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Introduction

Digital Signage Sales Professional

The good news is that we are now in a sales renaissance with new insights,
methods, and practices coming at a rapid rate.

The future looks very bright for those who understand the history, study best
practices, and master the new tools of the trade.

The combination of the right tools and the right training will power a new
generation of sales professionals.

Responding to this renaissance, the

certification provides a foundation of knowledge, encompassing digital signage best
practices and technologies, merging them with the most respected sales
methodologies and tools available today.




The Benefits

Digital Signage Sales Professional

According to Forbes magazine, 55% of salespeople lack basic sales skills, and 55% of
sales reps do not have effective communications skills.

74% of leading companies say coaching is the most important role sales managers play,
and sales training can improve the performance of individual sales reps on average by
20%.
Sales training will arm the team with the skills they need to:

* Increase sales

* Help meet and exceed quota

* Improve product knowledge

* Stay up to date on industry trends and your competition

* |dentify individual strengths and weaknesses

* Provide a better sales experience for current and prospective clients

€DSSP Digidl Signage Sales Professiondl

-

The Benefits

Digital Signage Sales Professional

Sales Team Cohesion
+ Team members will work better with each other - for improved efficiency, cooperation
and productivity.
Enabling Best Practices
* Empower the sales team to keep best practices in mind as they go about their day-to-
day work obligations.
Consolidate Knowledge of Your Products and/or Services
* It is much easier for your sales team to complete sales when they know your products
and/or services inside-out.
Retain Sales Talent

+ Employees respond well to training and are more likely to stick around if their employer
is providing high-quality training and is investing in their overall development.
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The Benefits

Digital Signage Sales Professional

* Increased Sales through:
¢ Better Customer Service
* Greater Understanding of the Links between Customer Service and Sales
* Greater Understanding of What Makes a Customer Buy
* Up-Selling, Cross-Selling and On-Selling to Other Products

BENEFIT
- L
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A Quick Disclaimer...

Digital Signage Sales Professional

« This presentation is not associated with or endorsed by the authors quoted
within.

* This presentation is not meant to replace their original work. The program is a
unique summary of the original book and is intended for educational purposes only.

* It includes some of the main ideas and quotes from the book, along with unique
commentary based on our experience.

* All quotes from the authors are properly referenced.

* You are encouraged to purchase the books referenced within if you have not
already!
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The Tangled Web

The 7 Key Elements of Digital Signage

+ Digital signage appears quite simple on the surface... but
becomes a tangled web of interacting technologies to produce
the images we see.

* The challenge for designers, integrators, service providers, and
content creators, is one of full immersion and understanding.

* Many companies have parts of the puzzle, be it displays,
networks, or content... but few understand the whole picture of
what digital signage involves.

* To truly succeed in this space, a company must understand
all the disparate parts that make up a digital signage
network and understand how to properly convey the value in
those networks to their clients.

-
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What is Digital Signage?

The 7 Key Elements of Digital Signage

* A leading industry research firm, defines digital signage as "a network of displays
and peripherals that can be remotely managed and whose business model
revolves around merchandising, advertising, entertainment, corporate or
educational communication”.

Content Digital Digital Full-fledged
management signage screens and digital
system player displays signage

© 6 6 0O
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The 7 Key Elements of Digital Signage

The 7 Key Elements of Digital Signage
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The Objective is Paramount
The 7 Key Elements of Digital Signage

* The concept of digital signage revolves around delivering a message more effectively and
efficiently than a static sign.

* Itis critical to understand the objectives of what the client is trying to accomplish, before
you can move forward with the project.

* The objectives are delivered via content. You need to know the kind of content to be
displayed, but more importantly, the intent of each segment of that content.

* What the signage system is going to be used for unlocks the direction you will need to go
for software, hardware, etc.

If you don't know the true objective of the system,
you can't design an effective one.
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Natural Fit Applications

The Opportunities

l U.S. digital signage market by application, 2014 - 2025 (USD Billion)
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Natural Fit Applications

Natural Fit Applications
Let's look at what we call "natural fit" applications for digital signage.
For the end user it boils down to their objectives relating to ROI.

Remember that the need "sells" the network.

The sales process clarifies the need.
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Retail

Natural Fit Applications

Advertising applications especially in retail are a natural fit

Digital signage provides the benefit of changing the information on all signs at will
depending upon the needs, including time of day, time of week, season, or promotion and
managing the network from a central location.

The ability to add interactivity with the viewer enhances the experience.
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Corporate, Education, Healthcare

Natural Fit Applications

Corporate, education, and healthcare applications are typically focused primarily on the
dissemination of information that is constantly changing.

Digital signage provides real time change of the information on signs throughout the facility
and do so from a central point of management.

< DSSP
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Events, Entertainment, Sports
Natural Fit Applications

In sports, entertainment, and conference venues, digital signage can be as large as
necessary for the entire event or small as dictated by the available space and viewership.
hese venues can present information in a manner to support their objectives with the only
limitation being their budget, space, and creativity.
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Hospitality

Natural Fit Applications

* Hotels and resorts are expanding beyond their room TV systems and embracing digital
signage in common areas, not only in wayfinding, but increasingly connecting the viewer to
events inside the property as well as the outside world.

¢ Restaurants are following suit in creative ways with digital menus, interactive entertainment
systems, online ordering, just to name a few applications.

* Hotels, resorts, and casinos
* In house restaurants, catering and hospitality
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Transportation a
Natural Fit Applications
+ One of the first digital signage applications was at airports. Beginning with ticket kiosks,
dynamic signs have spread to food courts, retail shops, and the common areas where the
big video walls reside.
* Once again, the ability to change information in real time as needs arise and to tailor
information to the time of day, week, season, or emergency notification is part of the allure.
« Transportation (including airports, mass transit, train and bus stations)
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A Brief History of Sales

DSSP

Digital Signage Sales Profe

Role Specialization
A Brief History of Sales

A salesperson would visit your home, present a pitch, close the
sale and make routine in-person visits to collect the monthly
payments

Salespeople realized they didn't have time to prospect for new

clients because they were too busy traveling and collecting
monthly fees

The industry developed role specialization. and
were born in the 1870s - to describe 'collectors,'
individuals who collected subscriptions and 'producers,' those
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 Thanks to IBM, sales became a professional and respectable occupation.

Professional Selling a

A Brief History of Sales

In 1924 Thomas J. Watson Sr. looked to make his newly named company, International
Business Machines, a sales powerhouse.
Watson understood that as competition increases, a sales force becomes a competitive
advantage - and secondly, the more well-trained, educated and professional the sales force,
the more sustainable the competitive advantage.
Watson and IBM helped push the sales profession forward by:

* Implementing formal sales training programs

* Focusing on sales force motivation through songs, contests, and innovative commission

structures
» Focusing on recruiting the best and brightest right out of college
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The Psychology of Selling a

A Brief History of Sales

* In 1925, EK. Strong published The Psychology of Selling. He introduced sales principles
such as features and benefits, objection handling, and question types. He showed that
sales was skill to be taught, learned, and studied.

* Dale Carnegie, a recognized business trainer, helped move the sales profession forward
through his concepts like AIDCA, the five steps to secure a buying commitment. AIDCA
stands for Attention, Interest, Desire, Conviction, and Action.

* Both Strong and Carnegie helped move the sales profession forward by:

+ Concluding sales was a repeatable process
+ Showing that sales was a skill set that could be learned, studied, and mastered

* Using research to solidify and articulate unclear sales concepts
* Developing the tactical and relationship selling playbook
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Solution Selling

A Brief History of Sales

In 1988 the first edition of SPIN Selling brought us solution and consultative sales -
and an understanding of how to maneuver complex sales processes.

SPIN stands for Situation, Problem, Implication, and Needs/payoff.

The key premise of SPIN Selling is "customers will only be motivated to buy
something if they identify there's a need. And because there are times when
prospects are not even aware there's a problem, the questions you ask are key".

Contrary to the simple sales approach, the sales person would ask a series of
questions in order to identify if there is a fit.

Solution selling introduced an advanced sales model that worked very well for
selling complex products and services.
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New Roles in Sales
A Brief History of Sales

In 2011 Aaron Ross, working with SalesForce, created a framework based on the
outbound sales process. He identified that there were plenty of specialized roles in
sales but there was still a major flaw.

He found that account executives and closers were spending too much time prospecting for
new leads instead of closing new business deals.

A new specialized sales role was created known as the Sales Development Rep (SDR). It
focuses on the three primary components of the sales process: lead generation, closing,
and account management.

Each element was just as important as the next, needing the same amount of attention.

Therefore, one specialized rep was required to focus on each component of the process.

This meant that three reps worked in collaboration with one another while focusing on their
separate areas of expertise.
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Sales Automation
A Brief History of Sales

In 2015 we began to see a seemingly endless flow of automation tools that made
selling much easier.

Today's sales person has an unlimited amount of tools at their disposal that focuses on each
aspect of the sales process - apps for lead generation, CRM, contract management, email
automation, etc.

There are even apps that focus solely on connecting independent apps together in one place
so that sales reps can find everything he or she needs.

The top sales people are those who learn to balance technology with best practices.

The sales profession has never seen such growth in its combined history, with the
advent of new more efficient tools.
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The Changing Role of a Salesperson a
A Brief History of Sales
We are in the age of big data. Today, information at all levels is readily available, and
customers are more sophisticated than ever before.
They do their own research upfront, connect with others, and they're aware of their options.
This age of big data demands much more subtle sales skills, and a new type of sales
personality contrasted to someone who's "simply" an expert at selling.
Today's sales person is one who can draw on their body of knowledge and experience to
help solve a prospect's problem.
According to SalesForce, the following are the sales skills, techniques and personality traits
that are indispensable to a "connected" sales person today.
€DSSP Digidl Signage Sales Professiondl
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Necessary Sales Skills
A Brief History of Sales

* Expertise:

* Knowing what you're talking about. Clients may be better informed than salespeople.
Sales conversations start much later in the information gathering process than they
used to, and as the sales conversation starts, they are already inundated with
information. They need an advisor who helps them navigate, filter, and organize the

information they have.
 Curiosity:
* Modern sales demands spending more time upfront researching prospects and learning
about the market than other traditional sales techniques.

* Emotional Intelligence:
+ The modern sales person is a listener and sensitive to customers' needs and preferences.
Time is well spent researching prospects on social media to learn about their
professional role as well as their personal interests. It can establish a personal,

meaningful connection.
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Necessary Sales Skills
A Brief History of Sales

+ Confidence:
+ Salespeople need to exude confidence but avoid arrogance. Arrogance is fed by ego and
effective confidence is based on facts and research. Today's informed buyers don't want
to be sold. They are seeking solid facts and personal relevance to earn their respect.

» Teamwork:
* The "lone wolves" have their own singular methods but the most successful salespeople
today are great collaborators. They share best practices and give advice to each other
and by doing so get something equally valuable in return.

* A Knack for Storytelling:
« Storytelling is one of the most powerful sales engagement tools we have. The ability to
draw upon experience and selectively present relevant stories is a highly creative skill
that helps establish a real connection with potential clients.
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1on 1 meetings
Events and seminars
Phone calls

Handwritten notes

Electronic communication

Direct mail

Advertising

The Impact of the Salesperson i

A Brief History of Sales
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Rule of Choices Cannot Be Broken a
POSSIBLE
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Marketing VS. Sales

They Really are Different

Marketing VS. Sales

customer

awareness
brand
awareness

While often used interchangeably or grouped Emm
together, they are two different concepts and it e
is important to understand those distinctions. Dg;;p;m
Our goal is to help you understand both Sy
concepts clearly and their role in profitability D’“ww

customer

oyalty
customer
advocacy

MARKETING

Handoff

SALES
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Marketing

Marketing VS. Sales

Marketing is longer-term than sales. It embraces forward looking
strategies to understand customer needs, influence their perceptions,
and identify how a company can capitalize on both.
CUSTOM|ER

Marketing strategies are based on identifying the right product mix, ANIAILY SIS
prices, and what needs to be communicated via advertising to target ADVE|R|TiSING
customers and ensure successful sales outcomes. gﬁﬁ ET
Marketing strategies build a brand identity, and this varies by PRogg IC(?EN
company. i|N|ITERNET
TAR\GET

The objective of marketing is to make sales easier and get the
customer primed and ready to buy.

Sales can still succeed without effective marketing, but it is difficult.
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Marketing - Push and Pull

Marketing VS. Sales

Push marketing is a promotional strategy where businesses attempt to take or push their
products to the customers, i.e. TV commercials, email blasts, print ads, etc.

Pull marketing gets the customers to come to you. Common tactics used for pull marketing
include mass media coverage, word-of-mouth referrals, social media, blogs, and trade shows.

Pull marketing attempts to create brand loyalty and keep customers coming back, whereas
push marketing is more concerned with short-term sales.

It's hard to have pull marketing without push marketing, one often leads to the other.

Push and pull marketing used effectively will ensure that your business is positioned to
succeed.
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Sales
Marketing VS. Sales

Sales techniques and strategies are based on what it
takes to ‘close the deal'

If customers consider your product - but you can't get ‘ O——PRESENTATION

them to buy it, there is a problem with your sales \ ‘° ——ANSWER TO OBJECTION
strategy =7 , —CLOSE THE SALE
Sales strategies are focused on the individual buyer, FOLLOW UP

their needs, and relate to their

Companies typically set sales targets for a period
(weeks, months, and quarters) and have strategies in
place where the individuals responsible for sales can
realistically make those targets.

< DSSP
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A Necessary Balance
Marketing VS. Sales
Sales strategies need to incorporate consistent messaging with marketing to be most
effective and maximize the chances of making a sale.
In many businesses, marketing and sales are managed by the same department or even the
same individuals since they need to be closely related.
The objective is to understand and respect the differences and the important roll that
marketing plays
Its role is to introduce the product before the sales person goes in.
38
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The World's Fastest

Sales Training Program

Back to Basics

The World's Fastest Sales Training Program

Originally, we sold standalone technologies, but today we can't get by on technologies
alone
We must solve problems, sell solutions, and present the value that we and the technologies
provide.
This requires a paradigm shift on all parts and a different sales approach.
In there are three basic ways to insure
making a digital signage sale

Solve a customer's problem

Improve a current condition

Provide added capabilities of value that were not there before

40
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1. Solve a Customer's Problem

The World's Fastest Sales Training Program

To solve problems, the reseller needs to understand the situation and problems but
also ensure that the customer understands the full set of problems (and their
implications).

Now the job becomes one of translating the value that your company and products bring to
the situation. This must be done in the context of their sense of value.

You will need to clearly understand and articulate what value your company has to offer
beyond the technologies and hardware you sell.

This value-added approach also necessitates an understanding of product specifications,
features, and most importantly benefits and how these benefits solve the customer's
problems.
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2. & 3. Improve a Condition or Add Capabilities

The World's Fastest Sales Training Program

Improving a Condition:

* This requires a full understanding of the current condition, and the requirement for
improvement. You are going to improve this condition with a solution that you and your
company are uniquely qualified to provide.

Give Added Capabilities:

+ Added capabilities are things they did not have before and opens new opportunities.
You will be emphasizing the benefits and upside of adding this new capability using the
solution approach as a positive means to an end.

We need to go beyond the technologies themselves and emphasize solving problems,
improving conditions, and adding new dimensions through a solutions sales approach.

Time is a precious commodity and by employing this approach you can reach your desired
goals much quicker.
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The Beginning of SPIN

Digital Signage Sales Profe

Sales "Training" Programs
The Beginning of SPIN

There are over 1,000 sales training programs in existence.
Most are based on sales fads of the day from when they were written.

Most are limited to situational or anecdotal experience specific to the author.

This means they are less effective because they are NOT based on research
with broad samples and metrics attributable to the techniques taught.

44
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A Different Approach

The Beginning of SPIN

SPIN Selling was the result of a decades long research project.
More than 10,000 sales people were involved.

23 countries were canvassed.

Over 35,000 sales calls were analyzed.

From this data, metrics were established.

This means SPIN is a true compilation of best-selling sales programs

< DSSP
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Customer Focus - Selling Value
The Beginning of SPIN

NEW W,

_:_OLD W.
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Sales Professionalism
The Beginning of SPIN

Dedication
Focus
Training
Experience
Wisdom

< DSSP
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"New" Ideas... Circa 1925
The Beginning of SPIN
As we know, in 1925 E.K. Strong pioneered sales training.
He introduced "new" ideas:
Features
Benefits
Open and closed questions
Objection handling
Closing techniques
This remained virtually unchanged for decades.
< DSSP
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"New" |deas Circa 1925

The Beginning of SPIN

* Most of EK. Strong's work is relevant today, but for smaller sales.

 Caveat: After more than a decade of research, it has been discovered that many of
the rules of conventional wisdom in sales actually harms the process of making the
large (or more complex) sale.

€DSSP Digital Signage Sales Professional
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Considerations in Smaller Sales
The Beginning of SPIN
* Traditional sales steps:
* Opening the call
* Investigating needs A
* Giving benefits
* Objection handling
* Closing techniques TH'P-P“‘G
* Traditional steps caveats: HAZARD
* Lacks updated techniques
* Lacks sophistic.ation‘ “"Smaller sales can normally be
* Treats sellers with disrespect closed in one call, and typically
* Treats customers as simpletons involve a low dollar value."”
* Ignores that customer is now better informed!
€DSSP Digidl Signage Sales Professiondl
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Additional Considerations in Larger Sales
The Beginning of SPIN

Extended length of sales cycle
* Seller and solution become harder to separate
* Value becomes paramount

* Risk avoidance takes on new meaning
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Commonalities of Large and Small Sales a
The Beginning of SPIN
* 4 Stages of a Sales Call

* Preliminaries

* Investigation

* Demonstrating Capability

* Obtaining Commitment

I Commitment
Which is the most important stage?
€DSSP Digidl Signage Sales Professiondl
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The Right Answer = Investigation
The Beginning of SPIN

* Current research shows that all questions are not all equal.
* More investigation questions are asked in the successful sales call.

* Questions persuade more powerfully than any other form of verbal behavior.
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Preliminaries
The Beginning of SPIN
* First impressions are common to all types of sales:
* Impressions are formed
A tone develops
* Chemistry happens
¢ Foundation is built
* Note: The above issues on preliminaries are hard to quantify but relate to a common-
sense approach to the first critical area of the sales process.
8
P BDEmonstrati Obtain
j— ( £ & .
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Today Investigation Takes Center Stage
The Beginning of SPIN

« This section is based on the bestselling book "SPIN Selling" by Neil Rackham.

S =

\

| Problem
Implication
SRS | Need-payoff
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Investigation
The Beginning of SPIN

* The concept of SPIN Selling is based on the investigation phase and identifying customers
needs.

+ All questions in the investigative process that follows are focused on needs assessment,

evaluation, and what the seller has to offer that addresses Explicit Needs.
* Definition of Need:

* Any statement made by the buyer which expresses a want or concern that can be
satisfied by the seller

Demonstrating Obtaining
Capability Commitment

€DSSP Digidl Signage Sales Professiondl
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Investigation
The Beginning of SPIN

Implied VS. Explicit Needs:
Implied Needs:
by the customer of problems, difficulties, and dissatisfactions
Typical example: "We're not satisfied with the quality of our existing displays."
Explicit Needs
customer statements of wants or desires.
Typical example: "We need higher resolution displays."

prtminares [ | o,
4 y
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Investigation
The Beginning of SPIN
Developing Needs from the Top Down:
It's almost
perfect...
I'm a little
dissatisfied...
I've got problems
with...
I need to change immediate\y\
< DSSP
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* Implied Needs:

* Implied Needs do predict success * Implied Needs do not predict
in simple sales

Investigation - Implied Needs
The Beginning of SPIN

success in larger sales
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* Explicit Needs:

Investigation-Explicit Needs
The Beginning of SPIN

 Shown to have the greatest positive impact on larger sales
* Leaves no room for uncertainty

* If you focus on implicit needs, you'll be making assumptions. If you focus on explicit

needs, you'll be having conversations.

€DSSP Digidl Signage Sales Professiondl
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Investigation
The Beginning of SPIN

* The Value Equation

"Is the problem big enough to justify this solution?"

4N
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Investigation Questions
The Beginning of SPIN

* Examples of SPIN Questions
* Situation
* Problem
¢ Implication

* Need / Payoff

( (
i P S Demonstrating \ Obtaining
. Cieliliaiies Capability | Commitment

N—— 4
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Situation Questions
The Beginning of SPIN

Finding facts about the customer's existing situation

What equipment do you How many branches do
use now? you have?

How many people
do you employ
here?

Research shows Situation Questions:
Are used more in calls which fail
Are overused by inexperienced people

< DSSP
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Problems Questions
The Beginning of SPIN
About customer's problems, difficulties, or dissatisfactions
What don't you like What does your
about your current current product not
solution? do?
How efficient is
your current
solution?
Research shows Problem Questions:
Are used more in calls which succeed... particularly if it's a small sale
Are asked more by experienced salespeople
< DSSP
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Problems Questions
The Beginning of SPIN

* Problems Questions
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Implication Questions
The Beginning of SPIN

¢ Implication Questions
 About the effects, consequences or implication of the customer's problems

ill it slow down you
proposed expansion?

hat effect does tha
have on output?

Could that lead to
increased costs?

* Research shows Implication Questions:
+ Are strongly linked to success in larger sales
* Build up customer's perception of value
* Harder to ask than Situation or Problem question
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Implication Questions
The Beginning of SPIN

* Implication Questions

"$120,000!!! You must be kidding!"

Buy Don't Buy

Seriousness
of Problem

€DSSP Digidl Signage Sales Professiondl

Cost of Solution
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Implication Questions
The Beginning of SPIN
* Implication Questions
Buy Don't Buy
Seriousness Cost of Solution
of Problem
€DSSP Digidl Signage Sales Professiondl
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Need / Payoff Questions

The Beginning of SPIN

* Need / Payoff Questions for the solution
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Need / Payoff Questions
The Beginning of SPIN
+ SPIN Model
— S — T N
Which make
So that the the buyer feel So that the
buyer reveals the problem buyer states
To establish problems with more clearly explicit needs
a context are developed and accurately, allowing the
The seller uses leading to by leading to seller to state
€DSSP Digidl Signage Sales Professiondl
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Demonstrating Capability
The Beginning of SPIN

* Features and Benefits
* Features: Facts or characteristics of a product or service

» Advantages: This type shows how a product or service can be used or can help the
customer.

¢ Real Benefits: This type shows how a product or service meets an Explicit Need
expressed by the customer.

p

| Obtaining

| Commitment

\

~ Preliminaries Investigating

o

| —
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Demonstrating Capability
The Beginning of SPIN
+ Advantages
* Show how a product or service can / might be used or can help the customer
... which means it's - It's quieter than the
- cheaper to operate competitions machine
/ The automatic feed
- will save you time
* Research shows Advantages:
* Have a positive effect on small sales
« Have less impact late in the selling cycle
€DSSP Digidl Signage Sales Professiona
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Demonstrating Capability

The Beginning of SPIN

» Real Benefits

;/ You need immediat&‘ y “ The energy saving\
- delivery? In stock! circuit offers economy

y Teim ol give yroJ \‘\T\%f*
‘\ the faster speed
I

* Research shows Benefits:
* Have a strongly positive effect on sales of all sizes
 Are the most powerful statements you can make in larger sales

€DSSP Digidl Signage Sales Professiondl

* Shows how a product or service meets an Explicit Need expressed by the customer
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Demonstrating Capability
The Beginning of SPIN

» Features and Real Benefits

FeEies Describe facts, data, product
characteristics Neutral or

Slightly positive slightly negative

Advantages Show how products, services,
heir F .. . ™.
(Type A Benefits) orotr glarn ﬁz::rﬁfec::s?:r: esre g Positive Slightly positive

5 Show how products or

Real Benefits . L -

(Type B Benefits) services meet Explicit Needs Very positive Very positive
ype B Beneti expressed by the customer
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Demonstrating Capabilities
The Beginning of SPIN

* Features, Advantages, Real Benefits, across selling cycle

High (High Impact always) Benefits

/ (Initially high, but quickly falls off)

Im on (Low Impact always)
Cu er
/\Advantage
Features
Contact Contact
Low
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Obtaining Commitment
The Beginning of SPIN
* What is Closing?
A behavior used by the seller which implies or invites a commitment, so that the buyers next
statement accepts or denies commitment.”
* Most Popular Closes
* Assumptive (Where would you like it delivered?)
+ Alternative (Would you prefer...?) Hundreds of fad
+ Standing Room Only (I'll have to offer it to another...) closes exist!
* Order Blank (Fill out the order blank and...... )
€DSSP Digidl Signage Sales Professiondl
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Obtaining Commitment
The Beginning of SPIN

+ Conventional Consensus on Closing
* Closing techniques are strongly related to success
+ Use many types of closes
+ ABC (Always Be Closing)

But...

‘-

/

€DSSP Digidl Signage Sales Professiondl
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Obtaining Commitment
The Beginning of SPIN

* But... What Research Shows for Large Sales

* If the customer detects that a seller is using closing techniques while selling to them,
what effect, if any, does this have on their likelihood of buying?

* More likely to buy: 2%
¢ Indifferent: 18%
¢ Less likely to buy: 34%

‘-

/

€DSSP Digidl Signage Sales Professiondl
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Obtaining Commitment
The Beginning of SPIN

* Obtaining the "Right Commitment"

Simple Sales Larger Sales
(Just two outcomes) (Four Possible Qutcomes)
w
[
O
O
D
wn
wn
5_,“ Continuation
=al [\ O-Sale
o) No-Sale

< DSSP Diciicl Signage Sa

es Professiono
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Obtaining Commitment
The Beginning of SPIN
» Set Call Objectives in Writing!
« Concentrate on orders, advances and NOT continuations
* Focus on specific actions
* Successful Actions
* Give majority of attention to investigation
* Properly demonstrate capabilities
* Address key concerns
+ Summarize actual benefits
* Propose a commitment that advances the sale
Preliminaries Investigating De(rgc:;s;:"?;t;ng
< DSSP Digital Signage Sales Professiona
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"Handling" Objections

The Beginning of SPIN

+ No technique can prevent or answer all objections

* Research Results / Facts
+ Objection handling is much less important than previously thought
 Objections are most often created by the seller
* As sales skills increase, objections decrease

(

G
>

r
|

¢

a8

I
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n . n . .
Handling" Objections
The Beginning of SPIN
* Feature and Price Concerns
Features Describe facts, data, product
characteristics . . .
Slightly positive Neutral or slightly
negative
I — Show how products, services,
AR gf, or their Features can be used »
{Type A Benefits) or can help the customer Positive Slightly positive
Real Benefi Show how products or .
Gl il services meet Explicit Needs Very positive Very positive
(Ug7pe B B expressed by the customer
€DSSP Digidl Signage Sales Professiondl
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"Handling" Objections

The Beginning of SPIN

 Feature and Price Concerns

Features Price Concerns
Advantages Objections
Real Benefits Support or approval

€DSSP Digidl Signage Sales Professiondl
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"Handling" Objections
The Beginning of SPIN
« How Type A Benefits (Advantages) Create Objections
~ waste time?
Buyer replies with - / w
) OCR scanniirr;é” ‘\‘
Seller gives ( e J)
\\ehmmates retypin
Buy Don't Buy [
Buyer considers g8 £ —p\ @ w
value equation iy N
o P T —
er ralses |
uy! I \\\7%\%15,09@()
€DSSP Digidl Signage Sales Professiondl
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"Handling" Objections a

The Beginning of SPIN

* Type B Benefits (Real Benefits) Reduce Objections
Buy Don't Buy

€DSSP Digidl Signage Sales Professiondl
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Handling Objections a

The Beginning of SPIN

+ Objection Handling Versus Prevention

Objection prevention strategy

Objection handling strategy

€DSSP Digidl Signage Sales Professiondl
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Practical Suggestions
The Beginning of SPIN

+ Condition VS. Objection

+ Objections are temporary reasons for not buying, often because the perspective
customer is either skeptical or unclear about your product or service. In many cases,
objections are simply the natural human tendency to avoid making a commitment.

« Conditions are things that truly exist, and over which you have no control or influence.
Note: Objections can nearly always be addressed. Whenever

a condition exists, your best strategy is to position yourself
for when the condition changes.

€DSSP Digidl Signage Sales Professiondl
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"Handling" Objections

The Beginning of SPIN

* Objection Caveats
* Objections too early in a sales call signals some other problem OR you have introduced
solutions too early.

* Objections about price and value mean you have not built your foundation on explicit
needs.

€DSSP Digidl Signage Sales Professiondl
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Challenging the Sales Model DSS P

Digital Signage Sales Pro

The Challenger Sale — Challenging the Sales Model

Challenging the Sales Model

Neil Rackham, of Spin Selling fame, referred to the concepts put forth in The Challenger Sale
by Matthew Dixon and Brent Adamson as:

Like Spin Selling, this methodology is based on research of nearly 100 companies and
thousands of sales people spanning diverse industries to determine the characteristics that
define successful sales people and provide approaches for selling more effectively

DSSP
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Background

Challenging the Sales Model

The Challenger Sale is based on one of
the largest sales studies ever conducted.

Their research, every B2B sales rep falls
into five naturally different but not
mutually exclusive profiles that define
the skills and behaviors they use with
customers

< DSSP

® o
. . Hard Worker . h Challenger

Always goes the extra mile Always has a different view

+ Doesn't give up easily of the world
*  Self-motivated *  Understands the customer’s
* Interested in feedback and business

development * Loves to debate

*  Pushes the customer

.i. Relationship Builder .i. Lone Wolf

*  Builds strong customer *  Follows own instincts
advocates +  Self-assured

*  Generous in giving time to * Independent
help others

*  Gets along with everyone

o
.'h Problem Solver

*  Reliably Responds

*  Ensures that all problems
are solved

+ Detail oriented

91
Complex VS. Simple Sales
Challenging the Sales Model
As sales complexity increases, so does Challengers Excel in Complex Sales
the success rate of the challenger
100%
approach.
. . . . . 90%
In digital signage, there is a difference. ..
80%
70%
60%
50%
40%
30%
20%
10%
0%
Relationship Problem Hard Worker  Lone Wolf Challenger
Builder Solver
Less Complex Sale  ® Complex Sale W Digital Signage Sale
s
©DSSP
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Differentiation
Challenging the Sales Model

* Research shows six most commonly used traits that distinguish the "challenger" from
the other sales profile types. A challenger rep:

+ Offers a unique perspective to the customer

* Strong 2-way communication skills

* Knows the individual customer's value drivers

+ Can identify economic drivers of customer's business
* Is comfortable discussing monetary issues

 Can challenge the customer

* The above traits are not held exclusively by challenger reps, they're just more commonly
used by them together.

+ Other sales types will have useful skills, but they'll lack some of the challenger traits -
like the ability to challenge a customer.

€DSSP Digidl Signage Sales Professiondl
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Teach - Tailor - Take Control ‘
Challenging the Sales Model
 According to the book, a
“challenger” is defined by the
ability to do three key things well:
1. Teach customers something -
llenger Reps deliver Challenger reps seek to
new and valuable e loverage const
2. Tailor their sales activities to [t Srmension o1 e
resonate with the decision-
maker's hot-button issues.
3. Take control of the discussions Challenger Chatiengerreps cpenty
Lo ‘communicate sales pursue goals in a direct,
around pricing and challenge messages i the context bt non-aggressive, vay
customer's thinking around the o e ey
problem.
Source: Sales Executive Council research
€DSSP Digidl Signage Sales Professiondl
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Sales Impact
Challenging the Sales Model

+ Customers are less likely to spend time helping sales reps discover their needs.

experience occur when the seller:

Offers unique / valuable perspectives on the market

2. Helps the customer navigate alternatives

3. Provides ongoing advice and consultation

4. Helps the customer avoid potential landmines

5. Educates the customer on new issues / outcomes

6. Ensures the supplier is easy to buy from

/. Ensures the supplier has widespread support across organization

€DSSP Digital Signage Sales Professional

* Research shows that solution selling by itself doesn't work as well anymore.

* Research found the seven highest-impact areas that make for a positive customer

95

Commercial Teaching
Challenging the Sales Model

¢ This refers to a sales person who teaches their
prospect how to think about their needs. This
approach must:

¢ Lead to your unique strengths. Why should 1.
people buy from you over anyone else? tand'to Yoth Unigue

Strengths
+ Challenge customer assumptions. How can
you reframe the problem for your customers?

* Catalyze action. Customers need to

understand why they should take an action, 3.

and the urgency to do it now. Catalyze Action
* Scale across customers. Your sales team

must have a core group of market or industry

insights that scale across different kinds of

customers.

€DSSP Digidl Signage Sales Professiondl
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2.
Challenge Customers’
Assumptions

4.
Scale Across Customers

96
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Commercial Teaching
Challenging the Sales Model

+ Commercial teaching is a new skillset to be learned. Here are the six components that
make up an effective teaching approach:

The Warmer intro builds credibility and shows the prospect you understand their
challenges.

The Reframe connects those challenges to a bigger problem or opportunity they hadn't
previously considered.

Rational Drowning shows prospects the numbers behind why they should think
differently.

Emotional Impact creates a connection between the pain in the story you're telling and
the pain they feel every day in their organization.

A New Way convinces them of the solution as it relates to their business.

Your Solution shows them how this is the best choice out there, and how it fits with
the new way they should be thinking about their business.

€DSSP Digidl Signage Sales Professiondl
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Commercial Teaching
Challenging the Sales Model

* It's critical that your audience understands and relates to the story you're telling by
tailoring to their problems and how they see the world.

* Your pitch must get buy-in from an entire organization in order to win.

* The pitch should have messaging that's tailored the decision-makers you're working with.
Each level of decision-makers will have different concerns.

* Taking control of a sale means that a sales person demonstrates and holds firm on value -
not competing on price - and keeps momentum going across the sales process.

€DSSP Digidl Signage Sales Professiondl
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Sales Management

Understanding Effective Sales Management

Sales Management

What makes for an effective sales manager? Research found that:

The most important skill is figuring out creative ways to help their sales people.

he second most important is coaching their sales team in three key areas

and then identify how to resolve customer pain

Create new ways to position an offer and business outcome, and work with sales
people and customers to define and explore new sales solutions

Share tactics and best practices, with others in the organization, and filter news and
nformation from elsewhere in the organization to their sales team

nvestigate obstacles to a new sale, gather feedback in terms of what's working or not,

100
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Understanding Effective Sales Management

Sales Management

* Use a PAUSE framework in sales manager coaching that helps them effectively
coach their sales people. PAUSE stands for:

* Preparation for the coaching conversation.

 Affirm the relationship, creating a safe situation for coaching to occur.
* Understand expected behavior.

« Specify behavior change with objective standards for judging behavior.

* Embed new behavior by giving sales people the tools to implement coaching
suggestions.

€DSSP Digidl Signage Sales Professiondl
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Synopsis

Sales Management

* The researchers found that after working with numerous organizations to implement this
process, not every high performer is a "challenger". It's very possible to have reps who fit
other sales profiles and are still high performers.

¢ It's helpful to understand that this won't be a perfect transition and expect some number of
sales people to drop out of the process.

» However, the data and research shows that by implementing as much of the
“challenger" process as possible it can maximize the performance of your sales force,
overall.

€DSSP Digidl Signage Sales Professiondl
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How to Sell a Digital

Signage Network:
The Importance of Why

103
Start with WHY
How to Sell a Digital Signage Network — The Importance of Why
In the book Start with Why by Simon
Sinek he writes about the importance
of starting with "Why". His concepts
bridge the personal and the ‘
professional. Why? |
/]
Starting with WHY gives you the ability A )
to inspire those around you and How?
individually and collectively achieve What?
remarkable things
Any organization can explain WHAT it Why = The Purpose
does: some can explain HOW they do What is your cause? What do you believe?
it; but very few can clearly articulate = The Process L
WHY. Specific actions taken to realize the Why
What = The Result
What do you do? The result of the Why.
104
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The Big Ideas w

How to Sell a Digital Signage Network — The Importance of Why

Your WHY is your purpose, cause or belief.
Every inspiring leader and organization, regardless of size or industry, starts with WHY.
People don't buy WHAT you do, they buy WHY you do it.

Knowing our WHY is essential for lasting success and the ability to avoid being lumped in
with others.

When your WHY goes fuzzy, it becomes much more difficult to maintain the growth, loyalty,
and inspiration that helped drive your original success.

"The role of a leader is not to come up with all the great ideas. The role of a
leader is to create an environment in which great ideas can happen."

€DSSP Digidl Signage Sales Professiondl
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Sinek's Words of Wisdom a
How to Sell a Digital Signage Network — The Importance of Why
"Finding WHY is a process of discovery, not
invention."
"Don't forget that a WHY is just a belief, HOWs are o
. NE KNOW( g
the actions we take to realize that belief and <A N WM
WHAT h | fth . W WHEL. ™ SOME ORGAMIZATIONS AND
s are the results of those actions. SONE LEADERS ARE
"If a company does not have a clear sense of WHY ABLE TO MSMRENIT
then it is impossible for the outside world to | wuere omees CA
perceive anything more than WHAT the company &
does." )
"Companies that just deal with WHAT get involved \":;\\‘“‘ wm
with manipulations that rely on pushing price, QURNOUSE, CAUSE,
features, service, or quality as the prime currency of .pr. UEF! ,-»’”'J
differentiation."
"It is not just WHAT or HOW you do things that
matters; what matters more is that WHAT and
HOW you do things is consistent with your WHY."
€DSSP Digital Signage Sales Professional
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Sinek's Words of Wisdom

How to Sell a Digital Signage Network — The Importance of Why

"No matter where we go, we trust those with whom we are able to perceive common values
or beliefs."

"When we are selective about doing business only with those who believe in our WHY, trust
emerges."

"Trust begins to emerge when we have a sense that another person or organization is driven
by things other than their own self-gain."

107

How to Sell a Digital

Signage Network:
Basic Sales 101

108
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Habits w

How to Sell a Digital Signage Network — Basic Sales 101

* Habits are the intersection of knowledge,
skill, and desire.

+ Knowledge is what to do and why. Knowledge
« Skill is how to do it. (What to, Why to)
* Desire is the motivation, the want to.

Effective Habits

Internalized principles and patterns of behavior

€DSSP Digidl Signage Sales Professiondl
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Maturity Continuum a
How to Sell a Digital Signage Network — Basic Sales 101
* Dependence on others for
Renewal
needs Habit #7 _
* Independence from external bl Victory 4 %
influences Habit #6 _
|
* Interdependence is the attitude _ _
" " Habit #5
of "we "
Private Victory ‘ ‘
Habit #3
Habit #1
As we grow more — we realize the whole world is interdependent!
€DSSP Digidl Signage Sales Professiondl
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Habit #1 - Be Proactive

How to Sell a Digital Signage Network — Basic Sales 101

* | am responsible for my actions and | can choose what they are.

Adopting a Proactive Focus

 Circleof

- Concern
Reactive Focus Changing Your Focus Proactive Focus
You focus the You choose to redirect You devote the
majority of your your time and energy. You majority of your
time and energy on begin focusing on those time and energy to
your concerns and things within your control, changing what is in
problems. You don't and you start making a your control. Your
take responsibility difference. life improves and
for your own you stop blaming
situation. others.

€DSSP Digidl Signage Sales Professiondl
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Habit #2 - Begin with the End in Mind
How to Sell a Digital Signage Network — Basic Sales 101
* Envision what you want in the future so you can work and plan towards it.
* Goal Setting Basics
* Specific
Specifi -
» Measurable ,\vemﬁc Achievable Timely
* Attainable s . 4 I
* Realistic ALY
 Timely J‘ ‘ Jn\. I
-‘Measumble realistic
Covey notes, "You are the programmer!"
€DSSP Digidl Signage Sales Professiondl
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Habit #3 - Put First Things First

How to Sell a Digital Signage Network — Basic Sales 101

* Time Management Basics
* Set specific goals for each day. Urgent Not Urgent
* Create a schedule or list of activities to

perform to keep your day on track.

* Use a checklist to note which items you've
completed as you go about your day.

* Use a timeline detailing when you will
perform your most important activities,
including making sales calls, meeting
potential clients and making follow-up calls
to interested parties.

¢ Include time to qualify your prospects.

Important

Not Important

€DSSP Digidl Signage Sales Professiondl

-

113
Habit #4 Think Win-Win ﬂ
How to Sell a Digital Signage Network — Basic Sales 101
« Six Paradigms of Human Interaction

1. Win/Win (a better way)

2. Win/Lose (an authoritarian approach)

3. Lose/Win (loser / peacemaker at all costs)

4. Lose/Lose (enemy centric)

5. Win (others are irrelevant)

6. Win/Win or No Deal

< DSSP Digital Signage Sales Professional
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Habit #5 - Seek First to Understand and Then Be Understood

How to Sell a Digital Signage Network — Basic Sales 101

Listening Basics
oncentrate D

1. Be attentive.

cknowledge

d 7. Summarize.
motional Control i 7

, ACTIVE g '8}
ensing e LISTENING
tructure reflect feelings. SKILLS

4

5. Paraphrase. 3. Request
] .
@ w—
Py

<DSSP
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Habit #6 - Synergize
How to Sell a Digital Signage Network — Basic Sales 101
The six most powerful bonding behaviors to develop rapport:
mile
pen posture
orward leaning
ouch Synergy is about valuing differences
ye contact Surround yourself with people who offset
di K led ¢ your weaknesses
©d In acknowledgmen Work together to create solutions better
than anyone could create on their own
Get the most from the team by recognizing
each participants unique strengths
<DSSP
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Habit #7 - Sharpen the Saw

How to Sell a Digital Signage Network — Basic Sales 101

Life's balance

Renewing energy Body

Physical renewal

Mental renewal

Meditation or spiritual renewal Heart Mind

Spirit

117
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Selling the Digital Signage

Puzzle:
Why it Depends!
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The Complexity of "It Depends"”

Selling the Digital Signage Puzzle: Why it Depends!

* As previously stated, to truly succeed in this space, a

company must understand all the disparate parts that s
make up the entirety of a digital signage network. '@i@
* This is how we can understand how to properly sell the KEEP

tangible value in those networks to the customer.

* Ultimately the answer to most questions is "It CALM

depends!"

IT
DEPENDS

€DSSP Digidl Signage Sales Professiondl
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Your Role When "It Depends"
Selling the Digital Signage Puzzle: Why it Depends!
* You can no longer simply communicate information about the digital signage product or
services your company provides, you must give added value yourself.
* The Understanding Phase * The Solving the Problem Phase
* You must participate in helping your * You need to coordinate the overall
clients/prospects define the problems capabilities and talents of your
they are trying to solve organization with the needs and
« The Collaboration Phase desires of your clients/prospect's
! . : organization.
* You need to help identify a solution
your clients/prospects didn't know
was available to them or helping them
clarify a solution they did not fully
understand.
€DSSP Digidl Signage Sales Professiondl
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It Depends on the Purpose of the Network

Selling the Digital Signage Puzzle: Why it Depends!

* Step #1 — What is the purpose of the network being proposed?

* The most basic question to begin with (that will lead to all further discovery) is
"what kind of digital signage network do you or your customer want to have
and what do you want it to do?"

IT DEPENDS!

* And the answer is?

€DSSP Digidl Signage Sales Professiondl

121

Step #2 - Discovery Begins

Selling the Digital Signage Puzzle: Why it Depends!

+ Step #2 — What does it depend on?
* Paraphrasing The 7 Key Elements of Digital Signage puts forth
a series of discovery questions:
1. What are the business objectives or outcomes?
What content will be displayed?
What will the design entail?
What software will we use?
What hardware will we need?
How will we connect the network?
How will you install and operate the network?

NOo ok wN

€DSSP Digidl Signage Sales Professiondl
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It Depends on Business and Content
Selling the Digital Signage Puzzle: Why it Depends!

* It Depends on Business * It Depends on Content

* What is the objective and desired * Will the system be used for
outcome of the digital signage advertising, information, or
system? combination of the two?

* How will success be measured * Define the types of content you
once it is up and running? want to use.

* Who is the intended audience? * Who will supply the content?

* What do you want to * Does your content exist already, or
communicate? will it be created for this project?

* How often will your content be
refreshed/updated?

€DSSP Digidl Signage Sales Professiondl
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It Depends on the Design
Selling the Digital Signage Puzzle: Why it Depends!

* The entire concept of digital signage ¢ The next critical issue in design is that
revolves around delivering a of location; where are the displays
message more effectively than a going to go?
traditional static sign. * What distance away is the viewer

* If you do not know the true objective intended to be from the display?
Of the system, what type of content * How are all the screens going to
will be displayed on it, and ultimately oo

o : communicater
who it will be viewed by... you cannot
design an effective one.
€DSSP Digidl Signage Sales Professiondl
124

62



The Physical Parts of a Digital Signage System

Selling the Digital Signage Puzzle: Why it Depends!

+ A digital signage system appears like a complex web of different components, but it
essentially distills down into a relatively simple definition:

« A digital signage system is a network of computers or similar appliances, joined together in a
local network or across the Internet, running digital signage software, that are connected to
displays.

* This means that no matter who the manufacturer of each component is, or how large
the digital signage system is, it will contain several common parts.

€DSSP Digidl Signage Sales Professiondl
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Example of a Digital Signage System

I ° e
- L R
P -
W oM@ e oM

€DSSP Digidl Signage Sales Professiondl

126

63



Example of a Digital Signage System

Selling the Digital Signage Puzzle: Why it Depends!

Display
. ‘\)Cnt \>
Hodis "N @

Q

Saa$ Provider

E Ccea
Picote &

Point

@ o @ W o o @

< DSSP
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Content in Digital Signage

Selling the Digital Signage Puzzle: Why it Depends!

Content must be created to suit the
objectives, viewer environment, and other What is the average dwell time of your

unique requirements of the dynamic digital audience in front of your screen(s)?
signage network if the benefits are to be

! How often does our audience visit our
fully realized.

location?

How long/short does your loop need
= to be?
4 Are we going to use audio?

What behavioral changes/actions are
you looking for as a result of your
message”?

How will you know if it is working?
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Displays in Digital Signage

Selling the Digital Signage Puzzle: Why it Depends!

* No matter what else goes into a digital ¢ Display Questions:

signage system, without a display, we « How many locations / screens are

have no way of conveying our involved?

|

message: * What is the environment in which
* Displays come in several different the screens will reside?

flavors and technologies, each with its « What distance will they be

own benefits and limitations. viewed?

* How many hours per day will the
system be running?

* Will the system include
interactivity (now or in the future)?

s Professiona
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Types of Displays Commonly Used

Selling the Digital Signage Puzzle: Why it Depends!

* LCD Flat Panels
* The most common display type
* From 3" to 98" in size
+ Up to 4K resolution
+ May include touch
+ Used in Videowalls
+ Outdoor models available

* Projectors ~
+ Still used in about 20% of all signage

+ Can be an affordable way to make a large image
* Can be impacted by ambient light :

 Lamp free models available

es Professiona
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* Direc
.
.

e Smar

View LED (dv
H|gh bnghtness
Can be built any

Indoors or outdoors
Multiple pixel pitches available

Seamless image
Higher cost..

rtphones (and mo

* Trends are leaning towards connecting to mobile
* Becomes important in content formatting

. but coming down!

Types of Displays Commonly Used

Selling the Digital Signage Puzzle: Why it Depends!
LED)

size — suited for larger sizes

bile devices)

< DSSP [ gital Signage Sa
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* Mo

Mounts for Digital Signage Displays

unts

* Ceiling
* Wall
* Floor
 Videowall
e Enclosures

* Indoor

» Qutdoor
* Kios
* Indoor
* Outdoor

ks

Selling the Digital Signage Puzzle: Why it Depends!
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Media Players in Digital Signage

Selling the Digital Signage Puzzle: Why it Depends!

At its core, a media player is a device that
is connected to an IP (computer) network, Will | need a separate media player?
that receives data from a digital signage
software's server component, and
processes that data into a video signal
that can be shown by a display device.

Where will the media player be
located?

Does it come with my Content
Management Software (CMS)?

What type of media player do | need?
Where will the player be located?

133

Types of Media Players

Selling the Digital Signage Puzzle: Why it Depends!

, as the name implies, are essentially PCs customized to fit digital
signage applications.
This typically involves reducing the form factor of the PC, making it smaller. That allows
it to be mounted in a larger variety of ways, and thus easier to install.

are customized devices that don't run a Windows
operating system.
Instead, they will run a mobile operating system like Android, ChromeOS, or a custom
software environment, dedicated to a single application.

These may be stand alone devices or integrated as system-on-chip and embedded.

These new appliances are generating considerable market buzz and interest, and have
several advantages, but also have limitations that must be considered.

CDSSP iy
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Media Player Locations
Selling the Digital Signage Puzzle: Why it Depends!

* You have two choices of player
placement when designing your digital
signage network, you can place your
digital signage player at the screen, or
you can place it somewhere else. ..

* While screen placement is a
determining factor in the effectiveness
of your digital signage messages
getting across to your audience, player
placement has a direct effect on the
total cost of ownership of the network.

€DSSP Digidl Signage Sales Professiondl
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Digital Signage Software — The CMS
Selling the Digital Signage Puzzle: Why it Depends!
+ Digital signage content management * CMS Questions:
(CMS) software packages are made up of a + Will the system be used for advertising,
group of components, each designed to information, or combination of the two?
perform different tasks. * What types of content will be required and
« Most CMS software programs do similar how often will it be refreshed / updated?
things, but they do them in different ways. * How do you want to manage the costs? Up
A front, or monthly?
* There are several hundred CMS providers - Do you want to host the software
worldwide but approximately 50 yourself?
collectively do most projects.
€DSSP Digital Signage Sales Professional
136

68



CMS Components

Selling the Digital Signage Puzzle: Why it Depends!

* The Player * The Server

* The player software is the component * The server component of the signage
that will reside on the media player software package acts as the brain of
hardware. the system.

* It translates information received from * This is where the central management
the network into video that can be of content, scheduling / dayparting,
shown on a display. users, and status monitoring takes

* It will typically provide remote support, place.

monitoring, and reporting.

€DSSP Digidl Signage Sales Professiondl
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CMS Business Models a
Selling the Digital Signage Puzzle: Why it Depends!

* On Premise, sometimes abbreviated as "on-prem", operates under the concept that the
end user is going to purchase the software up front, and host it themselves within their
corporate network environment.

Local
Network
Or
| Internet
l Connection
= User Interface
\
L ' Or
] Server softwarg Workstation software
Displays Player
On Premise Software System
€DSSP Digidl Signage Sales Professiondl
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CMS Business Models

Selling the Digital Signage Puzzle: Why it Depends!

+ Software as a Service, abbreviated as "SaaS", operates under a subscription model. The
end user has little to no out of pocket expense in setting up the software but pays a per
display / per month subscription fee to the software provider. The software provider then
hosts the server software and offers use as a service. This is sometimes also referred to as

"cloud" software.

Interface

Displays P{\ayer
sortware, .
L‘lﬁ Software as a Service (SaaS)

€DSSP Digidl Signage Sales Professiondl
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Networks in Digital Signage
Selling the Digital Signage Puzzle: Why it Depends!

* Every digital signage system is defined by * Network Questions:
its backbone, the network. « Will the displays be networked, or

+ Connecting multiple sites together, or updated via USB?

connecting multiple players within a single * Will the network be provided for you,
site, the network allows all the players to or will you build your own?
communicate with the central server, to o Will the network be wired or wireless?
receive content, schedules, and ) . 9

* Will cellular connectivity be required-
management.

e N

- = o
We o @ We o@
€DSSP Digidl Signage Sales Professiondl
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Operations: The Key That Works

Selling the Digital Signage Puzzle: Why it Depends!

Operations is left until the very end,

because that is exactly where it fits. Logistics and planning
is the processes that are performed that Project management
mako a digital signage network operable. Systems installation

Connecting all the pieces of the puzzle
Verification and testing

Training

Daily operation of the network

Continuing maintenance, service and
support
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Practical Sales

Suggestions

Digital Signage Sales Pro

142

/1



Mindset - Become a Partner not a Vendor

Practical Sales Suggestions

If your goal is just selling something to someone, the likelihood of a partnership is
near zero. That makes it simply about peddling your wares, rather than
understanding and solving business problems.

Business partnerships come together by identifying the synergies between
organizations resulting in strong benefit for both.

Vendors provide data, but partners interpret the data with recommendations.
Vendors take orders, partners inquire as to why they want what they want.
Vendors are reactive, or even responsive, but partners are proactive.

Vendors take a narrow look at the world, but partners see the world in totality.

_DSSP
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Value of Knowledge
Practical Sales Suggestions
Knowledge helps you articulate how your product may
help your customer.
Knowledge makes you a valuable reference person _
your customer will want to turn to, and listen to, for KNOWLEDGE
industry information. S
Knowledge will increase the possibilities for repeat [POWER,
business. BUT
Knowledge will increase referrals. Eﬂwgfﬂgf’ﬂn
Knowledge will improve your ability to network.
144
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Value of Knowledge

Practical Sales Suggestions

Knowledge helps you find prospects to call.

Knowledge helps you determine which prospects are
most worthwhile to focus on.

KNOWLEDGE

Knowledge can immediately distinguish you from iS
other salespeople. POWER

. ¥
Knowledge helps you build rapport and gain trust. BUI’
Knowledge helps you ask appropriate questions in Eﬂwgfﬂgsnn

defining the customer's Explicit Needs.

145

Understanding the Buyer — Social Types Review

Practical Sales Suggestions

The : Driver personalities are by far the most difficult to built rapport with, as
they are usually all business.

The - The Analytical type is the typical thinker. They tend to be very facts
and figures oriented, systematic, and thorough in their decision making. Usually they
are quite reserved, and not too outgoing.

The - Relationship is the key word for people with an amiable social style.
They're very cooperative, friendly, easygoing, nice people. They do not like conflict,
and do not respond well to any pressure.

The . Expressive people tend to be extremely outgoing. They tend to be
very conceptual in how they think. They are big picture operators, with lots of body
language and facial expressions. They like to tell stories and be on stage.

146
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Understanding the Buyer — Discovery

Practical Sales Suggestions

Discover the stakeholders

Discover the decision makers

Discover how the buyers defines value /

Discover their "hot buttons"

Discover how they make decisions a
P A

Discover the best approach to gain agreement

€DSSP Digital Signage Sales Professior
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Customer Focused Selling
Practical Sales Suggestions

Leave your objectives, your sales goals, and your quotas at the door.

Instead, adopt the mindset that you are there as an inside consultant to help your

prospect with the digital signage products and services you have to offer.

Think of problems and then solutions.

PROBLEM
€DSSP Digital Signage Scles Pofessiona
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Customer Focused Selling — Don'ts

Practical Sales Suggestions

Don't focus on sales technique!

Forget about the perfect sales introduction!

Forget about the perfect sales presentation!

Forget about overcoming the most likely objections!

Forget about finding the perfect close!

DO focus on the customer's problems and needs, and
your digital signage solutions.

€DSSP Digidl Signage Sales Professiondl
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Getting Past Objections — The Model
Practical Sales Suggestions

Listen

Acknowledge / Empathize

Ask Questions

Summarize

Answer the Request

Confirm Agreement

€DSSP Digidl Signage Sales Professiondl
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Some Final Words:

Keys to Success
Digital Sig

DSSP

inage Sales

The Twelve Big Keys to Sales Success

Some Final Words: Keys to Success

Know your "stuff" and believe in it (The Why!)

Stop selling and start listening

Leave your ego at the door and learn flexibility
Respect how your customer prefers to communicate
Plan triggers and leave footprints

Manage yourself like a business

.

Y
&) |
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The Twelve Big Keys to Sales Success

Some Final Words: Keys to Success

Plant seeds every day

Let go of tactics and develop personal judgment skills

Manage the sales process with "Next Steps"

Let your enthusiasm show :
Be a student of the world \

Always be positive

< DSSP

- -
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The Twelve Big Sales Mistakes

Some Final Words: Keys to Success

Talking too much

Too fast a pace in your sales pitch

Nervousness

Failure to see your customer's "World" and problems
Failure to do adequate pre-call planning

Asking for a commitment too soon

< DSSP
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The Twelve Big Sales Mistakes

Some Final Words: Keys to Success

Becoming complacent
Overreacting to objections
Inability to articulate value
Trying too hard to sell
Mistaking busy for productive

Lack of sales follow up

155
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ANY QUESTIONS?

“ Successful people ask better questions, and as a result, they get
better answers. ,’

Tony Robbins

157
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Digital Signage Experts Group

Contact Us

Web:

www.dseg.org

Phone:
(442) 245 - 8332

Social:
@DSEG

©000

Thank You!
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