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Strategy and Tactics
1.
As used in the Strategic Selling® program, what are the definitions of strategy and tactics?


     
2.
What are the key words in those definitions?

     
3.
What is the critical difference between strategy and tactics?

     
4.
Is strategy “planning” and tactics “action?”

     
5.
What is the relationship of the word “positioning” to the word “strategy?”


     
6.
Is every sale a strategic sale?  Why?


     
Euphoria - Panic
1.
What is wrong with feeling euphoric or feeling panic about a potential sale?


     
2.
If you feel comfortable with a sale, what does that indicate?


     
3.
How would you use strategic analysis when comfortable?


     
4.
If you feel concern with a sale, what does that indicate?


     
5.
How would you use strategic analysis when concerned?


     
6.
What is the relationship between feeling “concern” about a sale and physical pain?


     
7.
Why test your strategy by asking how you feel about the outcome?

     
Buying Influences
1.
Why separate players into the four categories of Buying Influences?

     
2.
What do we mean by “each plays a different role in the sale?”

     
3.
Why isn’t it enough to just identify key players in a sale?

     
4.
What is the risk of not identifying all players of a role?

     
5.
Why is it important to think through the different Buying Influences in a sale?

     
6.
What do we mean by “covering bases” with Buying Influences?

     
7.
What is a Red Flag?

     
8.
What role does the Economic Buying Influence play?

     
9.
Why is identifying the Economic Buying Influence critical to the success of the sale?

     
10.
Why is it often so difficult to identify the Economic Buying Influence?

     
11.
Why can’t there be more than one Economic Buying Influence per sale?

     
12.
Isn’t the Economic Buying Influence the same as the decision maker? Explain.

     
13.  What is the focus of the Economic Buying Influence?
     
14.
Is the Coach the same as your inside salesperson?  Explain.

     
15.
What is the most important thing to remember when selling your product to the User Buying Influence?

     
16.
In what areas do Technical Buying Influences have their expertise?

     
Modes
1.
Why won’t someone buy in the Overconfident Mode?

     
2.
Since there is “need” in both Trouble and Growth Modes, why distinguish between the two?

     
3.
What does the salesperson do about an Even Keel Buying Influence? Will he buy?

     
4.
What kinds of things do people say when they are: 

a)
In Growth Mode 


     
b)
In Trouble Mode 


     
c)
In Even Keel Mode 


     
d)
In Overconfident Mode

     
5.
Why are these called Modes and not personality types?

     
I Win-You Win
1.
Give examples of a sale you have made or observed that fits each category:

a)
I Win/You Win


     
b)
I Lose/You Win


     
c)
I Win/You Lose


     
d)
I Lose/You Lose

     
2.
What are the two unstable quadrants?  Why?

     
3.
Match the following statements to the resulting strategy:

a)
“Whatever I do is never enough for this account.”


     
b)
“I’ve got him/her baited, now let’s see if I can switch him/her.”


     
c)
“They said meet quota and by golly I did!”


     
d)
“The fit between our services and their need is perfect.”


     
e)
“You ought to hear the recommendation we got from that account.”


     
f)
“They agree we have the best product, but when we raised the price they went elsewhere.”


     
4.
Isn’t I Win/You Win the same as I’m OK-You’re OK?  Explain.

     
5.
When should a sales representative use a strategy other than Win-Win?

     
Win-Results
1.
Isn’t a Win-Results Statement the same as a benefit statement?

     
2.
What is the difference between Wins and Results?

     
3.
What do we mean by the statement, “No one buys unless it serves his/her self-interest?”

     
4.
What determines personal Wins?

     
5.
What’s wrong with just doing a good job of demonstrating explaining your product/service?

     
6.
How do you determine how someone Wins?

     
7.
Explain this statement: “Results are at best a rationale, at worst a rationalization, for why a product/service is purchased.”  Do you agree?

     
Ideal Customer
1.
Why can’t you sell to everyone who uses a product or service like yours?

     
2.
Why even try to segment or differentiate between your potential customers?

     
3.
What should you look for when you sell someone who is not an Ideal Customer?

     
4.
What defines an Ideal Customer?

     
5.
Why focus on values and attitudes to describe your Ideal Customer?

     
Funnel
1.
What do the different Funnel segments indicate?

     
2.
What two conditions are reduced as your sale moves down the Funnel?

     
3.
What is the rationale for doing Above the Funnel work second in priority?

     
4.
What comprises “selling time?”  What activities – albeit important – are not selling time?

     
5.
What is the relationship of the priority of the sales work to be completed to the allocation of sales time?

     
6.
How do you recognize when an order is stuck in the Funnel?

     
7.
Can a possible order move from Best Few to In, Above, or even Out of the Funnel? Explain how.
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