Commercial Training 9-6-16
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 GDI 1 day workshop will be Saturday, November 19th from 9am to 4pm at the GDI corporate office in Maple Grove, MN.  http://becomeproworkshop.com 
Questions, Comments, and Successes:
· T
Fuel and Industry Related Info:
Interesting article talking about outlawing glider kit sales by 2021 due to provisions in the federal Phase 2 Greenhouse Gas and Fuel Economy rules released earlier this month.   
· http://www.truckinginfo.com/channel/fuel-smarts/news/story/2016/08/phase-2-ghg-rules-to-curtail-then-almost-kill-gliders.aspx 
· Truckers began using “glider kits” as a way to get around the new emissions laws and avoid using the new emissions equipment.
· “The EPA became concerned after a surge in sales, from a few hundred per year 10 to 20 years ago to more than 20,000 in 2015.”
· “Although glider vehicles would make up only 5% of heavy-duty tractors on the road, their emissions would represent about one-third of all NOx and PM emissions from heavy-duty tractors in 2025.”
· Here’s where Xp3 can help – more vehicles and equipment will be forced to use emissions equipment and we can help them decrease the expenses associated with emissions equipment and help to reduce emissions/fuel consumption.
Great article talking about gelling issues related to diesel fuel and newer engines/filters
· https://www.bellperformance.com/bell-performs-blog/new-diesel-more-cold-flow-problems 
· Check out the “Better Filter” and “How High” sections
For those of you interested in looking at new trucks – check out the 2018 Freightliner Cascadia –
· http://trucker.com/equipment/freightliner-debuts-all-new-2018-cascadia  
· 8% increase in fuel economy compared to the current Cascadia Evolution.  
· There is a 19% spread in fuel efficiency between the base Classic Cascadia and the most efficiently speced New Cascadia with a $15K price difference from the basic model. 


I put together a series of PDF’s that I will be sharing over the next few weeks.  These are great supplemental resources to print (or email) and leave with potential clients.  Here is a list of the PDF resources we will be covering tonight:
· My Clean Diesel PDF on Fuel Shelf Life
· Fleet Owner PDF on Fuel Degradation
· Breaking Energy PDF on Biodiesel degradation
Sales Training:
More insights from the book, High Probability Selling, by Jacques Worth and Nicholas E. Reuben: 
[image: https://images-na.ssl-images-amazon.com/images/I/51cRcQlaD3L._SX327_BO1,204,203,200_.jpg]
Reminder from last week: Almost anything you say can be phrased as a question.
· Be unwilling to spend time with prospects who aren’t willing to make commitments
· Unless you’re literally getting paid for each appointment you set, getting appointments without qualifying and/or disqualifying someone is a losing approach to growing your business
· When people know you are willing to take no for an answer, they are usually willing to talk with you openly and honestly.
· Pg 63 – conversation about price and specifics about other terms.  “I don’t discuss those issues unless I know the prospect wants what we’re selling.  Always find out whether the prospect wants what you’re selling.”
· What if they can’t determine whether they want what you’re selling unless certain questions are answered?
· “Assuming we can work those things out (to your satisfaction), is this something you want or not?”
· Pg 65 – The Fundamentals of High Probability Prospecting
1. Clearly language your offer in approximately 45 words (or less)  – including your greeting
· The greeting below is 49 words
· Hi Mrs. Smith – my name is Tom with GDI.  In order to be respectful of your time, I was curious which of the following three benefits would help your company the most:
· Increasing your profits?
· Decreasing maintenance costs and down time?
· Keeping your equipment running better and longer?
2. Ask the prospect if they want you are offering? (See examples on pages 53-56 & 61)
· “Excellent, so Mrs. Smith, if you felt confident that our solution would help you (restated benefit(s) they expressed above), what would you do?”
3. If they answer with something positive like “get started” or “make a purchase”, arrange a meeting or…
4. Reschedule your call to a time when the prospect wants you to contact them again with his commitment to move forward at that time if they felt confident that our solution would help them to (restate benefits they expressed above).
5. Assure the prospect that it’s ok to say “no” whenever you sense hesitation on their part and end the call if you get a negative answer to any of your questions.  
6. Disqualify every prospect who doesn’t want what you’re offering or isn’t willing to buy from you.
I came across an interesting article from Forbes.com that explains the kind of sales rep who does best at B2B. 
· http://www.forbes.com/sites/forbesleadershipforum/2012/02/03/the-one-kind-of-sales-rep-who-does-best-at-b2b/#3aaa5b197e17 
· Explored the 5 types of B2B sales reps from a survey of 6,000 all-star performing sales reps.   The clear winner is the “Challenger” sale rep, who does 3 important things in complex-solution sales:
· Teaching – “More than 53% of what drives a B2B customer’s purchase is the ability of the salesperson to teach the customer something new or challenge their thinking.”
· “…they deliver information and ideas to help customers compete, save or make money in ways they didn’t know were possible.”
· Tailoring – “Challengers tailor messaging to address the specific quantifiable results that each individual customer wants to achieve.”
· Taking control – 
· “….80% of business is lost to no decision at all.”
· “When it comes to buying complex solutions, customers have become incredibly risk-averse.  Challenger reps are not deterred by hesitation from customers.”
· [bookmark: _GoBack]Posture – “When a customer says something about a discount, Challengers table the discount request altogether and instead push the conversation back to the value they’re offering the customer.”
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