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PAIN – You Have the Cure!

· Well

· Sick

·  ( Hurt  ( 

· Critical
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PAIN – What’s the real problem?

· RULE:
The problem the customer brings to you 

is not the real problem.

· RULE:
Product knowledge does not solve the problem.

· RULE:
Spouting knowledge just means you miss your mommy.

· RULE:
Asking the right questions builds credibility.

· RULE:
Finding the why before the what closes the sale.

What is PAIN?
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· Non-intellectual … not all the time

· Operational Pain

· Emotional … usually

· Visionary Pain

· Visionary Gain

· Personal feelings that motivate toward commitment

What does PAIN sound like?
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PAIN Rules (Expanded)

· The best presentation you give they’ll never see.

· Don’t ever show product knowledge, use it.

· [image: image7.wmf]People hate your ideas, they LOVE theirs.

PAIN / Interest – The Structure

	FOUR LEVELS OF PAIN

1. Statement of Problem (Pain Indicator)

2. Impact on Company

3. Impact on Individual

4. Commitment to Taking Action
	THREE ELEMENTS THAT MAKE UP PAIN

1. An intellectual description of an existing condition or desired result.

2. Why – Why does it exist? The why behind the what. “Why do you suppose that is?”

3. A personal impact on them. i.e. their paycheck, esteem, organizational standing, hours they have to work, bonus, promotions, etc…


RULE: Sales Professionals are in charge of structure, not content. Our prospects and clients are in charge of content. Our structure is general to the specific.

PAIN FUNNEL QUESTIONS – The Disqualifiers

Level 1 – Pain Indicators
· Three symptoms or desires our prospects’ typically express:
· Are there any other issues you’re concerned about?
· Can you be a little more specific? Or why do you suppose it is?
Level 2 – Impact on the Company

· How long has this been a problem?

· What is it costing you in round numbers?

· Have you tried to fix it before?

· How did that work?

· What happens if you don’t fix it?

Level 3 – Impact on the Person

· How do you feel about that?

· Does it affect you personally?

· Who else besides you cares?

· What were you hoping I could do about it?

Level 4 – Commitment

· Let’s pretend I could _______________, what happens next?

The purpose of this step is to determine that your prospect has needs you can address and to mutually agree that those needs are important enough to invest the time to look at your proposed solution.

Why is this approach in the best interest of your client and you?

PAIN / Interest – The Structure

What are some of the statements or conditions clients verbalize that indicate they may be a prospect for you? We call these pain indicators. Pain indicators are typically intellectual statements of a problem or opportunity for which you can provide a solution.

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


Some typical pain indicators Exhibit firms get from prospects and clients are listed below:

	Expensive Shipping Costs
	
	Need to lease or rent

	Out dated design
	
	Lack of adequate storage space

	Lacks clear marketing message
	
	Lack of adequate support

	Inability to get internal consensus
	
	Documentation poorly written

	Too heavy
	
	Need a better configuration

	Space compliances issues
	
	Graphics lack impact

	Short lead time
	
	Easily damaged

	Excessive setup time
	
	Too expensive

	Slow delivery
	
	Too much training required

	Difficult assembly
	
	Lack of return on investment (ROI)


Are the types of pain indicators used by your prospect often related to their position within their organization?  Why?
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PAIN
· Cost to NOT have the phone ring.

· [image: image18.wmf]Cost of competition advancing.

· Cost of saving on market cost 
(brochures, printing, mailing).

GAIN
· Gain of informing customers.

· Gain of bottom line.

Exercise
Team up:

[image: image19.wmf]Starting at the end of the “PAIN” step:

What ONE question would close that compartment?

From PAIN Indicators to PAIN
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A Questioning Strategy

Find the Ace of Spades

(

Assumptive Questions

· Did it help your close when you set customer expectations they had to make a decision at the end of the presentation?

· When you uncovered the budget, how close was it to actual and how did you measure that?


· Up-front when you agreed to do the gap analysis, what was the result?

Exercise

Individually:

1. Pick three benefits or features of your company, product, or service.

1.  


2.  


3.  


2. Design an assumptive strategy set of questions.

3. Be prepared to role-play one.

Personal Impact

Use the Dummy-Up

“I’m not sure how that affects you…?”





Budget

· The Monkey Paw

· Start small; Strike fast

· Double the cost of going to the competition



Budget - Tools

· “Share”

· “Round Numbers”

· “Bracketing”

· “That could be a problem”

Budget Step - Overview

· Talking about money is tough, why?

· Don’t discuss price?

· Is there a budget?

· How would you justify getting a budget for this?



Budget – 
Solve BIGGER Problems




Budget Step - 
The Middle Man

The customer is in the way of you providing the solution.



Decision Step – I

· Who?

· What?

· When?

Decision Step – II

· Where?

· Who?

· How?

Exercises (Role Play)

1. Buying a ___________.

2. Existing client / customer


3. Lead from the mail.

Rules – Lessons Learned

· Get rid of customer empathy.

· Don’t get mad at the customer for something that you didn’t tell’em they couldn’t do.

· You get exactly what you expect…

· Jump to the future.

· Rule of 3+, pattern interrupt.



Fulfillment Step





Fulfillment

· This is your time to make the prospect well again.

· They have felt pain and feel sick.

· Bring on the cure by re-establishing the emotional link (pain).

Review Up-Front Contract

· Review the Up-Front Contract.

· Ask, “Are we still good with this?”

· Accept only Yes or No.



Exception Process

· Something has changed…
Pain, $, Decision.

· Be honest with yourself.

· Measure success to move on.

· Can change be handled real-time?

· Have the guts to exit the process.



Review Pain, Money, Decision




Proof – Solve the Pain



SOLVE
Pain #1
Q: Are you 100% satisfied with…



SOLVE
Pain #2
Q: How is it going…




SOLVE
Pain #3
Q: Rate 1 - 10…

Exception Process

· I.E.
Is there any reason to continue?


Make them be honest

· 0-5
Try a negative reverse.

· 6-8
Continue down the pain funnel.

· 9-10
Ask:


“What questions do you sill have?”


“What’s left to discuss?”


“What do we do next?”

· Be aware of the investment each party has made up to this point.

Fulfillment Don’ts

· Tour our facilities

· Give extra data

(Seagulls & Ball Bearings)



Post Sell Rules

· Get something tangible to walk away with.

· Have the bomb blow up while you are there.

Post Sell – Competitive Threat

· What are you going to tell them when they come to you?

· Rehearsal: Internal / External
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Post Sell – Clear Future


· Define the stopping points.

· Define the warning points.

· Define the starting points.

Post Sell - Referral

· Who do you know that is famous?

· Who do you know that is a leader in your industry?

· Who else?

· Who else?

· Who else?

· WILL YOU INTRODUCE ME?
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The Ripple Effect




The Ripple Effect


Consequences





Reason





Problem





Tell me more…





How long have you been dealing with that?





What have you tried to fix the situation?





Why do you suppose that didn’t work?





Could you give me an example?





How do you feel about that?


 


What has it cost you so far?





Are you close to giving up?





Is there anything else?





Is the problem one that we can fix?





Does the prospect recognize the problem?





Do they acknowledge it is a problem?





Are they willing to do something about it NOW?


Are they committed?





WELL





SICK





HURTING





CRITICAL




















MIRACLE





What issues are you dealing with?





Pain Funnel…





When you tried to…





When you told X to do Y…


How does that make you feel?





Pain #1


Pain #2


Pain #3


Pain #4


Pain #5





This didn’t work, that failed…





I didn’t…


Frusterated





Can you do that for me?





SELLER





BUYER





Use the benefits of your product to ask questions.





Assume they already know and use your stuff.





Looking for:





Wife


Kids


Travel


Money





$





Importance





Commodity





Utility





Value Added





Running From…





Running to…





You





Customer





Solution





MIRACLE





Proof





Present





Fulfillment





UFC





PAIN





Money





Decision





Process Exception





Proof Present Invest Exception





NO





NO





NO





NO





OK





OK





OK





OK





NO





NO





NO





Bonus





Profits





Production





Sales





Morale





Morale





Bonus





Profits





Production





Sales





Morale
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