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1. Choose a company to represent – must be an existing company so you can get real data to support your claims.

2. Try to choose a company that has a distinctive competency.  Small, private firms work just as well, if not better, than large multi-national corporations.  

3. Figure out the 2-4 benefits that your company gives to customers that can be easily articulated in 1, 2, 3 fashion, i.e. better quality, upgrade ability and excellent customer service (from the Midwest Surgical Case in C. 4 – the gamma knife sale).

4. Corporate customers may be “fictitious.”

Remember the selling process steps:  (For a 20 minute corporate presentation)

Attention – 1-2 minutes - can be anything from a statistic, a video, a commercial, and a surprising fact – limitless ways to get attention.  Make it appropriate to your corporate audience.  Thesis sentence in this section somewhere.
Credibility – 2-3 minutes – This is all about your company and why it’s great.

How long in business, sales records, 3rd party testimonials, periodicals ratings (Consumer Reports rankings, etc.).  Limitless ways to get credibility.  Make it appropriate to your corporate audience.

Need – 3-5 minutes – This is the most difficult section.  You must take the opposite of your benefits and create a problem.  For example, if your benefit is superior quality and that benefit has 3 components, one of which is focusing capability (remember the gamma knife example), you would have to find statistics on problems with surgical gamma knives not performing well.  Or, why the focusing capability of the knife is extremely important.  What you are doing in this section is taking all of your benefits and taking the antithesis of the benefits to “set up the problem.”  This is no sale if there is no “need.”  In other words, we do not care about excellent quality (focusing ability) of a gamma knive for brain surgery unless we understand its importance and/or past problems.  Here is a complete example (taken from the Chapter 4 gamma knive case).

Example Thesis sentence:  We, at Midwest Surgical, believe we can provide the following 3 benefits to the Toronto Medical Center’s neurosurgery department – 

1. An excellent quality knife 2. Upgrade ability feature and 3. superior customer service.  

So take the opposite of excellent quality, which is poor quality and set that scenario up with supporting documentation.  Then, set up the problem of obsolescence.  Then set up poor customer service.  If you go online and use these key words, you will get thousands of references.  Try “poor quality – surgical devices” and so on.  Then you have statistics and proof that there is a need or problem.  You will probably have to try several keywords to get what you need.

Remember, excellent corporate salespeople have documentation!!  You must back up your claims with data from reputable sources.

Now, here is your thesis sentence again.  Remember, you said the thesis in the attention phase, then built credibility and need, now you are ready to prove your claims.

FEB step - 7-10 minutes  - Depending on what you are selling, often you focus only on benefits and evidence.  It depends on whether you are selling tangible products, or services or intangible ideas.  

1. An excellent Quality knife – (Benefit 1 – followed by supporting evidence)

1a.  Superior focusing ability

1b.  Other support for quality     

1c.  Other support for quality

2. Upgrade ability feature – (Benefit 2 – followed by supporting evidence)

2a.  Describe how it works

2b.  Talk about timeframe for obsolescence

2c.  Life cycle cost

2d.  Competitors’ comparison

3. Excellent customer service – (Benefit 3 – followed by supporting evidence)

3a.  Discuss other hospitals

3b.  Testimonial

3c.  Phone call

3d.  Handling of disaster scenarios if problems occur

CLOSE – 1-2 minutes
Thesis sentence again to reinforce your key benefits.  Also, outline the “next step.”

Sometimes, visual aids here, or throughout depending on appropriateness for corporate customer.  

