Not every situation could be resolved as easily or as amiably, but it’s worth a try. Humor goes a long way toward
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defusing potentially difficult situations.

It’s also worth it to recall thar most employees have discretionary decision-making ability that they can choose
to leverage on your behalf—or nor. Within the paramecers of each person’s job is typically an assortment of
services or add-ons they can extend to add value to the transaction. When you manage the encounter with

respect and courtesy, you will be far more assured of being offered these “extras”.

Like most interactive processes, there are two sides to the customer service story. Individuals on both sides of

the equation have a responsibility to do whatever they can to create a good customer service experience.

Everybody’s in Sales

Hey, who here is in sales?

Try asking that question to a group of business people some time. The hands that go up immediately are the
obvious ones. In other words, the people who have “sales” in their titles will confess. As for the others? Very

few others will consider the possibility for a moment that their jobs include sales of any type.

If you feel like being even bolder, try asking that same question to people in higher education! Even fewer will
be willing to admit that part of their job requires presenting a sales opportunity and closing the deal. Even
those of us on the customized training side of community colleges are often slow to realize that delivering high
quality, affordable workforce development offerings is only part of our jobs—selling them to those who need

them is equally, if not more, important.
Why are people so slow to embrace the concept of being a salesperson?

Maybe it's because when people hear the word “sales,” visions of Rodney Dangerfield as the salesman in Used
Cars dance through their heads like sugar plums. Or maybe their fitst association with the word “sales” is of
hangdog Willie Lohmann from the Arthur Miller play, leading his life of “quiet desperation.” Still others may
think of the fast-ralking, superficial salesmen from movies like Tommy Boy, Glengarry Glen Ross and Tin Men.
At the end of the day, these stereotypes and caricatures lead most people to prefer a root canal with no anes-

thesta to being involved in sales.

Gert rid of the talse perceptions caused by the entertainment industry about sales, and the answer to the ques-

tion “Who's in Sales?” is one word: Everybody. The reality is we are all in sales.
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On the micro level, we are all in a position to have to “sell” our ideas to our families and friends every day.
Knowing how to provide people with information in such a way as to persuade them to buy into your idea—
whether it’s about which restauranc to choose, movie to attend or house to buy—is the basis of the subtle art of

sales.

Whether we realize it or not, all of us take that same concept up a notch in the work environment. Regardless
of our position, we must sell our ideas to our colleagues and work groups. What part of the new project do we
tackle firsz2 Why should you be the presenter? Who’s going to develop the evaluation tool? Need to fund a new
position in your depastment for FY 20067 You'll need to sell that idea to your boss.

In short, when you have an idea about how something should take place, it is up to you to “sell” that notion to

those around you.

Whether you're selling something directly or indirectly, a few basic ideas can put you in a better position to

negotiate assertively and meet your objectives.

1. The Opening (Meet and Greet)
The first phase of the sales process is the Opening. Take a few minutes to focus on THEM. Get personally and
professionally acquainted. Put them in the mood to talk. Talk about their interests, but in your mind,
always keep focused on an agenda. (A true rule for sales is that your agenda is written, verbal or developed

with the client—it’s up to you to decide which of the three it will be, but you must have one!)

2. Questioning
If there's one thing | know about human nature, it’s this: people love to talk about themselves. Give
them free reign. Ask about the current state of their business, organization or department. What are their
challenges right now? What goals are they striving for? In other words, listen, listen, listen! You'll find
as you become more accomplished that the most effective sales pitch relies far more on listening than

talking—pay attention!

3 Match your products/services with the needs
When you have a good idea of what's happening with the potential client—and not before—suggest
ways that your products and services can ease their challenges and help them meet their goals. Talk to
them very specifically about other businesses that have used what you have to offer to solve similar
problems. One of the secrets of sales success is the ability to paint a picture in the custcomer’s mind
about how what you have to offer will meet their needs.

For example, the sales staffs [ have led at community colleges have taken an Evidence Book with them

on all calls with prospective clients. A very specific record of successes as reflected in newspaper articles,
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letters of reference and testimonials, the Evidence Book shows potential customers what your college
does more effectively than the staff could ever tell them. A ringing endorsement from chird parties is far

more credible than your own glowing appraisals could ever be.

4 The Closing (The Next Step)
People often fear this scep. They are afraid to ask for the order. Getting to the next step is often as easy
as saying “What days of the week would be best for you to offer this class?” or “Would you prefer to pay
all at once, or will you require a payment plan?” Don'’t assumne the person you're talking
with knows where to go next. Direct them to the sale. If you don’t develop this all-important part

of your sales process, you'll find yourself leaving a lot of business on the table.

Going through these four steps will keep you on track during the encounter, but before you make contact keep

these three things in mind:

* Know your Service
Become as familiar as you possibly can abour the course offerings you have. Knowledge is power, and you can

convert this knowledge into contracts if you work at it.

¢ Set Goals
Knowledge may be power, but thinking without action doesn’t get the job done. A sales team must develop
a series of straightforward, measurable activities that help put your programs and services in front of the right
people. Try setting a minimum number of potential-client or priority customer contacts each team member
must make per week-- contacts made by mail chrough a newsletter, email or phone. Set goals for the number
of events each person must schedule and coordinate to bring in potential business—things like events and
conferences. Require each person to make a certain number of presentations in the community each year at

organizations like your local Chamber of Commerce, Rotary Club or other service groups.

¢ Generate Revenue

This item will take care of itself if Items 1 and 2 above are addressed appropriately.

Setting individual sales goals and targets is important, but it also helps to have a team financial goal that
everyone is trying to achieve together. Keep each other posted through weekly sales meetings that focus on
three agenda items: Contacts Made, Contracts Pending and Product Knowledge.

Perfecting the sales process takes practice, but it also takes education. When | have led teams, we have invest-
ed time and resources in quarterly sales training to lead us to achieving our personal and team sales goals. In
my experience in taking two community colleges from deficit to profit, | have concluded thar this type of sales
philosophy is one of the missing links that stands between getting the opportunity to serve your customers
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and bhaving them choose another vendor.

At this point, if you are not able to convince the customer that your community college’s customized training
options are the best solution to their workforce development needs, you have done them a disservice. Those of
us who have worked with business and industry for many years know that comnmunity college-based options are
every bir as effective as significantly higher priced options from private consultants. Leaming how to present
the full picture of our programs and services appeals to the nobler motivation that underlies all the work we do:
to help peaple. We can’t deliver the services our potential clients need if we can’t get the opportunity to pres-

ent our initiatives thoroughly, and help them make a decision.

Field Trip 101: A Fun, Fast Way to Build Team

Most managers agree: building a sense of team in the workplace is good for morale. Good morale equals better
staff retention, and better staff retention equals increased productivity. Good productivity drives the company

forward, and everybody’s happy. All good stuff, and all worth planning for, right?

That'’s why a large segment of the organizarional development industry is now devoted to team building.
Companies spend thousands of dollars to send their staffs to expensive retreats where professionals conduct

group exercises, all meant to drive home the imporrance of teamwork.

In 15 years of working with teams~-—from the Dale Camegie Organization through two institutions of higher
education—I’ve learned an important thing about team-building: it’s really very simple. It's all about getting

personal.

If there were a way to create an environment rhat is more than just a training session, where barriers collapse
and esprit de corps builds naturally, would you be interested? All the better if there were no need for an expensive

facilitator, or reservations at an oft-site conference center or retreat house, right?

Let me introduce you to Field Trip 101™

Field Trip 101™ borrows from the same philosophy that made getting out of the classroom fun and valuable
for reachers and students. Quite simply, there’s a lot to be leamed outside of the office environment—not only

about the business we're in, but also about each other. With a little thought, there are plenty of ways o plan

the trip so that it’s educational for all, while providing great opportunities to create memories and build ream.

Field Trip 101™ is based on The 3 C’s:
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