'Presentation Without Demonstration Is Only Conversation!'

by
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'Presentation without demonstration is only conversation!’ Years ago, the assistant classified advertising manager at the Chicago Daily News said that to me, time and time again. I now find myself saying it whenever I am working with newspaper ad sales staffs and management teams.

As you manage your account list or sales territory, do you have meetings with clients that you believe to be sales calls, and your clients see them as just conversation? When was the last time you made a 'presentation' to your top five or ten or fifteen revenue accounts? When your competition calls on your potential advertisers or clients are they

selling and you are perceived as only conversing?

What is this thing called a 'sales presentation'?  What are the important elements and steps to remember in giving a presentation? Where does a presentation fit in the 'big picture' of selling?

The key to remember in developing and giving successful sales presentations is that it is all about offering a business solution (to a potential advertiser or client's problem), meeting an identified need, concern, or issue on the part of your client, or seizing an opportunity in the marketplace and then developing some strategic goals and helping your client to achieve them through the use of your newspaper products.

'Presentation' is one of the four PLUS one elements in the sales process. Let's briefly refresh our memory on these important selling steps ...

• Step One - Preparation ... Researching the marketplace to learn all you can about your potential advertiser. Your sales objective is to gather information, to learn more about, and further qualify (!) your identified retailer or service provider. One of the best strategies to warm up those cold calls (... as in the next step opening the call) is through a ‘Recon Mission’. The 'Recon Mission' takes place at your potential advertiser's place of business. Visit your potential advertiser, look around and walk around (eyes to see - ears to hear). As you gather your information, a picture of your potential advertiser should begin to form. 

• Step Two - Preliminaries or Opening the Call ....or more simply, is the prospect interested? That's determined by asking questions and listening PLUS your own observations gathered through a recon mission.

• Step Three - Investigation (or Interviewing) ... Obtaining and providing some information, sharing feedback, encouraging trust, and beginning to develop a business relationship based on open and honest communication (TRUST). Don’t tell to sell ... ASK QUESTIONS!

• Step Four - Presentation ... Demonstrating how your newspaper or newspaper products will meet the needs of your potential advertiser or client. It is also demonstrating proof - proof positive - that you can and will deliver identified benefits. It is offering a business solution, being a problem solver.

• Step Five - Close ... Actually it is asking for the business. As I learned years ago, it is not a closing. Rather, it is asking to open the door on a new business relationship. While you ask for the business, you reiterate the benefits your newspaper products offer, the solutions that your newspaper will bring to your advertiser's business, and you, once again, demonstrate proof (... testimonials!!!).

How might you best prepare and develop a presentation? What should be some of the key processes, thoughts, and ideas? That, of course, then leads us to ask the question about the actual 'giving' of our presentation.

Let's take a quick overview look at each of these questions. 

In developing your sales presentation, remember to review your 'recon' mission information plus your client research and interviews. Organize and structure your presentation following this simple structure ...  What's the problem or perception? 
 What's the solution you and your newspaper offer? How will you demonstrate proof?  How will you help your potential advertiser or client visualize the benefits?

Be sure to consider the format (visuals?) you will use, and determine if there should be handouts or leave behinds. Be sure to clarify your primary AND secondary goal. Consider using 'spec ads' and testimonials. Be prepared, think through and anticipate possible questions or objections. Ask yourself if you and your presentation will be understood and flow easily. Practice, practice, practice.

Giving your presentation should, again, not be perceived as the 'hard sell'. Rather, you are meeting a need, offering a business solution, and demonstrating a benefit.

As you begin your presentation, strive to develop some rapport (icebreaker conversation...) and put both your potential advertiser and you at ease. Outline 

your presentation BEFORE you actually begin (...any questions, necessary time commitment...), stating the potential advertiser's need as the objective of your presentation. Moving to a benefit statement, involving the client ("Chuck, you 

mentioned ..."), asking for confirmation (questions?), restating/resolving objections, gauging your audience, pausing and listening, summarizing, asking for the order and then reiterating the plan or proposal restating benefits are all elements of a successful presentation.

Last but not least, don't forget to establish the next steps. If you were successful, what should be planned for follow up? Be sure to confirm it in writing and send a thank you note. If you were not successful, what are the client expectations and what objections need to be overcome or revisions made to your strategic plan? Stay with it. You have a good newspaper, it will work for your potential advertiser.

One last point. I have outlined a more formal or structured selling presentation. Don't overlook the informal or casual selling presentations ... when you walk your potential advertiser or client through your newspaper demonstrating and pointing out successful advertisers or noteworthy ads, a new feature, the impact color has in the paper and in ads, a reader or advertiser testimonial ...
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Chuck Nau of Murray & Nau, Inc. is a Seattle area based publishing consultant and sales and management trainer. He has been a speaker for and conducted advertising, marketing, management and sales training workshops with newspapers, niche publishers, publishing groups and press associations, throughout North America.

Comments and questions are welcome and may be directed to Chuck via email: murnau@nwlink.com. or at (425) 603 - 0984.
