Tool 7.4 Strategic Selling
This is a cheat sheet for Miller and Heiman’s strategic selling steps.
1. Set the single sales objective
Specific, measurable, time-lined, outcome-focused
You’ll want one single objective for each sales call, moving people from unaware to aware to understanding/interested to believing/desiring to action step-by-step.
For each sales call/step set a specific objective, know how you’re going to measure success, set a time target and drive towards an outcome.
2. Identify the buying influences involved (economic, user, technical, coach)
Economic buyers give final approval as the single person or group who can say “yes” when others say “no”, and can veto other buyers’ approval.
User buyers use the product and their success is tied to it, make judgments about impact. There may be several.
Technical buyers screen out options. They focus on the product and service, can’t give final yes, but often give a final “no”. May be several.
Coaches help you navigate the buying organization and identify other buying influences. May work for buying organization, your organization, or neither.
a. Response mode of each buyer (growth, trouble, even keel, overconfident), needs and wants 
“Growth” buyers are motivated by making things even better.
Buyers in “trouble” have problems they think must be solved to survive.
Those with an “even keel” think things are fine as is (and hard to sell).
“Overconfident” buyers think things are fine (and hard to sell now).
b. Win-results for each buyer
You’ll need both business results (impact and effect that are good for the organization) and personal wins (good for the buyers personally) to make the sale.
c. Red flags
Missing pieces of information, uncertainty about information, any uncontacted buying influence, buying influences new to the job, reorganizations
3. Develop a sales strategy
Strategy is about creating and allocating the right resources in the right way to the right places at the right time over time. When it comes to a sales strategy, this is about getting the right people in front of the right buyers with the right message and the right places at the right time over time.
Start with the right prospects, allocating your time to those who need and know they need your product or service and will be good, valuable customers for you over time.
Then get the right people from your side connected with the right people from their side at the right time in the right way.
Think through components of conceptual selling
· Understand/get > generate/give > select best/commit
· Customer’s concept: Their image of what they want to happen as a result
· Sales call plan
4. Outline the proposition
This is about positioning and communication and the framework for your offer.
Positioning:
To specific buyer (Economic, User, Technical, Coach)
X is the brand of FRAME OF REFERENCE
That BENEFIT (Result for organization, win for buyer) – matching their concept
Because of SUPPORT (attributes)
5. Pre-sell the proposition
Testing and consulting with buyers and influencers.
6. Propose the solution
Marrying the framework with the customer’s concept and win-win solution ideas
7. Close and follow up
Get to yes and implement with excellence.

