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Playbook for Selling Success

A properly trained sales staff is aust for any

competitive grgphic comnunications organization.
Complete with hands-on excisesthis workbook

provides the latest insights into thetasf selling grphic
comnunications serices.This book is ppropriate br
eweryone inolved with the sale of printelated sevices
including ookie sales eps,experienced eps wanting to
update and sharpen their selling skdlsd sales managers
looking or ?n efectie sales training tppﬂ'h? bI!OWing decadeE\en if it males moe sense to print it offseyou use
passage discusses the concept of delig a "unique digital pepress and CT;Ro call the whole pocess digital and
selling poposal:" How do you expect people to buy your soing cutting edge

printing sevices if your empes can'tlearly and quity

articulate what défientiates youdm eejone else? Being @  Consider dan selling - the client ya,"we need 5,000"
able to say what the company does in 60 seconds or leaadspu reply, "why not print 1,000 and see theesults and
the gal.Try the 60-second test ysmif: How well did you  then male changesThe result,the client will pobaby like it
do? Nexgsk your sales and customeriGepeople to do because it's less mopep front, but you can put moe margin
the sameAsk a simple questior lilivhy ae we in busi in the shoter runs and get to chargef the changes thewill
ness?You may be suiged at the inane avess you gt, male.

but at least you'll be stag devn the ight pad to ecaey.

Try This

® Your delivery van or truck can be a mobile billbahr
wrap it with sharp grahics and getgur message on the
street.

@®  Work with a charityNot only is it the right thing to do
but it's geat networking oppottunity, putting you in contact
with other persons and businesses and makimg lpok god.

@® Talk digital - clients think that it's the waf the nav

®  Fight the lav cost opposition ly creating another
Spersona (an in-house bkerage) that buys ém other souces

Available to membersf $30, Playboolof Selling Succes: and prices aggssiely thus leeping the margirof yourself.

in the GaphicArts Indusir can be odered online at
wwwpiinting.org/steor by phone 866-855-4283.
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Factors in the Sales Pr ocess: Respect,
Knowledge and Suppor t

By GeomgHood

In talking with a colleaguecenty about the
ewlution of the copier/printer industy,it became
evident that blks who stat in the business often
never leave. You might een sg that we have
“toner in our blood," as w hae found success
working br multiple vendors oser time, including
both manufactuers and distributorshoning sales
skills technology capabilitiespusiness atitude
and making friends.

As painful as it might sounidconsider nyself
lucky to hae that toner in ny blood because it
serves ny compay and ny customers \ell,both
of whom rely on me to povide them with the
right adviceat the right time to solve the curent
problem.

And while the economis putting nev challenges
in front of us each dathe three guiding factors in
the sales pocess that | hae alvays bllowed ae:

1. Respectdr the customer or

prospect's time

My ability and willingness to bring

expett level product and

application knevledge to the table

3. The post-sales suppbthat covers
ewerything fom delivery, service,
billing supplies up to and including
minimum quaterly account
reviews.

N

Rule umber one came intooicus during the
nearl 10 years that | spent suppting trade shop
printing in laver ManhattanThere is \ery little
more valuable to a N& Yorker than time When

ties

PIVA Newsletter First Qua
avarded the oppotunity to hae a slice of that
prospect's timeit was imperatie to be prepaed,
be on time (ead eay),be succinct in gur
messagend mak sue the pospects
understood that what gu were presenting had a
speciic beneit for him/her individuajl or as a
whole br his or her businessit was also
important, prior to the actual pesentationfo
prepae yourself with critical account infmation,
which is nuch easier todawith internet access
and sites such as Googl€he pospect is then
more likely to realize that gur presentation is
customized to his/her needand that ges a long
way to establish gurself as a valuable trusted
partner.

1 find it easy to put the customer's needsst.
The most critical aspect of sellingguiuction
print equipment to the commaegial

ervironment is the concentration on
applications andecognition of everues to be
gained b pursuing those masits. This gproach
is decided} diferent than the usual commeial
account copier/printer sale wherthe gproach is
to save the client mong. Taking a holistic
approach to the customes’ needs esults in
long-term patnershipswhich ae critical br
success todaand tomorow.

Georg Hood is a Bduct Rnt Specialisoff konica Minolta
Business SolutionSAlnc Georg has woed in salesf 30+
year.

PrintWorth - Pondeing
Never leave that till tomasrwhib you can do
today . .Benjamin Franklin



Members Making Ne ws

(Waynesbob, VA) Karl Kuelz,sales epresentatie, won the highy coveted Edmond McCutcheon

Award.The honor is pesented anually to the McClung Empi@e of theYear to memorialize the

loyalty and dedication of its namesatio the compag. Established in 199fhe avard is based on
recommendations ém fellow workers.

Contin ued Impacts
The Print Councilwhich is deoted to promoting print,has a
free biochure calledWhy Pint?A must
download br every printer. It deals
with the advantages of print and ef$
some god talking points and mak a
terrific handout. Recenty, Dr. be again
devoted hisWhattheythink
column to an update of what he still
. considers the advantages of prittie
ﬁ notes,howe\er, that electonic media,

especiayl social mediaontinue to

impact and moderate some of these
advantagesHis list dosetails nicel with the advantages
mentioned in thaVhy Print?

"Karl exceeded his sales budget dver ten peccent,even in
a dovn econony,” commentediom Trevillian,
President/CEO"He has become a sing poponent of
McClung's wb-based technologies and metikg sevices
offeringsHis clients loe him--he is energetiéun and
knowledgeable

Kuelz has wrked Pur years at McClundde and his wi
. live inWaynesbob with their three dogs.

For 60 plus ars the avard-winning McClung Companies
continues to sewe the grghic comnunication needs of

| central and nothernVirginia with the latest technolggand
~ with highy skilled and motivated empjlee owners.

"Print businesses k@ much to ofr, if they choose to beliee
they can. Our workflows ae robust and flexiblghough they
don't alvays seem that won the shop floar Our production
skills hae great parallels and potential uses with all digital
media." He sgs. "Our understanding of using technolpg
toward a piofitable purpose rather than technolgdor
technology's sak is a geat benet to clients. Mary can benéf
from outsourcing comnunications management to our
industry.

"The question is not whether print will suive, it will,
but its natue and wlume has gt to be determined.Print is a
necessay medium in a comomications-intense/world.

"The real question is whether evare an industy of

Buying Printing In a Recession

An atticle in a publication aimed at print berg told them hav to buy printing in tough timesSuess
what? Bugrs were told to think about price and the ability of the printer to succesgfdiliver the
job.Why is this diférent from good timesVhy were they not told to consider the mutual impotance
of buyer and seller in theelationship-a fact whichauld guarantee a successful outcome?

entrepreneurs who can erision the may opportunities in
their own businesses and those of their cliemts]l beyond
their print requirements.”

Mark et Specialization

It's obvious that a stratggof selling to geryone in the phone
book is hopeless unlessy hae a unique prduct that
everyone wants but no one else canqatuce or can poduce
your product at a cost sigrifanty less than another
produceryou undersell geryone. It's also obvious that neither
of these conditions describes a printing compan marlet
specialization is\akys necessatThe underying eality is that
it is actualy client specializatioMou can separateoprself
from the competition ly really knowing about the client's
business and thus hoyou can ad sales and jofit to it.

Dr. be offers what could be an optimistic assessmentFocusing on a speiifclient goup, "market specialization”

simpy males the pocess of knaing the individual client
easier

The Shifting Media Mix

It's an eeryday experience toifid a client who is shifting their
dollars into other mediat's a dissevice to them (and gur
firm) to accept this decision as a fact oéldnd fght r what's
left. Help the client think about the efttiveness of the media
channel that thg're moving taYes,they can (in theoy) reach
more people at a mch lover unit cost.However, what's the
responseThat's whee the rubber meets thesad There's a
lot of material in the Print Council ebsite which can helpoy
and them with this.

"Sensing" a Trend in Dir ect Mail
Direct mail used to be a visual medium but the lateshtt
has mail piecesppealing to other senses too

In 2010

As the nav year beginstake some time to do some serious thinking about what businesérg
actualy in and whee you intend to beAre you a marleting specialisknowledgeable in the business
models of pur clients,or are you a manfactuer of images on peer, mailing or distribution? Ifou
recognize that being both successfidi unlilely, then you need to think about the@souces,people ~ Smell - According to the Sense of Smell Institypeople can
and machines thatoy will need to ride pur chosen path to victoy. You need to think about the recall smells with 65% accuracy aftereanbut A A
competition that pu face in each of therif.you are a marieter, you will be facing off with ad agenciegecall of photos declines to about 50% after just &7 =
and marleting consultant¥ou must leverage pur abilities ly narowly focusing on a smalumber of ~ three months. Capitalizing on that kneledge one
businesses thatoy really understand and wherreferrals will really work for you. If you are a compary created a mailing piece with a scratch
marufactuer, you will be facing eb-to-print alternaties You must be able to be the lg-cost solution sniff aea.
at the client's desed quality lgel recognizing that the oplway to do so is full utilization of equip

ment - 24/6 is nivanaNo matter what path pu tale, you will live in a markt in which eer shorter

runs and inceasing personalization rulesaking digital @sses and data management sofenar Y\ave }5u )
necessityLooking a gar or two forward, production ink jet pesses will be treatening the sugmacy Hear‘d / flat and pops into an octag shae

of offset lithograhy. In both pathsprint will remain because of its unique ability ach out and Ve once it's pulled fom the ervelope The
touch its audiencghe consumer pop-up also triggers a sound mechanism that can be
coordinated accading to the poduct/sewice being ppmoted.
innovation whichpnce combined with a =

coating and embossechn ad texture to ;/,/;,7/
a mail pieceA recent \enture included 4
photos of orange slices that actyeflt like the fruit.

Remember This Touch - And inal,there's the latest ink
The next time pu see one of those statements about theees that vere saed” by
not using pper, remember what diéfrentiates us fom the blks who mak computers:
We gow our poductOur clients and pospects need to hear this messageoand oser

to counteract the phoy “saving trees” message

, _Don't
FORGET!

Sound - Another compay developed a
“rubberband activated piece that mails

As fr taste? Well,even this diect mail tend has its
limitations .. .at least ér now!

(This aide vas "Sensappeal” p Lind: pub
lished in the J12909 issue of Deliver magazngublication of the USPS

W oo Words or Less - What do Print Buy ers W ant?
“Considering the ecessionprint buyers want what gery
customer wants" valuef their money. It's not as simple as
lowering pricesthough theg are having to do moe with less,
like the rest of us. Ratherprint buyers respond to sevice
providers who demonstrate that thewill help them achiee
their goals efitiently, creatively,and in was that gie them an
edge aer their competition. Print sevice poviders nust be
creatie in their ideastelevant in their customer
comnunicationsand fluent in all manner of mediaadable
today. Buyers ae looking br help integrating their print
campaigns with veer media." -Margie DandounderPint
Bugrs International (PBI) and Bostion Bugrs (BPBRuthor of
weekly e-mesletter "Margie'siRiTips" wwypiintbugrsinterna
tional.com.



