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Presenter
Presentation Notes
How many of you have a sales and marketing plan for your AMSOIL business?  You’d be surprised how simple it can be to market your Dealership and to use those marketing ideas to build your business.  Today we’re going to discuss sales and marketing strategies.



 The SPIN Selling Strategy 
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Course Outline-Sales 
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Presentation Notes
The first thing we’re going to talk about is sales behavior and how certain behaviors can translate into sales success.  We like to refer to these behaviors as the Spin Selling strategy.  Spin is an acronym that encompasses Situation Questions, Problem questions, implication questions and need-payoff questions.  We’ll also get into some detailed discussion about marketing 101.
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Presentation Notes
In order to develop an effective sales mentality, you need to adopt certain behaviors as second nature.  So let’s find out what sales behavior is and how it can lead to sales success.



The classic sales process: 
Opening the call 
Investigating needs 
Giving benefits 
Objection handling 
Closing techniques 
 

These traditional selling models, methods and techniques work best for 
small sales. 
 
 
 

Sales Behavior & Sales Success 
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Presentation Notes
Most sales books will talk at length about the basic sales process.  That process includes: Making initial contact with a prospect.  Generally that initial contact is via the telephone.  Once contact is made with a prospect, a salesperson will want to investigate the prospect’s needs.Remember, effective sales is about selling the benefits of your product.  How is the product going to be of benefit to the Prospect.The next stage in the traditional sales process is to handle objections.  And finally, sales is about closing the deal.These are time honored steps in traditional sales, in particular smaller sales.



Single call and a low dollar value. 
 

Are these your sales?  
 

The previous techniques can be more effective in simple low-value sales.  
 

What Is A Small Sale? 
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So what constitutes a small sale?  A small sale is generally one that can be completed in a single call and which involves a low dollar value.Small sales are a large part of most AMSOIL Dealer’s success.  But if you’re like most ambitious Dealers, you’ll want to knock down some larger sales.  Let’s face it, larger sales result in larger profits for you. 



What works in small sales doesn’t always work for large 
sales. 
 
 

Don’t assume that traditional sales techniques are equally 
valid in major sales. 
 

In Fact… 
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So does the time honored sales process we have been had drummed into our heads actually work just as well in a larger sale?  Not necessarily.  Most sales trainers would have you believe that, but we’re going to show you today that the traditional sales process that works in a small sale can actually hurt your success as sales grow larger.



SPIN is an acronym for  
Situation Questions 
Problem Questions 
Implication Questions 
Need-payoff Questions 
 

Successful sales calls in major sales tend to fall into this sequence of 
questioning. 
 

Let’s Talk about SPIN Selling 
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Presentation Notes
Today we’re going to discuss a new sales strategy that hopefully will give you a reputation exactly opposite that of the traditional used car salesman.  So what is spin selling?Once again, spin selling encompasses four types of questioning that can help you be a sales professional that can get what you want and need and at the same time create a reputation as someone who truly cares about the customer.  In a larger sale, spin selling is going to enable you to be much more effective than with the old fashioned traditional selling tactics.
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The SPIN Selling Strategy 
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Let’s start by identifying situation questions, the first set of questions in the Spin Selling process.



 

Typical situation questions 
  

“How long have you had your 
present equipment?”  
 

“What equipment are you 
presently using?” 
 

“How many people use this 
equipment?”  

Traditional Data-Gathering 
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Situation questions are basic fact gathering questions that are going to shed some light as to what type of applications and needs your prospect has.  As you can imagine, if you’re approaching a large trucking fleet you’ll need to understand their business in order to have any credibility in the sales process.  Hence, the importance of situation questions especially when dealing with a potentially larger prospect.  Do you think that basic sales questioning is going to work with a larger business?  You need to ask situation questions that are going to prove to your prospect that you have an understanding of their business and seriously want to address their needs.



 

Important questions, but don’t overuse them 
 -don’t bore or irritate the buyer 
 

 

In calls that succeed, sellers ask fewer Situation Questions than in calls 
that fail. 
 

Situation Questions 
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As important as situation questions are in the Spin Selling process with a larger account, you need to be careful not to overdo it.  Get the facts that you need, but don’t go overboard.  While you’re generating a sense of trust and credibility, most larger prospects are not going to have time for this to go on very long.  Their time is valuable and too many situation questions can actually irritate the buyer.  Situation questions are necessary, but are not positively related to success.  



Show Your Experience 
 

Successful salespeople ask fewer Situation 
Questions. 
 
Situation Questions are essential, but must be used 
carefully. 
 
Each question has a focus or purpose.  
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Remember, you need to demonstrate your experience with this larger type of prospect.  They are not going to entrust your products in their business unless they have confidence in you.  The more experienced you are, the fewer situation questions you’ll need to ask your prospect.  The situation questions that they do ask have a focus and purpose.



Who benefits from Situation Questions, the buyer or the seller? 
 

Clearly the seller does.  
 

      A busy customer 
      doesn’t have time, 
      for answering  
      these questions. 

Why? 
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You may be asking yourself why we’re impressing the importance of situation questions and at the same time discouraging the overuse of these questions.  Well, who benefits from situation questions?  Obviously the seller benefits from these questions.  The customer already knows this stuff.  And while they will appreciate your efforts to uncover their needs, most larger prospects don’t have the time or the patience to answer lots of these type of questions.  



 

1. Sales Behavior and Sales Success 
2. Situation Questions 
3. Problem Questions 
4. Implication Questions 
5. Need-payoff Questions 
6. The Difference Between Implication and Need-payoff Questions 
7. The SPIN Model 
8. Marketing 
9. Conclusion 
 
 

The SPIN Selling Strategy 
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Once you understand a prospect’s business and applications, you need to move into step two of the Spin selling process….and that’s by asking problem questions.



Following the Situation Question stage ask questions such as: 
 

“Is keeping up with maintenance a problem?” 
 

“Are you worried about the quality you get from your current 
lubricant?” 
 

“What are the disadvantages of the way you’re handling this now?” 

Problem Questions 
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Presentation Notes
The quicker you can move to the problem question stage of the spin selling process the better.  A successful sales professional needs to be a problem solver.  In order to solve a prospect’s problem, you need to know that their problems are.  This is a more specific set of questions than the ones used in the situation stage.  Example:  Does this old machine give you reliability problems?”



Identify problems that AMSOIL products can help. 
 

 

Each question probes for problems, difficulties or dissatisfactions.  
 

 

Each question invites the customer to state implied needs. 

Problem Questions 
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The quicker you can move to the problem question stage of the spin selling process the better.  A successful sales professional needs to be a problem solver.  In order to solve a prospect’s problem, you need to know that their problems are.  This is a more specific set of questions than the ones used in the situation stage.  Example:  Does this old machine give you reliability problems?”



Problem questions are more strongly 
linked to sales success than Situation 
Questions. 
 

In small sales the link is very strong: 
the more Problem Questions the 
seller asks, the greater the chances of 
success. 
 

In larger sales, Problem Questions 
are not strongly linked to sales 
success. 
 

Is this a contradiction? 

It Is About The 
Customer 
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Remember, it’s about the customer.  Much of the questioning done thus far in the Spin Selling process has been about uncovering information that actually benefits the seller.  So what have we learned so far?Problem questions are more strongly linked to sales success than situation questions are.The more problem questions the seller asks, the greater the chances that the call will be successful.  But once again, that doesn’t necessarily translate into success as much in a larger sale.  In larger sales, problem questions, like situation questions, are not strongly linked to sales success.  They are important, but evidence shows that by increasing your problem questions, your sales effectiveness doesn’t necessarily increase with larger prospects.  I realize it almost sounds like I’m contradicting myself.  But hang in there.  I do have a point.
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The SPIN Selling Strategy 
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This is where we are going to transition into the third stage of the spin selling process….and that’s implication questions.



Most salespeople do a good job of asking Situation and Problem 
Questions. 
 

Unfortunately, this is where most stop probing 
 

Not as effective in larger sales 
 

Time for Implication Questions 

Implication Questions 
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This is the area where I hope to eliminate any confusion you might have about the first two stages.  Most experienced salespeople do a  good job of asking situation and problem questions.  Unfortunately, that is where most salespeople stop asking questions.  In a larger sales situation, you have not uncovered enough yet to generally complete a successful sale.  This is where implication questions come in.



Take a small implied need and make it larger 
 

Examples of Implication Questions; 
 

“What effect does that have on your output?” 
 

“Could that lead to increased costs?” 
 

 “Will it slow down your production schedule?” 

Implication Questions 
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These questions are all about the effects, consequences or implications of the customers problem.  See how these questions actually get to the root of your prospect’s well being?  



Implication Questions are strongly linked to success in larger sales. 
 

Build up the customer’s perception of value. 
 

 

Decision makers respond more favorably to salespeople who 
uncover implications. 

Implication Questions 
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Presentation Notes
They are harder to ask than Situation or Problem Questions.  But research shows that Implication questions are strongly linked to success in larger sales.  This is where the rubber meets the road so to speak for these types of customers.  Remember, in larger sales like this you may not always be in a position early on in the process where you’ll be speaking directly to the decision maker.  Many companies have gate keepers and will only allow you to speak with them until you have proven yourself as being worthy of speaking directly to the decision maker.  Decision makers respond much better to salespeople who uncover implications.
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The SPIN Selling Strategy 
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Presentation Notes
The fourth and final stage of the spin selling strategy is Need-payoff questions.  Obviously, you have mined some very valuable information through the first three stages…and in particular with the implication questions.  Now it’s time to reel this big fish in.



Positive solutions-centered questions.  
 

Examples of Need-payoff Questions would 
be; 

“Is it important to you to solve this problem?”  
 

“Why would you find this solution helpful?” 
 

“Is there any other way this could help you?” 
 

Need-payoff Questions 
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Presentation Notes
Need-payoff questions are positive solutions-centered questions.Examples of need-payoff questions could be:Is it important to you to solve this problem?Why would you find this solution helpful?Is there any other way this could help you?



1. Focus the customers attention on the solution rather than the problem. 
 

This helps create a positive problem-solving atmosphere. 
 

 

2. Attention on solutions and actions, not just problems and difficulties.  
 

Get the customer telling you the benefits. 

What you have Achieved? 
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In a sales situation, you are in the best position when you are providing solutions to the prospect’s problems.  Successful salespeople are problem solvers and if you can create an atmosphere of positive problem solving, you’re in!If you can get the prospect to actually tell you the benefits of what you’re proposing, you’ve sold them!



Customers rated need-payoff questions as:  
Positive 
Constructive 
Helpful 
 

Creating a positive effect while reducing  objections. 

Show The Positive 
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It’s all about showing the positive.  If you can get to the point where you have achieved a high number of Need-payoff questions, you’re getting things solved.  These sales calls have become positive, constructive and helpful.  When you can achieve this type of positive vibe, objections are going to be reduced and the sale is on its way to success.
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The SPIN Selling Strategy 
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Presentation Notes
So we’ve demonstrated the importance of the Implication and the need-payoff questions in a larger sales situation.  But what is the difference between the two?



Similar purpose and easy to confuse. 
 

You may even come up with questions yourself in which you are 
unsure which category they would fit under. 
 

How do you tell the difference? 
 

Implication or Need-Payoff? 
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It’s easy to confuse an implication question with a need-payoff question.  The purpose of these two types of questions is similar.  But there is one easy way to determine the difference between the two.



Implication Questions are problem-centered. 
They make the problem more serious. 
 

Need-payoff questions are solution-centered. 
They ask the usefulness or value of solving the problem. 
 

Implication questions are sad and Need-payoff questions are happy! 

Here Is The Difference 
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Implication questions are problem centered.  They are aimed at determining the worst case scenario once a problem is determined.  Need-payoff questions, on the other hand, are solution-centered.  They get to the usefulness or value of solving that problem.  
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The SPIN Selling Strategy 
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Now that we have identified the four stages of the Spin Selling Strategy, let’s put it all together.



Importance to the customer is what makes 
SPIN selling so powerful. 
 
The questioning sequence taps into the 
psychology of the buying process. 
 
SPIN questions provide a road map to guide 
the call. 
 -Need development through Explicit Need 
 identification.  
 

Where Is The 
Power? 
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In any sales situation, having the power is having control.  The more Explicit Needs you can obtain from buyers, the more likely the sales call is to succeed.



Use the following sequence of questions to 
make more sales: 

 

 

1. Ask Situation Questions to establish 
background facts.  

 
But not too many! 

Follow This 
Road Map 
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So be successful!  First, ask situation questions to establish background information about your prospect and his/her business.  But remember, don’t overdo it.  Too many situation questions can bore or irritate the buyer.



2. Move to Problem Questions quickly to 
explore problems, difficulties and 
dissatisfactions.  

 

Problem Questions uncover the customers 
Implied Needs.  

31 

Follow This 
Road Map 

Presenter
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So be successful!  First, ask situation questions to establish background information about your prospect and his/her business.  But remember, don’t overdo it.  Too many situation questions can bore or irritate the buyer.



3. Hold back from offering solutions and 
ask Implication Questions.  
 

These questions make the Implied Needs 
larger and more urgent. 

Follow This 
Road Map 
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So be successful!  First, ask situation questions to establish background information about your prospect and his/her business.  But remember, don’t overdo it.  Too many situation questions can bore or irritate the buyer.



4. Ask Need pay-off Questions to gain 
agreement that the problem is serious 
enough to justify action. 

 

These encourage the buyer to focus on 
solutions and to describe the benefits 
that the solution would bring. 

Follow This 
Road Map 
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So be successful!  First, ask situation questions to establish background information about your prospect and his/her business.  But remember, don’t overdo it.  Too many situation questions can bore or irritate the buyer.



Don’t be rigid in the selling process. 
 

A prospect may go straight to an Explicit Need, and you could go 
straight to Need-payoff questions. 
 

This gets the buyer talking about how the benefits you offer would help 
meet his need. 

Sales Tip 
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Here’s a sales tip for you.  While the Spin Selling strategy is a good roadmap to follow, you might not always need to follow all of the steps in succession.  There may be instances when your prospect is immediately providing you answers to an explicit need.  Don’t be so rigid in the process that you miss an opportunity to go right to need-payoff questions.   
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The SPIN Selling Strategy 
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Now that we’ve discussed selling strategies, we would be remiss if we did not spend some time talking about marketing.  Most successful businesses do some form of marketing.  As an AMSOIL Dealer you should be developing ways to market your business.  You may be already marketing your business without even realizing it.



 

1. Not Having a Marketing Plan 
2. Not Differentiating Your Business From 

Your Competition 
3. Not Having a Systematic Referral 

Generating Program 
4. Neglecting to Communicate and Market 

to Your Current Customers 
5. Not Realizing You Are In the Business 

of Marketing Your Product and Service 
 

Deadly Small Business 
Marketing Mistakes 
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Let’s take a look at our marketing outline.  There are some deadly small business mistakes that you can make when it comes to marketing:  Not having a marketing plan.Not differentiating your business from your competitionNot having a systematic referral generating programNeglecting to communicate and market your current customersNot realizing you are in the business of marketing your product and service. Due to time constraints we will only cover 2 of the mistakes



Most small business owners are “doers” rather than “planners.” 
 

Trouble “doing” the wrong marketing activities the right way or “doing” 
the right marketing activities the wrong way.  
 

To “do” the right marketing activities, you must start with a Marketing 
Plan. 

You Must Plan! 
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The first step in developing a marketing plan is to first understand your market and your competition.  You can begin to understand your market by asking yourself a few questions:Are there segments in my market that are being underserved?What are the weaknesses in my competition’s offering that I can capitalize on?Does my market want or value my unique competitive offering?



Are there segments in my market that are being underserved? 
 

What my competition’s weaknesses that I can capitalize on? 
 

Does my market want or value my unique competitive offering? 

Understand Your Market  
And Competition 
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The first step in developing a marketing plan is to first understand your market and your competition.  You can begin to understand your market by asking yourself a few questions:Are there segments in my market that are being underserved?What are the weaknesses in my competition’s offering that I can capitalize on?Does my market want or value my unique competitive offering?



Who are your customers and what do they want? 
 

What motivates them to buy?  
 

Don’t confuse “wants” with “needs.” 
 

People don’t always buy what they need, but they’ll most always buy what 
they want.  

Understand Your Customer 
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Step two in developing a marketing plan is to understand your customer.  What is your typical AMSOIL customer?  Perhaps most of your customers are do-it-yourselfers, who want merely to be able to get our high quality products at the lowest possible price.  This may lead you to developing a plan to promote the Preferred Customer Program in your area.  Whether its done so by word of mouth, flyers, website or other forms of advertising, your marketing plan is to reach the many potential PCs in your area.  



 

How does my potential customer normally buy similar products? (in a 
store, on the web, etc.) 
 

Who is the primary buyer in the purchasing process? 
 

What kind of buying habits does my customer have? For instance, 
where do they get their information (tv, newspapers, magazines)? 
 

Questions To Ask 
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Questions to determine what my prospect’s primary motivations for buying are?How does my potential customer normally buy similar products? (in a store, on the web, etc.)Who is the primary buyer in the purchasing process?What kind of buying habits does my customer have? For instance, where do they get their information (t.v., newspapers, magazines)?



The best niche marketers in the world 
are AMSOIL Dealers! 
 

Carve out a specific niche and 
dominate that niche! 
 

Then you may consider moving onto 
a second niche. 
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Step three in the marketing plan process, Pick a niche market to go after.  Make sure you choose a niche that is of interest to you and is easy to contact.



What you do and why they should become your customer. 
 

Develop two types of messages. 
 

One should be short and to the point (elevator speech). 
 

Second is your complete marketing message to be included in all your marketing 
materials and promotions.  

 

Develop Your Marketing Message 
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Step number four, Develop your marketing message.  You should have a message that tells your prospects what you do and persuades them to become your customer.  Develop two types of messages:The elevator speechYour complete marketing message.As an example, the Dealer Sales Department has developed a vision      statement and a mission statement.  Our vision statement is our short and to the point elevator speech.  It is our vision to have AMSOIL products in every garage and knowledgable  and successful AMSOIL Dealers in every town.  Our mission statement which is our complete marketing message is:  It is the mission of the AMSOIL Dealer Sales Department to support and promote the growth of the AMSOIL Dealer opportunity , proactively train and coach Direct Jobbers and enable and enhance the success of all Dealers.  We will accomplish this mission through honest, open and timely communication , appropriate, relevant and topical training and practical, user friendly tools.



Include the following: 
 

Explanation of your target prospect’s problem. 
 

Proof that the problem is so important that it should be solved, NOW. 
 

Examples and testimonials from customers you have helped with similar 
problems.  
 

The benefits they will receive from using AMSOIL. 
 

Make It A Compelling Message 
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Step number four, Develop your marketing message.  You should have a message that tells your prospects what you do and persuades them to become your customer.  Develop two types of messages:The elevator speechYour complete marketing message.As an example, the Dealer Sales Department has developed a vision      statement and a mission statement.  Our vision statement is our short and to the point elevator speech.  It is our vision to have AMSOIL products in every garage and knowledgable  and successful AMSOIL Dealers in every town.  Our mission statement which is our complete marketing message is:  It is the mission of the AMSOIL Dealer Sales Department to support and promote the growth of the AMSOIL Dealer opportunity , proactively train and coach Direct Jobbers and enable and enhance the success of all Dealers.  We will accomplish this mission through honest, open and timely communication , appropriate, relevant and topical training and practical, user friendly tools.



The communication vehicle to deliver your message. 
 

Choose a marketing medium that provides the highest return on your 
marketing dollar. 
 

Choose one that matches your niche.  
(For example, how many truckers do you know that listen to hip-hop? 
Would you then advertise to truckers on a hip-hop radio station?) 

 

Determine Your Marketing Mediums 
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Step number four, Develop your marketing message.  You should have a message that tells your prospects what you do and persuades them to become your customer.  Develop two types of messages:The elevator speechYour complete marketing message.As an example, the Dealer Sales Department has developed a vision      statement and a mission statement.  Our vision statement is our short and to the point elevator speech.  It is our vision to have AMSOIL products in every garage and knowledgable  and successful AMSOIL Dealers in every town.  Our mission statement which is our complete marketing message is:  It is the mission of the AMSOIL Dealer Sales Department to support and promote the growth of the AMSOIL Dealer opportunity , proactively train and coach Direct Jobbers and enable and enhance the success of all Dealers.  We will accomplish this mission through honest, open and timely communication , appropriate, relevant and topical training and practical, user friendly tools.



Be SMART about these goals. 
Sensible 
Measurable 
Achievable 
Realistic  
Time Specific 

 

Include financial elements such as annual sales revenue, gross profit, 
etc. 

Set Sales And Marketing Goals 
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Step six in developing a marketing plan is to set sales and marketing goals.  Goals are critical to your success.  Make sure that these goals are sensible and attainable, but at the same time effective.



Can you calculate 
your cost to acquire 

one customer? 
 
 

 

Develop Your Marketing Budget 
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Step number 7 in developing a marketing plan, develop your marketing budget.  Maybe your just starting out and the only realistic way to market your business is by buying business cards, getting an AMSOIL jacket to wear and AMSOIL decals for your car. Maybe you’ve grown to the point where you can afford to take out a yellow pages ad, get an illuminated sign for your home and participate in a few trade shows.Maybe you have reached a level where you can advertise in the local newspaper and radio station.  The important thing to remember is to make sure that you can get a return on your investment.  If your marketing budget results in your business going backward, you are aiming too high at least for now.Here’s a rule of thumb:  If your have been in business for over a year and have kept track of your marketing related expenditures, you can calculate your “cost to acquire one customer” by dividing your annual sales and marketing costs by your number of customers.



 

Divide your annual 
sales/marketing costs by your 
number of customers. 
  
Take your cost to acquire one 
customer and multiply it by your 
customer acquisition goal. 
 
This is your estimate of what you 
need to invest to meet your 
sales goals for the next year. 
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The next step is to take your cost to acquire one customer and multiply it by your customer acquisition goal.  How many customers did you set out to add for the year.This will provide you with a rough estimate of what you need to invest to meet your sales goals for the next year.



Developing a marketing plan is not as difficult as you might think. 
 

Determine the appropriate marketing mediums for you, your message, 
and costs. 
 

Remember the 80/20 rule. 
 

Set aside uninterrupted time to develop your marketing plan. 

Conclusion 
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So in conclusion, developing a marketing plan is really not that hard.  Get to know your market and what mediums you have available to you.  Make sure that you get your bang for the buck with these mediums.  Remember 80% of your results come from 20% of your effort.  



 

1. Not Having a Marketing Plan 
2. Not Differentiating Your Business From 

Your Competition 
3. Not Having a Systematic Referral 

Generating Program 
4. Neglecting to Communicate and 

Market to Your Current Customers 
5. Not Realizing You Are In the Business 

of Marketing Your Product and Service 
 

Deadly Small Business 
Marketing Mistakes 
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Let’s take a look at our marketing outline.  There are some deadly small business mistakes that you can make when it comes to marketing:  Not having a marketing plan.Not differentiating your business from your competitionNot having a systematic referral generating programNeglecting to communicate and market your current customersNot realizing you are in the business of marketing your product and service. Due to time constraints we will only cover 2 of the mistakes



Many businesses focus on the first sale or the “front end” sale and 
spend most of their time looking for new customers. 
 

 

Don’t forget that the real goldmine lies in the “back end” sales of 
continuing a stream of sales. 
 

The Goldmine 
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I like to refer to your current customer as the goldmine.  Why?  Because that’s where tangible sales are.Many businesses focus on the first sale ands once that customer is on board it’s time to concentrate solely on adding new customers.  You should always be looking to add new customers, but not at the expense of your current customers.  For one reason or another, they have purchased from you.  Make sure that they will continue to do so.



If you have convinced someone to do business with you, it means 
they have given you a vote of confidence. 
 

 

If you’re really good at under promising and over delivering, you may 
even get their lifetime vote of confidence. 
 

The Goldmine 
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Your current customers have given you a vote of confidence.  A relationship has been developed.  The biggest mistake a salesperson can make is to forget about their loyal customers.  If you cultivate these relationships and provide outstanding customer service, you may have a customer for life.  That’s loyalty and that’s profits.



You must be able to contact your customers in order to market to them. 
 

Capture your customer’s contact information at the point of sale. 
 

Include their email address. 
 

They’ll appreciate the effort . 

Where Is Your Gold Mine? 
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Some customers may be reluctant to provide all of this information, so you may want to think about providing something of value to them for their next purchase to get this information.



Many businesses lose between 15 to 20 percent of their 
customers each year. (This includes your competition.) 
 

Some of your customers will lie dormant 
and/or you will only sell them product 
once or twice a year. 
 

This is where the 80/20 rule  
comes into play. 
 

 

Who Are Your Best Customers? 
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20% of your customers will bring you 80% of your business.



Your marketing costs go down because you don’t have to blast your 
marketing message. 
 

Your marketing efforts become more efficient, you are dealing with 
responsive customers. 
 

It rewards customers because they receive your personal attention. 

Benefits Of Focusing On  
These Customers 
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What are the benefits of focusing on your current customers?  It reduces your customer acquisition cost by investing your savings on customer retention and loyalty building programs.



 

Identify all your customers and the amount they have spent with you over a 
defined time period, say the last 12 months. 
 

If you don’t have this data, start compiling it right now. 

Identify Your Top 20% 
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It may not always be practical to regularly keep track of every single current customer, but you owe it to yourself to identify the top producers and make sure that they are focused on.  Since 20% of your customers will bring you 80% or your profits, identify those customers.  If you don’t have this data, start compiling it.  



Business goes where it is invited! 
 

Effective strategy for significantly improving current sales. 
 

“What can I do to make my AMSOIL business unique?” 

Where Does Business Go? 
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Question:  Where does business go?It goes where it is invited.  In other words, inviting your customers to do business with you is a good strategy for improving current sales.  Try to differentiate yourself from the competition.  



 

One answer may be to know your customers better than your 
competition ever could! 
 

Know who your best customers are and  personally invite them 
to do business with you again and again! 
 
 

“What can I do to make my AMSOIL 
business unique?” 
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Make it your business to really get to know your customers.  If you know your customers better than your competition ever could, then you are going to have an extreme advantage in making your business unique.



The average annual attrition rate in business is about 20%. 
 

To achieve just a 10% increase in sales you have to add 30% more 
customers! 
 

It can cost six times more money to attract new customers than it 
does to keep old ones. 
 

What is customer attrition costing your 
business? 

The Prodigal Customer 
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The average number of customers that stop doing business with you annually is about 20%.To achieve just a 10% increase in sales you have to add 30% more customers!The average business spends six times more money to attract new customers than it does to keep old ones.What is customer attrition costing your business?Remember, it is a lot more difficult to replace a customer than it is to keep one.  



Of the 20% that stop doing business with you… 
 

3% move away. 
5% develop other friendships. 
9% leave for competitive reasons. 
14% are dissatisfied with the product or service. 
68% quit because of indifference or neglect. 
 

“Why Customers Quit ” 
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There are any number of reasons as to why customers will leave you.  Not all of these reasons are things that you can control.  But the biggest reasons are within your control.  In this survey, 14% are dissatisfied with the product or service.  This is within your control.  68% quit because of indifference or neglect.  That is certainly within your control.  This means that 82% of your customers that stop doing business with you are unhappy!



GET THEM BACK! 
Assume that the statistics are correct 
 

You assume you did something to offend them 
 

Humble yourself and apologize 
 

Ask forgiveness 

What To Do? 
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How do you get them back?  Be honest, humble and ask for forgiveness.  



Is something wrong? 
 
Show your genuine concern 
 
Ask your customer 

Tell The Truth 
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Communicate!  Ask questions as to why a customer has stopped buying.  Once you have discovered the reason, be open and honest about coming up with a solution.They haven’t been purchasing product for quite awhile and you sense something is wrong.Make sure to communicate this in a way that absolutely conveys your genuine concern for their well-being.Then ask, “Is there anything wrong?” “Have we done something wrong or did we offend you?”Let them know that if you did, it certainly was not intentional. Then ask if everything is all right with their business, job, family, health, etc.



Don’t underestimate this strategy. 
 
Even big companies have been successful following this method, 
including Continental Airlines in the early 1990’s. 

It Works! 
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In 1990 Continental Airlines filed for bankruptcy for the second time in seven years.  The company survived through the tremendous efforts of employees, who responded through the Go Forward Plan.  The airline made an almost miraculous turn-around by focusing on improving profit margins and encouraging employees to seek creative ways to enhance customer satisfaction.  The plan quickly catapulted Continental back to the top of the industry in such key areas as on-time departures and record profits.



 

1. Sales Behavior and Sales Success 
2. Situation Questions 
3. Problem Questions 
4. Implication Questions 
5. Need-payoff Questions 
6. The Difference Between Implication and Need-payoff Questions 
7. The SPIN Model 
8. Marketing 
9. Conclusion 
 

The SPIN Selling Strategy 
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In conclusion, sales and marketing are important aspects of your business.



Situation Questions 
 
Problem Questions 
 
Implication Questions 
 
Need-payoff Questions 

 
 
 

Put together a marketing plan for your AMSOIL business. 
 

Invite your current customers to do business with you and they will! 
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Spin Selling works when involved in large dollar sales.  Remember, SPIN is short for:Situation Questions, Problem Questions, Implication Questions and Need-payoff Questions.  Follow this sales process.Don’t just talk about it.  Put a marketing plan together for your AMSOIL business.  And don’t forget about your current customers.  Treat them like gold because that’s what they are!
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