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Selling In An Increasingly Complex World

Today a company’s sales strategy has to be carddilbred to the kind of sales it engages in widarly every

product or service categorised into either a “Comiity® sale or a “Consultative” sale.
Commodity Sale;

Products and service in this group are identicalearly so and are bought mainly on the basis ioEp(think
of a book title, groceries, lawn mowing, a Holdean@nodore). Buyers can go to the newspaper orreter

quickly find the vendor with the lowest price armhiplete the transaction with little or no assiseanc
Consultative Sale:

Products and services are far more complex in g¢gheup. Buyers of scientific instruments, indudtria
machinery, intangible products and services, caimgubervices for example, usually want and neatiban

assistance in making their decision.

The two categories have always existed but theriatehas widened the gap between them. Neverdéire
the buyers of commodities had so much informatibthair fingertips. Never before has it been soydas

them to switch suppliers.

As for buyers of consultative products and servioeger before have they expected the seller tosadaiuch
value during and after the sales transaction. Mosipanies offer products and services in bothgcaites and

they have to adapt their selling strategies torikig age.

Customers already have more information than wase given to them by sales reps. Therefore companay
no longer need a sales team that just communidaf@snation and may no longer care to spend money o

having one.

Also, it is becoming difficult to differentiate thgroduct from your competitors nowadays. With sochm
information so easily available to customers midifferentiations between many competing items hagen

virtually eliminated - if not in fact, then ceirtdy in the customer’s mind.

In a commoditised world, salespeople win more austs with creating value in the PROCESS than with

sprouting PRODUCT knowledge. The most successfiliérseare those that offer ease of purchase and use
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emerging technologies to bond with customers. Amamom tailors its “Welcome” message and book
suggestions to individual buyers.

Whereas commodity sellers may jettison their sédese entirely to sell via less expensive channéésg..

Internet, direct sales), the consultative selliathpcould not be more different.

Sales people must add value, not just communidateAi rep who can rattle of product features anst ju
communicates product value rather then creatingievath the sales process is a dinosaur and doomed to
extinction. How can you tell the difference betweerep who communicates value and one who creates?
Would the customer be willing to write a cheque simply for the sales call? They would if you bgbt
valuable expertise to the table, or offered a cuied solution to a problem, or showed how to labka

problem from another perspective. Such contrimgticreate value in the sales PROCESS.

The process starts not with the business you amsuch as selling two way radios to a security firbut what
business the customer is in, such as becomingaflstssecurity firm to work for. This broadens gerspective

of salespeople and enables them to come up withieos$ that the client may not have even considered

It is not the ability to communicate product knogde but to understand the clients business, letenask high
powered questions that involve the customer in leratsolving and solution seeking. It is not ie #bility to

persuade but to understand the customer. It regjaicompletely new skill set.

This would seem to be a simple process for salgdpdo grasp but, like a lot of things in life fgle but not

easy! When you have been selling for years irottiestyle, then it takes a lot to change.

Article by Tom Richardson
For more information visit www.richar dsonmanagement.com.au
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