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audience though questiongxercisesand irviting
their ideasNot only will it keep people maoe
interested,t will take the prassue off you to cary
the whole load.

CONTENTS 7 Steps to a Gr eat Sales Presentation

The quality of a sales @sentation can determine
whether a pospect buys fsm you or a competitor
Howe\er, most presentations lack pizzazz ane ar
seldom compelling enough to motivate the other
person to mak a buying decisioklere are sa/en 7. Beliese in your product/sevice Without
strategies that will helpou create a pesentation doubt,this is the most critical component of gn
that will diferentiate yu from your competition. presentationAfter all,if you can't get excited about
your product,how can yu expect ypur customer
to become motivated enough to buy?

e 7 Steps to a Geat
Sales Rysentation

e Walt Disng/'s Eight
Tips to Success

e Celebrating the 50th
Best In Print

e The Rersonality Factor | 1. Male the presentation ewelantAny
discussion of qur product or sewice nust be
adated to each clientand should include speicif
points that ae unique to that paicular customerlf
you use BwerRoint, place the compayis log on
your slides and describe othe key slides elate to
their situation.

e Hunting New

J Attide excerpteddm "Ceating a ®verful Salesé¥entation"yb
Opportunities

Kelley Robtson.

It's Not Cr eativity , It's Results you cannot povide it,farm the job out to aifm that can.
A recent issue ofAdwertisingAge quoted mar&ters as s@ng
that mary ad agencies’ eativity had become an emibt a
means to an endheir point was that no matter he clever the

piece wasit was a waste if it didn't drevthe consumer to the

e It's Che, But...

W alt Disne y's Eight Tips to Success
Walt Disngy was an inneator and a visiongtBut
he was also one of the most successful business

e Are you Good

Winning Sales Enough?

Leslie Goene sales gurusgys that the moment gu close on the

deal that pu've really been vorking on is exacyl the time when ¢ Test the Pomo 2. Bring Sample®on't just talk about what

productsAs more printers work with their clients as

mini-ad agencietyis is a ky point to keep top of mind.

you should be muing to a close on another deal or twlr'he
best time to sell is aftergu've had a big win sinceoy will
radiate conflence in purself and gur firm. In the same wga

e All Communication is
Not Created Equal

your firm can dghand the pospect an item so the
can see exactlwhat the inished poduct will look
like and be insped by how it could be used in their

leaders of his timeHere are eight principles that
madeWalt Disng/ one of the geatest icons of the
20th centuy:

The Power of Multi-Channel never corvey arything negati about yur firm as it « It's Not Creativitylts | €rvironment. , . .
Abaca Reseah reports that response rates ar32% to 130%  communicates just as clegrto your clients and ppspects and  Results ; i:owde a porrélse not a prqduct, S
greater fom campaigns that use print and email than those thahales your efforts a total waste of time _ 3. Get to the point.Today's business people ' P Ways excee cgstomderﬁ expectatl_(lnlns,
who use email alone of what more powerful evidence of the (';hgr],ig)wer of Mult are far too busy to listen to long-winded 3 folljlgsvl\j? pur passionand fhe mong w
power of print could yu ask? Is Your Windo w Closed? discussionKnow what your key points ae and St tr’ue {0 VOUT COMDAaN's mission and
Clients and pospects pick up the phone when thevant to talk e How Do | Get Sales | learn hav to make them quicky. va%eS' o hay
How Do | Get Sales Today? with your firm.You are on the path to success or fairidepend  Tod&y? : " ,
o . ' iti i 4. Be animatedf you realy want to stand out > Differentiate your offer;
Linda Bish Htransérmation ing on hav those critical calls @& ansvered.If they receive a Yo :
a Bishophoughtransérmatio ) : . ) e TheyWant a Bug : 6. Lead ly example and delegate;
It may sound simplebut all companies need salésou are friendl, intelligent geeting fom a real personthey understand from the crowd, demonstrate enthusiasm and .
y b " Sao that firm is built ice If th ted rd inni energ.. Use your voice mor efectively by vaying - Defy corvention;
looking br ways to get them todg, you're facing a challenge at your firm is built on sevice If they are greeted ly a record- ¢ winning Sales ' 8. Leave behind something to gw;

ed message dm an automated attendant system and sent to a your modulation.

phone tree or a look-up pogram that opportunity is lostWorse
still, if the caller hits "zes" to get the receptionist and getsoice
mail,their impression is whoyl negatie.There is no question
that the pressue to reduce cost is higher tharver and the
temptation of an automated attendant system isagibut its
negatie image impact is enormous\en the cost s@ngs is
imaginay if most callers wind up hitting "ze't and talking to a
person agway.

Knowing hav to meet it helps wu identify oppotunities and ik

e IsYour Window
performance gps,and maks yu a stionger compan

Closed? 5 Read moe at wwwbusinessbrief.com/walt-digrse

Incorporate silenceAudiences need time
8-secets-to-success.

10193 Maple Leaf Cowand space to digesowr information.Silence in
Ashlaitl.23005 speakm_g is Iek_the Whlj[e space on a wr!tten page;
without it, the information is orerrwhelmingPause
DIl FeeB66 550-7502 at the end of pur sentences and after dedining a
ph804 550-7500 dramatic pointlt will increase the impact ofour

message
fax804 550-4610

They W ant a Bug

As we get closer to election timewe will enjoy increased
demand dr print. Howewer, some candidates and causes will
want a union label ("bug") and these jobs cary & handled
firms with union contracts and a signed licensesagrent.
Unauthorized use of the bug will subject the printer to

substantial civil penaltidéyour client wants to be use a bug and

WWW.piva.com 6. Encourage pdicipation.Include pur

o
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Celebrating the 50th Best In Print

o

Fifty years of the best printing Mirginia vere celebrated this Mah after some snw dela/s.The

BW Wilson P aper Compan y was e

these pastifty years a successif PI\A.

Major Award Sponsors:
BW WiIlson Paer Co.
CoyneTextile Sewices
Ditech

Flint Group

Heidelberg

Hewlett Packad, Indigp Div.
Eastman &dak Ca

Lindenmgr Munroe Pper Mer@sﬁts\/ﬁt

PRISCO
Xerox
xpedx

Program Sponsorship: TeamVADA

?qu utphin Inks
PRIN oyn %Sxtile Sevices

INDUSFRIES

celebration éatured a
live banda
caricaturistand some
special ecognitions.

xpedx was

recognized as being the
longest PIX Associate
member since 1968.

cognized as being the Longest Bffdnsor

Music and enterin
ment was povided ty
The Old Man Garage
Band (Victor Clark,
Clarke Creatiwe pla/s
the bass).

We thank all our
sponsors dr their
suppot and br making

Reception Sponsors:
Bindagrphics,

Prize Sponsors:

Advanced Hearing Specialists
Christian &Barton, LLP
Coleman One

HH&B Insurance

Pen Millers Insurance
SGlInsurance

Standad Finishing

Kline Paer Mill Supplies

Sentry Insurance
Scott Insurance
hics
Wikoff Color Co.

The Personality F actor

CustomerA sgs,"Dbe is so eftient.l ask him dr information
and he gets it in an instasnd he nger wastes g time with
small talk."

Customer B sgs,"be is so unfriengl | ask himdr information
and he gets ithut he alvays seems li he's in a huty to get me
off the phone"

Eweryone has a personalit@ustomers who ae& combrtable
with Dbe's personality and style@hagpy to give de business.
Other customers lile your compaly but they don't cae much
for De. It's possible (and lgly) these customers gavyour
compaly less business as esult.

The shotest route to more business todameans taking these
steps:
* Determine which accounts ka untgped potential
* Ask buers directly if they're hgppy with sales and
customer sevice personnel
* |If the ansver is ng male changes

If you want moe sales todgthey're out there.To find them,
look first in the pipeline andrid ways to close moe dealsCall
on curent customers to ask he to get a moe businesdf
personality is the obstacldeal with the situation.

If the seach for new business todaproves you need a larger of
a diferent customer basgut together an account acquisition

plan and wrk it. That isn't an instanix for today's pioblems,
but it prevents yu from scrambling dailfor reverue in the
future.

Hunting Ne w Oppor tunities

Prospecting is impdant,but dialing strangers is not the
shortest route to new businesdo find immediate oppdunities,
seach for them within curent customersPrint the list of actie
accounts and he the sales team schedulppmintments.
Face-time leads to meopportunities.

Pull a list of jobs that billed laségr during the same montH.
the customer hasn'te-quoted the vork, pick up the phone and
find out if they're planning to ppduce the job again thisegr

Here ar three other wgs to ind newv business inside crgnt
customer

* Are there projects whee you weren't alloved to bid
in the past due to the incumbent'glationship with
the buyer? Situation chang®lale a call andirid out
where you stand.

* Look for buyers in other depatments.
* Sometimes theg are multiple buyers in one

depatment,but not all of them click with the sales
person.If you need moe salesgeal with the situation.

It's Cheap, But...

The client is planning the launch of axnproduct or sewice
and evaluating hev to do it. The internet tg lures them into the
joyous thought that thousandsyen hundeds of thousands can
be reached at mininm cost via the interneiGreat story on the
cost,but bad nevs on the eality that 97% wind up in spam
filters and the 3% usuglhre annging clutter to their recipients.
A far better gproach is diect mailwhich will be ead (if
properly designed) ¥ 75% of the agdresses and so a smaller
more directed sample will mduce moe orders than internet
to everyone.

Ar e you good enough?

Have you ever lost a sale whex your product was cleayl was
the superior choice? Didoy deliver more value and mvide
more of what the bugr claimed was impaant? Spwhy did you
miss out on the deal? Often it comeswin to one simple fact.
Customers don't alays cae about making a gat choicebut
they do alvays cae about not making a bad choit®hen that's
the casethey buy what's god enough to sole the problem at
handThat's wly it pays to structuse calls fom two angles;
beneits and risksShav customers hav they beneit from
choosing gu and shav them the risks of not choosingoy and
you sell moe. Linda Bishafhoughtransbrmation

Test the Pr omo
The major print markt is promotional (much of it being diect
mail).One of the best souwres of value-atlin this aena is a

o

testing cpabilityMost clients buy collateral or do mailings
without ary clear idea of what erks and what doeshThe
printer who shawvs them the paever of testing - doing seral
short run versions to ind the one that garners the most
effective response - is helping clients inysaprinters
traditionally do not.And,that will help sell moe printing.

All Comm unication is Not Cr eated Equal
Some print-buying organizationseaecommending the
elimination of traditional ink-on-meer, believing that electonic
communicationjncluding e-mail anfvitter, are just as god and
are less expensé&/Howeer, the Email Experience Council
reports that:
* more than ten pecent of recipients of e-mail on a
hand-held deice will fle it avay with the intention of
taking action but will neer do sa

* about thirty percent of those who sign upf e-mail
will never receiwe the comnunicationlt will be blocled
by an ISKIn all fairnesgther studies put the amber at
nineteen pecent.)

* eighty-fve percent of those on a permission-based
e-mail list will stop eading commnication after the
third message but @n't unsubscribeAbout 39% will
unsubscribe or stopeading an organization's e-mails
within a year



