
PROFESSIONAL SELLING I by Deena waisbers

Rory Lesperance knows selling isnt always easy. The current vice-
president and general manager of Ontario Fresh Bakery Canada
Bread Company Ltd. recalls sitting in the office of the then-
president of Knob Hill Farms a number ofyears ago, tr)tng
to sell a display idea to him. The president believed he had
originated the idea and became anry at Lesperance.
uBefore long he was up out of his chair, stomping
around the office, tearing a strip offof me."

That would throw off many salespeople, but
Lesperance remained calm because he had
encountered other hot-headed prospects before,
and knew that ifhe got defensive or angry he
would only make the situation worse. He let the
president vent and quiedy took notes. Later,
Lesperance followed up in a phone conversa-
tion and the two ended up working together.

Though most oflesperance's sales visits are
nowhere near as dramatic. there are manv situ-
ations that can strike fear into a salesperson.
What's imponant is figuring out the cause ofthe
fear and howto dealwith it, so it doesnt jeopard-
tze asaJe. Here's advice from sales pros on how to
overcome four common fears.

FEAR of Not Being Liked
Everyone wants to be liked; itt human nature. The prob-
lem is prospects often believe the stereotype ofpushy
salespeople who try to foist useless products on them. Don? let

lf salespeople allow fear to take hold it can
jeopardize their success. Here is how to
overcome four common frights

Gonfident Tones
Using confident tones will boost your self

confidence, help you overcome call reluctance and
increase the likelihood of a positive outcome.

Bonnie Gross, president of SpeechScience, a
Toronto-based company that specializes in

communication, offers tips to help you sound your best:

Adopt a conversational tone you,il seem naturat. tf you
sound like you're reading a script, you'll come across as insincere.

Opt for low tones A tow resonating tone is comfort ing,
while a high-pitched nasal voice sounds shri l l  and unseti l ing.

Speak clearly tf  prospects have to strain to near you
because you're mumbling, they wil l  tune out.

Take your time tt's better to pause instead of
stumbling along or peppering conversation with

April2007 wwsJ.{F$*.{*t}?

"ums," which sound tentative.



the negative opinions of others affect the way you view 1'ourseH
See yoursel-fas a consultant and adopt a consultative approach of
helping the buyer find an appropriate solution rather than just try-
ing to make a sale at any cost.

Don Surath, author of Conguering Cold
Calling Feaa Before andAfter the Sale, starts a
convefsation with prospects by asking questions
to see if they really are a match with his prod-
uct. When he was selling commercials for a
post-football show on CBS, he contacted an
automotive business that had a commercial run-
ning on a local cable channel. During the

conversation, he discovered the business
consisted of one store. "He didnt need a com-
mercial on CBS because someone 100 miles
away wouldnt use the store. So I didnt pursue
the sale."

But if the prospect is a match and you pursue the sale, at some
point you've got to ask for the order. However, according to research

byTeneo, a company that helps businesses integrate their sales and

marketing functions, 70 per cent of salespeople dont request the
order due to afeu of not being Jiked. Ifyou have done the proper
job of probing and finding appropriate solutions for the customer,
closing shouldnt be stressfi.rl. Also, you dont have to be aggressive
when asking for the sale. Lisa Leitch, president ofTeneo, suggests
sErrng, "Where do we go from here?"
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FEAR of Rejection
Sales is a numbers game. You're not going to hit a home nrn every
time you step up to the plate. However, when you've had a run of
rejection, it's easy to start feeling like you 1l automatically strike out.

It's important to figure out the
cause of the fear and how to
deal with it, so it doesn't
jeopardize a sale

To prevent a negative attitude from taking hold, keep your suc-
cesses top of mind. "Have the name of your best customer over
the phone," suggests sales trainer Colleen Francis, president of
Ottawa-based Engage Selling. Keep your prospect funnel firll.
And ifyou are striking out, describe your calls to a respected col-
league and ask for help in pinpointing your mistake. Then avoid
repeating the error, recommends Iain Walker, national sales man-
aget 

^t 
Precidio, a company that designs and manufactures

promotional products.

When it comes to international shipping, think FedEx.


