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A recurring nightmare among new broadcasting and cable salespeople is one in which it's the first day of a new job and the sales manager says: "Here's a rate card. Now go out and sell something. You've got sixty days to get your billing up to $50,000 per month." In this nightmare, the salesperson is left standing naked and alone holding only a list of prices--no account list, no prospect list, no sales promotion material, and no training in the methods of selling. As dreadful as this vision seems, it is surprising how often virtually the same thing happens in the real world.

Too often the stereotype of the supersalesperson among the uninitiated is that of an aggressive, bouncy, flashy extrovert who charms people into buying. To the sales professional, the supersalesperson is often a well-organized, goal-oriented, persistent person who is an excellent listener and who quietly puts lots of money in the bank each month.

In this chapter and the next, we'll look at the Five Steps of Selling. You'll learn techniques to improve the skills you use in the five steps, and you'll be given guidelines on how to improve your opportunities to sell and on how to prepare for a sale. The five steps are shown below:

The Five Steps of Selling
1. Prospecting -               10 percent of your time

2. Needs Analysis -            15 percent of your time

3. Researching 

   and Targeting -             15 percent of your time

4. Presenting -                40 percent of your time

· Opening 

· Discussion 

· Agreement

5. Servicing -                  20 percent of your time

These steps describe the ways in which salespeople divide their time. You will find that one of the keys to your eventual success will be your ability to maximize your time in front of prospects and customers. Depending on such variables as travel time or amount of paperwork, most salespeople find they can spend between twenty-five and thirty hours each week in productive discussion.

The time guidelines given for each step are suggestions for the average amount of productive time you should devote to each step over a period of months. It is not important to follow the guidelines strictly, but it is important to keep track of your time so you can make a meaningful analysis of how you spend it. It is also important to divide your time appropriately among all five steps. A salesperson who does no prospecting in October might eat only beans in January!

In this chapter, we'll look at the first three steps in the five-step approach. Prospecting means looking for prospects--new buyers. The second step, needs analysis, is assessing prospects' advertising problems and personal needs, as discussed in the previous chapter. It also includes assessing creditworthiness if it is a first-time customer. The third step comprises researching and targeting. Researching means finding ways to satisfy prospects' needs--turning your product's features into benefits that solve their problems. Targeting is deciding on the size and type of order you want to get--balanced by what is best for the customer and what is best for your station/system.

First, it seems appropriate to discuss an important concept that forms the bedrock for the steps of selling: the concept of goal setting.

Goal Setting: Theory and Practice
Scholarly research in the area of goal setting became popular after Peter Drucker's discussions on the importance of setting objectives in his classic book about management published in 1954, The Practice of Management. There is still some question about who first used the term Management By Objectives (MBO), but it is generally conceded that the biggest initial push came from Drucker, who attributes the phrase to Alfred P Sloan, the managerial and organizational genius who is credited with building up General Motors in the 1920s and 1930s and beating Ford. (Objectives generally have a longer term focus and goals generally have a shorter-term focus.)

In the 1960s, Edwin A. Locke, with others, published a series of articles that detailed his research on goal setting and on how goals motivate people. Essentially, he explained why goals work, and, more important, he proposed some basic rules for setting them.

The major assumption underlying goal-setting theory is that human beings are rational, thinking problem solvers and that their behavior is basically purposeful, or purposive. (You're right, that does sound familiar--it's cognitive theory again.) This theory is different from that of the behaviorists, who postulate that people's behavior is non-purposive, instinctive, and motivated to a large degree by external rewards and, further, that behavior can be conditioned, primarily by reinforcement and manipulation of rewards.

Here, we won't compare the relative merits of cognitive theory and behaviorist theory. However, for salespeople it seems more helpful in motivating both themselves and their prospects to subscribe to the assumptions of cognitive theory. If we accept that people act in a purposeful way to satisfy their needs, we have then defined a goal: People will work toward the goal of needs-satisfaction. Setting goals, therefore, is a way of guiding behavior.

Although Drucker, Locke, and most other goal-setting theorists put their work in a managerial context, the theories also apply to individual goal setting. The more self-reliant and autonomous you are as an individual, the more valuable you will be to yourself and to your company.

Goal-Setting Theory. Goals have been found to have a significant effect on performance if they have the following attributes: clarity, difficulty, and feedback.

Goal Clarity. Goals must be very specific. A general goal of increasing the number of prospecting calls next month is vague, nonspecific, and virtually useless. A helpful, specific goal would be to average two prospecting appointments per day for the next month. Goal clarity is the single most important element in setting goals.

Goal Difficulty. Up to a point, increasing the difficulty of goals generally increases the challenge, and this in turn increases the effort to meet the challenge. Goals that are too easy work against motivation, as do goals that are too hard. Thus, the best goals are those that are moderately difficult yet are still perceived to be attainable. This one of the most important lessons you can learn from this book: to set moderately difficult goals for yourself. If you set your goals too high and don't achieve them, you will become discouraged and give up. If you set them too low and achieve them early, you will coast and stop achieving. 

Goal Feedback. You need to get feedback-- a reading on how you're doing. You receive feedback from yourself by successfully making sales, solving problems, and getting results for clients and then analyzing what you did right. Feedback also provides positive reinforcement. Analyzing statistics about your ratio of calls to orders will also give you feedback on how you are doing. Furthermore, you should get feedback from your sales manager. If you do not get regular feedback, ask for it. You have the right to know how you are doing and what the sales manager thinks you can do to improve.

Individual Goals. Sound individual goals must be SMART:

· Specific 
· Measurable 
· Achievable 
· Relevant 
· Time-bound. 
Specific means not general. Having a vague goal such as "I'm going to do better" is worthless. You haven't defined, specifically, what "better" means. Does it mean ten percent better or 200 percent better? 

Measurable is similar to specific and is related to clarity. Goals must be specific enough to be measurable, for example, "to increase billing 15 percent" or "to get 20 percent higher rates" or "to increase the number of face-to-face present ations from an average of ten per week to fifteen." 

Setting specific, measurable billing goals, though, is not generally a good idea, although it is common practice. Billing is the "emerald city of Oz" on the hill: the final goal. However, the way you get there involves a series of more narrowly defined activities, such as "follow the yellow brick road." You might want to set a billing goal of $100,000 per month, but unless you set a series of specific, measurable, realistic activity goals that will help you reach that billing level, you will likely be in for trouble. Refer to the paper "Emphasizing Budgets Send the Wrong Message to Salespeople" at http://www.mediaselling.com.
In the chapter "A Bias for Action" in In Search of Excellence, Thomas J Peters and Robert H. Waterman quote the president of one of their excellent companies who says that his company has managers focus on a few important activity-based goals. If they have this task-oriented focus, he says that "the financials will take care of themselves. 

Achievable means that goals must be realistic. Goals that are handed down from on high by management but that aren't realistic are not accepted by the worker bees--salespeople--and will simply not be accomplished. Salespeople are smart enough to know what their capabilities are and what the range of reasonableness is. Top-down goal setting (from management down) doesn't work. Bottom-up goal setting (from salespeople up to management) works. High achievers are particularly motivated by moderately difficult but achievable goals. The payoff to the high achievers is the conquest and the goal attainment, not necessarily the money that might come form achieving a goal, and these high achievers will normally set challenging goals for themselv es that will please management if give the chance to do so.

Often management will try to set unrealistically high goals for salespeople (euphemistically referred to by management as "stretch" goals), and some salespeople will passively accept them. Sometimes, people with low self-images will set or accept either very high, unrealistic goals or very low goals. When they set or accept goals that are too high, these low achievers are subconsciously giving themselves an excuse in advance for failure. When they set or accept goals that are low, underachievers a re reflecting their poor self-image, because they feel that they themselves or the person setting the goals don't expect much success, which confirms their own deflated opinion of themselves.

Relevant means that individual goals must be consistent with the task at hand, and, most vital, goals must be under the control of the person. Revenue, or billing goals, are often not under the control of an individual salesperson. It is best to set or accept goals that you and you alone can control. Instead of setting the goal of closing a particular account, set goals for the number of calls you'll make, for the number of presentations you'll give, or for improving your problem-solving techniques. Salespeople can't control the economy, ratings, promotion and advertising, or a customer's financial condition, but they can control their activities. Activity-based goals are much more effective than billing goals. 

Individual goals must be relevant to and consistent with company goals. As elementary as this may seem, salespeople sometimes work at cross-purposes to their sales departments by concentrating on such activities as selling rates that are too low or by "cherry picking" inventory--selecting only highly rated spots to sell. 

Time-bound means goals must have a due date, a deadline. "As soon as possible" is not a deadline. Most of us know what happens when everything seems to be an as soon-as-possible priority: There are no priorities with clear deadlines and therefore there is confusion and no priorities. An example of a good goal statement might be: "Next month to: (1) increase the average rates I got last month by 15 percent in the coming month (SPECIFIC) (MEASURABLE) (ACHIEVABLE) (RELEVANT) (TIME-BOUND, (2 ) to increase the number of prospecting calls I make in the average week from ten to fifteen (MEASURABLE), (3) to make 25 percent more face-to-face presentations, and (4) to concentrate on improving my problem-solving techniques next month so I can increasee my agreement ratio from 20 to 30 (RELEVANT). 

One further point, goals must be flexible. If goals are thought of as carved in stone and unchangeable, they can lose their motivating effect if they turn out to be either too high or too low. In addition, new opportunities that require a change of priority may arise. It is vitally important to have a set of goals, but it's not necessarily important to keep the same goals you started out with. You may have to take several detours along the road to achievement, so be flexible. You should set your goals according to the above criteria for each of the Five Steps of Selling. Now let's start with step one: prospecting.

Prospecting

Prospecting is creating opportunities to sell. Prospecting is primarily an activity associated with developmental selling. The key to successful prospecting is "working smart." Working smart means learning how to find the right people you need to visit and then developing an organized system for setting up appointments and giving presentations. During the average month, you should spend approximately 10 percent of your time prospecting--perhaps twice that i f you are just beginning a job or if you have no assigned account list.

Prospecting Goals. The first thing to do when prospecting (as in all steps of selling) is to get organized and to set prospecting goals. Set specific, task-oriented goals. Go to http://www.missouri.edu/~jourcw/makmny/colindex.html and read "Making Money" columns #1, #2, #3.

· Number of prospecting contacts. Set goals for the number of contacts per week and per month. A sales contact can be made on the phone or in person. The purpose of a sales contact is to get a sales appointment. You must keep records of the number of contacts you make each week so you can later analyze them to determine such statistics as total number of contacts per week, the number of appointments, and the number of orders. 
· Number of appointments. Goals must be set for the number of appointments made and completed each week and each month. Obviously, the focus should be placed on appointments; contacts are merely the first step to getting the appointment. However, you should know how many contacts, on the average, you have to make to get an appointment. You should then calculate and analyze on a regular basis (weekly at first) your contact-to-appointment ratio. This ratio is important because it tells you how many contacts you have to make to set up your targeted number of appointments on your goals list. Also, you and your sales manager can compare your contact-to appointment ratios with those of other salespeople. If your ratio is low, perhaps your appointment-getting technique can be improved. Every market and every situation is different, so the proper ratio can only be determined by trial and error, but a good benchmark ratio to begin with is 5: 1, or five contacts for every appointment 

· Number of orders. Success does not come from sales appointments; it comes from orders. You should keep track of the number of orders you get as a result of appointments. With this information, you can estimate monthly from your analysis how many appointments you need to make to get the number of orders you want, according to the goals you have set for yourself. The important statistic to keep track of is the ratio of appointments to orders. There is no generally accepted standard for acceptable ratios, as they are influenced by such variables as the salesperson's ability, experience, and effectiveness. Until beginning salespeople can establish a track record to assess their own closing ratio, they can count on at least a 10: 1 ratio, or ten appointments per order. One of the major overall performance goals of salespeople is to improve their contact-to-appointment ratio and, more important, their appointment-to-sale ratio. This can only be done if good records of these elements are kept and then analyzed on a regular basis (weekly at first, then monthly). Unfortunately, salespeople often set their prospecting goals too high; they overestimate their abilities to make appointments. Keep in mind as you proceed through the month that monthly prospecting goals work as motivators only if they are realistic and seen to be attainable. As mentioned above, this record keeping is important for developmental selling. Transactional selling record keeping and techniques are covered in the Servicing step.

As you achieve the goals you have set each month, you should learn to set your standards and goals a little higher each time, steadily. This steady, gradual, realistic raising of goals each month is the surest method of improving your sales performance . Think of it as though you were a high jumper in a track meet, raising the crossbar only an inch or two at a time.

Most prospecting should be done by phone. In-person, unannounced visits or cold calls are sometimes fun to make, particularly on a newly opened business, but they generally have the same low payoff odds as drawing to an inside straight in poker. On occasion to break the regular office routine, several salespeople or the whole sales department can go to a specific area and fan out, making a geographically concentrated series of cold calls. This gang technique can occasionally pay dividends, but as a general practice prospecting is best done alone and on the phone.

If you can't get through to a prospect on the phone, write a sales letter. Often a brief, well-written, benefit-filled letter whets a prospect's appetite. Always indicate in the letter that you will telephone the prospect on a certain day and even perhaps at a certain time of day. Never leave it up to the prospect to call you.

On the other hand, cold calling is often the only way to see those prospects you cannot reach on the telephone or who give you the brush-off several times, even after a letter or two. One broadcast sales organization kept track of the percentage of successful appointments made by phone and by cold calls. The results showed that telephone contacts got appointments 64 percent of the time and that contacts made by cold calling got appointments 92 percent of the time. Telephone is still the more efficie nt method, however, considering the far greater number of contacts that can be made.

In no other area of selling is persistence--the last "P" in the SKOAPP system more important than in prospecting. You must get appointments. Call prospects again and again and again and again until you get an appointment.

Guidelines for Effectiveness. Prospecting requires intelligent, effective digging. Effectiveness is vital if you are going to improve the odds mentioned above: fifty contacts equals ten appointments equals one sale. You cannot be a successful salesperson if you do not master the most basic skill of all: getting appointments over the phone. Practicing this skill is where you begin your career, where you begin your climb to success and prosperity.

Here are some basic guidelines to increase your effectiveness when you are prospecting over the telephone:

· Write out your pitch in advance. Organize your sales conversation so that you have an effective opening and so that you do not stumble searching for something to say. Your pitch must be one that is natural, comfortable, and conversational. Do not write something that you would not say in normal conversation. Your phone conversation must reflect your real personality. If it's natural for you to say "Howdy," then say "Howdy" 
· Use the prospect's name. This may require a little digging, but it is much easier to get someone's attention and get him or her to listen to what you have to say if the first thing heard is his or her own name. Use it first thing, and use it of ten. 
· Introduce yourself and your company (station call letters, channel number, cable system name). At this stage, do not ask any q uestions that can possibly be answered with no. Never ask, "Do you watch station?" or "Have you heard of us?" or other such questions; a negative answer can be embarrassing and puts you in a defensive position--not a good starting point. 
· Use a reference. Whenever possible, use the name of a reference you have secured--a personal friend of the prospect or a business associate. Always get permission to use your reference's name before you do so. 
· State that the purpose of the contact is to set up an appointment. Never try to sell your station/system to a new prospect over the phone. Getting an appointment takes a great deal of practice and is by far the most critical step in the prospecting process. You must learn how to arouse prospects' curiosities, excite their interests, and appeal to their self-interest and profit motives. Be assured that if you say you just want "to drop by" (a too-casual, non-businesslike phrase), you'll b e put off. 
· Mention a motivating benefit. Use a phrase such as "I have a special reason for calling you." The term special reason is extremely effective in communicating to prospects that you are not just making your rounds but have something unique specially for them. The worst opening are ones such as "Can I have a few minutes of your time?" (What do you think the inevitable response is?) or "I was wondering if you might be interested in..." or "I just happened to be looking in the yellow pages. . ." (or, when making a cold call, the equally ineffective, "I just happened to be in the neighborhood.") 
· Be quick about it. When introducing yourself and your station/system and stating the purpose of the call, you must move along rapidly. Use short sentences and try to lead off with a brief question that can only be answered with a yes. People often view phone calls as an interruption and are anxious to get calls over with, particularly if they don't know the person on the other end. 
· The word idea is magic and consultative. People are hungry for ideas. Instead of trying to sell your product, give away ideas--prospects will show their gratitude with orders. 
· Be assertive. Many prospects will jump in to interrupt you if you pause after you introduce yourself and your company. Therefore, keep talking; don't let them put you off. Ask a question that will draw a yes answer, then sell your major, profit -oriented benefit and push hard for an appointment. 
· Pacing is the key. Over the telephone, you must be enthusiastic and get to the point quickly; however, don't talk too fast. Pause often to make sure people understand and absorb what you're saying and have time to respond. Pacing is vitally important; it is the key element in getting people to like you over the phone. Your pace should match the verbal pace of the people you are talking to. If they talk rapidly, you speed up the pace at which you talk. If they talk slowly, poking casually alo ng, then you slow down to match their pace. Try to match, their pace, tone of voice, and verbal style. Remember, people like and trust people exactly like themselves. On the telephone, become as much like the person you are talking to as possible. 
· Put a mirror on your desk and stand up. Most professional telephone sales trainers recommend that you put a mirror on your desk so that you can look at yourself while you're talking on the telephone, as you will be more animated and tend to smile more. You'll find that you're much more personable and friendly when you are, in essence, talking to yourself. Standing up when you talk also tends to make you more animated and enthusiastic. Research also shows that when you stand up, you tend to absorb more details of a phone conversation. It's a good idea to use a telephone headset if you spend a lot of time on the phone. With a headset, up can stand up, walk around, look in a mirror, and have both hands free to write notes.

Following are several examples of prospecting approaches. Keep in mind that these are only examples and that salespeople must develop their own unique approaches with which they are comfortable. An approach must reflect your personality and style and cannot sound stiff, unnatural, canned, or rehearsed. The best way to check on how you sound is to record your scripted telephone approach and listen to yourself. Then, ask yourself if you would you give you an appointment?

Salesperson: "Hello, Ms. Smith. How are you today? I'm Charlie Warner from WAAA Radio. I'm not trying to sell you anything over the phone today, but could you use some more store traffic, particularly on your slow days Monday and Tuesday? I'd like to make an appointment to see you for a few moments to tell you about an exciting new sales promotion the station has created that I believe can help generate some real excitement, enthusiasm, and new prospects and traffic for your store. May I come by tomorrow, say, at 10 in the morning?"

Salesperson: "Hello, Ms. Johnson. This is Charlie Warner from Channel 2. I have just been assigned to your account and I'd like to set up an appointment to come by and introduce myself in person and update you on some exciting things we are doing for our advertisers. Also, I'd like to drop off a brief brochure about our new, special January travel package, which is the hottest selling package we've offered in a long time. Even people that haven't bought TV before are jumping on this one beca use it's so reasonable. Is tomorrow morning at 10 A.M. good for you?"

Salesperson: "Hello, Mr. Green. I'm Charlie Warner with Able Cable TV. I'd like to share with you an idea that could possibly increase your business more than 200 percent. I can come to your office at any convenient time and play a commercial for you on my laptop. The commercial is tailor-made for you and is based on an idea our creative people have come up with that is similar to one that was enormously successful for a store just like yours downstate--the commercial increased their sales 23.7 percent! When is best for you? In the morning or in the afternoon?"

· If you get a yes, reconfirm the time and day and terminate the call. As soon as you get an appointment, reconfirm the time and day. I'm putting 10 o'clockin my book. Don't stay on the telephone and chat; you might give the prospect another opportunity to think about his or her schedule and to say no. Also, do not call again to confirm the appointment the day of the appointment; it just presents another opportunity for a no. If you have a sales assistant in the sales department, the day of the appointment have the assistant call before you arrive and say, "Mr. Jones, Mr. Warner asked me to call and tell you he's on his way and will be on time for his 10 o'clock appo intment." 
· If the answer is no, keep talking. Be persistent; do not give up easily, a mistake many beginning salespeople make. Try to find out in as pleasant a manner as possible why you are being put off. Most prospects' stoppers (reasons for stopping you from coming to see them) are not legitimate objections but are merely knee-jerk (reflex) phrases they use to discourage the faint-of-heart. The successful salesperson must learn to move through these initial rejections and to get appointments . 

Trying to get appointments requires mental toughness and persistence. The natural tendency is to take prospects' put-offs at face value and to accept what they say to avoid being considered pushy if you press on. However, pressing on carefully and intelligently is what selling is all about. If you are successful in overcoming initial refusals and can get appointments effectively, you are well on your way to overall success as a salesperson.

Here are some techniques to use to overcome the don't-come-to-see-me stopper:

· Ask why if the prospect does not offer a reason. Try to get specific objections so you can overcome them one at a time. 

· Try the "yes, but" technique. Always try to find a new way to agree with the prospect and then turn him or her around with a "but:"

Prospect: "I tried radio once and it didn't work."

Salesperson: "Yes, I've heard a few people say that. Unfortunately, some advertisers seem to have had a bad experience, but on the other hand, some of the most profitable retailers in your category are using a lot of radio very suc cessfully. If I could chat with you for just a few minutes and learn more about your business, perhaps we could discover why it hasn't been successful for you but has for many others in your business."

· Use the compliment technique:

Prospect: "I'm too busy right now. Besides, I'm bothered to death by media salesmen as it is."

Salesperson: "Gosh, Mr. Johnson, I'm really disappointed. You're one of the most important clients I have and you are considered to be one of the best merchandisers in the area. I was hoping to meet you and get your opinion on several things. I won't take up much of your very busy schedule and it certainly would be very important to me."

· Try the if-you-were-general-manager approach 

Prospect: "No, your ratings have gone down and I have my schedule on another station."

Salesperson: "Mr. Johnson, if you were general manager of our station, what would be the first thing you would do to correct some of our problems?"

Prospect: "Why, I'd stop playing so much of the hard-rock music."

Salesperson: "That's exactly what our general manager has decided to do. May I come by tomorrow and briefly tell you more about it at, say, 10 A.M.?"

· Try the standing-room-only technique:

Prospect: "I'm sorry but we're not advertising right now."

Salesperson: "I understand your position, but this special January package is one of the fastest-selling, most efficient packages the station has offered in a long time, and I'd sure hate for you not to at least hear about it. You might really get upset with me if I didn't inform you about such a great deal before it's sold out."

· Try the assume-you-want-to-see-me-but-are-too-busy-now approach:

Salesperson: "I'm sorry. I know how busy you are. When is the best time to catch you, first thing in the morning or right after closing time?"

Methods of Prospecting The second thing to do in getting organized properly for this step is to select a method of prospecting:

· By current advertisers in other media 

· By season 

· By category 

· By geographic region 

·  By advertisers in your medium 

·  By inactive advertisers 

· By current advertisers 

· By business, civic, or social organization

The obvious first place to start prospecting is in other media. Try to find businesses that are advertising but not in your medium. It is generally easier, and thus a more efficient use of your time, to try to sell prospects who already have an advertising budget than to have to start from scratch with someone and sell them first on advertising, then on your medium, and then on your station/system.

To prospect in other media, you should know something about their prices so you can estimate advertising budgets. In many larger markets, newspaper checking bureaus keep track of ads by client categories. Also, many markets have broadcast monitoring services that each month publish details of all TV schedules that ran the previous month. In some very large markets these services are available on computer disks. Many markets also have radio monitoring services available. If your mark et does not have a commercially available monitoring service or your station/system does not subscribe, you and your fellow salespeople could monitor other media on a systematic basis.

If you do your own monitoring, you should try to pick out the creative approaches your prospects use, the brand images they are trying to project about their businesses, and the target audiences for their advertising.

Use the "Prospector's Bible," the yellow pages. It is virtually a given that anyone in business who sells a product or service to the public will be in the yellow pages. It is the place to start and to go back to time and again for your prospecting.

Read newspaper ads carefully, as newspapers are the most fertile ground for prospecting. Even though TV is the number -one advertising medium overall, newspapers are still the country's number-one local advertising medium. Newspapers incl ude dailies, weeklies, and shoppers (both urban and suburban); check all of them for leads. 

As previously indicated, look for an advertiser's selling points, image, creative approach, and target audience. If advertisers are continuously getting positions with low reader impact, such as bottom-left, back-of-the-section, or gutter positions (next to the fold in the middle of the page), they might be ripe prospects for broadcast or cable.

When selling against newspapers, be careful about being critical of them. Advertisers do not like to think they have wasted their money or that they have made stupid media buying decisions. Chapter 7, "The Advertising Media," provides details on the strengths and shortcomings of the various media, including newspapers.

One of the best ways for selling against newspapers is to use the media-mix approach. For example, you might say to prospect that "Many progressive retailers are spreading their advertising investments among several media and taking advantage of each one's strengths." Notice the use of the term investment instead of expenditures. You should always refer to advertising as an investment--an investment in future profits--rather than an expense. There is a wealth of media-mix information and research available that demonstrates how both reach and frequency (concepts we'll discuss in Chapter 6) can be increased by adding broadcast schedules to a newspaper schedule. 

Check outdoor advertising. Billboards are seen by a lot of people, but because their purpose is to be seen by those traveling in automobiles, the message must be short --seven words at most. Outdoor advertising can claim low cost-per-impression but little else. (Impressions will also be discussed in Chapter 6, "Understanding and Using Ratings.") Billboard advertising generates a low level of excitement, impact, and recall compared to the tremendous impact of broadcast and cable advertising.

If you sell radio, television advertisers can be prospects. A radio-TV media-mix combination is very effective. Radio can add substantially to the reach and, especially, to the frequency of a TV schedule for the same cost as for a TV schedule al one. Some television advertisers, if they have relatively small TV budgets, are restricted to fringe times and are thus prospects for radio schedules containing many more spots in much better time periods.

In the same way, radio can be good prospecting territory for television salespeople. Many radio advertisers would love to see themselves on TV, as easily witnessed by the host of car dealers doing their own commercials.

Prospecting by seasonal sales patterns is a productive way to organize your prospecting efforts. Most advertisers have seasonal sales patterns; therefore, advertisers should be contacted anywhere from three to six months before their peak selling seasons begin. The most productive prospecting comes when the salesperson can find out when an advertiser sets the advertising budget and makes promotion plans. November is obviously too late to start selling advertising for Christmas.

The Radio Advertising Bureau, or RAB, the Television Bureau of Advertising, or TVB, and the Cable Television Advertising Bureau have information about their medium and can be reached through their Web sites: www.rab.com , www.tvb.org, and www.cabletvadbureau.com. Check them out! The Canadian Television Bureau of Advertising and the Interactive Advertising Bureau also have cool Web sites at www.tvbcan.com and www.iab.com.
Another way to organize your prospecting is by category. Select a business category, such as computer retailers, for example, and begin contacting as many of these businesses as you can. Combine this category method with the seasonal one and choose a category that has a seasonal sales peak coming up. You'll find that this method is an excellent way to become an expert in a particular business category and that it's easier to get referrals. As you get prospects to tell you abo ut their advantages over their competitors, you'll also learn how to approach the competitors.

Many successful broadcast salespeople have carved out profitable careers by specializing in one or two business categories, such as department stores, supermarkets, automobile dealers, and so on.

Often it makes sense to organize prospecting efforts geographically. This is particularly the case in markets that are spread out physically, such as Los Angeles. Isolate an area of town that looks promising and start making phone calls to set up appointments. When you do get your appointments, you will save time and gas money by going to one geographic area.

You can prospect in your own medium. However, this type of prospecting tends to encourage parasitic behavior and leads to hordes of salespeople trying to carve up the same advertising pie. This prospecting strategy tends to lower prices for the entire medium and is destructive. It is better to try to increase the size of the pie by developing new advertisers whenever possible.

Sales, like charity, often are best begun at home; prospect internally from inactive account lists. Go back several years through the files of contracts and look for advertisers who were on a station/system once but are not currently active. You might be amazed when you ask someone why they no longer advertise with you and the reply is, "No one asked for my business again." This would be another easy sale for the disciplined, well-organized prospector.

Furthermore, don't overlook the obvious. Do not forget your current advertisers. While serving these customers, think of ways to get them to increase their investment with you. Offer them promotional packages, special events, longer schedules, more spots, newscasts,. or whatever, but don't fail to look at all current advertisers as potential prospects for new revenue.

Finally, you can organize your prospecting efforts organizationally, by civil, social, or business clubs or by sports, church, or fraternal organizations. Insurance salespeople often sell this way, and so can broadcasting salespeople.

Transom Business. Business that comes in unsolicited, or "over the transom," may not be considered prospecting in its purest sense, but it is a method of getting sales appointments and there are a few techniques to keep in mind to improve your performance on transom calls.

Make sure you write down all the information from the person calling in. Your first objective when taking a call is to get an appointment. Often people say they do not want to see a salesperson but they just want to be sent some information. If at all possible, get an appointment and you will have an advantage over those that let the mailman do their selling.

A good way to practice for telephone work is to record your voice on a tape recorder while you talk as though you were handling a telephone conversation. You might have a friend play the part of a prospect. Then play it back and listen carefully to how you sound. Do you have good telephone personality? Would you be eager to have you come and give you some more information? Are you friendly and does it sound like you have a smile in your voice? Are you positive and enthusiastic? Do you sound like an expert and helpful to talk to? Be critical of your own telephone personality and technique; you can be sure potential customers are.

Prospecting is where selling begins. Good prospectors can always make a living; they do not have to depend on economic conditions or on station ratings or rates. Good prospectors can find new customers time and time again, year in and year out. Success ful salespeople know that prospecting is how you strike gold.

Needs Analysis

The first step in selling is prospecting--creating opportunities to solve advertiser problems. Now that you have made an initial appointment, the second step is needs analysis --finding the right people. Effective selling "is as much a matter of the quality of the doors" you knock on and how and when you choose to knock on them as it is the numbers of doors you knock on, according to best-selling author and supersalesperson Mark McCormack, who writes in h is book What They Don't Teach You at the Harvard Business School (New York: Bantam Books, 1984). Needs analysis is probably the single most important step of selling because it is in this step that you begin your relationship with your customers. Quaifying is the process of finding problems. Needs analysis is largely a matter of gathering information, of building a dossier on each prospect. The needs analysis step is where you begin to identify needs--both business and personal--and uncover advertising and marketing problems. You must carefully observe a prospect's surroundings and behavior--read the room and his or her desk.

During the average month, approximately 15 percent of your time should be spent conducting needs analysis with prospects.

Learning About Your Prospects. Harvey B. Mackay, Chairman of the Board of Mackay Envelope Corporation and author of the successful book Swim With the Sharks Without Being Eaten Alive, ( New York: William Morrow, 1988), says, "Know your customer isn't a cliche, it's the foundation of the business." He has the salespeople for his company fill out a questionnaire containing sixty-six questions about each prospect (reprinted in his book) and claims that this system of complete customer knowledge has allowed his company's salespeople eventually to sell every prospect they have ever gone after. In an article in the Harvard Business Review titled "Humanize Your Selling Strategy," Harvard Business Review, March-April 1988, pp. 36-47, Mackay wrote about a mythical conversation with a salesperson who cannot get a buyer, Bystrom of International Transom, to quit using Mackay Envelope's competitor, Enveloping Envelope. Mackay is looking at the account folder with the salesperson:

Mackay (sternly). "Did you read his desk? Were there any mementos there that told you about him? How many plaques on the wall? What's his alma mater? If he's businesslike with you, what are his aspirations? How does he identify with company goals? You don't have in here a recent article or current analyst's report on his company. (Arises from his desk and gesticulates as he paces to and fro.) "How well have YOU shown him that you know and admire his company? That you know how it fits in its industry? Do you know the strengths and weaknesses of Enveloping Envelope in terms of International Transom? Have you emphasized to Bystrom those strengths that Mackay has almost exclusively, such as centralized imprinting?"

You do not want to be in the same position as the hapless salesperson above. Make sure your needs analysis interview is thorough.

The Needs Analysis (Problem-Finding) Interview. On your first needs analysis interview, take notes. Follow up the initial interview with your prospect with more fact-finding interviews with people who work for the prospect. Learn the prospect's business thoroughly before you make a sales presentation.

Here are your goals for your first meeting in the needs analysis process:

· To build rapport instantly: You never get a second chance to make a first impression. Hopefully, you have gotten an appointment on the telephone to come to meet a prospect for the first time. You have only a few minutes to create a favorable first impression by which your prospect will continue to judge you (and reinforce his or her judgment the remainder of the time he or she knows you). Your initial goal from the moment you lay eyes on your prospects is to get them to like you. Because you more than likely don't know your prospects, the best way to get them to like you is to be like they are, to relfect their behavior as much as you can without compromising your personality at least until you get to know them better. 

For instance, when you shake hands, reflect what the other person does. If prospects have soft, limp handshakes, you reciprocate. People of this type are not prone to enjoying aggressive handshakes that involve a tight grip, firm squeezing, and vigorous pumping. Contrastingly, if someone grabs your hand and squeezes and pumps heartily, follow his or her energetic lead. Remember, people like and trust people exactly like themselves.

Try to get into synchronization with people's emotions. If someone is bubbling and joyful, don't be a sourpuss; smile and effervesce right along. On the other hand, if someone is obviously in a low mood (say quiet, slow, sad, speaking softly, unhappy, pained, worrying, or crestfallen), do not bounce around and giggle. Reflecting people's emotions means having empathy for them.

As you do when you talk to prospects on the telephone, get in synchronization with their speech patterns when you talk to them in person. On second and third interviews and as you get to know your prospects and customers better, drop the reflecting techniques, because it eventually becomes manipulative and unnatural--it can even bother people, as they might think you're mocking them. Once you know prospects, the best way to build trust is to be authentic--be natural, be yourself. 

· To build trust. The quickest way to build trust with people you don't know well is to find something on which you can agree and then agree 100 percent. In your conversations with prospects, you will touch on a number of subjects, many of which you might disagree on. Don't be hypocritical; don't agree verbally with something you really do not believe. Keep probing until you find something you can agree on and then say, "I agree 100 percent." You're looking for common ground. Find something on which to compliment your prospect. Compliments usually get prospects talking and open them up.

If prospects bring up any negatives about salespeople, your medium, or your station or system, honor them and compliment them for bringing up the point: "That's an excellent point, Mr. Jones. I'm delighted you brought that up." People will trust you if you show confidence in yourself and in your product and are not afraid to deal with negatives. Be totally honest and open, and be authentic. In fact, bring up a negative yourself. People will trust you if they perceive you to be open, honest, objective, and confident: "There are some problems with using radio, Mr. Jones. You can't demonstrate or show products on radio, so your creative approach must make an emotional or humorous appeal that people will remember."

· To become a partner with prospects. You want to position yourself as a broadcast or cable consultant. You are an advertising problem solver. You must communicate your desire to become a partner with your prospects in solving their problems and making them successful. By not trying to sell prospects anything while you are doing a needs analysis, you plant the seed that you and your product might become the solution. The mode of operation becomes cooperation. You are beginning to cultivate a relationship. Your ultimate goal is to become a marketing partner with your customers. 
· To define your role. As discussed in Chapter 3, while you are conducting a needs analysis interview, you're defining the role you will play in future meetings. 
· To discover problems (or opportunities) advertising can solve. Advertising problems may not be apparent to prospects. A good needs analysis interview can often clarify and define marketing and advertising problems for prospects. Also, your station or system may present an opportunity that a prospect had not considered previously. 
· To assess perceptual set and readiness. Every person enters every situation with a perceptual set, which is a predisposition to perceive things in a certain way. Recall from the previous chapter how stereotyping, first impressions, projection, and other factors form barriers to perception. No one is neutral; people come to any encounter with values, attitudes, beliefs, and opinions about virtually everything. For example, they may not like salespeople in general or they may not care for either female or male salespeople. They may not like broadcast advertising. They may not like young, inexperienced salespeople.

It is important for you to ferret out a prospect's perceptual set so you can plan your sales strategy and set your selling priorities. For instance, you may recognize that a particular older male retailer does not seem to care to deal with young people or with females. If you are both, you would have to build source credibility with qualities other than similarity. Thus, you might assign yourself a role of being especially businesslike and try to develop trust through his belief in your expertise and extensive product knowledge.

Readiness is the notion that people will learn what they want to learn and are able to learn. People's readiness is conditioned by a wide variety of variables, such as educational level, emotions, ambitions, success, past experience, and selective perception.

A prospect who has had a bad experience advertising in your medium is not in a state of readiness to learn about what you are offering. You might have to focus your sales strategy on discussing several successful case histories of similar businesses in your medium just to get this prospect to listen to a presentation of the benefits of your station/system.

· To get an appointment for a presentation. The needs analysis interview should not be a sales call, it should be an information-gathering, problem-finding discussion to prepare you for the next two steps: researching and targeting and presenting. 

Needs Analysis Questions. Here are examples of some of the more important questions you should ask when you are conducting a needs analysis interview. These are just a few of the dozens of questions that you should ask. You must develop your own list of questions that fits your situation and the type of prospect you are interviewing. These questions are based in part on those recommended by the RAB. 

· What are the age, sex, and life-style characteristics of your best potential customers? 

· What specific problems do you expect advertising to solve for you? 

· What advertising are you doing now? (Do not ask directly what the advertising budget is at this early stage. You can estimate roughly what the budget is from the answer to this question.) 

· What do you like about your current advertising? 

·  What elements of your current advertising could be improved? 

· What is your opinion about my medium of advertising? 

·  In addition to yourself, who will make the final decision to purchase advertising?

Problem Questions. During the Prospecting step of selling is when you ask the first of the SPIN Selling questions, Problem Questions, as typified by the following dialogue, which was first presented in Chapter 3.

PROBLEM QUESTIONS

CUSTOMER: "I'm not entirely satisfied with the results I'm getting from the newspaper, but business is bad all over and I'm doing about as well as can be expected."

SELLER: "You say you're not 'entirely satisfied?' Can you tell me more? 

CUSTOMER: "Everyone in the category is down, and we're running the same type of sales and specials that they are."

SELLER: "I understand you have to run specials. Are you lowering your margins by running sales?"

CUSTOMER: "Sure. It's not ideal, but we have to stay competitive."

SELLER: "I’m with you on that. Tell me more."

CUSTOMER: "Well, price all customer's care about, especially these days."

SELLER: "Mmmm. Other than price, where do you have a clear advantage?"

CUSTOMER: "Well, we have better people. I mean, we pay a little more and have special customer service and friendliness training for all of our employees. We really do a better job than our competitors in this area."

SELLER: "Are you able to exploit this difference in your newspaper advertising?"

CUSTOMER: "No. The paper only works with price and item advertising. Besides, we get co-op."

SELLER: "I understand. And it works somewhat with sale advertising, too."

CUSTOMER: "Yes, it works to some degree with sale items, but then everyone else is having sales too."

SELLER: "I see. That’s a real problem?"

CUSTOMER: "Yes, you can't do much with a friendly people pitch in the newspaper."

SELLER: "I understand. It is difficult to create an emotional response in the newspaper.?"

CUSTOMER: "Yes. I have a problem of not being able to establish any differentiation in the newspaper."

Prospects' Expectations. Part of the qualifying process entails discussing what the potential advertiser expects from advertising. The success of an advertising campaign depends on an advertiser's perception of success, which normally is based on expectations, which in turn is often a function of what media salespeople promise. If prospects expect miracles, it is best to try to lower their expectations or, if this is not possible, to walk away from the business. Unfortunately, some unscrupulous, high-pressure media salespeople will still promise prospects the moon just to get one order --and it's usually the last one, too.

If an advertiser has unrealistically high expectations, then almost no results will be viewed as successful enough. Often when a prospect says, "I tried TV once and it didn't work," what it really means is that the prospect expected too much. The best way to deal with this type of objection is to find out the specifics of the last campaign and then to go about trying to set realistic goals and expectations for various levels of expenditures. Keep in mind that you control prospects' expectations to a large degree. By keeping expectations realistic and a little on the low side, you are in a better position to have satisfied customers and to get renewals.

Checking CreditThere is no future for the station/system or salesperson who sells advertising that has little chance of being paid for. Many stations/systems pay commissions on the basis of collections and not on billing (advertising that is run). Thus, a salesperson who sells to a prospect who has a shaky credit rating is taking time away from selling to prospects who will pay the bills and generate sales commissions. So during the needs analysis step make sure to run a credit check of a prospect.

Checking credit ratings is a task that should be left to the station/system's business manager or sales manager and normally should not be handled by salespeople, particularly on the first call. The salesperson, however, should make it a point to know the results of credit checks. Salespeople should ask for cash in advance very delicately, so as not to risk offending or insulting a potential customer. If a prospect gets upset, a salesperson can blame an overzealous accounting department and try to leave the door open for future contacts.

In general, it's a good idea to use sales managers as a buffer and to let them take the heat or blame for decisions that could offend or upset a prospect because that is one of the things for which managers are paid. The important thing is to conform to good business practice while leaving the door open for further approaches.

If you do not have an established, well-documented account fist and have to prospect and do needs analysis from scratch, see Chapter 5, "Presenting and Servicing: The Last Steps," for techniques to use in your approach. Needs analysis can be relatively easy if your station/system has an up-to-date list that has already done a needs analysis on accounts by past billing and billing potential as well as by the needs of prospects. Information about prospects' companies and their competitive positions is also helpful. If you are fortunate enough to have such a fist, then the major decision you will have to make is one of timing. You must find out when is the best time to call on an account, which is normally when they are making their yearly advertising plans or making a media bu y.

Most beginning salespeople find that needs analysis is not an easy step to master. One reason for this difficulty is that proper needs analysis requires a salesperson to be tough-minded and to not waste time with people who are not good prospective advertisers or with people who are not in a position to make the final decision, no matter how pleasant they are.

Needs analysis is the information-gathering step of selling. It is the step that begins the communication process and that gives salespeople practice in one of the most important aspects of that process and of selling: the art of asking questions and of listening carefully to the answers.

Researching and Targeting

Researching and targeting together make up the process of preparation. Researching is the search for and substantiation of motivating, problem-solving benefits that will satisfy both business and personal needs and that will help prospects make a buying decision. Targeting is deciding about the size and type of order that meets both the customer's needs and the station/system's needs.

Searching for benefits means that you must know your prospects' businesses well enough to understand which benefits can help solve the specific problems they feel can be solved by advertising (which you uncovered in the qualifying step). Always keep in mind the two most important sales strategies: to sell solutions to advertising problems and to create value for your station/system. All of your research efforts must be directed to carrying out these strategies.

Researching and targeting prepare you to write sales presentations (to be covered in Chapter 9, "Creating Value"), to put together schedule proposals and packages (to be covered in Chapter 8, "Maximizing Revenue, Rate Structures, and Packaging"), and to figure the necessary ratings statistics (to be covered in Chapter 6, "Understanding and Using Ratings").

During the average month, you should spend approximately 15 percent of your selling time researching and targeting. Organize your researching efforts according to the steps and guidelines that follow.

Researching. Begin the researching and targeting step by determining your selling approach. Develop a research outline. You must know what benefits and solutions you are going to propose and how you are going to order them. Begin with an outline so you can review it, and change it as you complete each step and evaluate it. Here are the guidelines for developing your research outline:

· Properly aim the research to the right person --to the client or to an agency, to a buyer or to top management. Each group will require a slightly different approach, will need different facts, will have different priorities and will have diffe rent needs to be satisfied. 
· Set priorities for the problems you are trying to solve. Concentrate on solving the problems that are utmost in prospects' minds and solve them first. 
· Be parsimonious with facts. Do not try for a world's record in the number of facts you present; give just enough to win. With some prospects, such as those who must be convinced of your expertise, the best approach might in fact be to overwhelm them with facts, but in general this is a wasteful, time-consuming strategy. 

· Concentrate on the station's or system's strengths and those elements that emphasize quality. By focusing on quality, you position your product as being valuable and worth a higher price. Value is a combination of price and quality. Thus, by stressing the quality of your product, you are able to both create value and maximize revenue. 
· Delay presenting costs (and cost-related statistics) until near the end of the presentation. Always plan to include qualitative information and to provide facts that create value before you mention price. 

·  Anticipate the competition. Know what they are most likely to offer and to say about you. Position your strengths directly against their weaknesses and emphasize your strengths, do not mention their weaknesses. Don't appear to be running the competition down. 

·  Remember the KISS rule, Keep It Simple Stupid. Often presentations ramble on with unnecessary detail. Only plan to present as much information as you need to make an important point, and only make three or, at the most, five major benefits. 
· Be honest and accurate. As you develop your outline and research plan, do not include anything that might be an exaggeration and never give false information, or use numbers or figures for which you do not give a credible, reliable source. Always double-check your figures for accuracy. Mistakes and inaccuracies will destroy your credibility. 
· Keep your target in mind. Your target of the type of order you want to get is the guide for your research outline.

Targeting. Targeting is determining in advance the kind of order you want to get; it is setting a goal for yourself for each sales presentation. Targeting gives you something to shoot for on your call, helps you develop and write your presentation, and helps you select your strategy. Your target is your destination; your presentation is the road map.

Targeting is the only part of the five-step selling process in which the focus is on your company's needs. The other steps focus on discovering and satisfying the needs of customers. Without a clear, realistic target, however, you might get so wrapped up in satisfying prospects' needs that you forget about getting what you want. You want an order, but almost as important, you want the right order--the order that's right and fair for the station/system as wellas for the customer. (Guidelines for determining the elements of desirable orders are covered in more detail in Chapter 8, "Maximizing Revenue, Rate Structures, and Packaging.")

Target Selection. To be coordinated with your strategy, targets should be selected based on the following elements:

· A specific availability. In this case, your target is to sell an account a specific spot package or program availability This type of target is totally station/system oriented in that you are not trying to tailor a proposal to satisfy a client's needs; you are trying to satisfy your or your management's need to sell something specific. In this situation, prospecting is the key --finding someone whose needs match what you are offering. 

Generally, trying to sell a specific package is not the most effective way to set a target for a sale because it is not a needs-satisfying, problem-solving approach and it does not allow you to maximize your opportunity. Once you have accomplished your target of selling the availability, you are apt to get the order without exploring other revenue opportunities.

· Price. In this case, your target is to get prices within a predetermined range no lower than. Say, $1,300 per early news spot , for example. In this situation, your primary concern is to sell your spot or program for the highest possible price, regardless of the overall size of an order, the type of order, or the share of an advertiser's budget. A price target might be used in situations where you have limited inventory, or commercial availabilities, to sell. 
· Size of an order. In this case, your target is to get an order for a particular, total dollar amount: a twenty-five spot package plan (see Chapter 8, "Maximizing Revenue, Rate Structures, and Packaging," for a discussion of packages) for $2,400 per week for six weeks, for example. This type of targeting not only allows salespeople to set goals for each order, but it also gives them considerable flexibility in pricing, packaging, and scheduling to hit their targets. For instance, if you decide to restrict yourself to orders above a certain amount, you can avoid calling on prospects who do not have businesses large enough to support advertising at your minimum level. A combination of price and size targets works well. For example, "I want to get an order that is at least $ 1,000 per week and where I can get an average rate of more than $75 per spot." 
· Share of budget. In this case, your target is to get a predetermined share of a client's advertising budget. This targeting is especially effective when you have abundant inventory available and when getting the highest possible price per spot is not an issue. Combined with other types of targets, the share-of-budget target can be an effective way to set goals: "I want to sell out the Super Bowl adjacencies at no less than $10,000 each as part of a package that sells for a minimum of $150,000 and that gets a 45 percent share of XYZ Company's first-quarter television budget." This statement gives you a specific, measurable, moderately difficult yet reasonable target or goal. It is time-bound, or deadlined, by the fact that you want to achieve it during your next call on your prospect. Determining share-of-budget targets requires a thorough needs analysis. You must know the approximate size of prospects' businesses and their approximate advertising budgets. 

Another factor that enters into estimating your target is your station's share of market. The share of an advertiser's budget you should go after is roughly equal to the share of market your station has in an advertiser's target audience. To find out your share of market, you must look in a rating book, such as the Nielsen ratings in television or an Arbitron ratings in radio. Most stations subscribe to one these surveys. Local cable systems often do not have ratings to work with (ratings are covered more thoroughly in Chapter 6, "Understanding and Using Ratings").

In a television selling situation, assume that you are selling for one of four network television affiliates in a medium-sized market and your prospect wants to reach women in the 18 to 49 age group. Assume you look in a Nielsen television rating book and discover that your station has a 20 percent share of women 18 to 49 weekly and that the two competing stations have 25 and 30 percent, respectively. Since you have a 20 percent share of the advertiser's target audience, you have every right to expect that you should get 20 percent of that advertiser's television budget if the following factors are equal:

1. Every station has approximately the same price. 

2. Every station has approximately the same amount of inventory to sell. 

3. Every station wants the business as badly as any other station. 

4. The salespeople for all four stations are equally skilled and have approximately the same good relationship with an advertiser.

Of course, in reallifethings are rarely equal. The above conditions demonstrate that it is possible to get a higher than expected share if you are skilled. 

Even though 20 percent might be a reasonable target, sales management isn't paid to make certain that salespeople only have reasonable goals. Therefore, salespeople are not rewarded for getting reasonable shares, they are rewarded, as are their managers, for getting higher than their expected share. There is a much more in-depth discussion of the selling-for-share versus the selling-for-rate (high rates) strategies in Chapter 8, "Maximizing Revenue, Rate Cards, and Packaging." Suffice it to say that salespeople are expect to develop strategies to get more than their fair share.

In radio, as a general rule, you go after a share of an advertiser's budget equal, roughly, to one and a half times your station's overall share of audience in the advertiser's target audience if your station is in the top half of the ratings in a market and in the advertiser's target audience.

Targeting is a system to help you set goals for each order based on your sales strategies, and it gives you a benchmark figure by which you can judge your performance. For instance, if you and your sales manager agreed that approximately20 percent was a realistic target and you then managed to secure an order for 30 percent of an advertiser's budget, you would have turned in an excellent sales performance.

Once you have organized your researching efforts according to the steps given previously and then determined your target, you are ready to put the results into the concrete, permanent form of a written presentation to use in your next meeting with the prospect. Presenting is the fourth selling step, and we'll cover it and servicing, the last step, in the next chapter.

Summary

The Five Steps of Selling are prospecting, needs analysis, researching and targeting, presenting, and servicing. Organization and persistence are the two key disciplines for salespeople to cultivate in carrying out the steps. To maximize your selling efficiency, you must organize, plan, and set well-defined goals.

Goal-setting theory indicates that for goals to be effective they must be clear, challenging, and have feedback mechanisms built in. Springing from this theory are the criteria for sound goals; they must be SMART: (1) Specific, (2) Measurable, (3) Achievable, (4) Relevant, and (5) Time-bound.

The purpose of making prospecting contacts is to set up an appointment, not to sell a schedule. Your introduction should contain prospects' names, should be quick, and should include a motivating benefit.

Needs analysis is finding the right prospects--who have the money and a target audience that fits your station/system. Salespeople should attempt to identify prospects' business and personal needs plus their perceptual set and readiness to listen. Needs analysis also includes uncovering the expectations prospects' have about advertising and also verifying prospects' creditworthiness.

Researching and targeting are the steps salespeople take to substantiate facts that prove the motivating benefits and solve advertising problems and, thus, help prospects make a decision to use your station/system. Developing a research plan allows you to keep on the track of knowing what you are trying to sell and how you are going to sell it.

Targeting is determined by your strategic selling approach and is based on (1) a specific availability, (2) price, (3) size of an order, or (4) share of the budget. Targeting is a system to help you set realistic goals and evaluate your performance on each sale.

The guidelines for the average amount of time you should spend on each of the first three steps of selling during a normal month are:

Prospecting - 10 percent

Qualifying - 15 percent

Researching and targeting - 15 percent

Test Yourself

5. What are the Five Steps of Selling in broadcasting and cable? 

6. What are the criteria for sound goals? 

7. What are the methods of prospecting? 

8. During the needs analysis step, why is it important for a salesperson to control prospects' expectations? 

9. What are the different elements on which to base a target for an order?

 

Projects

10. Select one of three prospects in different business categories and make a list of at least ten specific needs analysis questions you would ask these prospects. 

11. Write out a telephone sales pitch for the three prospects you selected in Project #1 above. Use a different approach for each one (for example, a referral, an idea, or a special offer). 

12. Write down specific targets for the type of order you want to get for each of the above prospects for a station/system (you will have to be familiar with the station/system's rate card and ratings or subscribers to do this project).

