Commercial Training 2-7-17
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 April 15th, 2017 – visit http://becomeproworkshop.com to register
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:
Interesting article talking about Phase 2 greenhouse gas laws along with cost and savings estimates associated with new equipment for 2021, 2024, and 2027
· http://www.truckinginfo.com/channel/fuel-smarts/article/story/2017/01/what-phase-2-ghg-regs-mean-to-fleets.aspx 
· “Compared to 2014 Class 8 models – the new regs baseline model will cost about $1,100 per truck to more than $15,000 per tractor as the affected model years are reached.”
· “The more expensive it is, the more money saved through improvements and the shorter the payback time.” 
· “…and the cheaper fuel is, the longer the payback.”
· Check out chart at bottom of the article
· I was reading some of the comments at the bottom of the article and one person pointed out that these numbers sound good as long as they don’t have additional “unexpected” emissions equipment maintenance expenses.
· Great opportunity for Xp3 to help with maintenance, emissions equipment, fuel costs, and longevity.
Great 1 page resource from Association of Equipment Manufacturers
· https://www.aem.org/AEM/media/docs/Safety/AEM-Fuel-Safety-One-Pager.pdf 
· Check out the acronym bullets where they discuss fuel degradation, water, engine tolerances, etc.
--------------------------------------------------------------------------------------------------------------------------------------
Article discussing rising interest rates and fleets replacing equipment more frequently. 
· http://fleetowner.com/fleet-management/higher-interest-rates-what-they-mean-trucking 
· The article points out the increases in efficiency make replacing equipment more frequently a better option, but that, “…must innovate to overcome hurdles of higher interest costs.”
Here is an article that allows you to register to receive a list of the Top 500 fleets in 2017
· http://fleetowner.com/fleet-management/2017-fleet-owner-500 
Really interesting article discussing a soot separator, which is designed to decrease soot before it enters the intake air flow 
· http://www.tenfourmagazine.com/2017/02/performance-zone/testing-continues-more/ 
· In a test on a 2014 Detroit DD15 covering 1650 miles (about 170 gallons of diesel fuel were used), the separator removed 8.5 ounces of soot.  The separator also increased fuel economy and reduced exhaust gas temperatures (less NOx).
· “According to Cummins, the ISX EGR/DPF/DEF engine of today will eat six pounds of soot in 30,000 miles. In an average year (150,000 miles), the engine will have consumed 30 pounds of soot. It’s incredible that the engine can live under those circumstances. Just think how long it might run if we removed 95% of the soot and then dumped it in the trash can, where it belongs.”
Article talking about a group of California truckers filing a law suit against CARB (California Air Resource Board) claiming DPF filters can cause fires 
·  http://www.thetrucker.com/News/Story/CaliforniacarriersfilesecondlawsuitagainstCARBconcerningDPFfires 
· Article mentions that Keith Daniels who said his truck caught fire when undergoing a “regeneration” and insurance investigators said, “…they don’t know the exact cause of the fire, but they suspect it started somewhere in the exhaust system.”
----------------------------------------------------------------------------------------------------------------------------------------
Sales Training:
Last week on the call, I asked, “If you had a “wish list” of the content and information provided on the GDI website, what would be included?”
· Mobile optimized website – 
· Product and pricing information to be clearer - 
-------------------------------------------------------------------------------------------------------------------------------------
I had a conversation with a residential lead interested in using Xp3 and here are the details from my 18 conversation:
· He has a 2002 Ford (Diesel) with 260K miles.  He usually changes oil every 5k miles.  Wants to run this truck “…until his feet go through the floor.”  He has seen a decrease in MPG but usually averages around 13 MPG hauling a trailer (more in the summer) and 15-16 MPG running without a trailer.  His boss does used oil analysis through CAT (might be a chance to sell them on Xp3 in the future – ask for referrals) and he is familiar with BlackStone Labs.  He tracks every tank of fuel at the tank. 
· He told me that he saw Xp3 at a farm/trade show a few years back and didn’t recall the name of the person at the show.  He told me he was interested in lubricity and MPG back then when he spoke with the Xp3 rep. 
· Two possible questions I should have asked:
· Why didn’t you try the product back when you first saw it?
· What questions does he have that we can help him get answered, so he feels confident in trying the product now?
We talked about getting a baseline oil analysis on next oil change and then tracking MPG/used oil.  I told him about the 4 (5 oz.) bottles for $69 and the option of buying cases of the product in the future for better pricing.  He just changed oil 2 weeks ago and plans to change oil in April/May and asked me to call in mid-April.  I also emailed him the lab demo video showing the gums/varnishes being removed from the tube and explained why using the product over time can help to remove those gums/varnishes in his vehicle.  He mentioned that he does some farming so remember to ask about that.


Interesting article (and infographic) about the importance of content creation for B2B sales
· https://blog.hubspot.com/marketing/b2b-content-marketing-trends-2017#sm.000t7ca6bl1qcvk11eb2g0x5m3q7y 
· B2B companies that blogged 11+ times per month had almost 3 times the traffic as companies that blogged only once per month
For those of you using LinkedIn to create content and engage potential leads – check out this simple guide to setting up a LinkedIn ad campaign
· https://blog.hubspot.com/blog/tabid/6307/bid/34069/a-simple-guide-to-setting-up-your-first-linkedin-ad-campaign.aspx#sm.000t7ca6bl1qcvk11eb2g0x5m3q7y 
· IMPORTANT – Testing ads requires money and an attitude of learning, refining, adjusting, and repeating to develop a profitable and converting ad campaign.  I recommend approaching paid advertising as a long-term strategy that requires investment of money and time to improve
· This is no different than spending time and money traveling to visit businesses, doing trade shows, direct mailing, etc.
Interesting article talking about the difference in sales when a salesperson is perceived as a “trusted advisor” vs. a “salesperson” – 
· https://blog.hubspot.com/sales/dimensions-of-trusted-sales-advisor#sm.000t7ca6bl1qcvk11eb2g0x5m3q7y 
· Cites example of customers who gave 14% of their business to sales people with a “transactional” relationship compared to 47% of their available business to a sales person that is a “trusted advisor”.
· 6 attributes of a trusted advisor (these generally happen in order so #1 happens before #6)
· Integrity – The prospect perceives you to be reliable, dependable, and trustworthy
· Build by doing what you say and taking notes of what the prospect says
· Competency – The prospect believes that you and your product/service can deliver
· [bookmark: _GoBack]Build by proving case studies, references, warranties, certifications, etc.
· Recognition – The prospect feels that you treat them as an individual 
· Build by listening to what prospect says, questions we use like, “Besides yourself, who else will be involved in the decision making process?”, and with Xp3 we customize the sales process (and trial) to meet their needs.
· Proactivity – The prospect believes you are looking out for their best interests
· Build by staying informed about the prospect’s industry and bring things to their attention before they reach out to you (sharing relevant social media posts, articles, etc.)
· Savvy – The prospect feels that you understand the issues they care about
· Build by knowing what’s going on inside the company, outside the company, asking quality questions, being proficient in the sales process, being a professional.
· Chemistry -  the prospect enjoys working with you and “clicks” with your communication
· Is built through your interactions throughout the entire sales process
Additional resource – the top 25 sales blogs to check out
· https://blog.hubspot.com/sales/best-sales-blogs#sm.000t7ca6bl1qcvk11eb2g0x5m3q7y 
 
