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	Brief
	SMSA Sales Department will maximize the benefits of sales calls to achieve defined sales goals through professional conduct and implementation of best practices.

	Purpose
	To outline the procedure for conducting sales calls for new and existing clients and closing sales. This procedure applies to all sales calls.

	Persons Affected
	All Sales Staffs

	Responsibilities
	Sales Management is responsible for training and directing the professional sales staff according to FedEx Essential Selling Skills (APPCOM) process:

            A – Gaining Acceptance
            P – Purpose Statement
            P – Probing
            C – Consulting
            O – Overcoming objectives
            M – Motivate to act
They also review lead and sales data, and lead and sales goals, to determine the effectiveness of marketing and sales efforts. 
            
The Professional Sales Staff will conduct sales calls in accordance with the FedEx Essential Selling Skills (APPCOM) process, and provide information about sales and prospect/customer status to Sales Management. 

	Guidelines
	Procedure:

PLANNING SALES CALLS:

The Sales Staff plan their individual sales calls from existing customers and leads in accordance with the FedEx Essential Selling Skills (APPCOM) process.
CONDUCTING SALES CALLS:

The Sales Staff must arrive at sales call appointments on time and in the proper business attire as defined by Sales Management and in accordance with the Appearance and Belongings Policy.

The Sales Staff examine Sales Leads to determine the customers’ shipping needs in order to gain the information necessary to propose appropriate products and services by using the APPCOM process. Best practices include:


·        A – Gaining Acceptance:  To gain the acceptance of the customer in order to proceed with the sales call.

·        P – Purpose Statement: An opening statement, following the gaining acceptance statement that states the sales professional’s intention for the call, who will be involved, the customer action desired, the next stage to be taken within the sales cycle, and the benefit to the customer for entertaining the meeting. 

·        P – Probing: Use of fact finding, problem, cause and effect, and developing questions to uncover the implied and explicit needs of the customer.

·        C – Consulting: Probing to match benefits to explicit customer needs through the use of applicable feature-advantage benefit (FAB) statement.

·        O – Overcoming objectives: Continued use of probing and the use of the handling objections techniques, to overcome customer objections.

·        M – Motivate to act: Simply asking for the business or gaining agreement to move to the    next key event in the sales call cycle.
 
THE SALES CYCLE:

The sales cycle is a process that follows the APPCOM process and consists of the following 5 steps:
1. Pre-call intelligence 
1. Needs assessment 
1. Developing Actions 
1. Obtaining Commitment 
1. Account Development. 
The sales cycle is then followed by the 5 customer buying motives:
 
1. Make Money 
1. Save Money 
1. Save Time 
1. Enhance Product 
1. Survive in the marketplace.

The sales cycle is finally concluded by the 3 corporate needs:
 
1. Finance need 
1. Performance Need 
1. Image need
TECHNIQUES WHILST CONDUCTING SALES CALLS:

The Sales Staff shall analyze the information attained during the interview in order to recommend products or services that match the client’s desire for improvement or solutions:

 Determine if the prospect being interviewed is the decision maker, or influences the decision maker, if not, attempt to identify the decision maker and set an appointment with them; 
 Determine the severity of the need (i.e., how immediate is the need, how serious does the prospect seem about using the product of service); 
 Determine the most important criteria for this prospect (e.g., price, reliability, delivery, service); and 
 Suggest the next step in the sales process. 

If the information cannot be analyzed sufficiently for proposals or quotes to be completed during this sales call, then the sales staff member will make a follow up appointment with the prospect within a two week period for presenting proposals or quotes. (Typically determined by the complexity/expense of product or service and the defined sales cycle; i.e. how many sales calls are usually needed to close a sale.) The sales person will:

 Present proposal or quotes for product or service. 
 Present proposal or quote as the way to improvement or problem solution (assume the role of consultant by describing the ways in which products or services provide an important benefit). 
 Control the pace and scope of the presentation. Redirect the presentation in a friendly manner back to the proposed subject matter should the prospect lead the discussion to tangential or non-related issues. 
 Avoid answering questions with simple negative responses. Instead respond with follow up questions, however, insure that the prospect receives a clear answer to the question.  
 Close the sale by asking specific closing questions; for example: 

 Do you feel this product or service meets your needs? 
 This approach really makes sense to me. What do you think? 
 Can I schedule delivery for this week? 




MONITORING SALES CALL EFFECTIVENESS:

At the end of each week (or more frequently as required), the Sales Staff will submit to Sales Management the status of the prospect through prospect report.

Sales Management will monitor top prospect list and submits this through RSM report on a weekly basis.

ADJUSTING THE SALES CALL PROCESS:

During the weekly sales staff meeting the Sales Staff and Sales Management will compare closed sales in relation to defined sales goals and sales pipeline conversion rates on a timely and regular basis in order to assess the effectiveness of the sales call process.

If sales goals are not being reached, Sales Management and Sales Staff will evaluate and modify the sales call process required, such as:

 Sales Staff training methods; 
 Sales call interviewing, presentation, and proposal techniques; 
 Product or service pricing, delivery, reliability, and service compared to competitors; and 
 Sales Pipeline methods (i.e., are useful leads being generated, does the qualifying process identify quality prospects, etc…). 

If sales goals are not consistently being reached or exceeded, then Sales Management will evaluate and determine how to adjust or improve sales pipeline goals.
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