Commercial Training 2-28-17
Updates:
There are 3 comprehensive trials available for qualifying companies
· At least 400 pieces of equipment and at least 1000 gallons of fuel consumed per month and per piece of equipment.
· The next 1 day workshop located at the Maple Grove corporate office will be Friday April 7th and another date Saturday Apri15th, 2017 – visit http://becomeproworkshop.com to register
1. The online portion of training must be completed by March 31st to attend either of these in-person trainings.
2. We invite all currently certified GDI reps to attend - there is a $25 fee for currently certified reps, which covers lunch, printed materials, and a new GDI thumb drive with current GDI documents.  
Questions, Comments, and Successes:
· Questions for Xp Lab and/or GDI - 
· Marketing and Qualifying Potential Clients –
· Xp3 Questions -  
· Helping Customers Prove Benefits – 
· Sales Questions - 
· Referrals and Testimonials – 
What are some topics that your customers ask about and that you would like more information about?
· T
Fuel and Industry Related Info:
Construction related article on what OEM’s are doing to produce more efficient Tier 4 emissions compliant wheel loaders – 
· http://www.equipmentworld.com/forget-tier-4-how-else-have-oems-been-improving-wheel-loaders-since-resolving-after-treatment/ 
1. Note the section at the bottom of the page under the “Tier 4 Final Lingers” section (2nd paragraph) where they make mention of the concerns of fleet owners over DEF consumption
· This is an area where Xp3 can help companies to reduce maintenance costs.
Really interesting article UPS using drones to make deliveries to reduce fuel, maintenance, & emissions.
· http://www.equipmentworld.com/ups-launches-drone-from-truck-to-make-first-unmanned-residential-delivery-video/ 
1. 2nd full paragraph - Again, this shows that companies are looking for ways to reduce costs and operate more efficiently, which Xp3 can help accomplish.
Article talking about a new technology you may start to see on trucks in late 2017 – 
· http://www.truckinginfo.com/channel/fuel-smarts/product/detail/2017/02/two-new-aero-options-from-flowbelow-aero.aspx 
1. Work in conjunction with trailer skirts and tails
· Supplemental website -  http://www.flowbelow.com/aerokit/ 
· Claim to reduce fuel consumption by 2.23%
· [bookmark: _GoBack]1 year R.O.I. for most long haul fleets
--------------------------------------------------------------------------------------------------------------------------------------
Supplemental articles and info
Article talking about variable engine-driven accessories and whether or not they really are worth the investment
· http://www.truckinginfo.com/channel/fuel-smarts/news/story/2017/02/nacfe-issues-variable-engine-drive-accessory-confidence-report-at-tmc.aspx 
1. Great supplemental page – check out video in the middle of the page 
· http://truckingefficiency.org/powertrain/electrically-driven-accessories
Article talking about the health impacts of sitting all day for truckers
·  http://www.truckersnews.com/steps-to-lower-risk-of-health-problems-from-sitting/ 
1. Great supplemental article - http://www.truckersnews.com/sitting-all-day-could-be-bad-for-your-health/ 
Potential source of information about transportation fleets to help locate companies that could be ideal clients – click the “Read More” button about a specific fleet you’re interested in learning more about
· http://www.tlimagazine.com/sections/trucking-and-freight 
1. Look for companies and check on LinkedIn for connections
For distributors looking for bus, transportation, and motorcoach info – this can be a great resource
· http://www.metro-magazine.com/bus 
Check out and share this auction by Kenworth to help Trucker’s Against Trafficking
· http://www.truckersnews.com/auction-truck-benefits-human-trafficking-group/ 
1. Great opportunity to share this important project and remind your current customers that a portion of every purchase is donated to Fuel Hope and our partnership with organizations like Trucker’s Against Trafficking
----------------------------------------------------------------------------------------------------------------------------------------
Sales Training:
On a couple of recent calls, we asked an important question and appreciate your feedback
 “If you had a “wish list” of the content and information provided on the GDI website or store, what would be included?”
2. Mobile optimized website – 
3. Product and pricing information to be clearer - 
-------------------------------------------------------------------------------------------------------------------------------------
Article and infographic (2015) explaining the importance of sharing (and creating content) that contains video – 
· https://animoto.com/blog/business/video-marketing-cheat-sheet-infographic/ 
1. 4 times as many consumers would rather watch a video about a product than read about it
2. 4 in 5 consumers say a video showing how a product or service works is important
· This article supplemental article points out that emails with the word “video” in the subject line are more likely to be opened – 
· Supplemental article on videos and what customers want from your videos – https://blog.hubspot.com/marketing/what-consumers-want-video#sm.000t7ca6bl1qcvk11eb2g0x5m3q7y 
Some great ideas for email subject lines for your marketing/follow up emails
· https://blog.hubspot.com/sales/sales-email-opening-lines#sm.000t7ca6bl1qcvk11eb2g0x5m3q7y 
1. Did you know (interesting statistic)?
2. (Insert name of a mutual connection) recommended we talk
3. I recently came across this (piece of content – article, video, etc.) that I thought would help
4. Congratulations on (something you saw about the person of the company)
Great video with 5 tips to close more B2B sales
· https://www.youtube.com/watch?v=UI7xLovzx3w 
1. Understanding your value proposition (your key statement of the value you provide to clients)
· Do you have that statement memorized and can do it any time?
· 1 option to consider is to use the back of your business card to do the work for you.
2. Focus on their challenges – without understanding and helping to solve them, there will be no sale.
3. Get face-to-face meeting OR on a skype call
4. Be proud of your premium price – good prospects don’t care about price because they are focused on the value you provide in solving their problems
5. Consider offering two to three different purchase options – high price, low price, medium price option


More highlights from the book S.P.I.N. Selling by Neil Rackham
[image: Image result for spin selling]
· Neil is a respected research psychologist looking at the selling process for large and small sales
1. Spent 10 years researching over 35,000 sales calls and evaluating 116 factors that could have impacted sales in 27 countries
· Presented to and worked with companies like Xerox, IBM, AT&T, and CitiCorp
· Pg 10 – “…as the sale grows larger, the customer puts more emphasis on the salesperson as a factor in the decision.”
1. As we talk to larger companies, our expertise, professionalism, and process become more important.  This is why it’s a good idea for new GDI reps to hone their skills with smaller companies.
· Pg 11 – The Four Stages of a Sales Call – 
1. Preliminaries – warming up the conversation including how you introduce yourself and how you begin the conversation
2. Investigating – asking questions to identify the customers wants/needs
· Pg. 12 - Some case studies show that overall sales volume can increase by over 20% by developing improved investigating skills 
· Pg. 14 -  “There is a clear statistical association between the use of questions and success of the interaction.”
· Two types of questions – 
· Closed – questions that elicit “yes” or “no” response
·  Open – require more than “yes” or “no” responses
· None of Neil’s studies showed that open or closed questions had any meaning (impact) in high value sales
· Pg. 19 – “…success in major sales depends more than anything else, on how the Investigating stage of the call is handled.”
3. Demonstrating capability – this is where you show the customer that you have a solution that will contribute to solving their problems and meeting their needs
· Can include a formal presentation, showing the product in action (demo for Xp3), and sharing 3rd party info (videos, testimonies, case studies, test data, etc.)
4. Obtaining commitment – this is where we get some sort of commitment like a purchase, another meeting, an introduction to a committee, etc. 
· “Thinking about it” is NOT a commitment
· Pg 17 – Introduction to S.P.I.N. questions
1. Situation Questions  - data gathering question about facts and background.  Successful sales people don’t overuse them
· “We partner with companies to help them increase their profits, decrease maintenance costs and down time, and keep their equipment running better and longer.  Which of these do you feel would help your company the most?”
2. Problem Questions – explore problems, difficulties, and dissatisfactions
· “Tell me more about the troubles you mentioned earlier with your DPF’s”
3. Implication Questions – take a customer problem and explore its effects or consequences.
· Implication questions are particularly important in larger sales and even very experienced sales people rarely ask them
· How will these repeat DPF issues including cleaning/replacement costs and down time impact the company if they are fixed?
4. Need-Payoff Questions – help the customer to tell you the benefits that your solution can provide
· “If we could reduce “X”, how would that help the company to do “Y”? – top performers ask more than 10x’s as many Need-Payoff Questions per call as do average performers.
· Pg. 33 – “Closing techniques may increase the chances of making a sale with low priced products (less than $109 in these studies).  With expensive products or services, closing techniques reduce the chances of making the sale compared.”   
· Pg. 36 – “…sellers who had been trained in closing had lower satisfactions ratings on both questions.”
· Their satisfaction with the goods they purchased
· The probability that if they were to make similar purchases in the future that they would buy from the same store
· Pg. 40 – “…calls with no closing whatsoever are unlikely to be effective.”
· Pgs. 43, 44, and 45 – Defining success in your sales calls or meetings – HUGELY IMPORTANT
· Successful Steps
1. Orders – initial calls that result in an order are less likely in larger sales
2. Advances – the customer agrees to attend a demonstration or meeting, agrees to run a trial or test of the product, gets you in front of higher level of decision maker or access to parts of the account that were previously inaccessible to you
· Unsuccessful Steps
3. Continuations – where no specific action has been agreed upon by the customer to move the sale (or process) forward
4. No Sales – when a customer actually says “no”, won’t agree to a future meeting, denies your request to meet with other decision makers, or makes it clear that there is no possibility of doing business.
· Gather commercial highest MPG - 
-------------------------------------------------------------------------------------------------------------------------------------
Optional resources: 
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