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Hello. I’m Frances Pratt and I’m so pleased to be with you today at the Women’s Business School, talking to you about sales and selling and about how to get your story across to people in a way that they like and a way that you like and a way that people engage with you and want to buy from you.
So first of all, before we kick off, I just wanted to tell you a little bit about me. I’ve been running – working for myself for about seven years and I’ve been focusing on helping companies and individuals with sales and selling.

Then about, I don’t know, four and a half years ago, it was actually two weeks before my first baby was born. I launched, because I had to give birth to it, a business called Kiss to Sell. That was a business purely focused on helping people who don’t really like sales and selling to understand what it is that sales and selling really is and how they can do it in a way that makes them feel comfortable and not awkward and icky.

Some of those gems I’m here to share with you today. I don’t like to be sold at or sold to. But I know that everybody in the world loves it when we find something that can really truly help us whether it’s in our personal lives or our business lives and that’s what I want you to focus on today.
So let’s think about what we’re going to cover in our session today. First of all, I’m going to talk about you and your inner sales person. We all have them inside and I want you to help – help you understand who she is and what she looks like and how you can unleash her safely.

What I know is once you have the right mind-set, the right activity, then you get the right results. But it has to be in that order. Your mind-set predicates how you think and feel about what you do. Naturally what that means is if you feel and think the right way, then you’re going to make the right actions and do the right things.

But even then, people don’t necessarily know the actions and the elements that they need to do in every day and in every week that will actually help them to get a steady stream of clients knocking on their door.
The third thing that I want to focus on today after our mind-set and our activity – and it’s great to do those things – is results. Results is about money in the door. But it’s also about reviewing what you’ve done. How did it make you feel? How do you think it made other people feel? What were the results for your business? What did you learn from that? One of those results is income and we can’t run our businesses on thin air or love alone, but there’s so much more to be focusing on.
If we focus on those right things, then it feeds the right mind-set. It feeds the right activities and it will feed up [0:02:57] [Inaudible]. So the first thing we’re going to focus on today is mind-set. So I want to think about why you all cringe – well, not all of you, but a lot of you. Why you cringe when you think about sales and selling in your business and it’s probably because you’ve had a really revolting sales experience. So let’s really think about that. I want to put yourself – I want you to put yourself in a position where you’ve been in a really revolting sales situation. If someone has pushed or tried to force you or persuaded you or tricked you into buying something or maybe they didn’t trick you into buying something. But you went away from that situation feeling disgusting.

So just think about what happened in that situation. I’m sure you can all describe it to me in detail. But what I want you to do is just think about what happened. How did they approach you? What happened in the middle? How did they try and end that conversation? Now I’m going to wipe that clean.
Next, I want you to really focus and think about a great sales situation that you’ve been in. Now often when I’m speaking to a group of people and I ask this question, everyone says, “No, no, no. I haven’t been in a great sales situation.” There’s a reason for that. The reason is that when you’re in a great sales situation, you think about it as buying. You don’t go home and say, “Wow! I just had this great – you know, I was sold to and someone sold this to me,” et cetera, et cetera. You say, “I bought something that I really need or I found something or I found a solution to a problem that I have,” and you’re so excited because not only do you know you have the right thing to help you. You know how it’s going to be implemented. You know what you’re going to wear it with, whatever the situation happens to be.
So think about again that situation. What happens at the beginning of that situation? What are the interactions like during and what happens at the end? How do you feel? How do you think the person selling to you – because they still are selling. It’s just a beautiful version of selling. 

So there are two pieces of homework or ideas that I want you to think about, about mind-set. What Henry Ford says, “Whether you think you can or whether you think you can’t, either way you’re right.” So what your mind says to you and what you allow your mind to say to you, dictates how you feel about something, what you do about it and obviously the outcomes of those two things. 

So I want to reward you because your minds are beautiful and powerful things. But we have to use our minds for good and not evil. OK. So here are some mind-set tips around sales and selling that I want to share with you.

The first rule in sales is be yourself. Now, I am an extrovert. But it doesn’t mean that you need to be an extrovert in order to love sales and selling. You don’t. You just have to be yourself because people buy from people that they know, like and trust and there’s nothing more trustworthy or more likeable than someone who’s being very honest and real and really themselves. 

I know hundreds of fantastic salespeople who are introverts, who laugh a lot, who don’t laugh at all, who have three heads, two heads. It doesn’t matter. Whatever you are is perfect.

Now we’ve got all feeling and warm and glowing. I’ve got another rule. Now you’ve got to get over yourself. So the second rule is you’ve got that little voice on your shoulder and the voice says, “Oh, you can’t do that,” or “Don’t do that,” or they might want to talk to you or whatever – just get over that. 
The only person who can say yes to you is your client. The only person who can let you know whether they are going to buy from you, whether they have questions and so many other things, is your client. So you have to shut that little voice up nicely. Just tap it on the shoulder and ask it to nicely go away and you need to put yourself out there and put yourself out of your comfort zone and get over yourself and do the things that are going to let you know what do people want to buy from you.

So the last point on mind-set is this. Stop thinking about sales as being icky and pushy and disgusting and start thinking about sales as helping people buy. You’re there to help people solve a problem that they have. You’re there to help people fulfil a need that they have. So before we leave mind-set, I’m just going to leave you with two things to do. Stop thinking that sales is disgusting and pushy and icky and that you’re manipulating and pushing other people and start thinking about sales as helping people buy.
What you’re doing is you’re helping them solve a problem. You’re helping them overcome a fear. You’re helping them fulfil a need that they have and that’s going to move us very beautifully onto our next item because once you’re feeling and thinking the right way, doing the right actions is so much easier. 
So now we’re going to move on to sales activities and I’m just going to reinforce the point about how you feel predicates what you do. Imagine that you’ve had a meeting with someone and then it’s a week later and you know that you have to pick up the phone to someone.
So if you’re thinking to yourself, “Oh, they’re not going to want to hear from me. I’m being pushy. It’s too soon,” et cetera, et cetera, et cetera, then the minute you pick up the phone, if that’s how you’re thinking and feeling, then that’s going to come across in the tone of your voice, in the words that you choose and even how you react to their response. 

When you start talking to them, they could be silent for a moment and if you’re in that, “Oh my god! They’re reacting badly. I told myself that it wasn’t the right time to call,” et cetera, et cetera. However their pause could be thinking. Let’s think about it the opposite way.

If you pick up the phone thinking, “They’re going to want to talk to me. I know that we had a great meeting. We’ve set up this time,” and you pick up the phone, the words – and even if you look at my body posture, everything changes. 
If there’s suddenly a little silence on the other end of the phone, I don’t think, “Oh, that’s it! It’s my worst nightmare!” I think, “Oh, they’re thinking. They’re considering what I’m saying to them. How great!”

So just that little small change has a massive effect on what you choose to do consciously and subconsciously. I want you to think about how we get the right activities and lots of people think, “Oh, what do I do?” and I want you to stop there because remember, what we’re doing is we’re helping people buy.

So let’s put our customer hat on and feel like they feel. What are the first things that we should do when we meet a prospective client? What journey do we take them on? Imagine we have all the knowledge and all the wisdom just like Glenda the good witch of the North, and your client is Dorothy. She lands. She has been in black and white and she lands in Technicolor for the first time. She’s a little scared and she’s very unsure. The only thing that she has that she knows is Toto. But Glenda comes down and Glenda knows everything. Glenda knows that those ruby slippers can take Dorothy home, but she doesn’t overwhelm her.

She gives her simple instructions. She says, “All you need to do is follow the yellow brick road.” So I want you to think about putting your Glenda on and finding that yellow brick road. What’s the first step? What are the questions that you might need to ask? What are the things that people need to know when they start through the journey with you, start to follow the yellow brick road?

So we have a mind-set of helping people to buy. So if you’re helping someone to buy, the first thing you do isn’t to talk. Because how can you tell them anything about you, how can you help them if you know nothing about them? So I’m going to give you four simple steps to help people to buy from you and the first one is to listen. Simple, right? If we’re going to help people to buy, then we need to listen and understand and know what they want, what they will buy, what they won’t buy, what their budget might be, what their concerns might be.

Secondly, once we really understand what the person wants and who they are and adjust a little bit, then we’re going to do what I call “finding fit”. What are the things that I can offer that are going to be able to help you? Am I going to be able to help you do all of the things that you want or just some of them? There are some people that you’re going to meet that aren’t going to be your clients at all and that’s perfectly OK. So finding fit is also about being really honest about what you can help people with and can’t.

The third step is to look actively for objections. Now there are lots of material out there in sales land about handling objections like this, some fearsome animal that just needs to be scooted out of the way.

Well, objections aren’t fearsome. They’re actually a fantastic indicator that the person is thinking about buying from you. So objections are so efferent. So when I think about objections, I want to actively look for objections. So when I’m talking to people and questioning them and telling them about what I do, I want to uncover any objections that are there because I know when I’m talking to them face to face or on the phone, that’s the best time for me to answer their objections, not when I’ve hung up or when they’ve left.

So looking actively for objections and really helping the people, the person that you’re talking to, to uncover and work those through is critical. The last step is about always to be creating value and we will go into a little bit more detail on that as we go through.

So each of those four steps I’m going to go into in a little bit more detail. First let’s think about listening. Overall, what you’re doing is you’re trying to build a relationship of trust and understanding with this person. So listening is key. What most people don’t understand in communication is that 87 percent of communication is body language. So it’s no wonder that emails get so misread and misrepresented because words are only seven percent. 
So if you can do your selling or your customer investigations face to face, you get a wealth of information from body language. Second option is to use Skype or some other medium where you can at least see some of their body language or third, over the phone, so at least you get the tone and intonation and lastly, if you have to resort to that, email and the written word.
But when people are listening, obviously it uses your ears. We’ve all got that down pat. But it also uses your mind. Don’t be thinking about your shopping list or the other things that you’re doing or trying to interpret too much about what they’re saying. Leave your mind open. Be looking for questions and ways to expand on what you’re learning from the person that you’re working with.

You use your eyes obviously to watch for body language and changes in speed or anything that will give – might give you a hint about how this person is sounding and feeling and thinking. 

Lastly, you might not know this but you use your mouth in listening. You use your mouth because once you think that you’ve understood what they’ve said, the next best thing to do is to repeat it back. So use words like, “What I’ve heard you say today is,” “What I’ve understood from what we’ve talked about today is,” and lay it back to them.
In that way, they get the opportunity to correct or to extend on what you’ve learned. When you go away and try and work with that information, you have the knowledge that you’re right. You’ve got it right in your head because you’ve been able to repeat it back to them and get that confirmation from them.

When you’re listening, obviously you’re listening for the words. But as we’ve just said, words are only seven percent of communication. You’re also listening for the logic. What’s their logic like? How does their business flow? How does their mind flow? But most importantly, what you’re listening for is emotion. Now, I know we’re all women in the room. So I can tell you a dirty little secret. Everybody buys emotionally. I know. Don’t tell anyone.

Often when I’m in a room of men, I will get a lot of men sort of shaking their heads and et cetera, et cetera. But it’s actually a proven fact. We buy on impulse through the limbic brain which is our reptilian brain and it’s all done on emotion. So I want you to emotionally understand where your client is at, how they’re feeling and how you can help them move that feeling on to being happier or more secure or whatever it is that they’re looking for.
OK. So you’ve done listening and you’ve done a really excellent job and you’ve repeated back your understanding. What’s the next step? Step two is finding fit. So this is where you get license to talk about yourself. Finally, right? Because I thought sales was all about talking. Well, this is where you do. But stop. Don’t just start talking about yourself from a script. What I want you to do is think about stories and ideas and motives and whatever else comes to you that actually fits with what you’ve just heard.

So if someone is telling you they have a particular problem, then I want you to tell stories that relate to them. The reason for this is what we want to do is we want to engage the listener. Now everybody in the world listens to one radio station which is WIIFM, which means, “What’s in it for me?”
I’m sure you’ve had conversations with people where you’re talking to them and they disengage or they tune out. Well, equally you’ve had conversations with people where – I call it your lean-in factor where they’ve really been interested. So they physically lean in to learn more. That’s what you’re looking for in a conversation. 
So the best way to do that is to talk about stories that fit what you’ve heard, fit the type of client that you’re talking to, fit the type of problem that they have. So that’s what I mean by finding fit, finding the stories and things that you do that exactly or mostly relate to all the problems or the ideas that you’ve heard from your potential client.
When you’re finding fit, I do want you to talk about what you do because people want to know that. People want to know you do A, B and C, the nuts and bolts of it. But equally and probably they’re more interested in how you do it, particularly if you do things that a lot of other people do.

So how you do it, the systems and processes of why you’ve learned to process things in those ways in your business, those stories are gold. But the real gold, the real sparkle is in why. That’s unique to you, why you set up your business, what frustrations you saw in the world, what you’ve done about it. All of those things about why you set up your business, why you continue and what is it that really keeps you motivated to keep working with the people that you do, that’s the real essence of what people are listening for.
So we’ve listened and then we’ve talked a bit about ourselves and sometimes when we’re explaining what we do, people will have questions. That’s what I call objections, which is the third step, looking for objections. So I want you to actively look for objections. A great way to do that is to have some stories about the common fears or failings or areas that people have objections in your industry or in your business.

If you start by sharing those, then that will encourage the other person, the new person that you’re talking to, to share how they’re feeling about that.

One of the really common objections that people hear all the time is price and Warren Buffett who I love, Warren Buffett said, “Price is what you pay but value is what you get.” That’s really very true. Often when people talk about price, one of two things is happening.
One, they just say that because it’s the most common objection and they think that that will get them off the hook and that probably means that they’re not going to be your client.

But the second reason people raise prices as an objection is they haven’t really thought through what their objections are and they’ve just come out with the thing that’s top of head for them.

But it also means that they may not really understand your value. So when I hear price as an objection, the first thing I do is I make sure I go back to the beginning and detail all of the points of value that I’m offering to this person, so that they really understand what’s involved in what I’m offering and therefore hopefully have a better appreciation of the price that I’m charging for that.

Now I can do a whole new video on pricing and whether to discount or not discount. But I would encourage you to have a price that you are happy with and to basically test that in the marketplace. So sometimes if you’re new to what you’re doing, try a lower price, a medium price and a higher price at three different meetings and see what the market reaction is.

I might be your client but I’m probably not your client. So me giving you pricing advice isn’t going to work. The best people to give you pricing advice are people who want to buy from you. So you found an objection. Great! You’ve answered that and you’ve checked back in with the client to make sure that you’ve answered it to their satisfaction. Great!
Now what? Move on? No, no, no. Look for more. Make sure that you check in with the client. Are there any other objections and make them – if they’re already thinking about implementing or if it’s a product that they use at home, what’s your husband going to think or your family or your kids or your mother or your aunt? Think about – help them think about other objections because objections are your friends, because if you can help them in their mind, successfully answer those now while they have the best resource, you in front of them, then when they go home and try and sell that to their kids because that’s what we do, don’t we? Oh, we’re going to this great thing! I’ve chosen this wonderful restaurant! 
If you can give that person all the tools they need to successfully answer the other objections that they might get, then you’re more likely to win them over as a client. So we’re up to step four. So we’ve done listening. We’ve done finding fit. We found and answered the objections and now, it’s all about value.

There’s an old saying in sales called “the ABC of sales” which is “always be closing”. Well, I hate that version of ABC. It’s pushy and it’s all those tricky, disgusting things that you had in your head when I talked about having a bad sales experience, because they always want to be closing you. It’s about them. It’s not about the clients and the value that they’re adding.

So I’ve made up a new one. It’s “always be creating value” and you might think, “Wow, that’s so beautiful.” It is. But here’s the challenge. The first value has to be to you. Have you got that? The first value has to be to you. What I mean by that is yes, you’re in business because you’re passionate and you had these wonderful ideas. But at the end of the day, you have to value what you do and you have to show that in your pricing and the way that you conduct yourself.

So the first value has to be to you because unless you’re getting value over time out of the business, whether that’s emotional or logical and financial, not or, and, then it’s not sustainable. It’s of no value to the world if you and what you are doing is not sustainable. So you first. 

The second team of people that I want you to add value to are your support group. So if you’re working on your own, then it’s your husband and your family and your friends and everybody else around you, you need to be adding value to them or helping them understand the value you provide.

The third step is your client. Help them see their value and always be reinforcing that with them. Lastly, as women particularly, and I’m sorry if any men are listening, but this is a little secret as well. We’re really interested in leaving the community in a better place. What value do we provide to the greater community? So when I think about my business in sales, I value myself and I love what I do. I’m always using sales with my kids in negotiation tactics, my family. I’ve got a team of wonderful VAs around me. I don’t actually employ anybody.

My clients love me and I’m constantly out there asking them to share that, asking them how they feel, asking them what value they got. So I’m reinforcing and re-understanding that all the time. 

Lastly, this is how I view my value to the community. If I can give you and other women some valuable vital tools to go out and promote and get new clients into your business, then I’ve done something great. So we’ve talked about a lot of theories and ideas. Now I want to give you a really simple tool. Actually it’s my favourite tool and without a lie, I use this more than once every single day of my life. So let me share this with you. It’s called “you, me and the next step”. So where do I use this? You’re thinking, “What is it?” But anyway, I will get to that. 
Where do I use it? I use it in emails, phone conversations. I use it in this video, preparing my notes for it. I use it everywhere. The “you” component is really what I focus on first and it should be – let’s say you’re having a 10-minute conversation with someone. It should be 80 percent of the conversation.
You isn’t about you, sorry. You is about getting the other person to talk. You is getting you to understand as much as you can – remember we talked about listening. As much as you can about the other person. So if it’s an email that you’re writing to someone or a letter that you’re writing to someone you don’t know, then show them what you do know about them. What I’ve seen from your website is, what I know about your industry is, here’s a common problem that I hear all the time from people just like you.

So this is where you show or listen for what you know about these people. So how do you know you’re on the right track? So that’s the “you” component. The “me” component is where I get to talk about me and it’s the bit I love the best. But the “me” component is just like our “finding fit” and it should only be 20 percent of the conversation. So this is where I share stories and ideas about things that I’ve done, that have helped people like that, that have helped the “you” component.

So if I’m talking to accountants, then I use stories about how I’ve helped accountants or if I’m talking about a particular problem, then I use stories about that particular problem. 

Now here’s the juicy bit, the next step. When people are uncomfortable about sales and selling, they’re normally really good at the listening component. They’re less good at the “me” component and talking about themselves. But they’re hopeless at the follow-up. So here’s my tip for you. Instead of leaving that in the ether, set a date and time. So if I have a meeting with someone, I get them to talk. I then talk and then I say, “Great! What I’m going to do from here is …” and I list out the things. I might be writing a proposal. I might be making a phone call, whatever it is that we’ve agreed that I need to do.

Equally, the person that you’re speaking with, they might have jobs to do. So again, list those out. It’s a way of summing up the meeting. This is what we’ve agreed from today.

Don’t just make a list. Have dates and delivery points on those. A big problem is that if I say to you, “Fantastic! I will get you a proposal soon,” soon to me might mean next week, to the next person it might mean tomorrow and to the next person, it might mean next month. Either way, if you don’t deliver on my internal timeframe, that you don’t know anything about, then I think you’re unreliable.

So the simplest way is to set a date and set a date that you can achieve and then do it. But don’t stop there. If I’m sending a proposal to someone, I might say something like this. I might say, “So lovely to meet you today. I’m going to go back and I’m going to put all this information that I’ve discovered about you from our meeting today in a proposal. That proposal is going to tell you what I’ve learned. It’s going to tell you how I think I can help, and then it’s going to talk about the investment and what that might look like with us working together. So I’m going to be able to get that to you on Tuesday morning. So if I do that, when should I give you a follow-up call?”

So it’s not just the next date. It’s the one after that. It’s a bit like chess. You got to plan three or four moves ahead. By doing that, I’ve got two things. One, I know that that Tuesday, I’ve got to get the proposal in. So I get that done and on Thursday, I know that that person is expecting my call. So let’s go right back to the beginning in mind-set. Suddenly if I know that person is expecting my call, it goes from, “Oh my god, they don’t want to hear from me,” to, “Oh my god. I better call because they’re expecting me to call and I don’t want to seem unreliable.”
So knowing that someone is expecting your call makes it so much easier to pick up the phone and do it. So the next step, even though it’s the smallest component of your conversation, has the biggest future impact because if you can follow up and follow through, then you will get many, many more clients and clients who think that you are reliable and wonderful and that’s we all want.

So thank you for sticking with me. So far today, we’ve talked about mind-set and how to get your mind right. We’ve talked about some key activities for you to do and the last thing, the thing that we’re all interested in is the results. 
So as I said right at the beginning, yes, it’s about money. There’s nothing wrong with money. Money is a beautiful word. It helps us feed our kids. It helps us put shoes on their feet. It helps us put shoes on our feet. There’s nothing wrong with money, but it comes at the end of the value and the results chain. So let’s move forward – move backward. Anyway, let’s move down that results chain and look at what we’re looking for.
When I’m coaching people in sales and selling, what I want them to do is stop, think and reflect. Right back at the beginning, I asked you to be brave. I asked you to step out of your comfort zone and get out of your own way and that’s fantastic and I’m so pleased that you’ve done that, haven’t you?

So now what are the results of that? This is a science experiment. If we don’t look at the results, what we have we learned? So once a week or after each meeting, I want you to stop and reflect. What have I learned? What have I learned about my new client or my new potential client? What have I learned about myself? What went really well? What was I really happy with? What would I never ever do again in a blind [0:33:10] [Indiscernible] and everything in between?
So stop, think, reflect. Hone your skills. I was sharing this with a girlfriend of mine the other day. Sales is such an essential business skill. But I think one of the reasons that a lot of schools and business schools neglect to teach sales is it’s really something that can only be learned at the call phase. Yes, I’ve given you lots of tips and tricks but the only way that you are going to get better at selling is by getting up and doing it and being you and learning and reflecting.

Because it’s so action-orientated and it’s so about being in front of other people, people in some ways feel more comfortable to sit in their office and do the numbers or their marketing plan or the other bits and pieces that are just as essential. But sales is about being out there. So learn about yourself. Learn about what you like. Learn about where you struggle and how you can help yourself get over that.

OK. So we’ve looked at the results for you. Now I want you to really focus in on the results for others. How do your team members feel? When you bring in a new client, what does that mean for them? Have you asked them? Go. Do that. It’s so rewarding. How do you know the value that you provide to others unless you stop and ask? Help them to stop and reflect and review.
The same goes for your clients. If you want to really understand why clients value you and why they value what you do, then go and ask them. I can’t tell you. No one can tell you. You can dream about it but only your clients can really honestly tell you what they’ve achieved, what they’ve overcome, how they felt about that. Those stories are so rich and engaging that suddenly when you go out and talk to new people, you will have a bed of beautiful stories to tell people and that lean-in factor will be happening all the time.
So I want to thank you for sticking with me today if you have and I want to say I hope that the information that I’ve given you today has helped you to think, act and see the results of sales completely differently. I really strongly encourage you to make some beautiful notes and do all of that. But get out there. Get out there and talk to your clients. Get out there and talk to your potential clients. You don’t have a business yet? Go out there and talk to people who could be clients.
All of that is rich fodder [0:35:56] [Phonetic]. There’s no point creating all these beautiful things if no one is going to buy them from you and the only people who can buy them and do those things are your potential and your existing clients.

Now I want to tie sales and selling back into the inside work that we do in our business. So I know that we all set numbers and targets. If anyone has prepared a business plan or watched Shark Tank, it’s all about the numbers, right? Yes, they’ve got to have a pretty story and all the feelings, et cetera, et cetera. But it’s going to be about the numbers and I back that up 100 percent. But sales numbers are a little bit different. 

So yes, it’s about the results and bringing those clients in. But what I want you to know – and you won’t know this from the outside, but you will through experience and tracking these numbers. I want you to know how many clients do you need to bring in to get interested in your business, to get all of the results that you want, with paying clients in your business.

So what are the stages and steps that they go through? Where do you lose people? It’s perfectly fine to lose people through that process. That is normal. But if you know the numbers and you know what you want to achieve, then you can actually do the right level of activity, the right number of meetings, phone calls, whatever it happens to be, to actually reach your results and achieve what you want to achieve.

So get out there and sell and – well, listen, find fit, add value. But I want you to think about it and review and collect those numbers and look to improve them over time. So congratulations and I hope you’ve had fun today. I have and thank you very much.

[End of transcript]
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