During the average month, you should spend approximately 20 percent of your time servicing. As with the other elements of selling, you should set servicing goals. Since you should spend about 20 percent of your time servicing, set goals as to the number of calls you have to make to achieve that percentage. Your servicing goals should include increasing your customer's investment with you by specific amounts or percentages.

Pre-selling is a vitally important element in the servicing process. The relationship between buyer and seller rarely ends after a sale is made. On the contrary, the relationship often intensifies after a sale, and this relationship helps determine the outcome of future choices. Thus, salespeople must view selling as a process, which means continually selling even when an actual buying situation is not present. Think of a sale as merely consummating the courtship, at which point the marriage begins. As Theodore Levitt says about making a sale, "For the seller it is the end of the process; for the buyer the beginning."' 

Servicing is the process of implementation. Once salespeople receive an order for a schedule, they still have a lot of work to do to see that the order is entered properly and accurately into the system (traffic and billing systems), in radio commercial copy sometimes has to be written, promotions or contests involving the client often have to be planned, and a host of other details have to be attended to after a sale is made to see that what was agreed upon is implemented properly. In fact, to see that it is implemented so well that customers feel they are getting outrageously good service--so good that you and your station become the preferred supplier--the station/system they would most like to do business with. That's excellent service.

Guidelines for Servicing Here are three guidelines for servicing:

1. Always say "Thank you." Your servicing begins the moment a prospect becomes a customer. As soon as you get an order, compliment your new customer on his or her good judgment, thank the person, and, of course, leave quickly. When you return to the office, send out a brief handwritten note of thanks. Many stations automatically send out an overnight Mail-Gram, which they call a Thank-You Gram, to all clients thanking them for the business. Other stations send a same-day fax to their clients thanking them for an order and include a confirmation of the schedule that is to run. If and when buyer's remorse sets in, the sincere and fast thank yous help assuage fears. Thanking customers reinforces your their decision to buy your station/system and to buy it from you. 
2. Always imply "I like you." You can find something to like in everyone. You must find ways to communicate to your customers that you like them without seeming cloying or insincere. Be as pleasant, attractive, and as much fun as you can. You will run up against some sour customers who never give you any pleasantness in return, but never give up your attempts to be cheerful--even the biggest sourpusses appreciate it. Concentrate on building relationships and being the most cheerful salesperson that calls on your customers. 
3. Always imply "I understand your problem." Empathy is the most important quality in servicing. You had drive when you prospected, qualified, researched thoroughly, and persistently pursued your customer; now emphasize the empathy side of your personality. Never lose your marketing orientation or your customer orientation.

Servicing Tips. The following servicing tips should act as reminders for you to service your customers well and build solid relationships:

1. Don't Forget Anyone. Provide service to devils and angels alike. Allocate more of your time to servicing accounts that invest the most money. As elementary and obvious as this advice may seem, all salespeople have a natural tendency to call more often on those people whom they like the most. When seasoned salespeople are asked if they have fallen into the calling-on-friends trap, they will normally deny it because, human memory being what it is, we tend to remember the good times and to forget those things about which we have procrastinated. The only way to make sure that you do not fall into this trap is to keep track of all of the calls you make on a weekly basis. Mark them as to what kind of calls they were (prospecting, needs analysis, presenting, or servicing) and then analyze the calls regularly and critically. Measure your performance against the time allocation and call goals you have set. 

Sending brief handwritten notes is another excellent way to keep in touch with customers. Handwritten notes are much less formal and more personal than typed letters, and they are quicker, too. Attach these short notes to station promotion or research material and send it along to keep your clients informed. Send them relevant items, clipped from magazines or newspapers, that you think they will find useful. Even your smallest customers (and all medium- and high-potential prospects) should get a minimum of one note, fax, or e-mail each month.

2. Review Your Account List Regularly. Some highly successful salespeople review all of their accounts every three days. You'll learn more about keeping account lists and about administration in Chapter 14, "Organizing Individual Sales Effort." 
3. Pre-sell. Servicing is selling, so always take the opportunity to sell some new benefit or advantage of your station/ system . Keep your customers informed about the latest developments in your medium and in your market. Your pre-selling will serve you in particularly good stead when a customer or buyer is under extreme time pressures and has to order a schedule in a hurry. 
4. Make Copy Calls, Idea Calls, and Schedule Change Calls. In situations where advertising copy can be changed easily, as in medium- and small-market radio, make a copy call, suggest the commercial copy be revised, and recommend a new angle. This recommendation can be welcome in situations where a client has been running the same piece of copy over and over again for months and may be boring everyone, especially the listeners. 

Furthermore, poor copy is often the cause of poor results for a client. Keep on top of how a customer is doing. Are the commercials creating traffic, sales, or other results? If not, is it the copy? Is it the schedule? Change both if necessary, but don't hide your head in the sand and just hope for things to improve. Take some action that is designed to help your customer.

Improvements in schedules, such as moving spots to a new time slot (for example, from daytime to early fringe), often allow customers to reach a new audience. Making an unsolicited improvement for your customers can be a wonderful relationship builder. 
5. Handle Complaints Immediately and Honestly. Fast response to client complaints is a must. If your station/system has made an error of some kind, customers are probably upset; do not add fuel to the fire with a slow response. If you or your station/system has made an error, admit it, apologize, and set about correcting the situation immediately. Problems tend to make customers impatient, so do not put them off Give them status reports if a complaint takes longer than a day or two to be resolved. Do not allow clients to think you have let it slip your mind. 

Be quick to admit your own errors. If clients have to tell you first, you lose some trust. If you tell them first, you maintain your credibility. Also, if you tell customers first, you are more in control of the proposed solution. For example, if a spot doesn't run for some reason, call the client immediately and offer a suitable replacement (called a make-good). Your chances of getting approval are much greater with this method than if a customer calls you first.

6. Remember Murphy's Law Murphy's Law states: If anything can go wrong, it will. The first corollary to Murphy's Law is that Murphy was an optimist. This law holds as true in selling as in other aspects of life. The best way to avoid becoming a victim of Murphy's Law is to do your paperwork with precision. With computerized billing and traffic systems, remember that the garbage- in, garbage- out rule holds true with any information that is put into the sales, traffic, and accounting system. 

Warner's sales corollaries to Murphy's Law might be of some help to you in servicing:

Murphy's Law

1. If anything can go wrong, it will.

Warner's Corollaries for Selling:

1. If the traffic, operations, accounting, programming, or promotion departments can mess up something, they will. 

2. If the traffic, operations, accounting, programming, or promotion departments or an agency can possibly blame a salesperson for the mess-up, they will. 

3. The bigger the order, the more chances there are that someone will mess it up. 

4. If customers can forget you, they will. 

5. If customers cancel, it will be when you need the commission or bonus the most. 

6. The meaner, nastier, and uglier customers are, the more they spend. 

7. The more outraged clients are about your asking for cash in advance, the more certain you are that you are doing the right thing. 

8. The richer agencies are, the longer it will take them to pay their bills--just about as long as the very poor ones.

Reassure Customers. Just as you reached agreement in the presenting step, you must learn to reassure customers in the servicing step. Continually reinforce your clients by giving them new, positive information about your station/system. 

Ask for Referrals and Success Letters There is no better endorsement of you and your station/system than a satisfied customer. After you have cultivated a good relationship with your clients, ask them to refer you to someone else for whom you might be able to solve some advertising problems. Also, ask your clients if they will write you a testimonial letter describing the success and results they have enjoyed by using your station/system. See Appendix A for an example of a success letter (Guidelines for developing Advertiser Success Case Studies are given in Chapter 9, "Creating Value").

Summary

The last two steps in the Five Steps of Selling are presenting and servicing.

The presenting step is face-to-face selling to a qualified prospect. The goals of this step are to establish or enhance a relationship with your prospect or customer and to present problem solutions. The largest portion of your selling time, approximately 40 percent, should be spent on presenting. 

The face-to-face presentation contains three phases: (1) opening, (2) discussion, and (3) agreement. During the approach phase, your strategy is to get and hold prospects' attention and interest. During the discussion phase, your strategy is to move prospects from interest to a mutual problem-solving mode. One aspect of discussion is overcoming objections, especially the price objection.

Three guidelines for dealing with objections and prospects' concerns are : (1) use questions to probe to understand, (2) compliment the prospect, restate the objection, and get agreement that you understand, and (3) empathize (say "I understand"), reassure them they are not alone in feeling this way, and support your benefit with facts (use the feel, felt, found phrasing).

Some tips for dealing with the price objection (which you hope comes up--it means you didn't under-price your proposal): (1) Sell quality, (2) break costs down into smaller units, (3) talk value, and (4) talk profit and investment.

Try to forestall objections by using Neil Rackham's four SPIN Selling questions: (1) Situation Questions, (2) Problem Questions, (3) Implication Questions, and (4) Need-Payoff Questions, and by using Non-judgmental Listening techniques that include using "I" statements, not "You" statements. 

To get an agreement you must ask for it. You must ask for some commitment to take action.

Selling contains a great deal of rejection, and salespeople must learn to set reasonable, achievable activity goals that define their success in terms of completing tasks rather than closing a high percentage of presentations, because there are too many factors involved in closing a piece of business that are out of the control of a salesperson. But a salesperson can control his or her activities.

Servicing is the final step in selling, typically more involved with transactional selling than developmental selling. You should spend about 20 percent of your selling time servicing your customers. Your strategy in servicing is to establish and keep relationships with your customers and to increase their level of satisfaction and,thus, increase retention.

The rules of servicing are: (1) always say "Thank you," (2) always imply "I like you," and (3) always imply "I understand your problem." Servicing tips are: (1) do not forget anyone, (2) review your account list regularly, (3) pre-sell, (4) make copy, idea, and schedule improvement calls, (5) handle complaints immediately and honestly, (6) remember Murphy's Law and Warner's Corollaries, (7) reassure customers, (8) and ask for referrals and success letters. 

The guidelines for the average amount of time you should spend every month on the Five Steps of Selling are:

Prospecting - 10 percent

Needs Analysis - 15 percent

Researching - 15 percent

Presenting - 40 percent

< 20 -> 

Total - 100 percent

Test Yourself

1. When you are making a presentation to a client, what three phases must you go through, beginning with your opening? 

2. What are three guidelines for dealing with objections? 

3. What are the four types of SPIN Selling Questions? 

4. What are two types of statements associated with Non-judgmental Listening? 

5. What are some tips that can help salespeople overcome price objections? 

6. What are the guidelines for servicing? 

7. What are some servicing tips?

Projects

1. Select a local station or system to sell for and select a specific prospect. Pair up with another person. One of you will play the role of a salesperson and the other the role of a prospect. Next, each of you write down three benef its your station or system offers the prospect. Then, the salesperson introduces himself or herself and states the first benefit on the list; the prospect then objects. Finally, the salesperson goes through the guidelines for dealing with objections: (1) probe to understand (open and closed probes and verification questions), (2) compliment the prospect, restate the objection, and get an agreement that you understand the objection, and (3) empathize with prospects, reassure them that they are not the only one who thinks that way, and support your position. 

Go through these steps slowly and deliberately. The quality or correctness of the prospect's objections or of the salesperson's answers is irrelevant in this exercise. What is important is learning the steps. Use each of the three steps carefully and exactly. The salesperson should repeat this process for each of the three benefits, then you should trade roles and let the new salesperson go through the routine. One of the objections in each sequence should be a price objection.

2. Select a station/system to sell for. Create a dialogue for a local bank as a prospect for each of the four SPIN Selling questions for that station/system. 

