Commercial Training 4-21-15
Questions/Comments:

Updates:
We still have 2 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.

Training/Discussion: 
Speed and Leverage

· Do most people dream BIG or do they seriously sell themselves short?  Which have you done?

· If you had a magic wand that allowed you to reach as many new customers that you wanted each week, how many new customers would that be?


· Why did you choose that number? (All I can handle)

· Is that number possible in the USA?


· Is that number possible for you?



· What would it take to make it inevitable to reach just 1 new customer this week?


· Suggestions:  Research PPC advertising, Blogging, Networking events such as Meetup.com or BNI meetings, Solo advertising, Direct Mail, Trade Shows, Referrals (Bird dogs), etc.

· [bookmark: _GoBack]Some GDI distributors are facing 1 or more of these problems:  
Not enough people to talk to (Leads) and not confident in themselves, the product, or process.
Which of these (of any) are you facing?
When you get the traffic and leads, it is important to have a process that converts them from a lead into a customer = sales.  If not, the person finds themselves even worse off because they have paid more to struggle.
DISCLAIMER:  Every person you will talk with is NOT Beth of Bob, which is OK.  Our goal is to use the following steps will to quickly identify and help the people who ARE Beth or Bob.
· It is VERY difficult (sometimes impossible) to recover from starting in the wrong place with the wrong person. 
Identifying & talking to decision makers, creating urgency, and proving we’ll meet their wants/needs!
Distributors often contact me asking for feedback on how to handle a situation that didn’t go the way they wanted.  Unfortunately, in most of the cases the damage is done because they have already “pitched” the wrong person with the wrong information.  
When I am working with distributors to isolate the problems, one of the first things I do is to ask a series of questions including:
· Who did they talk to in the company?
· What is their position?
· Are they a decision maker (person who writes a check or influence the person who writes the check)?
· How did they start the conversation? Most people “lead with the product” = Sales Person
· What were the specific problems (wants/needs) the company is looking to solve?
· American Pickers – They had a sheet to the people they first start talking with and ask a question.  Brian Tracy teaches using that same process and it gives the potential partner something (other than your words) to focus on. 
· Reducing maintenance costs?
· Oil changes and oil consumption?
· Injector replacement?
· Keeping equipment running better and longer?
· Water and microbial issues?
· Lubricity?
· Environmental impact and related costs?
· DEF fluid
· DPF filters and SCR system 
· EGR valves
· Saving money on fuel
· All of the above 
· What would it mean for them when they are able to help solve those problems and meet those needs?
· Where are we in the process of helping them prove to themselves that we are meeting those needs? This is really about urgency and motivation to take action.  Leg on fire example 
Sales are created by creating need and urgency!







· http://100ksalesteam.com  -  Free training resource for Certified GDI Sales Reps to help consistently put those steps together!

