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SUCCESS SERIES

The "Seven Steps To Selling Success" series of live
presentations helps sellers navigate the seven critical
steps to making a sale. In this session, the RAB's
Customer Needs Analysis System.

Jeff Schmidt

SVP/Professional
Development

RAB

REGISTER NOW

www.rab.com

Selling Success
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RAB Customer Needs Analysis System

Force Field Analysis

Start at the bottom with the year you started in business, and then list all the things that
got you to where you are today —~ those things that made you successful.

Then at the top, describe what the “next level” looks like for you and list all the things
that are preventing you from getting there right now

Next Level

Current (Today)

You started in business in:

Final Question:

Of all the things we discussed today, what's the ONE THING - that lingering issue, that
if we could solve it, we would be heroes in your eyes?
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BORRELL

Thinks holistically about my business, not just theirs

Traits That Ad Buyers Seek Most

% saying each is “very” to “extremely” important when selecting a media company
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Partnership attitude, not vendor attitude

Presents a well-supported marketing plan

Brings unique & creative ideas
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Makes my company feel valued

Has local market connections

Expertise about my business/industry

Offers access to multiple advertising methods
Info & training to help me succeed

Produces thought leadership
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Company's leadership is accessible to me

Borrell’s Take

Be a marketing expert and a partner, not a
vendor. That’s what local businesses want
today from a media company.

What’s NOT so important? Expertise about
the advertiser’s business, thought
leadership, and a broad set of advertising
offerings.

Translated: Don’t pretend to be a thought
leader who knows all about my business and
has everything | need. Be smart. Think about

my needs. We'll work out the rest.

For more, visit BorrellAssociates.com

www.rab.com
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Be a source of business Mustering
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HOW TO
COMPETE AND WIN
WHEN THE STAKES ARE HIGH!
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ANNUAL FINANCIAL PROFILE
OF AMERICA'S FRANCHISED
NEW-CAR DEALERSHIPS




Subscribe to RestaurantNews.com

Free restaurant news email newsletter
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“The more that you

the more things you will

KNOW.

The more that you

LEARN,

the more places you'll

GO.”

- Dr. Seuss
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Getting More Appointments

Using New Resources
HOMEWORK

- Learn about the prospect’s industry

« Learn about the prospect's company
- Website, Social Media, Search

 Have an Valid Business Reason (VBR)

- Walk the store

« Know the decision-maker’'s name

* Prepare smart questions in advance

T RAB



Getting More Appointments

Using New Resources
|

Sample Client Mesting Planner
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Getting The Appointment
Before The Call...

1. Create a Valid Business Reason for contacting
the prospect

2. Prepare your Meeting Planner

3. Hone your Elevator Speech

T RAB



Research

* Learn about the - Headquarters or owner
INDUSTRY - Fiscal year

« Learn about the « Background information
BUSINESS - Organizational structure

* Learn about the - Marketing practices
INDIVIDUAL - New products / services

- Develop questions « Sponsorships and causes

 Informed « Walk the store

 Professional

« Open-ended
RAB



Pre-Contact Checklist

Doing Your Homework Bafore Reaching Out

[:| Read thelr Linkedin profile Review education, background, and exparence.
D Subscribe to their Twitter/Linkedin/F acebook feeds Favorite, and follow.

D Gather RAS Research Instant Backgrounds, Gold Digger & The Pitch, elc.

[[] Visit their company website review content. Subscribe to RSS feeds or blogs
to stay current. Is there something happening inside the company? (a promotion
a new product, a new initiative)? These kinds of triggering events are
important to know about. They also serve as good reasons to contact your

prospect or customer,

D Visit competitors websiles review content. Look for strengths, weaknessess,
opportunities, and threats. How are they better'worse than your prosepct?

[[] sign up for Google alerts on the business. Track news on the most important

businesses you're working with. Respond quickly with ideas and support as
you are alerted.

DChuhtht wabsite of a trade association for the calegories you are calling
on. Nearly all calegories have trade associations. These sites can provide
valueable information regarding the issues and trends affecting your prospects
business. This allows you to focus your discussion on their problems.

D Find a trade magazine for your prospect’s business Read the cover
stories. Read the publisher's column. Discover whal their industry “problems” are.
Leam the “experts” opinions as to how to solve those industry problems.

D Got to know people in the company besides your primary contact. Ask
sales people about the business flow. Make friends with the receplionist or assistants.
Learn about company initiatives and directives.

Dﬁlid SEC Filings of public companies & non-profits. {10-k / |-980)

The documents contain wealth of information about the business; challenges,
opportunites. They also provide insight on structure, financials, and objectives.

www.rab.com RAB



I: Head their Linkedin profile Review education, background, and experience.

E Subscribe to their Twitter/Linkedin/Facebook feeds Favorite, and follow.

Gather RAS Research Instant Backgrounds, Gold Digger & The Pitch, etc.

Visit their company websile review content. Subscribe to RSS feeds or blogs
to stay current. Is there something happening inside the company? (a promotion
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The Customer-Centric
Client Needs Analysis




Our goal is to understand them.
Find The Pain




Client Needs Analysis

Buyers are more likely to deal with
salespeople who best understand the
buyer’s needs instead of the seller’s
own products or services.

More sales are lost by doing a poor
job in the needs analysis stage of the
sale than for any other single reason.







Why do people come to you?




RAB Customer Needs Analysis System

This form should be used to document your conversation, not direct il. It is divided into key
areas to help you uncover client needs and opportunities for you to solve problems. Find the
pain and solve the problem. Remember that the C.N.A. is a process and not an event. Every
engagement with a client is an opportunity to uncover maore needs and work to deliver solutions
for those needs.

First focus area: Your client / prospect / customer
1. What's your story?
How did you get into this business, anyway?
Why do you do this, besides the money?
You are successful. What's your secret or what are the things you did to get
here?
What's the next level for you?
What's preventing you from being there?
If we were to ask your customers to describe you with one word or one
sentence, what would that be?
Are there any misconceptions about your business?
What's one thing you wish people knew about you?
Are you currently fully staffed? (If not, how short are you?)
What is not being fully staffed costing you?
How are you finding new staff members?

~eoa oop
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Second focus area: Their client / prospect / customer
2. Your customers and potential customers — what's their story?
Why do they do business with you?
Do your customers engage with you on social media?
What similar product categories do your customers regularly use?
Who is your ideal customer? Think of one specific person and describe them,
If you could create the ideal customer that is currently not shopping from you,
how would you describe them?

sapo®

Third focus area: Competitors
3. If people aren't buying from you, who are they buying from?
a. What are your competitor's strengths?
b. What are your competitors known for? (Use one phrase to describe them)
c. What are your competitor's weaknesses/vulnerabilities?
d. Whatis something your competitor does that drives you crazy?

Fourth focus area: Financial

4, Howmanypeopleshophemlnanavemgoweok?
What percentage of them buy from you?
When they buy, on average how much do they spend?
How often do they buy from you again?
What is something your current or future customers don't know about you?
Do any of the brands you carry offer co-op funding? (If not aware...)
Would you like me to research that for you? Can you provide your dealer
number?

e~pogw
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Client Needs Analysis

First focus area: Your client / prospect / customer
1. What's your story?
a. How did you get into this business, anyway?
b. Why do you do this, besides the money?
c. You are successful. What’s your secret or what are the things you
did to get here?
d. What's the next level for you?
e. What's preventing you from being there?
f. If we were to ask your customers to describe you with one word or
one sentence, what would that be?
g. Are there any misconceptions about your business?
h. What's one thing you wish people knew about you?
i. Are you currently fully staffed? (If not, how short are you?)
j. What is not being fully staffed costing you?
k. How are you finding new staff members?

www.rab.com RAB



Client Needs Analysis

Second focus area: Their client / prospect / customer
1. Your customers and potential customers — what'’s their story?

a.
b. Do your customers engage with you on social media?

C.

d. Who is your ideal customer? Think of one specific person and describe

o

Why do they do business with you?
What similar product categories do your customers regularly use?
them.

If you could create the ideal customer that is currently not shopping from
you, how would you describe them?

Third focus area: Competitors

Sl

If people aren’t buying from you, who are they buying from?

What are your competitor’s strengths?

What are your competitors known for? (Use one phrase to describe them)
What are your competitor’s weaknesses/vulnerabilities?

What is something your competitor does that drives you crazy?

www.rab.com
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Client Needs Analysis

Fourth focus area: Financial

. How many people shop here in an average week?

. What percentage of them buy from you?

. When they buy, on average how much do they spend?

How often do they buy from you again?

. What is something your current or future customers don't

know about you?

e. Do any of the brands you carry offer co-op funding? (If
not aware...)

f. Would you like me to research that for you? Can you
provide your dealer number?

OO0 TO
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RAB Customer Needs Analysis System

Inventory Analysis:

What is your goal for the turn-rate of your inventory?

Do you have any inventory that needs to be moved now?
How do you evaluate what products/services to offer?
How often does that change?

Profit Centers: (Primary areas that drive revenue for your business)

Profit Center % of Sales Margin % of advenising

What keeps you up at night?

www.rab.com RAB




RAB Customer Needs Analysis System

Advertising/Marketing:

Mindshare = Market share. Who has the dominant position in your category in the market?
Where are you on the ladder?

THE POSITIONING LADDER

STRENGTHS [wyoucsesory | WEAKNESSES

Promotions/Sales/Event Calendar:

January February March April May June

July August September | October November | December

What has been your best promotion/sales event to date?

Why?




RAB Customer Needs Analysis System

What are the reasons to advertise your business? (Check all that apply.)

o Sell something right now o Take advantage of digital advertising

o Increase name awareness o Create / solidify my brand position

o Change / enhance image o Promote new merchandise/services

o Align with a purpose or cause o Build employee / company morale

o Find new customers o Having a sale

o Get people talking < Educate potential customers

o Beat/ keep up with competitors o Clear up misconceptions

o Drive social media engagement o Move old inventory

Circle the top three
Advertising Balance Sheet

Strengths of current plan? Opportunities to improve the current plan?
Marketing/Advertising:

How have you marketed / advertised your business so far?

What form of advertising has provided you with the best results?
What is your overarching strategy when you purchase advertising?
What do you count on from your advertising representatives?

What is your digital strategy and presence?

What is the goal of your website?

What do you want people to do once they get there?

Is there a section of your website you wish more people would visit?
Why aren't they visiting it now?

How are users currently finding your website?

www.rab.com RAB



Client Needs Analysis

Force Field Analysis

Start at the bottom with the year you started in business, and then list all the things that
got you to where you are today — those things that made you successful.

Then at the top, describe what the “next level” looks like for you and list all the things
that are preventing you from getting there right now

Next Level

Current (Today)

You started in business in:

www.rab.com RAB




Client Needs Analysis

very important question

Final Question:

Of all the things we discussed today, what's
the ONE THING - that lingering issue, that
If we could solve it, we would be heroes in
your eyes?













Timing Is everything







Client Needs Analysis
Remember...

1. The one asking questions controls the
conversation

2. Keep the client’s wall down with questions

3. DO NOT START SELLING!
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