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Unit Objective





After completing this unit, the student should understand the sales and marketing techniques used in agricultural businesses  and be able to use methods and techniques presented in the unit to market and sell agricultural products. 





Specific Objectives and Competencies





  1.  Explain a product life cycle chart.


  2.  Develop short range marketing plans.


  3.  Develop long range marketing plans.


  4.  Define common marketing terms.


  5.  Develop a comprehensive marketing plan.


  6.  Make a classroom marketing plan presentation.


  7.  Identify agricultural sales skills.


  8.  Identify customer needs and wants.


  9.  Describe ways to approach the potential customer.


  Give an agricultural sales presentation.





11.  Describe the techniques of suggestive selling.


12.  Effectively handle customer resistance.





Describe how to close a sale.


Develop a sales brochure.





List the components of a sales portfolio.
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Unit Objective





	After completing this unit,  the student should understand the sales and marketing techniques used in agricultural businesses, and be able to use methods and techniques presented in the unit to market and sell agricultural products.





Specific Objectives and Competencies





After completing this unit, students should be able to:





Explain a product life cycle chart.





Define common marketing terms.





3.   Develop a comprehensive marketing plan.





4.   Make a classroom marketing plan presentation.





5.   Identify agricultural sales skills.





6.   Identify customer needs and wants.





7.   Describe ways to approach the potential customer.





8.   Give an agricultural sales presentation.





9.   Describe the techniques of suggestive selling.





10.  Effectively handle customer resistance.





11.  Develop a sales brochure.





12.  List the components of a sales portfolio.
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Questions for Discussion





Draw and explain a product life cycle chart.








Discuss what short range marketing plans are.








Discuss what long range marketing plans are.








Define the following marketing terms:  See Answers to Questions for Discussion below.








Develop an example comprehensive marketing plan.








Make a classroom marketing plan demonstration.








Identify and discuss agricultural sales skills.








Describe how to identify customer needs and wants.








Describe ways to approach a potential customer.








Be able to give an agricultural sales presentation.








Be able to effectively handle customer resistance.








Describe how to close a sale.








Be able to develop a sales brochure.








14. List the components of a sales portfolio.





Teacher Answer Sheet





Answers to Questions for Discussion





 


Draw and explain a product life cycle chart.





The product life cycle (PLC) is explained by the following graph (Figure 1), which illustrates sales and profits over a product’s life from inception to demise:








Figure 1. The Product Life Cycle





�


Source: Kotler and Armstrong, 1991





Product development begins when the company finds and develops a new-product idea.  During product development, sales are zero and the company’s investment costs add up.


Introduction is a period of slow sales growth as the product is being introduced in the market.  Profits are nonexistent in this stage because of the heavy expenses of product introduction.


Growth is a period of rapid market acceptance and increasing profits.


Maturity is a period of slowdown in sales growth because the product has achieved acceptance by most potential buyers. Profits level off or decline because of increased marketing outlays to defend the product against competition.


Decline is the period when sales fall off and profits drop.





Not all products follow this S-shaped product life cycle.  Some products are introduced and die quickly.  Others stay in the mature stage for a long, long time.  Some enter the decline stage, and are then recycled back into the growth stage through strong promotion or positioning.


The PLC concept can describe a product class (livestock feed), a product form (steam-rolled feeds), or a brand (Purina Mills Calf Startena().  The PLC concept applies differently in each case.  Product classes have the longest life cycles.  The sales of many product classes stay in the mature stage for a long time.  Product forms, on the other hand, tend to have the standard PLC shape. A specific brand’s life cycle can change quickly because of changing competitive attacks and responses.








2.   Define the following marketing terms: 





Adoption – the decision by an individual to become a regular user of the product.





Advertising - any paid form of nonpersonal presentation and promotion of ideas, goods, or services by an identified sponsor.





Allowance - promotional money paid by manufacturers to retailers in return for an agreement to feature the manufacturer’s product in some way.





Approach - the step in the selling process in which the salesperson meets and greets the buyer to get the relationship off to a good start.





Brand - a name, term, sign, symbol, or design, or a combination of theses intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitors.





Brand extension - a new or modified product launched under an already successful brand name.





Brand image - the set of beliefs consumers hold about a particular brand.





Brand mark - the part of a brand which can be recognized, but is not utterable, such as a symbol, design, or distinctive coloring or lettering. Examples are the Pillsbury doughboy, the Ralston Purina checkerboard, the green of John Deere.





Brand name - the part of a brand which can be vocalized – the utterable such as Pioneer Hybrids, Elanco, Ciba, or Case-IH.





Closing - the step in the selling process in which the salesperson asks the customer for an order.





Comparison Advertising - advertising that compares one brand directly or indirectly to one or more other brands.





Competitor analysis - the process of identifying major competitors; assessing their objectives, strategies, strengths and weaknesses, and reaction patterns; and selecting which competitors to attack or avoid.





Concentrated marketing - a market coverage strategy in which a firm goes after a large share of one or a few sub markets.





Concept testing - testing new product concepts with a group of target consumers to learn whether the concepts have strong consumer appeal.





Consumable goods – goods that are consumed when they are used.  Examples would be food, fuel, paper, clothing (though clothing kind of falls between consumable and durable).





Consumer goods - those bought by final consumers for personal consumption.





Consumer market - all the individuals and households who buy or acquire goods and services for personal consumption.





Contests, sweepstakes, and games – promotional events that give consumers the chance to win something - such as cash, trips, or goods, - by luck or through extra effort.





Convenience goods - consumer goods that the customer usually buys frequently, immediately, and with the minimum of comparison and buying effort.





Copy testing - measuring the communication effect of an advertisement before or after it is printed or broadcast.





Coupons - certificates that give buyers a savings when they purchase a product.





Decline stage - the product life-cycle stage at which a product’s sales decline.





Demand curve - a curve that projects the number of units the market will buy in a given time period at different prices that might be charged.





Demands - human wants that are backed by buying power.





Demographic segmentation - dividing the market into groups based on demographic variables such as age, sex, family size, family life cycle, income, occupation, education, religion, race and nationality.





Derived demand - organizational demand that ultimately comes from (derives from) the demand for consumer goods.  For example the demand for hog feed is derived from the demand for pork.





Differentiated marketing - a market-coverage strategy in which a firm decides to target several market segments and designs separate offers for each.





Direct-mail marketing - direct marketing through single mailings that include letters, ads, samples, foldouts, and other “salespeople on wings” sent to prospects on mailing lists.





Discriminatory pricing - selling a product or service at two or more prices; the difference in prices is not based on differences in costs.





Diversification - a strategy for company growth by starting up or acquiring businesses outside the company’s current products and markets.





Durable goods - consumer goods that are usually used over an extended period of time and that normally survive many uses.  Examples would be cars, trucks, other equipment, appliances.





Elastic demand - total demand for a product that is much affected by price changes, especially in the short run.





Exclusive distribution - giving a limited number of dealers the exclusive right to distribute the company’s products in their territories.





Experimental research - the gathering of primary data by selecting matched groups of subjects, giving them different treatments, controlling related factors, and checking for differences in group responses.





Exploratory research - marketing research to gather preliminary information that will help to better define problems and suggest hypotheses.





Focus-group interviewing - personal interviewing which consists of inviting six to ten people to gather for a few hours with a trained interviewer to talk about a product, service, or organization.  The interviewer “focuses” the group discussion on important issues.





Follow-up - the last step in the selling process in which the salesperson follows up after the sales to ensure customer satisfaction and repeat business.





Forecasting - the art of estimating future demand  by anticipating what buyers are likely to do under a given set of conditions.





Frequency - the number of times the average person in the target market is exposed to an advertising message during a given period.





Geographic segmentation - dividing a market into different geographical units such as nations, states, regions, counties, cities or neighborhoods.





Growth-share matrix - a tool used in strategic planning to classify a company’s strategic business units according to market-growth rate and market share.





Growth stage - the product life cycle stage at which a product’s sales start climbing quickly.





Handling objections - the step in the selling process in which the salesperson seeks out, clarifies, and overcomes customer objections to buying.





Human need - a state of felt deprivation.





Human want - the form that a human need takes as shaped by culture and individual personality.





Idea generation - the systematic search for new-product ideas.





Idea screening - screening new product ideas in order to spot good ideas and drop poor ones as soon as possible.





Industrial market - all the individuals and organizations acquiring goods and services which enter into the production of other products and services that are sold, rented, or supplied to others.





Inelastic demand - total demand for a product that is not much affected by price changes, especially in the short run.





Informative advertising - advertising used to inform customers about a new product or feature and to build primary demand.





Introduction stage - the product life cycle stage when the new product is first distributed and made available for purchase.





Market - the set of actual and potential buyers of a product.





Market development - a strategy for company growth by identifying and developing new market segments for current company products.





Market leader - the firm in an industry with the largest market share; it usually leads other firms in price changes, new product introductions, distribution coverage and promotion spending.





Market nicher - a firm in an industry that serves small segments that the other firms overlook or ignore.





Market penetration - a strategy for company growth by increasing sales of current products to current market segments without changing the product in any way.





Market penetration pricing - setting a low price for a new product in order to attract a large number of buyers and a large market share.





Market positioning - formulating competitive positioning for a product and a detailed marketing mix.  Arranging for a product to occupy a clear, distinctive, and desirable place relative to competing products in the minds of target consumers.





Market segment - a group of consumers who respond in a similar way to a given set of marketing stimuli.





Market segmentation - dividing a market into distinct groups of buyers who might require separate products or marketing mixes.   The process of classifying customers into groups with different needs, characteristics, or behavior.





Market-share analysis - analysis and tracking of the company’s market share.





Marketing - a social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others.





Marketing concept - the marketing management philosophy which holds that achieving organizational goals depends on determining the needs and wants of target markets and delivering the desired satisfactions more effectively and efficiently than competitors.





Marketing mix - the set of controllable marketing variables (price, features, quantity, advertising, etc.) that the firm blends to produce the response it wants in the target market.





Marketing research - the function that links the consumer, customer and public to the marketer through information - information used to identify and define marketing opportunities and problems; to generate, refine, and evaluate marketing actions; to monitor marketing performance; and to improve understanding of the marketing process.





Maturity stage - the stage in the product life cycle where sales growth slows or levels off.





Multibrand strategy - a strategy under which a seller develops two or more brand in the same product category.





Observational research - the gathering of primary data by observing relevant people, actions, and situations.





Packaging - the activities of designing and producing the container or wrapper for a product.





Perception - the process by which people select, organize, and interpret information to form a meaningful picture of the world.





Personal selling - oral presentation in a conversation with one or more prospective purchasers for the purpose of making sales.





Point-of-purchase promotions (POP) – displays and demonstrations that take place at the point of purchase or sale.





Potential market - the set of consumers who profess some level of interest in a particular product or service.





Preapproach - the step in the selling process in which the salesperson learns as much as possible about a prospective customer before making a sales call.





Presentation - the step in the selling process in which the salesperson tells the product “story” to the buyer, showing how the product will make or save money.





Price - the amount of money charged for a product or service, or the sum of the values consumers exchange for the benefits of having or using the product or service.





Price elasticity - a measure of the sensitivity of demand to changes in price.





Prospecting - the step in the selling process in which the salesperson identifies qualified potential customers.





Selling process – the steps that the salesperson follows when selling, which include prospecting and qualifying, pre-approach, approach, presentation and demonstration, handling objections, closing and follow-up.





Social classes - relatively permanent and ordered divisions in a society whose members share similar values, interests, and behaviors.





Specialty goods - consumer goods with unique characteristics or brand identification for which a significant group of buyers is willing to make a special purchase effort.





Strategic planning - the process of developing and maintaining a strategic fit between the organization’s goals and capabilities and its changing marketing opportunities.  It relies on developing a clear company mission, supporting objectives, a sound business portfolio, and coordinated functional strategies.





Survey research - the gathering of primary data by asking people questions about their knowledge, attitudes, preferences, and buying behavior.





Target market - a set of buyers sharing common needs or characteristics that the company decides to serve.





Telemarketing - using the telephone to sell directly to consumers.





Test marketing - the stage of new product development in which the product and marketing program are tested in more realistic market settings.





Trademark - a brand or part of a brand that is given legal protection - it protects the seller’s exclusive rights to use the brand name or brand mark.





Undifferentiated marketing - a market coverage strategy in which a firm decides to ignore market segment differences and go after the whole market with one market offer.








3.   Develop a comprehensive marketing plan.





Developing a comprehensive marketing plan usually involves planning the details of the marketing mix. The marketing mix is a set of controllable marketing variables that the firm blends together to produce the response it wants in the target market.  The marketing mix consists of everything a firm can do to influence the demand for its product.  The many different possibilities can be collected into four groups of variables known as the “four Ps:” product, price, place and promotion.  The particular marketing variables under each P can be found in Table 1 below.


Product stands for the “goods-and-service” combination the company offers to the target market.  Thus Purina Calf Startena( (a feed for dairy calves) consists of rolled corn and oats, molasses, protein pellets (typically containing soybean meal, or some other source of protein), and vitamins and minerals, as well as other ingredients.  The product comes with a nutritional tag which guarantees some of the nutritional content, and brief feeding instructions.


Price stands for the amount of money a dairy producer has to pay to obtain the product. Purina publishes a weekly price list, which lists the feeds available at any of its approximately 50 plants across the U.S.  To this price, a local Purina dealer will then add-on a retail margin which covers its costs such as buildings and equipment, freight, interest, insurance and labor and which also includes a profit.  The dealer then posts a price for Calf Startena(, which may be subject to a cash discount (a discount offered if a customer pays cash), and perhaps a volume discount (a discount offered for larger volumes of the product).


Place stands for company activities that make the product available to target consumers.  Purina maintains a large body of independently owned dealerships that sell the company’s many feed products.  Purina selects its dealers carefully and supports them strongly.  The dealers keep an inventory of Purina feeds and animal health products, demonstrate and sell them to livestock producers, negotiate prices , close sales, and continue to service the farmer after the sale.


Promotion stands for activities that communicate the merits of the product and persuade target customers to buy it.  Purina spends over $400,000 each year on advertising to tell consumers about the company and its products.  This amount is supplemented by the advertising that dealers do in their own territories.  Dealership salespeople assist farmers and ranchers and persuade them that Purina Chows( are the best feed line for their livestock.  Purina and its dealers offer special promotions – sales, financing, etc. – as added purchase incentives.








Table 1. The Four Ps of Marketing


�
�
Product�
Price�
Place�
Promotion�
�
Product variety�
List price�
Channels�
Advertising�
�
Quality�
Discounts�
Coverage�
Personal selling�
�
Design�
Allowances�
Assortments�
Sales promotion�
�
Features�
Payment period�
Locations�
Publicity�
�
Brand name�
Credit terms�
Inventory�
�
�
Packaging�
�
Transport�
�
�
Sizes�
�
�
�
�
Services�
�
�
�
�
Warranties�
�
�
�
�
Returns�
�
�
�
�
	


Thus, a comprehensive marketing plan will outline many or most of the above items in detail – as the company must decide what product to produce, how to price it, who will market the product and where, and then what sort of promotion will be used to motivate prospects and customers.  Students can select a product or service of their choice and apply the “Four Ps” to it.














4.   Make a classroom marketing plan demonstration





The classroom marketing plan should be comprehensive and include the points discussed in Question 3 above.





 


5.   Identify agricultural sales skills.





The following is an outline of skills and a procedure that can be followed for agricultural sales.





A. Preparation


          Learn about product / service.


          Understand the market.


          Understand the customers.


B. Knowledge


          Competitive strategies - competitors.


          Customer needs.


          Changing technology.


C. Prospecting.


          Prospecting: identifying & locating potential customers.


          Cold calls -- new prospects.


          Cool calls -- call on someone you believe to be interested.


          Leads -- prospects taken from good sources.


               Satisfied customers often a good source of leads!


D. Qualifying Prospects.


          Who makes the decision?


               Husband or wife.


               Father or son.


          Credit worthiness / ability to pay.


          True need -- bad practice to sell if customer’s need not well suited to product.


E. Information.


          Visual – look at the farm, note significant features, is it neat or not?


          Ask questions of others.


          Ask questions of prospect.


          Sales call objective.


              Clearly thought out -- often written.


F. Sales call strategy.


          Action plan.


          Timing, location -- drop by or appointment?


          Preparing sales call.


               Gather proper materials.


�
G. Making CONTACT!


          Buffers -- secretaries, spouses, other employees -- use them to gather


               information & let them get to know you.


          Delays -- waiting to see people. Use time to read, write reports.


          Appointments -- increasingly used.


H. Sales Call.


          The actual “sales call.”


               Approach


                    Dress in good taste.


                    Use good car manners.


                    Greet customer / prospect w/ friendly confidence.


                    Introduction -- name, company. Use customer’s name.


                    Icebreaker -- compliment customer &/or state purpose of call.


              Building rapport.


                    Some socializing – don’t spend too long.


               Encourage customer to talk.


          Questions (Also see Question 6 below)


               Good questions can help lead customer to their own conclusion.


               Open vs. closed questions:


                    Open


Examples -- Tell me about your operation.


-- What kind of experience have you had with your present


      supplier?


                    Closed


Examples -- Have you ever done business w/ our firm before?


                    		         How many cows do you milk?


          Generating interest.


               Customer recognizes need that product can meet.


               Cost savings or profit potential.


               State problem & why customer may be interested in product.


          The presentation.


               Systematic presentation of selling points & reasons for buying.


               Ask questions.


               Hit “hot buttons” -- when customer shows particular interest.


               Don’t oversell -- better to undersell & customer is pleasantly surprised.


          Features, Advantages & Benefits (FAB)


               Feature -- descriptive, measurable fact about product.


               Advantage -- direct physical or operating result of feature.


               Benefit -- interpretation of what advantage means to customer.


�
I.  Features, Advantages & Benefits -- Some Examples





     John Deere 160 HP tractor





Feature: 	160 HP


Advantage: 	Extra power to allow pulling of 12 bottom plow.


Benefit: 	Field operations take less time.





     Wayne Milk Pro 2000





Feature: 	Pelleted


Advantage: 	Cows eat more quickly.


Benefit: 	More nutrition in a shorter period of time.  Cows get through the


milking parlor quicker (if dairy producer feeds in the parlor).


J. Proof.


          Way to convince customer.


          Demonstration – example: farm equipment field day.


          Illustrations and pictures.


          Comparisons:


               Feed: split tests


               Fertilizer, Herbicides & Seed: test plots


          Testimonials -- proof brochures.


          Test results -- independent company or university trials.


          Company literature.


K. Conviction.


          Cutomer’s belief & decision that product will be of benefit.


          Helping customer see themselves using product & gaining benefits.


L. Trial close.


          Technique to see if customer is ready to buy.


          Often in the form of a question.


               What do you think of the product?


               Which model do you think would work best in your operation?


          Outcome


               Customer indicates willingness to buy.


               Objections.


M. Objections.


          Negative reaction or reason not to buy.


          View them as a challenge to complete sale.


N. Handling objections (Also see Question 9 below).


          Ask questions.


          Restate & clarify.


          Boomerang -- objection becomes a selling point (pretty tough to do).


          Deny.


          Yes, but & / or accept.


          Ignore.


O. The close (Also see Question 10 below).


          Act of securing commitment


               Sale or --


               Commitment to do something.


          Methods (See Question 12 below for more detail)


               Direct.


               Summary.


               Choice.


               Assume


               Special feature -- some feature not disclosed earlier.


P. Follow-up.


          Delivery, billing collecting bill, using, servicing & maintaining product.








6.  Describe how to identify customer needs and wants.





There are a variety of ways to identify customer needs and wants.  Basically, it is a process of gathering information.  As noted above, using your eyes will often give you some of the answers you are looking for – as you drive onto a farm or agribusiness, the type of operation will often become apparent.  To continue with our feed example, if a farmer is milking cows, it’s pretty obvious that he or she has a need for cow feed.  Then it becomes the salesperson’s challenge to see if they can meet the farmer’s needs better than their competitors – through product quality, service or price.





In addition, information can be gathered from others – neighbors, satisfied customers, and influentials such as bankers, extension agents, other ag sales people (fertilizer, machinery, seed, etc.).





Finally, the best source of customer needs and wants is the prospect themselves.  Thus, one of the salesperson’s most indispensable tools is the question.  The salesperson who tactfully asks questions is able to focus attention on the customer and learn about the customer’s needs and interests.  It is amazing how often carefully designed questions can lead customers to their own conclusions, which is far more persuasive than being “told” outright by a salesperson.  Customers often sell themselves, and skillful salespeople simply facilitate the process.  In addition, it is often surprising how much information a prospect will share with you if you just ask.





The effective use of questions in a sales call is a skill that can be learned.  The manner in which a question is asked may make all the difference. Tact demands that you avoid appearing nosy or controlling while asking questions.  When questions flow appropriately within the conversation and are asked with genuine interest, they are usually more successful.  Care should be taken to phrase questions nonthreateningly so that they can be answered in a positive way.  It is of little value to embarrass a customer or to force the customer to admit ignorance.  Try not to make the inquiry in such a way that it forces the prospect to adopt a polarized position, particularly when that position is counterproductive to the sales-call objective.  As mentioned above, open-ended questions that are designed to get the prospect talking are usually better than questions that can be answered with “yes” or “no.”





7.   Describe ways to approach the potential customer.





To expound a little more on the approach section mentioned briefly above, five basic points should be considered when approaching the customer or prospect:





Dress in good taste. Cleanliness and neatness are basic to professional selling. Personal grooming, including hairstyle, must fit within the tolerance limits of customers’ tastes.  It may be frustrating to realize that a customer’s personal tastes may influence a sales relationship, but the simple fact is that they do. This phenomenon is particularly important among agricultural buyers, whose prevailing structure tends to be rather conservative.


Be mindful of car manners. For many agribusiness salespeople, their cars and the way they are driven constitute the first chance to make a visual impression on the prospect, particularly for those salespeople concentrating on rural-area customers.  The industry abounds with stories about unfortunate salespeople who have parked in the general manager’s “personal spot,” driven into the farmer’s driveway in a manner that the farmer thought to be reckless, or backed over the customer’s son’s tricycle and lost a potential sale!


Greet customer / prospect with friendly confidence. The consensus among professional salespeople is that it is best not to be overly aggressive or assuming until definite rapport has been established.  Although a warm smile and a firm handshake make for a good beginning, some prospects have expressed discomfort with a handshake, viewing an outstretched hand as a sign of aggression – so care should be taken.  This problem is particularly reported by saleswomen who call on male customers, though attitudes are changing.


 Introduction.  The salesperson should introduce themselves clearly by stating their name and company.  This idea has merit even in situations where the salesperson has called on the customer before, unless both have come to know each other very well – this allows you to reemphasize your name, so the prospect will not be embarrassed if he or she has forgotten it since the last call. Use customer’s name.


 Icebreaker.   Compliment customer on some aspect of their operation and/or state purpose of your call.








�
8.   Be able to give an agricultural sales presentation.





A student should review the agricultural sales skills listed in question 5 above, and develop a sales presentation using those outline points.  Particular attention should be given to the actual “sales call” – which includes proof, a trial close, handling objections and the close.








9.   Be able to effectively handle customer resistance.





Customer resistance usually expresses itself in the form of an objection.  The following are some methods of handling objections:





Ask Questions: Customers’ explanations of their objections may disclose key issues that can be used in meeting those objections.  Questioning creates extra time for the salesperson to decide how to deal with the objection.  More importantly, questions get the customer talking, explaining more about their individual needs and concerns, and providing more essential information.  It is not uncommon for a prospect to actually develop a solution to their own objection s the conversation proceeds.





Restate and Clarify: One of the most effective techniques for handling objections is to simply reword the objection and feed it back to the prospect.  This ensures that the salesperson understands the objection correctly.  It is surprising how often salespeople think they understand the nature of the objection, when, in fact, they do not.  Restating and clarifying the objection removes the obstacle and embarrassment of dealing with the wrong objection.  In addition, this technique reassures the prospect that they have communicated successfully with the salesperson.  The customer is usually flattered to know that a concern of theirs is being taken seriously.





The professional agribusiness salesperson rewords an objection very carefully to capture the customer’s true feeling because this may be the crucial dimension.  Sometimes a careful choice of words helps to soften the objection, making it easier to handle.  Finally, restating and clarifying gives the agribusiness salesperson more time to determine exactly how the objection should be handled.





Boomerang: The boomerang technique cleverly “turns the tables” on a customer’s objection. This reversal is accomplished when a salesperson first agrees with the objection, then alters the customer’s point of view so that the objection becomes a positive selling point.  This method is often used when the customer has misunderstood or misinterpreted the significance of some feature.  It does not involve disagreeing with the customer’s conclusion, but agreeing with the customer’s original statement and then showing how this seeming disadvantage works to the customer’s benefit.





Example: “Yes, James, that dual-switch system does take a little more time to engage – and that’s exactly why we designed it that way.  The extra effort required helps prevent engaging the auger accidentally.  Will your son ever be helping you after school, John?”





“Yes, but. . .”: The “yes, but. . .” technique concedes that the customer has a valid point, but then goes on to reduce the significance of the negative factor in relation to other information.  Psychologically, this technique has the advantage of not contradicting the customer directly, but at the same time placing the idea in its proper perspective.





Deny: Occasionally, it is necessary to directly deny an objection that a prospect has raised.  When a prospect has based an objection on misinformation, the best approach may be to politely and tactfully, but firmly, declare that the information is incorrect.  The salesperson must be ready to back up an opposing position, but the risk in frankly contradicting the customer may have a high payoff.  When using this approach, it is very important for the salesperson to help the customer save face by offering a possible reason for the misinformation or by suggesting that it is a common misconception.





Accept: Sometimes a customer will raise an objection that is quite valid and cannot be countered in any reasonable way.  In this case, simply agree that the customer has a valid point, leave it to the customer to evaluate, and move on to the next point.  Do not dwell too long on the issue, lest the extra attention lend the issue undue importance.





Ignore: In some instances, you may be able to simply pretend that the objection was never voiced.  This technique should be used only when the objection was clearly not intended seriously.  When objections are made in jest, they can be either laughed off or ignored.  But needless to say, any serious objection should never be ignored.








10.  Describe how to close a sale.





The close is the act of securing a commitment from the prospect or customer.  A successful close accomplishes the sales-call objective.  In many cases, this means a signed order or a verbal commitment to buy, but it may be simply a customer agreement to do something specific.


There is no one time at which a close should be attempted.  The alert salesperson follows the ABC adage: “Always be closing!”  It is not necessary to wait until all the sales points have been covered thoroughly.  The prepared salesperson always maintains sufficient flexibility to close whenever the customer is ready.  Certainly, an appropriate time to attempt to close is immediately following an obvious buying signal from the customer, or after a positive response to a closing feeler.





Closing Methods:





Direct Close: The direct close is the most straightforward and obvious method.  Simply ask for the order.





Summary Close:  The summary close is also popular among agribusiness salespeople.  Used most often when the presentation has been long or complicated, it summarizes the major selling points and then asks for the order or for some other commitment.  The summary close concentrates mostly on the anticipated benefits.  It takes advantage of the agreement that has been reached on each major selling point, and suggests that completion of the sale is the logical consequence of all the selling points.





Choice Close: The choice close offers the customer a choice between something and something else, not something and nothing.  It assumes that the customer is buying and offers no obvious alternative.  The less experienced salesperson may initially feel that the choice close is manipulative or too aggressive, and my be reluctant to use it.  Yet when the prospect has responded favorably to the presentation and the salesperson’s handling of any objections, the choice close fits smoothly into the flow of the conversation and is often quite effective.





Assume Close: The assume close never asks for the order, but assumes that the customer has already made a positive buying decision and propels the customer toward enacting on that decision.  It is used primarily when little sales resistance has been encountered and the salesperson believes that the customer has responded favorably to the proposal.





Special Feature Close: The special feature close describes some special feature of the product that has not been previously described.  Some sales points may have been reserved to be used as a special incentive for the close.  This technique is often used when there have been many objections and something more is needed at the end to help the customer finalize the decision.


The Inducement is a special feature that is available to everyone who purchases now.  It offers an extra incentive for immediate purchase.  The Concession is something extra for a specific customer.  Care should be taken in using concessions, since legally the same “deal” must be available to all customers.  It is not necessary to publicize the deal, but the deal must be available to other customers should they request it.  Often, the concession takes the form of a special service by the salesperson.


The Last Chance emphasizes the fact that the opportunity will not be available if it is not accepted within a certain time period.  This close may sound like a threat if it is not handled properly.  Yet, factually stating the terms of a sale is a useful closing technique.








11.  Be able to develop a sales brochure.





A sales brochure is usually a printed brochure that can be left with the customer and will typically include Features, Advantages and Benefits of the product.  In addition, it may include proof.





A feature is a descriptive, measurable fact about the product.  Often features are technical - such as weight, ingredients, tag guarantee, density, shipping schedule and billing procedures.  An advantage is the direct physical or operating result of the feature.  Advantages are the direct consequences of the feature and are usually reflected in their impact on the operation.  A benefit is an interpretation of what the advantage is likely to mean to a particular customer or prospect.  It is often stated in terms of personal gain – typically time or money, and always in terms of value received by the customer.





Customers buy to get benefits; that is they buy what the product can do for them.  When a product is sold in terms of the value that the buyer may derive, the buyer’s motivation for purchasing may be enhanced.  A farmer does not simply buy dairy cow feed.  Farmers purchase MilkMaster 2000, which will give them enough additional production to finance a vacation trip with their family.





Proof can be included in a sales brochure to support the sales claims.  Types of proof include:





Demonstrations: Demonstrations are one of the most powerful forms of proof.  There is nothing quite as convincing as seeing, feeling, tasting, hearing and sensing the product or service in action.  Of course, there is nothing more damaging than a demonstration that fails; therefore, demonstrations must be planned very carefully.





Illustrations: Pictures are a valuable method to convey ideas, uses and comparisons.  Sometimes, cutaways of equipment can show how a product works.





Comparisons: Comparisons must be well planned and documented to be believable.  Split tests with different feed rations or test plots with seed varieties, herbicides or insecticides can be very effective. 





Testimonials: Quotes from people that use the product or service, particularly if they are from respected or influential farmers or ranchers can be very powerful.  Testimonials are widely used in agribusiness selling, particularly when the salesperson is selling directly to the producer. Testimonials relate other customer’s experiences and can be effective and convincing.





Test Results: Test results can be supplied by university scientists, independent researchers (Consumer Reports is one example) or even by the company itself.








�
12. List the components of a sales portfolio.





A sales portfolio may contain many of the items listed under sales brochure above.  The primary difference is that a sales portfolio is something that the salesperson puts together themselves, and is usually not given to the prospect to keep.  It has the advantage of being customized for the salespersons’ local territory.  Oftentimes, the sales portfolio is a notebook which may have plastic pages into which any of the following material may be inserted:





Features, Advantages and Benefits of the product


Price list


Illustrations and pictures


Comparisons


Testimonials


Test results





�
Student Activities





Day with a Salesperson





Have the student contact a local or regional agribusiness salesperson to arrange to spend a day in the field with him or her.  It may take several calls to find one willing to do this, however most salespeople enjoy having someone observe what they do.  Have the student prepare a list of questions for the salesperson and take notes on the day in the field – for example how much time was spent driving versus face-to-face with customers or prospects; what percentage of calls were customers versus prospects; what was the salesperson’s success ratio – ie., how many calls were made before a sale was made?;





Sales Presentation to an Ag Sales Rep





Question 10 above asks the student to “Be able to give an agricultural sales presentation.”  A neat method of carrying this assignment out is to utilize local or regional agribusiness salespeople as “customers,” and have the students make their sales presentations to them.  This project takes some coordinating, but can payoff well in the interaction that the students have with people that are in sales for a living.  Depending on class size, 2 - 4 salespeople are probably sufficient for this project.  Have them spend some time in class before the sales presentations talking about their jobs – the challenges and the benefits and rewards.





FFA Ag Sales Contest





Consider giving extra credit to those students that participate in the FFA Ag Sales Contest.





�
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