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Topic Overview
Here is the path of what will be covered in the four modules:
Module 1: The Sales Process
What are the steps in the sales process, and what needs to happen at each step?
What are the five primary means of delivering value with your services?
Module 2: Your Ideal Client Avatars, Ecosystems and Watering Holes
Selling is much easier when you are clear on who your ideal client is, and where they
hang out.
Knowing who your ideal client is will help you create specific qualification questions to
bring forward the good fits and weed out the poor ones.
Module 3: The Art of the Approach
How do you have open, clear conversations with both clients who have expressed
interest in your services, and complete strangers? We will cover both spoken
conversation and written word approaches.
Module 4: Sales Systems and Planning
How can you use technology in an elegant way to keep up with and nurture people who
may be interested in working with you in the future?
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Five Steps in the Sales Process
(General framework comes from ProActive Selling, by Skip Miller. I describe it in my
own way here. The link to the book is in the Additional Resources section)
Step 1: Initiate
First conversation with potential customer. Intentionally short.
Purpose:
• Decide if there is a general fit between your services and the needs of the
customer.
Step 2: Educate
Second conversation with potential customer (and depending on the length of the sale,
could have a few conversations in Educate)
Purpose:
• Get detailed information about the customer’s situation, and provide relevant
information about what you provide.

•

Begin the qualification process to make sure they are a good fit, and have the
means to pay for what you are selling.

Step 3: Validate
Process to clarify the value of your service.
Purpose:
• Describe the specific value the customer will get from purchasing (and
implementing) your product or service.
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Step 4: Justify
Ensure the buying decision is sound.
Purpose:
• Make sure all relevant parties feel good about the buying decision.

•

Get all approvals for the purchase.

Step 5: Decide
Make a decision, yes or no.
Purpose:
• Get total clarity about if the prospect will buy or not

•

Clear your funnel of any “maybes”

•

Allow your prospect a clean exit out if it is not the right fit, without any hard
feelings
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5 WAYS TO CREATE VALUE
Return on Investment
Otherwise known as “I give you money and I want it back. Many times over.”
When people invest in your product or service, how does it help them make money or
save money? If they coach with you, do they negotiate a better salary? Get healthier
and save money they would have spent at the doctor’s o#ce? If you consult with them
about marketing strategy, do they increase the conversion rates of new clients,
resulting in $100k in new revenue for the year?
The more you can understand the many ways people will make or save money as a
result of working with you, the more confident you will feel about your value.
Risk
How is your product or service reducing risk for your customers? Does your automated
computer backup service ensure your customer will not lose all her work files and
family photos when her hard drive fails? Are you a totally reliable web designer who
will not run o! into the Siberian tundra halfway through a web design? Is your advice
so trustworthy that new entrepreneurs will avoid costly and embarrassing mistakes?
If you have ever purchased an extended warranty for an appliance or piece of
technology, you made a buying decision based on risk.
Time
How does your product or service save time, speed to market, maximize the value of
time? Even if your customers know how to do what you sell (create a website, clean
their house, walk their dog, take pictures, transcribe audios), they will pay you a
premium to do it for them if it will save them time.
Value really comes into play when your customers use the time you free up for them
on high-return activities like finding new customers, creating new products or
spending time with their family. This is a major selling point of Virtual Assistant
services.
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Brand
There is a reason we pay more for shirts with a little alligator on the pocket. As well as
spend 12 hours in the blazing sun waiting in line for the new iPhone. The reason is
brand. We like to be associated with products and services that say something about
who we are. “Chris Brogan is consulting with my company about our social media
strategy” means something cool in certain business circles. And it is worth paying
more for.
Who you are or what your company represents does translate into value for your
customers.
Motivational Direction
The field of Neuro-Linguistic Programming says we are wired to buy something for one
of two “motivational directions” – toward pleasure (“These shoes are so cute! I have to
have them!”, “This program would be so invigorating!”) or away from pain (“These shoes
are getting old, I better get some new ones.”, “If I don’t attend this program, my
business will be left behind.”)
The more you understand the primary motivational direction of your customers, you
can tailor your language to stimulate their buying appetite.
Your value is SO much more than the time you sit in a chair working for a client.
Explore the many ways you create value, and feel your backbone straighten when you
name your rates. You are worth it!
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Homework
As a refresher for the sales process, you may view my 16-minute video here:
http://www.vimeo.com/16256985
Here is your task:
!
1. Sketch out your personalized version of your sales process. Use my 5 steps in
!
!
!

the sales cycle, or name your own.
For each step, describe briefly what you do (or would like to do) to electively
complete this step:
Initiate:

!
!

How do you initiate new contact with new customers? Networking meetings?
Free intro calls? Online sales page? List all the ways here.

!

What do you say to bring the customer to the next step?

!
!
!

(Example: “I really enjoyed talking with you Laurie! It sounds like there may be a
benefit to continue our conversation. How about we connect by phone next
week? I will send you an email with some potential times.”)
Educate:

!
!
!
!

What questions can you ask of your customer to better understand what they
need? How can you describe what you do in a way that makes sense to them?
Remember, this can be not just words, but also blog posts, videos, conversations
with others who have bought from you, etc.

!
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Validate:
!
!
!
!

Describe in as many ways as possible how your product or service creates value.
Be as specific as possible.
!

Return on Investment (ROI):

!

!

Time:

!

!

Risk:

!
!

!

Brand:

!

!

Motivational Direction:

Justify:
!
!

How can you present your o!er in a compelling way? (proposal, email with terms
of offer)
Decide:

!
!
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How are you going to ask for the decision, yes or no? Use language you feel
comfortable with, but remember to be clear and direct.
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Additional Resources
ProActive Selling by William Miller
(most of the concepts from this first module come from this book )
Snap Selling by Jill Konrath
Selling to Big Companies – Jill Konrath’s blog, also a book:
http://www.sellingtobigcompanies.com
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