
[image: image]

THE ART OF PROFESSIONAL SALES

HANDBOOK FOR THE CAREER SELLER

––––––––
[image: ]


by

CRAIG WALKER

Craig Rainey Creative, LLC

Austin, Texas

Copyright © 2021 by Craig Walker.

All rights reserved. No part of this publication may be reproduced, distributed or transmitted in any form or by any means, including photocopying, recording, or other electronic or mechanical methods, without the prior written permission of the publisher, except in the case of brief quotations embodied in critical reviews and certain other noncommercial uses permitted by copyright law. For permission requests, write to the publisher, addressed “Attention: Permissions Coordinator,” at the email address below.

Craig Walker/ Craig Rainey Creative, LLC

Austin, Texas

craigo78660@gmail.com

https://www.linkedin.com/in/craig-walker-024435279/

Ordering Information:

Quantity sales. Special discounts are available on quantity purchases by corporations, associations, and others. For details, contact us at the email address: craigo78660@gmail.com

The Art of Professional Sales / Craig Walker. —1st edition.

ISBN 978-1-7339867-8-6

For My Dearest Alexandra, My Inspiration, and my Muse
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I DECIDED TO WRITE A SALES TRAINING BOOK because I saw that the art of sales was disappearing from most business models. I am not referring to the pursuit of sales numbers. Every business owner and entrepreneur give lip service to the importance of sales. To each of these leaders in industry, sales has become a statistical event only. Businesses nowadays seem to relegate their sales numbers to the same circumstance of chance they assign outside production activities to the weather.

I see the art of professional selling abandoned by so many. Most sellers, and buyers, consider traditional sales an antiquated practice which no longer works. In the modern age of an informed customer base, and the emergence of compassionate business ownership, sales is considered a discourtesy. 

Today company owners focus every aspect of their business on social media popularity and 5-star reviews. The possibility that their sales department might blunder into professional selling and potentially pressure a customer into buying terrifies them.

A part of my preparation for writing this book included searching brick and mortar bookstores and scanning online book retailers for sales training books. I am astounded at how few sales training books are available. I found a few of the standards: Napoleon Hill, Zig Ziglar, and W. Clement Stone, but there were few recently published books on the true art of selling.

Most of what I found centered around celebrity sales phenoms and how they achieved their unprecedented sales numbers. Other books focused upon the psychology of how to avoid upsetting customers while trying to implement carefully guarded persuasion skills.  I saw none that taught professional selling techniques in the context of today’s sophisticated market.

If you have read some of the books available today, you may be surprised at the tone the authors take with their readers. It seems to me that many sales manual writers assume the role of the scolding manager or an impatient parent.

I read a recently published sales book, penned by a currently well-known sales trainer. The book was written from the perspective that sales is hard and if the reader would just toughen up a little, he or she could learn how to do it. Just browsing the table of contents, even the chapter titles seemed a bit condescending.

As we seasoned veterans age in the sales profession, we must be wary of the onset of cynicism towards young people today. It is easy to talk down to a group based upon preconceived notions or from a sense of superiority and prestige. 

As a matter of course, my generation tends to discount the modern generation. People my age feel, as does every previous generation, that we have endured more hardships, and worked more ardently towards our goals, than “kids nowadays.”

I try to keep the painful memories of my early sales fears, and my difficulties in learning the craft, handy when I write for my reader. Like you, there was a time when the sales process was intimidating to me.

I don’t believe that deprecation and belittling is an effective means by which to connect with a reader. Many of the sales books I purchased during my preparation read like a genius talking down to a dullard. When I see the words “merely” or “you just have to do this” in a book, or in the style of writing a book, I am immediately turned off. The process may be simple, but it is not easy. If it were, everyone would be able to do it, and there would be no premium paid for those who excel.

In the sales business, the most obvious difference between the hardships of the past and those of today is the cause of the hardship. In the early years of my sales career, the difficulties centered around learning techniques and applying them to the sales presentation. Today, the hardships are those related to finding a sales position where you can actually learn and use professional sales techniques without being criticized by the fearful and the unknowledgeable. Today, the packaging of the sale is the focus,  not the ability to make a sale consistently and predictably.

The seller who employs professional sales tools, will outperform 

the seller who only practices sales professionally. 

No matter the social or economic pressures affecting a person, I believe in his or her innate values and strengths. If you purchased this book, you are a cut above. I believe that if you take the time to learn what I offer you in this book, you are to be respected.

Do I consider my reader a member of a special group? Yes, I do. I rejoice that there remain in the world ambitious and confident people with a strength of character, and the determination to succeed. You are taking your career seriously enough to put yourself through the hard-headed process of learning a difficult profession in a time when, as a rule, achievement and success are vilified. I find your drive to excel remarkable in respect to how unpopular it is.

I welcome you to the club, even at this early stage in your career. The courage to take that first step is often the most difficult aspect of the journey. You are welcome here. I pledge to share all I know that it may help you succeed in one of the most difficult professions there is. 

Sales is not difficult because it is hard or torturous. Sales is difficult because of many sellers’ preconceived ideas about how to sell.

The untrained salesperson will get his or her nose bloodied by 

defensive buyers who just want to be left alone, or worse, 

have an inherent dislike for salespeople.

Unfortunately for buyers, the product or service does not float into their living room on its own and show off its features. The product or service cannot connect a feature with the buyer’s needs. Until someone figures out how to create a product that does, it is up to sellers to do their job.

In my view, sales is the greatest profession in the world. Where else can you earn a 6-figure living simply by talking with people and helping them get what they want? What other profession allows you to control your time and manage your work as you see fit? 

Although I believe in the prosperity of sales as a profession, I also know that the salesperson is the biggest Built-in-Major-Objection in any offering of a product or service. The professional seller knows how to bring up that huge objection and make it an important addition to the sales process. The amateur does not and fights the salesman battle throughout the sales process. 

The salesman battle is the seller’s efforts to penetrate the buyer’s protective screen he or she erects to keep the seller at a distance.

Why is this book a fraction of the length of most other books on sales? This book is purposely brief. My editor would prefer a thicker volume, filled with ponderous prose. As a consumer of sales training and self-help books, I don’t like wordy sales reference books. I want the author to get to the point and dispense with the soap box lectures, or his or her psychological perspectives on sales.

I don’t believe in prattling on just to increase my word count. If you want a wordy book, please purchase one of my fiction novels. I have been told they are surprisingly good. If you want a quick read 

that was written with respect for your time and effort, this is the one for you.

This book is a launching pad for your career. The topics covered here are fundamental to the sales business. Before you veteran salespeople groan at the idea of starting over, understand that you are not starting over, even if you have been selling for years.

Every professional athlete on any sports team, league, or association attends a pre-season training camp. During training camp, the professional athlete works on the fundamentals of his or her sport. When questioned by reporters, the professional athlete doesn’t denounce the work he or she invests in practicing the fundamentals of the sport. Rather, most interviews and news stories quote the professional athlete extolling the benefits of a successful training camp.

Professional sales is remarkably similar to professional sports. 

Like athletic skill, sales acumen is a perishable skill. 

If you don’t practice, you will lose your sharpness.

I must confess that writing this book has improved my sales techniques. As I wrote, I realized that, like the pro athlete, I knew the basics but had stopped using some of them. Writing this book caused me to focus on the fundamentals of sales. I can assure you I am using the fundamentals now.

I want you to consider this book a reference to which you may refer at any time. The table of contents is clear and concise. You can easily locate and review a specific topic. The book is thin enough that you can carry it with you in a brief case or tote.

I again thank you for choosing me and my book. Your options are numerous, and I am flattered and heartened that you selected this book.

	[image: ]
	 	[image: ]


[image: ]

Introduction

[image: ]


[image: A logo of hands holding a person

Description automatically generated]WeLCOME TO THE MOMENT WHEN YOUR sales career will change forever. National studies show that more than 90% of working salespeople have never cracked a book on sales techniques. Almost 98% have never attended any type of outside sales training, classes, or seminars. This isn’t a one-off fact. Untrained sellers are the new norm. Your purchasing this book places you in the top 10% of all sales professionals working today. Congratulations!
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The History of Modern Sales
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Selling was reinvented as a skilled position during a renaissance of sorts; an era which stretched from the 1960’s through the 1980’s. J. Douglass Edwards is considered the father of modern day selling. Every sales technique taught in every sales seminar and sales manual can be linked directly to J. Douglass Edwards’ methodology.

What was it about Edwards’ approach to sales that changed the salesman from an undesirable aspect of the sale to a key component in the negotiation for goods and services?

Many sales trainers claim that sales is the art of persuasion. I agree that persuasion is a part of the total skillset which comprises a professional seller, but it is not effective if misused or abused. 

In the early days of modern sales, persuasion skills were considered the most valued. Often, the art of persuasion was focused upon, independent of the tools that make the skill work.

At the beginning of my sales career, much of what I was taught in direct sales training courses had to do with positioning a presentation in a way that puts a prospect in a corner. He or she had to play by the seller’s rules or risk being a liar. The seller depended upon the buyer’s sense of honor and fair play to prevail. Did it work? Sure, it did. Even poorly practiced sales techniques are more effective than a lack of technique. Back then there were no online reviews or social media with which to expose the tricksters. However, despite the information-sharing limitations of the day, the word got out that salespeople were manipulative and sneaky.

Over time, professional sales techniques – as they were believed to be – became unpopular with buyers and sellers. As the consumer became more sophisticated and better informed, clever sales tactics were shunned for fear of offending the buyer.

Hollywood bastardized modern sales techniques to fit an unattractive stereotype. Movies like Tin Men, Glengarry Glen Ross, Cadillac Man, and Used Cars portrayed salespeople as desperate and greedy con men, using trickery and subterfuge to take advantage of the unsuspecting buyer.

J. Douglass Edwards’ groundbreaking sales transformation was taken out of context and rendered unpopular. Professional sales tactics were perceived as high pressure and pushy.

Since then, the fear of offending the most highly informed buyer of all time has relegated salespeople to walking product brochures and prolific proposers.
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The State of Sales in the Heart of Free Enterprise
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Description automatically generated with medium confidence]Like those terrified sellers who make up the majority of salespeople today, I believe that high pressure selling is a sin. There is no place in professional sales for pushy sellers. High pressure sales is the result of the clumsy implementation of sales techniques.

What is it about a seller’s efforts to earn a sale that 

are perceived by the buyer to be high pressure?

To earn a sale, the seller must generate Sales Momentum. This momentum appears in many forms, but generally it is an overall eagerness for the buyer to purchase a product or service from the

seller. Sales Momentum must occur naturally. It must be organic to the relationship between the seller and the buyer. If that momentum is manufactured and unnatural to the relationship, it is perceived as high pressure.

How does Sales Momentum occur naturally? Like any crop, it must be planted and cultivated by the seller. This phenomenon begins with the seller’s first contact with the buyer. You will learn how to plant the seeds of Sales Momentum.

Like high pressure, hard closing is a thing of the past. I don’t mean it died with Mr. Edwards. Rather, when used as it was designed, closing is a valuable tool. Like persuasion, closing was focused upon by poor sales trainers, molding it into the process as a tricky word game that seduced salespeople with powerful persuasion tools and clever turns of phrase. The close was presented to sales trainees as verbal sleight of hand: verbal trickery wielded deftly by the sales magician.The close is only as effective as the strength of the presentation. If you present an inch, you will have to close a mile. If you present a mile, you need only to close an inch.

Today, although the economy is stronger than it has ever been, the sales cycle is longer than ever, and more sales are lost to the lowest price. This is a remarkable travesty. Price should be the least concern for a buyer in a booming economy.

Sellers play the sales numbers as always. The numbers they play now, however, carry similar odds to those which determine the winners of the state lottery. Without an understanding of why a customer buys, the seller will never achieve sustainable sales statistics. The amount of time and effort required for the average modern seller to close a sale has been unnecessarily lengthened because of ignorance and misplaced fear. 
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The saying, “The Customer is Always Right” has never been taken more literally than it is today. The customer is not always right. If that were true, then anytime a customer says that a company, product, or service is horrible or overpriced, the company or product must necessarily be completely renovated or removed from the market. In the world of the customer is always right, when a customer tells you that your offer is too expensive, it means you must lower the price.

The customer is rarely right. The saying, The Customer is Always Right was the brainchild of the uninspired and overly altruistic mind of an unrealistic consumer advocate.

In a moment of brilliance, sales trainers recently conceived a creative correction to the miss-statement. It is now said that the seller’s job is to Make the Customer be Right.

My belief is less poetic but more practical than that. I believe that the seller’s role is to:

Bring the customer into a state of agreement where the product 

or service the seller offers meets the buyer’s needs 

and is priced fairly for what it provides in use and quality.
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The Path of Least Resistance
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Why do salespeople choose the path of least resistance, even at the risk of their income?    FEAR

Whether we fear rejection, or we fear confrontation, we all dislike 

being placed in a position where something we dread may occur.

A seller’s fear is as real and unavoidable as the buyer’s resentment of pressure. It is also as easily remedied.  If the seller Sets the Table for the Sales Process, positioning himself or herself as a key component in the proposal presentation decision phase, the buyer will expect the seller’s participation. The buyer will feel no resentment or fear in the seller providing that participation.

Many salespeople fail to earn the credibility required to be accepted by the buyer and are subsequently unwelcome beyond the delivery of the proposal.

With the prevalence of fearful salespeople today, buyers pick up on the fear of the seller and perceive any assertiveness by the seller as pressure. The buyer will welcome the lack of pressure in the seller’s reluctance, and the sale will go to someone who is unafraid.

Applied to another profession, the reluctant seller is like a surgeon who is afraid to cut into a patient. In both cases, the buyer and the patient will suffer ill effect from the seller or surgeon’s fears. The path of least resistance is paved by fear. Find courage in the sales process. The process works.
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Your Role as a Professional Seller
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Description automatically generated]It is not necessary that you become an expert on the product or service you offer. In many cases your technical knowledge can confuse a buyer who knows little about the nuts and bolts of your product and may create unhelpful objections.

Often, sellers fall back upon their technical knowledge as a crutch rather than depending upon the sales process to deliver them the sale.

I spent much of my career in the home improvement sales business. Most “salespeople” in the remodeling industry are former business owners and tradespeople.

I agree that industry knowledge in as technically demanding a business as remodeling is helpful, but I believe equally that most of that knowledge is unnecessary with the use of skillful selling techniques.

It is rare that a highly trained technician or a former trades person is also good at professional sales. Conversely, it is just as rare that a professional career seller is also adept at the technical or mechanical aspects of his or her product or service.

The skills to be a technical person are much different than those which comprise a professional seller. The personalities of the two vocations often vary widely. The chances that the proper personality and aptitude for each vocation meet in one person is remote.

Most industry pros confuse their experience with sales ability.

It is more practical to train a professional seller in the features and benefits of a product or service than it is to train a technician or artisan how to
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