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In hiding?

LOUISE LANVERY expladrs wivy
avary staff mamber shauld think
like a salespArson...

‘When It eomes down to ig, tha
anly discernabla differenca your
cusiHTIErS sea halansen you g your compatition is your
panpla, iy vital that vou look Bavond your asles leam o
datgrming who elsa in your onganisation hag a key role
o play = your ‘hidden sales foroe”, Funotions inaluding IT,
mareeting, and customear service all have valuable contact
with CLUBLDMEE, Dul hiow i wal maks 8 happy CUSHHTIET
o e valusbds customer?

The first step cen be getting your hidden ealas longe 1o
appreclata the impact they can have on 8 customar
ralationship, This does not require hard salas techniguees
but involves showing an active smarest in the custorm e,
Fowy they work gnd why they do things in that way,

By undarstanding the relative importance of cach role
within your hidden sabas foree, key srass o atlention
and Impravemant can be identifisd, such as quastioning,
fact finding and competitive awarenass.

Here are & fewe TACK suggestions to harness |he posar
of the hidden seles forca,

Tips for salles managers

= ldaniify who makes up your hidden sales forece and
understond how they interact with your customers. Who
are the most imgarlant mambens and ey San you gain
thair suspport?

* For major accounls, how can key non-salespeople be
Ires poratad inte sccount plarning and development?

Tips for sabes professionaks

= Integrata rathar than isalete yoursalf from your intamal
nefwork, Devalop a meredsat and attitude towards working
with a wide tearn of peogle and sharing knawladge

+ Share your Intarast in the customaes to make him masa
real for others, so they wnderstand thesr piece in the
puzde’,

Finally, messarch raveals that today's customar weall
anby give you approximately 45 rminutes 1o sell the benafits
of wour produwct or sarvice, Your customer's time s a8
preciaus commedity, and your fime is valuable fo your
business g0 1hase lips Wil k2l [0 use (his tme wisely.

¥Wnat wa ara suggesting does net have 12 invaive a
complate change programme for the business. The
cusiomer will soon get the message koud and chear that
ywou ann nof anly focused on providing a good servioe but
that ewerpons in your organisation really wanis and values
hils business. B

Louise Lovery was Divisiona! Marketing D¥vector for o
FTSE rap 50 company before joimivg TACK fnteshationg)
as Markshing Directon Wwww fack, co.uk
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