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Participant Workbook

VSC- Selling Skills
“Sales are contingent upon the attitude of the sales professional- not the attitude of Prospect.”
· W. Clement Stone
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“Selling is not something you do to a person, it is something you do for a person.”










-Zig Ziglar
Selling is not persuading the buyer to buy whatever you offer, but convincing him that it is the best choice he has.  Selling is an art and a science. The science is the ability to diagnose a problem and find the best solution. The art is the ability to create the relationship and to co-create the solution with the customer, create a need for the customer and then offer your solutions. There has been a survey which clearly showed that around 60% CEOs of top fortune 500 companies have done selling at some point of their career!!
Sales in applicable in all aspect of life – Professional & Personal. either knowingly or unknowingly, we are applying our convincing and persuading skills to go ahead in our life. If you are good at sales and convincing people – you will always be in demand as a professional – even in a recession. Every company wants a good sales person to come out of bad times. It is a great career skill to possess. 
It’s literally the most important quality needed for personal and professional success. An effective sales professional always reaps the following benefits
I. Earn more money by increasing your incentives.
II. Opportunity for promotion – most of the CEOs of big organizations are from the sales background which shows that being a sales professional means a huge scope for progress and growth.
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Create a strong good will and reputation as a sales profession
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Benefits of a Sales to Individual
1. Financial rewards: Sales professionals can often earn a high income through commissions, bonuses, and incentives. Successful salespeople are often rewarded for their efforts with a lucrative income.
2. Personal growth: Sales is a challenging profession that requires individuals to continually learn and improve their skills. This can lead to personal growth and development, as individuals are pushed outside of their comfort zones and are encouraged to expand their knowledge and abilities.
3. Continuous learning: Sales is a field that is constantly evolving, as new technologies, products, and techniques are introduced. This can provide ongoing opportunities for learning and professional development.
4. Networking opportunities: Sales professionals often have the opportunity to meet and interact with a variety of people, including potential clients, industry experts, and other professionals. This can lead to valuable networking opportunities and can help individuals build their personal and professional networks.
5. Transferable skills: The skills developed in sales, such as communication, negotiation, and problem-solving, are transferable to other professions. This can be beneficial for individuals who may want to transition to a different career in the future.
Overall, sales can offer numerous benefits to individual sales professionals, including financial rewards, personal growth, flexibility, networking opportunities, and transferable skills.
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"It is our attitude at the beginning of a difficult task which, more than anything else, will affect its successful outcome."                                                                                                                                              

                                                                                           -William James
Attitude is the foundation of one’s life and a basic Managerial Skill which every manager should exhibit. It is the way, approach which helps a manager to build his/ her brand. A positive attitude helps a manager to build a positive brand with whom everyone wants to associate and a negative attitude leads to being viewed as an average manager. A positive attitude not only helps one to see the things from a different angle but also empowers a manager to deal with day-to-day challenges easily thus leading a successful and contented life. A positive attitude manager will not get demotivated and distracted by minor failures but will be more optimistic and will always look forward for the best to happen.

Definition

In psychology, an attitude is an expression of favour or disfavour toward a person, place, thing, or event. According to Merriam Webster dictionary attitude is “a feeling or way of thinking that affects a person's behaviour” 
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Story

There was a man in a village who made a living by selling hot air balloons at a fair. He had all colours of balloons, including red, yellow, blue, and green. Every time he will go to various fairs and sell hot air balloons. Whenever business was slow, he would release a hot air balloon into the air and when the children saw it go up, they all wanted to buy one. They would come up to him, buy a balloon and his sales would go up again. He continued this process all day.

 One day, he felt someone tugging at his jacket. He turned around and saw a little boy who asked, "If you release a black balloon, would that also fly?" The balloon Seller replied “yes it would my child”.  Still very curious the boy again asked” "If you release a white balloon, would that also fly?" Moved by the boy's concern, the man replied with empathy, "Son, it is not the color of the balloon; it is what is inside that makes it go up." 

Source: Shiv Khera

Ownership Mantras:

i. Operating from one’s Circle of Control
ii. Following a Solution Centric Approach
iii. Avoiding the Blame Game
i. Operating from one’s Circle of Control
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ii. Following a Solution Centric Approach: A solution centric professional always:
· Finds ways to do stuff.
· Doesn’t get distracted by minor failures.
· Is persistent and optimistic in finding solutions in spite of failures to make things happen. 
· Has the ability to handle frustrations, pressure and challenges. 
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iii. Avoiding the Blame Game :You can either blame or get better 
How to stop playing the blame game:

· Believe there is a lesson to be learned and consent to learn it.

· Admit that you might have helped create the problem

· Take some alone time and review the situation
· Let go of your attachment to the problem
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Module 5

Selling Skills Model
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Module 7
Identify Customer Needs
“Instead of focussing on the competitors, focus on your customers”










-Scott Cook
            
1. Active Listening: 


Avoid Multitasking: Make the customer feel like he is your only customer in the world when you are listening to him. You paying 100% attention to the conversation with him will make a huge difference and will reflect positively in all your future dealings too.

Take Notes: You have to daily do many calls and it is practically impossible for anyone to remember all those minute details.. If you start the habit of taking notes every time you meet a customer, you will be in a better position to identify his needs and customize your pitch accordingly.
Listen to the Customer’s Feelings: Never interrupt while a customer is speaking.. It may irritate him, make him feel like you are not trying to understand his perspective. Also, you may miss out on important results as a result of your interruptions!!!! It is a very common mistake most sales professional do. They are so impatient to speak about their product that they don’t let the customer finish his requirements!!! Let the customer finish first!!!  

Avoid Listening with a Bias: Biased listening happens when a person hears only what he wants to hear based on the perceptions or beliefs that he has, typically leading to misinterpretations and misunderstandings! Stephen R. Covey explained that with a nice quote, ‘most people do not listen with the intent to understand; most people listen with the intent to reply’.

Avoid Distraction: Work hard on avoiding distraction!! When you are listening, avoid distraction like people coming and talking to you. If necessary, ask people to wait. Finish the call/ conversation and then start the communication!!

2. Asking Question 

Open-ended Questions: Allow people to elaborate and this creates a conversation. E.G What kind of support do you expect from an animal health company? How do you currently address vaccination needs for different animals? 
Close-ended Questions: Answered either with “yes” or “no” or limit the prospect to 
a specific response.
Probing Questions: open-ended questions that encourage the prospect to share more information, reflect on their situation, and uncover underlying issues. E.g What specific attributes do you look for in a vaccine for different species? Can you elaborate on the challenges you face with current products on the market?
3. Clarifying Doubts : Lot of us don’t clarify our doubts thinking that we might look stupid in front of other people! But that one moment of hesitation can cost you fortune in long term. 
A few reasons why we don’t clarify our doubts are because:

1. We fear that the customer may feel that we weren’t listening when 

They were talking.

2. We genuinely weren’t listening and don’t know where to start clearing 

Our doubts so we end up not talking.

3. We feel that the customer will think we are stupid and to avoid the 

Embarrassment we don’t clarify our doubts.

You need to remember one master mantra that is - By never ever Assuming!! Assumption is the greatest enemy of clarifying doubts. Focus intently on getting the message clearly and without any doubts without showing any reluctance. If your doubts are not clarified there are high chances that you may wrongly execute the task. This will then lead into wastage of time, resources, efforts and also strained relationships. Never show slightest hesitation to ask questions when something is unclear to you!!!

4. Re-Confirm your Understanding

The objective of re-confirming is to make the customer understand that you completely comprehend the matter. Paraphrasing is different from parroting. In the latter, the exact words of the customer are repeated, while in the former, words are different but the meaning conveyed is the same. 

Let me give an example, When you go to book your movie ticket, the executive at the counter will first ask you the movie show that you are looking for, the time and the seat (row). Once you have stated your preference he will reconfirm all of this again before going ahead and printing the tickets. This assures him cent percent that both of you are on the same page as per your understanding. Why do you think it is important?? 

Take Away
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                                       Module 8

                            Product Pitching
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Module 9
Tackling Objections

“Sales is not a sprint, it is a marathon, you have to stay Motivated”










-Kiku Zahyu
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Module 11

                                      Documents & Reporting


Module 1


Understanding Sales





Closing is the most important part of the sales process.


While closing is important, the entire sales process, including prospecting, building rapport, needs analysis, and presenting a solution, is crucial.


Salespeople should always be extroverted and outgoing


Both introverts and extroverts have unique strengths that can be harnessed for sales success.


Sales is all about persuasion and manipulation


Successful sales is about building trust, understanding customer needs, and providing value.





Module 2


Attitude & Mindset of an Effective Sales Professional





Module 3


Sales Approach & Planning





Living the Monthly Sales Commitment





Range Selling / Cross Selling





Individual Product Selling








Individual Product Selling Vs Range Selling 











Module 4


Pre-Sales Planning





Module 6


First Impression is the Last Impression
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