you feel overall about your probability of success with this account relative to this Single Sales Objective.

Checkpoints

•
Be honest in your evaluation of your current position. Are the results you desire predictable or unpredictable?  

•
If your rating is toward the Euphoric side of the scale, your action plan should contain actions to guarantee your success. Double check the status of each Buying Influence and validate your close date.

•
If your rating is toward the Panic side of the scale, your action plan should contain activities to identify and minimize or eliminate Red Flags that generate your feeling of uneasiness.

Business Results - The impact the sale of your product/service will have on the individual Buying Influence’s business.

Checkpoints

•
This is the “what” that people buy - the business reason for the purchase decision.

•
The sale of your product may impact your customer’s bottom line as evidenced by an increase in their average sales, the reduction of manufacturing costs, improved customer satisfaction and/or an improvement in profitability.

Buying Influence - Anyone who can have a positive or negative impact on your selling activity - whatever their position, company, or role in a given sale.

Checkpoints

•
Buying influences can be within the prospect’s organization, within your 
organization, or outside both organizations.

•
Considerations: Who has final approving authority (Economic Buyer) for the proposal you’re presenting; who will use (User Buyer) your product or service, who will judge (Technical Buyer) the fit of your product or service proposal, and who is your guide (Coach) for this sale.

Coach - An individual who guides you in the sale by giving you information that you need in order to manage it to a satisfactory close - a sale that guarantees you not only the order, but also satisfied customers, solid references, and repeat business. A coach must be developed.

Checkpoints

•
Coaches do not exist, they must be found and developed.

•
To close any complex sale, you should develop at least one Coach.

•
The focus of a Coach is your success in the sale, regardless of the reason.

•
Understanding their personal Win is not a requirement to make the sale.

•
Criteria for qualifying someone as a Coach:

1.
You have credibility with that person.

2.
The Coach has credibility with Buying Influences for your Single Sales Objective.

3.
The Coach wants your solution.

Competition - Any alternative solution to the one you and your company are proposing.

Checkpoints

•
Competition can be from what you consider “typical” competitors (those offering similar products and services) as well as internal resources, the alternative use of budgeted funds, and simply doing nothing.

Current Volume - The current level of sales expressed in dollars, units, or volume.

Checkpoints

•
This value should be the current level of sales for this prospect not including this Single Sales Objective.

Degree of Influence - The level of importance assigned to a Buying Influence’s impact on the buying decision. (High, Medium, or Low.)

Checkpoints

•
Understand the level of credibility each Buying Influence has within the buying organization relative to your Single Sales Objective.

•
Determine any connection between the Buying Influence’s advancement within the organization and the purchase decision (possible personal Win).

•
It is important to understand the Win-Results for the Economic Buying Influence.  The Economic Buying Influence can control their Degree of Influence over the purchase decision.  It is important that they are aligned with your solution in order to increase your chance of success.

•
Where in the buying organization is your proposal likely to have the most immediate and/or lasting impact?

•
What is the personal priority of this Single Sales Objective for the Buying Influence?

•
What is the geographic proximity of the Buying Influence to the location where the decision will be made?

Discrepancy - A perceived gap in the prospect’s mind (not your mind) between where they are right now and where they want to be.

Checkpoints

•
Unless the customer perceives a discrepancy (gap) and unless they believe you can help them bridge that gap, the possibility of taking action toward a sale is slim.

•
The salesperson must understand the customer’s discrepancy and the importance that a customer has assigned to that discrepancy in order to improve the chance of a sale.  If the discrepancy is low and the importance is low, the chance of success with that Buying Influence is slim.

Economic Buying Influence - The person who gives final approval to buy your product or service.

Checkpoints

•
The role of the Economic Buying Influence is to release the dollars to buy.  They have discretionary use of funds.

•
The ultimate focus, the ultimate business reason this person will buy, is the bottom line impact you can make on the organization.

•
There is always only one Economic Buying Influence per sale.

•
When this role is played by a board or selection committee, there is usually one person within the group that will have a greater Degree of Influence than the others for this sale.

Even Keel - A Buying Influence’s perception of today’s reality and what is ideal is the same, therefore there is no perceived discrepancy.

Checkpoints

•
No discrepancy; no sale - successful selling to a Buying Influence in Even Keel is unlikely.

•
When a Buying Influence is firmly entrenched in Even Keel, only three things can raise the probability of your making a sale:

1.
The Buying Influence can see Growth or Trouble coming.

2.
The Buying Influences can be pressured by another Buying Influence who is already in Growth or Trouble to change their perception of reality.

3.
You can demonstrate a discrepancy that the Buying Influence doesn’t see.

Growth - Buying Influence’s perception of today’s reality as being less than acceptable to improve an already good situation, thus creating a discrepancy.  A Buying Influences’ perception of a proactive needed change as compared to today’s reality.  The change should improve today’s reality in order to achieve the desired results thus, realizing a discrepancy in where they are today and where they want to be tomorrow.

Checkpoints

•
A Buying influence in Growth Mode welcomes incremental change as a way of improving an already good current situation.

•
A Buying influence in Growth Mode is always ready to say yes to somebody’s proposal - though not necessarily to yours.  

•
A Buying influence in Growth Mode wants to do more and/or better.  You have a good probability of getting a commitment to take action provided your proposal is seen as the change that will reduce or eliminate the discrepancy (gap).

•
Relatively speaking, a Buying influence in Growth Mode wants a solution tomorrow.

How Well Is Your Base Covered? - The degree to which the Buying Influence sees your solution fitting their concept or solution image.

Checkpoints

•
During each sales call or conversation with a Buying Influence you should reassess his or her receptivity to your sales proposal. This receptivity rating is indicated by the Rating you assign to each particular Buying Influence.

Ideal Customer - A predictive technique  to help you determine which prospects will be your best customers and to distinguish them from the ones who will prove to be liabilities. This technique can also be used to gauge the probability of success for Single Sales Objectives within an individual prospect.

Checkpoints

•
The criteria established by an entity (seller) to rank the possibility of establishing a successful long term relationship with a prospect.

•
For individuals who work with one specific account, the criteria may be established to evaluate the probability of success for a particular Single Sales Objective within that account.

Information Needed - An area on the Strategic Analysis (Blue Sheet) worksheet to list information that you need that will not appear as Red Flags elsewhere on the worksheet.

Checkpoints

•
This area may contain information needed such as “Organizational Chart,” “Status of last stock offering,” etc.  Elements of information necessary for your analysis that can aid you in developing actions to more favorably position you and your solution.

Mode - An indicator of a Buying Influence’s personal perception of need relative to the situation to which you are to provide a solution.

Checkpoints

•
Each Buying Influence will have a specific Mode - either Growth, Trouble, Even Keel or Overconfident.  

•
Modes are personal perceptions, not corporate directions.  Don’t classify all Buying Influences of a company experiencing tremendous growth as being in Growth Mode.

Overconfident - A Buying Influence’s perception of today’s reality as being far better than what is ideal, therefore there is no perceived discrepancy.

Checkpoints

•
There are three primary reasons Buying Influences are Overconfident:

1.
They are misjudging the situation, are ignorant or are wishful thinking.

2. 
Their goals are set so low that poor performance actually looks good.

3.
They are highly resistant to change.

•
These individuals may seem arrogant and can view your proposed change as a threat.

•
Given enough time, Overconfidence always cycles into Trouble.

•
Don’t waste precious selling time on Overconfident Buying Influences. This mode is very unstable and given enough time, it always cycles into Trouble. Be prepared to be there to fix things when the Buying Influence moves into Trouble Mode.

•
The only cure for Overconfidence is massive doses of reality. However, be aware that you (the salesperson) may not be best the one to deliver the reality message.

Personal Win - The personal benefit an individual Buying Influence gains from achieving their Business Results.

Checkpoints

•
This is the “why” behind all purchase decisions.  The personal reason for the purchase.  

•
A Business Result may be that your solution will increase profitability of an owner’s company, but the Personal Win may be what that increase in profitability will do for him personally, such as an increase in personal wealth that will allow him to spend more time on vacation or make a purchase of a vacation cottage.

Place in the Sales Funnel - Place in the Sales Funnel is defined as follows:

Universe - Salesperson identifies business building opportunities that have potential relevance to the prospect and their consumer.

Above the Funnel - Salesperson conducts a sales call to identify at least one Buying Influence in Trouble or Growth Mode relative to the proposed opportunity and its linkage to the customer’s problem and solution image. If the sales call shows a linkage, the opportunity then becomes a Single Sales Objective.

In the Funnel - Strategic Analysis (Blue Sheet) sessions are conducted for the Single Sales Objective to produce an Action Plan that will eliminate uncertainties in data or missing data (Red Flags) and, where possible, leverage strengths to do so.  An Action Plan may involve multiple sales calls for which Call Plans (Green Sheets) may be completed.  Call Plans ensure we communicate our Unique Strengths while at the same time achieve our sales call objective, which is to get data to remove Red Flags and ask the Buying Influence to commit to some action that will move the sale forward.  After each sales call, the Blue Sheet is updated and the Action Plan is revised to reflect completed tasks and filled in information gaps.  

The Strategic Analysis (Blue Sheet) is revised regularly, and removing Red Flags ensures that we are covering our bases completely.  Our objective is to continually assess our position with the prospect and each Buying Influence, in relation to the Single Sales Objective; and take actions that will ensure that all Red Flags have been removed or minimized.  Once this has been accomplished to the degree believed necessary, the salesperson will share the final presentation or other communication with the Economic Buyer and other appropriate Buying Influences which fits each Buying Influence’s solution image and requests commitment from the Economic Buying Influence to the Single Sales Objective.

Best Few - Salesperson has trimmed down the list to the ones which have the best possibility for success.  The Single Sales Objective has a 90% probability of gaining customer commitment, and the business will be closed in less than half of the normal sales cycle.  The bases have been covered sufficiently so that you only have “clean-up” selling work left to do.

Closing the Order - When we have gained customer commitment to our business proposal.

Checkpoints

•
The above are areas in the Sales Funnel and the suggested criteria for placing an opportunity in that particular position in the Sales Funnel.

Position versus Competition - How the prospect views your solution when compared to what your competition offers.  This is expressed as :1.) Only Alternative (no other alternative is being considered);  2.) Front Runner (your solution is preferred);  3.) Shared (other alternatives are acceptable); or  4.) Zero (there is an alternative solution that is preferred).

Checkpoints

•
Be aware that the competition may be:

- A competitive supplier

- An internally supplied solution

- An alternative use of funds

- A delayed, deferred or postponed decision

Product/Service - The actual goods or services which will be delivered in exchange for the sales revenue/units/volume shown on this Single Sales Objective.

Checkpoints

•
Will the sale of the product/service listed as part of your Single Sales Objective directly impact the metrics against which you (as a salesperson) are measured or held accountable? If the answer is no, you may want to re-think the product/service you have identified as a part of your Single Sales Objective.

•
Ensure the product or service that is stated as a part of the Single Sales Objective is what is being sold, and not the delivery vehicle for what is being sold. 


Examples:

- 
A display/storage unit is the delivery vehicle. The product that moves through the display/storage unit is what is being sold. The salesperson is measured by the incremental product volume increase.

- 
A five-year exclusive agreement may be treated as a Single Sales Objective, although it is a vehicle which moves specified product(s) measured by achieving a specified volume, delivered only when you are successful in executing multiple individual Single Sales Objectives within that agreement. (e.g., a five-year agreement may result in a Single Sales Objective for a display unit which will deliver 20,000 incremental product units.)

Rating - A categorization which reflects a Buying Influence’s receptivity to your proposal.

Checkpoints

•
The ratings are from (+5) (enthusiastic advocate) to (-5) (antagonistic anti-sponsor).

•
Buying Influences rated greater than or equal to a (+3) should be considered a Strength.

•
Buying Influences rated less than or equal to a (-3) should be considered a Red Flag. They perceive a Lose associated with your proposal.

•
Consider any individual rated (- 4) or lower as being possibly aligned with your competition. 

•
If your Coach has a Rating of less than (+4) develop another Coach and/or increase your Coach’s rating.

•
All Buying Influences need not be supportive of your proposal. To improve your probability of success, you want to try to move all of them to at least a rating of (-1).

Red Flags - A symbol for highlighting areas of strategy that need further attention; a method for designating areas of risk.

Checkpoints

•
Automatic Red Flags:

-  Missing information

-  Information about which you are uncertain

-  Any Buying Influence that has not been contacted

-  Any Buying Influence new to their job

-  A reorganization or realignment of responsibilities within an organization

-  Any Buying Influence who you have rated less than or equal to a (-3)

-  Any Buying Influence who is Even Keel or Overconfident

•
If there is someone in the account coaching you, be aware that there is probably someone coaching your competition.

Role - A classification for Buying Influences determined by how they will evaluate the effectiveness of your proposed solution. 

Checkpoints 

•
Every individual who will have an impact, however significant, on the buying decision will play one of three roles found in all sales situations - as Economic Buyer, as a User Buyer, or as a Technical Buyer.  You only have a Coach for a Single Sales Objective if you develop one.  They don’t exist by default.

Single Sales Objective - The focus of the Strategic Analysis (Blue Sheet) is the product or service you are intending to sell to the prospect.  The format for your Single Sales Objective should be:  1.) the buying entity’s name;  2.) the product or service you are selling;  3.) the revenue or other units the sale will generate; and  4.) the date by which the sale will be closed.

Checkpoints

•
Initial discovery calls may not have a complete Single Sales Objective.  However, you should understand the company/division to which you intend to sell and the product or service you believe will be a fit.  This should be confirmed during the sales call.

•
All face-to-face sales activities have the sale of a product or service as an end result.

•
Don’t confuse a Single Sales Objective with a required milestone activity that is a part of your sales process. (Example:  A display unit(s) may be a required milestone to deliver an incremental increase of product.)

Strengths - Elements which make your solution significantly different from those being offered by your competition.

Checkpoints

•
Strengths that are unique will help the customer differentiate your solution from that of your competition.  A truly unique feature or benefit is something that only you can offer or something offered in a certain way only by you.

•
A unique Strength must be important to the customer, or it is of little value as a differentiating element.

•
Any element of your solution that can reduce risk for the customer can be considered a Strength as long as it is not offered by your competition.

•
It is only by stressing your unique Strengths that you make differentiation work in your favor.

•
If you don’t provide Strengths by which a Buying Influence can differentiate your product or service, they will find a way to differentiate it themselves, such as price. 

•
If your product/service is a very close fit to the customer’s solution image, it should be listed as a Strength.

•
Don’t forget to leverage Buying Influences with a Rating of greater than or equal to a (+3) as a Strength.

Technical Buying Influence - The individual(s) whose responsibility is to ensure that your product or service meets specifications.

Checkpoints

•
The role of the Technical Buying Influence is to screen out - they are professional gatekeepers.

•
The focus of the Technical Buying Influence is not to determine who wins, but who can play. They can’t say “yes”. They can only say “no”.

•
Don’t confuse Technical Buying Influences with technology. Technical Buying Influences make judgments about the measurable and quantifiable aspects of your product or service based on how well it meets a variety of specifications.

•
Technical Buying Influences often masquerade as the Economic Buying Influence by telling you they are the ones who have the final say in the purchase decision. They never control funds.

•
There may be more than one Technical Buying Influence per sale, but there is always at least one.

Timing for Priorities - The customer’s sense of urgency for a particular Single Sales Objective is categorized under “Urgent,” “Active,” “Work it in” and “Later”.
Checkpoints

•
This assessment is based on your prospect’s sense of urgency, not yours. Timing for Priorities should be used as a basis for allocating your selling time between multiple Single Sales Objectives.

Total Potential Volume - The potential future level of sales as expressed in dollars, units, or volume.

Checkpoints

•
This value should include current sales volume, the volume associated with the Single Sales Objective, the volume represented by any other Single Sales Objectives (of which you are aware), and the future volume you could expect this prospect to generate.

Trouble - A Buying Influence’s perception of an event causing today’s reality to be less than needed to achieve the required results, thus creating a discrepancy.

Checkpoints

•
A Buying Influence in Trouble Mode looking for an immediate change as a way of preventing or solving a problem.

•
A Buying Influence in Trouble Mode is eager to buy from someone, but not necessarily from you. The approved proposal will be the one that can most quickly remove the cause of the Buying Influence’s perceived problem.

•
Relatively speaking, a Buying Influence in Trouble Mode wants a solution yesterday.

User Buying Influence - The individual(s) who will actually use (or supervise the use of) your product or service once the purchase is made.

Checkpoints

•
The role of the User Buying Influence is to make judgments about the impact of your product or service on the job to be done.

•
The focus of the User Buying Influence is how the sale is going to affect everyday operations in their own areas or departments.

•
There is at least one (if not several) User Buying Influences per sale.

Win-Result - A Result (the impact that your product or service can have on the Buying Influence’s business processes) that gives your individual Buying Influences a Win (a personal gain that satisfies an individual Buying Influence’s perceived self-interest).

Checkpoints

•
The customer’s expectation of what a purchase will do for him or her both from a business perspective (what is bought) and from a personal perspective (why it is bought).

•
A Win-Result is the real reason why a person buys.

•
Don’t forget to confirm the Win-Result for each Buying Influence relative to this Single Sales Objective, either through your Coach, or directly with that Buying Influence.
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