Advanced Sales Techniques

By Rodney Martin

It is often repeated, and worth remembering, that
whatever we find to do, we are to“do it with all our might.”
Work, including selling, certainly falls under this instruc-
tion. This article looks closely at how we relate as humans
and how the work of sales is about the communication
between two people. Scripture reminds us, “Let your
speech be always with grace, seasoned with salt, that ye
may know how ye ought to answer every man."? By the
end of their conversations with us, customers should feel
blessed because of the grace in the conversation, as well
as thirsty to learn more because it was seasoned with salt.

The best salespeople adapt to
the customer’s needs.

Building Rapport

The best salespeople adapt to the customer’s needs.
Whether you are selling Dixie cups or airliners, the goal
is to understand the customer’s needs and provide
solutions that satisfy those needs.

A Boeing salesman was selling contracts for airplanes
that ranged from $250 million to over $5 billion. How
would you sell a $5 billion airliner contract compared to
how you sell a window package for a house? In the same

1 Ecclesiastes 9:10 “Whatsoever thy hand findeth to do, do it with
thy might; for there is no work, nor device, nor knowledge, nor wis-
dom, in the grave, whither thou goest.”

2 Colossians 4:6
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way; the only difference is the number of zeros. This
airplane salesman was fluent in seven different languages;
in the same way, salespeople must learn to speak the
same language of their customers, sometimes both figura-
tively and literally. So how do we learn to do that?

The first step is to care for the needs of your customers.
It's true: people don't care how much you know until
they know how much you care. Jesus showed us how
to truly care for others. He “came not to be ministered
unto, but to minister®> When your care puts the cus-
tomer’s interests and needs ahead of your own, you
not only model Christ and His ways, but you also lay a
foundation for good rapport. We are more likely to buy
from someone who cares about our needs, rather than
the salesman who says, “You need a chainsaw? There's a
green one, and an orange one, and a yellow one. Which
color do you like best?”

When customers believe that you genuinely care about
their needs, they will give you the opportunity and time
you need to explain to them how your products works
and what it can do for them. Learning to care for your
customers can be defined as building rapport. Rapport is
a connection or relationship, especially a harmonious or
sympathetic relationship. What are the building blocks of
building rapport?

3 Matthew 20:28 “Even as the Son of man came not to be minis-
tered unto, but to minister, and to give his life a ransom for many.”
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Smile and introduce yourself
How many times have you been greeted by a salesperson

saying, “How can | help you?” This happens all the time.

The salesman may have been trained to say that, to show
that he is ready to help. But is that how you treat friends
when they come to your house on a Sunday night? Of
course not. Instead, you say, “Hey, thanks for coming!
Good to see you again! What's going on? How have you
been? How'’s the family?”To start building rapport, begin
by treating your customers like they are your friends.

Assume you already have rapport

When someone walks into the store, say, “Hey, thanks for
coming in. What's the weather like out there? | haven't
been out much this morning” Make small talk as you
would with your friends.

When you treat the customer as a friend, he typically
assumes that you are a friend. Talk to him as someone
you trust and who trusts you. People will generally
respond with the same point of view you take.

Mirror body language

| often work with people in their homes because I'm
testing their water to see what product will meet their
need. When | walk through the front door, | say hello and
introduce myself, and then we chat a bit. Usually we end
up at the kitchen sink, testing the water. Having a stranger
in the home can be uncomfortable, so sometimes the
customer has his or her arms crossed in a defensive

posture, with a bit of a “show me what you got” attitude.

Often he or she will lean against a kitchen cabinet as a
subconscious way of putting space between us.

At this point a salesman could try to chat up the
customer to get her to lower her shield. But he might be
better off mirroring the customer’s posture. Sometimes
I'll lean up against the other kitchen cabinet and chat. |
talk a lot with my hands; as | move my hands, my posture

opens up, and soon the customer is doing the same thing.

Mimicking each other’s behavior is a way we show that we
understand what the other person is saying. The customer
is no longer just a prospect, but is becoming a friend.

Be careful with mirroring. If a customer projects a
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challenging attitude and you react aggressively, the
conversation will fall apart. It is also important not to
copy so obviously that the customer realizes you are
mimicking him.

Mirroring is something to be mindful of, but should
not be a major focus when you are talking with
someone. We tend to mirror naturally, but when the
customer raises his eyebrows or nods his head while
talking to you, it is important that you acknowledge that
non-spoken communication. By also nodding your head,
you are saying, “l understand what you are talking about.”
Observe a conversation between good friends and you
will find a lot of mirroring going on. Mirroring helps us
build rapport by allowing us as salespeople to under-
stand what the customer is trying to communicate so
that we can serve them.

Good eye contact communicates trust,
warm presence, and connection.

Make good eye contact

Did your schoolteacher or father ever say to you, “Look
me in the eye”? Mine certainly did! Good eye contact is
very important. Of course, it can be overdone; nobody
likes being stared at until they are forced to look away.
Good eye contact communicates trust, warm presence,
and connection. Eye contact is a significant wordless re-
lational connector, but it is also a very sensitive behavior.
If you hold eye contact too long it builds up the power
of your presence and you become too relationally
connected to the other individual. Good eye contact
maintains a limited amount of eye contact before
diverting the eyes and relieving the buildup of relational
intensity. At the other extreme, have you ever talked to
someone who does not hold eye contact but is constant-
ly looking around the room?“. .. And this product we're
selling is really fantastic, it's revolutionary, really, it does
a great job, it's definitely going to increase your profit
margin and make you a better company . .. ?" Did you



feel trust in that shifty-eyed person? The phrase, “Look
me in the eye,” means, “Stay focused, talk to me and tell
me the truth.”When people use little eye contact, we feel
it and assume they are uncomfortable or have something
to hide. If you have a hard time maintaining eye contact
with people, ask yourself, why? Our eyes are a mirror into
our soul and breaking a habit of poor eye contact is not as
easy as it seems. Nonetheless, practice can help. Practice
looking a person in the eye and build up to perhaps five
to ten seconds before breaking eye contact.

Make it comfortable for your customer. If she seems
uncomfortable with short or long eye contact periods,
adjust accordingly. Good eye contact helps you read the
situation and adapt to your customer.

Match their speech

The fast-talking salesman is a stereotype of the salesman
who tries pull the wool over your eyes. Salespeople are
generally talkers. But by talking and not matching our
speech with the customer, we miss a chance to build
rapport. If you only sell to people in your neighborhood,
it is fairly easy to match their pace, volume, and manner
of speaking. But if you are selling in a different part of the
country and they talk quite properly, it may be detrimen-
tal to say y’all” or use other non-standard English.

Like body language, the point is not to imitate the
customer exactly; it is simply to be aware of and correct
large differences in speech. Someone who talks loudly
(such as myself) can feel overpowering or even threat-
ening to those with a quieter personality, and that is not
how | want them to feel. The idea is to make others feel
comfortable to be around you, because people are more
likely to buy from people who are like them. Matching
the pace and volume of the customer’s speech helps
them feel more comfortable with you.

Listen

If you truly want to help someone, you must first learn
what they need, though you may assume you already
know. As you walk up the customer’s driveway you notice
the garage door is falling off. They need a garage door,
right? You launch into your sales pitch, but after you are
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done, the customer says, “Well, no. | was really wanting to
go with one of those that opens in one piece. Something
different”

Instead of guessing, ask
questions and then listen.

So instead of guessing, ask questions and then listen.
The power of good questions is not just in how they are
worded, but in how well you listen after you ask them.
Questions are pointless if you will not to listen to the
answers. James gives us a good motto: “Be swift to hear,
slow to speak. It is frustrating to be in a conversation
where you can tell that the other person is obviously not
listening, but preparing his comeback. Listen to learn so
you can really help people. Sales is about the customer’s
needs, not your own.

Treat their resources with respect

Time and energy are two resources we all have in
limited supply, so treat them with respect. A typical sales
call for me might take an hour. So | ask people, “How
much time do you have?” They may reply they have all
day. Fine, | will take the time that the call needs. But
others say, “l need to take my children to school. | wasn't
expecting to, but | need to leave in 35 minutes.” If we do
not treat such constraints with respect, we may lose both
the sale and the customer.

Energy is also limited. Some people have a lot of
energy to dedicate to whatever it is that you are discuss-
ing, but others do not. Be careful to not oversell to the
point where you lose the sale. In the middle of your con-
versation, the customer says, “That sounds good. When
could you install it?”

You may have nine more pages of explanation to
convince the customer why he needs your product, but
once he has decided to purchase, do not keep talking.

4 James 1:19 “Wherefore, my beloved brethren, let every man be
swift to hear, slow to speak, slow to wrath.”
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Write up the sales order, schedule the job, then get out
of his hair.

Good communication involves not only
what is said, but also how it is said.

Words to Avoid in Sales

Good communication involves not only what is said, but
also how it is said. A wise salesperson will consider the
unspoken implications of his words. Scripture tells us that
“the words of a wise man’s mouth are gracious; but the
lips of a fool will swallow up himself.”> Customers should
feel that they are treated graciously and with respect.

Let’s start with “no.” Customers may ask you impractical,
even silly questions. And you will need to tell them no,
but in a kind, explanatory way. To avoid saying “no," begin
with, “Well, we could do that...”

People sometimes ask me, “Instead of putting a
separate spigot on my sink for my drinking water system,
could | run that line right to the cold water side of my
regular tap?”

| respond like this, “Well, you could do that. But here’s
why | wouldn't: because that’s a metered system and 98%
of the water that comes out of your tap is for cleaning
dishes, rinsing out bowls, and rinsing your sink. It's not
used as drinking water. So there’s no point in treating
that water for the whole sink as drinking water when we
only need about 2% at that level of quality.” Avoid flat-out
rejections of customers’ideas. “No” is not a good word to
hear in a sales conversation.

Another word to avoid is “honestly” or “to be honest”
When people say, “Well, honestly,” it sounds like they

have been lying until now! Cut the phrase out of your
language. Use other ways to convey conviction, such as,
“Well, this is probably what | would do," or, “Here’s a good
way to approach that situation.” Avoid sounding as if you
are dishonest half the time.

The word “problem” is another landmine, especially

5 Ecclesiastes 10:12

when someone is asking your advice. When the customer
relates what he is dealing with, and you reply, “Well, that’s
a problem,"it implies that the customer is the problem.

It is better to reply with something like this, “Well,
that’s going to be challenging. Let me think about that
and work on a solution!” That puts the ball back into
your court. The customer’s problem has become your
challenge. Your job as a sales professional is to fix their
problems.

Watch out for the word “buy.” Does anyone like to
buy anything? No, because buying means spending
money. Try replacing “buy” with the easier word “own.”
People generally want to own things. The same thought
is conveyed without placing undue emphasis on
spending money.

Avoid the wishy-washy words “maybe” or “might”
Customers ask, “Well, can you do this and this?”

The response? “Oh, we might be able to! If you don't
know, who does? Confidence in your company’s capa-
bilities will reassure the customer, so it is much better to
reply with, “Absolutely.” The more quickly and confident-
ly you can answer a question correctly, the better your
chances of closing that sale.

“Price”and “contract” are two negative words. Nobody
likes to talk about price. “Price” is like “buy.” It means
I am pulling out my wallet. For “price,” try using the
word “investment.” Everybody likes a good investment.
“Contract”is in the same family. Contracts are important
for hard dollar decisions and long-term agreements
that need a firm commitment. But customers don't like
to hear of signing a “contract” because it sounds big and
scary and final.

“Paperwork” is less offensive than “Here, sign this
contract” It's a softer term that conveys the same
meaning. Customers know spending money and making
commitments are part of business, but psychologically,
“investments” and “paperwork” are easier to swallow.

Ollie’s may sell “Good Stuff, Cheap!” but you should sell
“equipment” or “products” or almost anything other than
“stuff” The word “stuff” suggests junk or clutter, and you
are selling something valuable.

People will ask, “What does this cost?” And you say,
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“Oh, it's cheap.” Really? Does that mean inexpensive, or
just poorly made? It is better to say, “This is a great value
product,” which has a better connotation.

But what if a product really is a bad fit for their needs?
Customers understand that “Cheap ain't good, and good
ain't cheap,” so explain to them why that product would
be a waste of money. The only time to use the word
“cheap” in a sales conversation is to differentiate quality
from price.

The phrase “I don't know;" is like “might” and “maybe.’

“Does your water softener do this?” the customer asks.

“Well, | don’t know . .. " Now follow that with, “But I'll
find out for you!” Occasionally admitting ignorance
helps build credibility in your truthfulness. But obviously,
you need to know your product, or you quickly lose all
credibility as an expert who can help solve customers’
problems.

“l can’t do that” There are times you truly cannot
perform a customer request, but those should be rare
instances. When you cannot do what they ask, explain it
to them in different terms than “I can’t do that” Try this
way: “Well, I'd love to help you, but it's not practical for us
to deal with this. Maybe Joe’s Plumbing could help you
with this particular situation.” Even if you can't help them
directly, try to recommend an alternative solution.

Closing the sale

Do not wait until the end of the demo to ask for the sale.
Too many salesmen go all the way through and then ask,
“So, do you want to buy this?"This puts too much pressure
on the customer. If your wife asks you an important
question, and then stands and waits for an answer, does
that feel comfortable? No, you need time to think the
situation through.

Instead of waiting until the end of the presenta-
tion, work in closing opportunities as you go along. But
be sure to ask for the sale at some point. When 38% of
customers in a buying situation were asked why they did
not purchase, they said, “Because the salesperson never
asked!” Do not assume that the customer will initiate the
closing process for you.

| use nudges throughout the presentation to ease
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a sale along, such as, “Wouldn't it be nice, being able
to work with that? Wouldn't that be nice to have clean
shower doors again?” People are on board with that.
Head nod. “Wouldn’t that be nice to have that problem
taken care of? Wouldn't it be great to have clean
dishes again?” Yes, the customer agrees, that would
be wonderful. These are soft closes. By agreeing, the
customer is justifying the sale to themselves and owning
the buying decision.

Give the customer opportunities
to sell it to themselves.

Give the customer opportunities to sell it to them-
selves. When | sell reverse osmosis units, I'll set the unit at
the corner of the sink and reference it while we talk.“This
is how it looks. And this is your main working water right
here. This is your drinking water system for your drinking
and your cooking and your ice cubes. You'll get nice clear
ice, with no more little floaties in the ice cubes” And the
customer’s eyes go to that faucet on the sink. He is visual-
izing owning the unit. He is saying, “That’s mine.”

Another closing is called, “not if, but when.” Suppose
you are talking with a potential customer about a new
awning for their house, and they say, “That sounds great.
We want the burgundy and cream, and the size is good.
Sounds about what we're looking for”

And you say, “Okay. What's your schedule like?”

“Oh, next week is pretty good.”

You say, “Well, is Tuesday okay or is Thursday maybe a
better day for you?”

“I think Thursday’s good. We're home Thursday, right,
dear?”

Notice that the sale is closed without asking, “Do you
want to buy this?” By discussing scheduling, both you
and the customer acknowledge that they want to go
ahead with the sale. This takes the pressure off the point-
blank decision. Make it easy for the customer to say “yes”
without saying “yes.”

But if they say they want to check around, it usually
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means they want to see if they can find a lower price. This
is a good time to be preemptive and ask what “l want to
check around” means. You can say, “What is it that you are
looking for? Is there anything in particular that you want
to look at?”

Typical response: “Well, | need ... | was probably going
to call so-and-so.”

You respond, “Sure, I'm familiar with what they offer.
They have an electric softener. It's the single tank version,
not a twin tank like we had talked about, so it's not going
to give you that uninterrupted 24-hour service like a twin
tank softener would. It’s going to be a little cheaper. Here
are some of the differences.”

Remember, sales work is about helping
the customer find solutions.

Remember, sales work is about helping the customer
find solutions, which may or may not mean buying from
you. In this situation, | sometimes tell people, “That’s fine.
You look around. I'll tell you what. We're independent, so
we carry different brands. I've probably tested whatever
it is that you're looking at, and most likely we offer it as
well, if it's something of good quality. And if you see
something that you want more options on or you'd like a
price on something different, let me know. Give me a call
after you've checked around, and we can compare notes
on what the differences are in those products so that you
can make an intelligent decision.”

But don't just let that “check around” statement go.
Find out what it is that they are really looking for. Also,
showing that you are familiar with the competition gives
them assurance that what you have offered is the best
choice for them. Closing is intentional behavior through-
out your demo.

Summary
Sales mastery is more natural for some people than
others. It is a frustration for everyone if you try to force
someone who is not gifted that way into a sales position.
Itis bad for the salesperson, bad for you, and bad for your
customers.

This does not mean there is no room for improvement,
as all these things we discussed help make you a better
person through better relationships, and they help show
Christ to other people. The better that we can relate to
other people and the more we can empathize with their
struggles, the better we can serve them and Christ.

God calls us to serve other people as though we are
serving Him.® If you were putting in a water softener for
Jesus Christ, you would make sure that you sold the best
possible fit, not just the unit that makes the most money.
By serving, we further our business and the kingdom of
God. Selling is not a set of manipulation techniques for
personal gain; it is a servant mindset you carry through-
out the entire process. Ng

6 Matthew 25:40 “And the King shall answer and say unto them,
Verily | say unto you, Inasmuch as ye have done it unto one of the
least of these my brethren, ye have done it unto me.”

Rodney works for Martin Water Conditioning and has done in-store and in-home sales for 22 years. He is active in sales train-

ing with Martin and other organizations. He believes sales, like any other vocation, should be done heatrtily, as unto the Lord!
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