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INTRODUCTION

Selling Against the Competition™ is a one-day workshop featuring in-depth
discussions, practice exercises, and application activities centered on helping
you analyze and prepare for competitive selling situations.

The prework is a prerequisite for the Selling Against the Competition™
workshop. Its intent is to lay the groundwork for your effective participation in
the program. The workshop activities have been designed around the premise
that you will have completed this booklet. The outcome of the workshop and
how much you benefit from it depend on the time you invest in the prework.

To prepare for this workshop, plan to set aside approximately one hour to
complete the following:
@ Read all sections of this Prework booklet to gain an understanding of
what will be covered in the workshop.
® Select a target account, assemble all requested account information,
and bring the information with you to the workshop. In the workshop,
you will focus on your work with this target account.
e Complete the worksheet on page 7 to help you set personal goals for
the workshop.

Be sure fo bring this Prework booklet and your account information to the
Selling Against the Competition™ workshop.
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WHY INVEST YOUR TIME?

What's Changing?

The rules for doing business have shifted. Traditional models no longer apply. In
times of slow growth or shrinking markets — and even new or expanding ones —
companies must find ways to take market share from competitors in order to
succeed. Today, competition has the upper hand.

This intensified competition puts effective selling in the spotlight. Although
selling skills have always been important, having a solid plan and strategies for
managing competitive selling situations is now more crucial than ever.

Nearly all industries have seen products and services become more complex,
more varied, and more prolific. New versions of equipment, technology, and
machinery are introduced too fast for many companies to keep up with the state
of the art. And by the time a buying decision is made and the transition to a new
product is complete, something better has already come along.

Adding to the speed with which markets change is the deluge of information
that rains down from the media, the Internet, company product announcements,
public relations firms, ad agencies, analysts, conferences, and trade shows.
Change isn’t just in the air. It is the air.

What's Challenging?

In today’s atmosphere, touting a company’s products is no longer enough. Sales
professionals must understand their competition and their customers as well as
they understand their own company. They must find new approaches to navigate
the twists and turns of increasingly complex sales processes. And they must do
their research if they hope to locate — and acquire — new customers, the ones
their competition let get away.
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You, or your company, may be wondering how you will:

Compete against highly funded mega-corporations entering your
market and undercutting current pricing to gain market share.

Deal with tighter budgets and contract approvals designed to control
spending.

Expand your sales offerings, services, and opportunities.

Maintain loyal customer contacts in an employment market where
people change jobs every few years — or even months.

Very little about successful selling looks easy in such a high stakes environment.

It may be hard to:

e Keep up to date on your market, understand the shifting dynamics of
the competition, and identify long-term changes and trends.

® Determine what you know and, more important, what you need to
know to sell in the marketplace.

® Analyze a selling situation to determine how to prevail against your
competition.

® Position your product’s benefits as solutions to help your customers
succeed.

@ Uncover the pivotal needs a customer fails to share or, sometimes, even
recognize — needs that can motivate a sale.

® Identify and close important information gaps.

@ Find and establish new contacts within a current or prospective

customer organization.
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Workshop Objectives

At the conclusion of this program, you will be able to:
@ Organize the information you need to position product/service benefits
as meaningful solutions to customers’ needs and business objectives.
@ Use planning tools to clarify and leverage what differentiates you from
your competition.
® Create a selling proposition based on value to the customer.
® Recognize and plan to address challenging customer reactions.

With these skills, you will be prepared to manage selling against the competition
instead of letting the competition manage you. You will gain confidence by
knowing how you need to proceed and what you can do to turn a reluctant buyer
into an eventual customer. And you will gain greater success in your career and,
at the same time, strengthen your company’s position in the competitive
marketplace.
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YOUR PERSONAL LEARNING GOALS

Based on what you’ve just read and any other thoughts you have about
developing strategies for competitive selling, describe your personal learning
goals for this workshop:
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COMMON UNDERSTANDING

To ensure a common understanding of the terms used in this workshop, read this
list of definitions.

® Need: A customer’s desire to improve a situation or accomplish something.

To recognize customer needs, listen for words or phrases that express this
desire. For example:

“ITwant ... ” “I hope ... ”
“I'need ... ” “It’s important for us to ... ”
“Our objective is ... ” “Were interested in ... ”

@ Circumstances: Why the customer has the need. Circumstances include
facts, conditions, and events in the customer’s environment, as well as how
the customer is feeling or responding to them.

® Need behind the need: Why the need is important to the customer.
The need behind the need is usually a larger goal the customer wants to
accomplish and is often related to finance, performance/productivity,
or image.

® Opportunity: The potential for your product and organization to improve a
situation or accomplish something for a customer.

A customer might express an opportunity as:
“We ve had some problems ... ”

”»

“Our people spend too much time ...

“We haven't been able to ...
“It’s costing too much ... ”
® Feature: a characteristic of your product/service.

® Benefit: what a feature means to a customer.
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Indifference: When a customer expresses satisfaction with his or her
current circumstances.

A customer might express indifference by saying:

“We already use another product, and we re happy with it.”

“We re not looking for any help in that area.”

Misunderstanding: When a customer has incomplete or incorrect
information and thinks you can’t provide a particular feature or benefit

when, in fact, you can.

A customer might express a misunderstanding by saying:
“We ve got to have a dedicated salesperson to manage our account, and

your company can 't guarantee that.”
(In fact, your company will guarantee a dedicated salesperson.)

® Skepticism: When a customer doesn’t believe that your product/service or

organization has a feature or will provide the benefit you’ve described.

A customer might express skepticism by saying:
“What you ve described sounds too good to be true.”
“It’s hard to believe your company will meet those service standards.”

Drawback: When a customer is dissatisfied with the presence or absence of
a feature or benefit.

A customer might express a drawback by saying:
“Your price is at least 10 percent higher than your competitor’s.”

“We need 24/7 support, and you don 't provide that.”
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TYPES OF COMPETITIVE SELLING SITUATIONS

Your role as a consultative salesperson is to uncover customer needs that can be
satisfied by the benefits of your product(s) and/or service(s). When selling
against the competition, you’ll have to convince the customer that your
product(s) or service(s) can satisfy his or her needs more effectively than those
of your key competitors.

The types of situations in which you sell against the competition are listed
below. As you review them, think of the one most critical competitive selling
situation you are facing currently. Based on that, which of these situations is
most true for you? Place a check mark (v) in the appropriate box(es).

a

a

The customer is looking at your product(s)/service(s) and at one or
more of your competitor’s.

The customer is using a competitor’s product(s)/service(s), and you are
trying to displace the competitor.

The customer is using your product(s)/service(s), and a competitor is
trying to displace you.

The customer is using both your product(s)/service(s) and a
competitor’s product(s)/service(s), and you are trying to increase your
share of the business.

PREWORK: SELLING AGAINST THE COMPETITION™ 10



© AchieveGlobal, Inc.

YOUR TARGET ACCOUNT

Selecting Your Target Account

Throughout the Selling Against the Competition™ workshop, you’ll be working
with one of your own accounts. The account you choose should represent a
major selling opportunity for you, and it should meet the following criteria.

The account should be a current customer situation where:
® A competitor’s products/services are being used or considered.
® You anticipate some concerns and reactions from the customer.

@ The account presents some competitor-driven challenges that you are
currently attempting to meet.

Additional guidelines to help you choose the target account:
e Don't pick an account you have not yet called on.

® You should be familiar enough with the account to know at least some of
the key players you will be working with.

It is recommended that you speak with your manager and discuss which account
to target for the workshop. Make sure your selection meets the above criteria.

Completing the Background Information

The worksheets on the following pages contain places for you to capture basic
information about your target account and the competitors you’re up against.
You will need to gather any information you don’t currently have and record it
on the worksheets. An example of completed worksheets can be found on pages
15 and 16.

You will use this information during the workshop to develop your strategies for
competitive selling. In your job, you can use this information when preparing to
sell against the competition.

PREWORK: SELLING AGAINST THE COMPETITION"™ 11



TARGET ACCOUNT: Background Information

NAME Of ACCOUNE: ...t
Customer’s name and title (your primary contact):................cccoooevvveiiiiiicicc
Type of BUSINESS: ...........ooiiiiii e

Products/services you're selling to this customer:

Based on what you know about your customer, complete the worksheet below:

1. What are this customer’s needs?

2. What are the circumstances (facts, conditions, and events in the customer’s
environment) that are driving these needs?

3. What is the customer’s need behind the need? (Why is the need important?)
The need behind the need is usually a larger goal the customer wants to
accomplish, and is often related to finance, productivity/performance,
or image.
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TARGET ACCOUNT: Competitor Background Information

There may be a number of different competitors for your product(s) or
service(s), but within each geographic or functional area there probably will be
several key competitors who account for the biggest share of the market for a
specific product or service. If you aren’t sure who the key competitors are in
your area, ask other salespeople or your manager.

1.

In the space below, list your two top competitors for the product/service you
identified on page 12.

PrOAUCE/SEIVICE: ...ttt et
ComPEfOr T: ...

CoMPEITOr 2: ...ttt

Which competitive product(s) or service(s) is the customer using, if any?

® s the customer totally satisfied or dissatisfied with the competition?
Why?

any? Why?
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COMPETING FOR WALLET SHARE

Individuals and organizations typically have a limited amount of money to
spend. Your competition could be anyone who is trying to persuade customers to
open their wallets and spend those limited resources on the products and
services they offer. Your competition is anyone competing for a share of the
customer’s wallet.

Most salespeople have experienced losing a sale because “budgets have been
cut” or “the money was reallocated” or “we decided we could hold off until next
year.” In the majority of these cases, available funds were diverted elsewhere.

Think about your target account. Instead of investing in your type of product or
service, what other purchases, if any, might the customer make to achieve his or
her goals?
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TARGET ACCOUNT: Background Information

Forefront Technical Systems

. Computer systems
Type of business: ........ O e

Products/services you're selling to this customer:
Market research services

Based on what you know about your customer, complete the worksheet below:

1. What are this customer’s needs?
Up-to-date competitive analysis and customer profiles

2.  What are the circumstances (facts, conditions, and events in the customer’s
environment) that are driving these needs?
Recent reorganization of sales force; expanded product offerings

3. What is the customer’s need behind the need? (Why is the need important?)
The need behind the need is usually a larger goal the customer wants to
accomplish, and is often related to finance, productivity/performance,
or image.

Sales are below forecast; salespeople must improve productivity
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