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This is the first in a series of articles dedicated to helping salespeople sell on value instead of price.
It's an all-too-familiar predicament for salespeople — the customer who insists on knowing the price of
a product long before the salesperson can determine that customer’s needs.

Salespeople are constantly under pressure to reduce prices and, after a while, it can readily take a
toll. Some salespeople become convinced that price is the driving force behind customer’s buying
decisions. In same cases, this is true, but in our experience, it is usually other factors that are driving
decisions.

To ensure that your sales team is selling on value, they must understand the sales process and how
price plays itself out in each stage. For example, leading sales experts have identified three stages
that customers go through when they make a buying decision:

1. Recognizing needs
2. Evaluating alternatives
3. Resolving concerns

Depending on the size and scope of the purchase, this process can happen in mere seconds, or it
can take months and even years. Understanding the role that pricing plays in each stage is important
knowledge, which helps salespeople navigate the rocky shoals of pricing more successfully. In this
newsletter, we will focus on Stage 1 — Recognizing Needs, and provide some effective responses for
salespeople to use when faced with customers who are stuck on price.

Stage 1 — Recognizing Needs

The first stage of the buying process is recognizing needs. At this stage, customers are becoming
aware of whether or not they have a need. If they recognize they have a need, and they care about it
enough, then they will choose to do something about it. An effective salesperson’s job at this stage is
to accomplish three things:
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» Uncover dissatisfaction — do customers in fact have a need? Are they dissatisfied with their
current situation, or would they be if they knew more about your offering?

* Build on their dissatisfaction — fully develop the need to a point that causes the account to act.

» Selectively channel dissatisfaction — focus on uncovering dissatisfaction in those areas in which
your offering provides the customer with the best solution.

This all sounds pretty straightforward on paper, but it is not. (See illustration, “1. Recognizing Needs”)

1. RECOGNIZING NEEDS

PRICE CONCERNS

———
- —_——

Level of -
Customer
Concern
//
APPLICATION CONCERNS

1. RECOGNIZING NEEDS 2. EVALUATING NEEDS 3. SOLVING CONCERNS
STAGES OF SELLING CYCLE

In fact, it is often an uncomfortable process, and this is when pricing can become a barrier to
advancing the process.

One of the strategies that customers use to deal with their discomfort is to reach for things they
understand, and price is often the first thing they seize upon. The result is that the customer
pressures the salesperson to provide pricing information long before it is appropriate.

Ineffective salespeople make the mistake of providing their price and then hoping that it is low enough
to pique the customer’s interest. A more effective way to handle this situation is summarized in the
chart to the right.
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CUSTOMER
OBJECTIVE

PROBLEM

SUGGESTED
RESPONSE

Reduce feelings of
discomfort about
ambiguity

Trying to put
salesperson on
defensive, rather
than feel
uncomfortable
about not
understanding
their own needs.

| cannot give you a good
estimate of price until |
properly understand your
needs and have a chance
to develop a proposal that
is customized to address
those needs.

Reduce time spent on
reaching decision

Using price
inappropriately
in their decision-
making process.
Need to under-
stand their
needs first.

| would be happy to give
you an estimate after |
have had a chance to
learn more about
whether there is a basis
upon which we can do
business.

Or:

If you invest this hour, | will
be happy to prepare a
proposal outlining the
benefits of doing business
with our company, as well
as provide a price.

If the customer still insists on hearing your price before proceeding any further, the | suggest you
respond with the following question: “Do you believe that the lowest price is the best value? If so,
why?” This question is fair, and, by asking it, you will get valuable information that will help you decide
whether or not you want to provide your prices (hopefully not). Otherwise, you should now be in a
position to ask many more useful questions that will let you move the sales process forward.

Our next newsletter will talk about Stage 2 — Evaluating Alternatives 3/3
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