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Get to know

yO u r Cl I e ntl A client isn’t moving fast enough on a final decision. « Each client has a “buying cycle

Or yo u m ig ht rhythm.” Learn it.

b | OW th e S a | e Recently, my firm almost lost a large deal we thought was in the bag. We were working in

partnership with another company on a joint sales effort. After months of going through
an arduous process, the deal was ours to lose.

At the 11th hour, we came close to snatching defeat from the jaws of victory. A sales
person with our partner company forgot some important elements in closing a deal
- listen to the customer, analyze the situation and be exceptionally in-tune with the
customer’s buying process.

By Naras Eechambadi,

Ph.D., Quaero This is the scenario: The price had been negotiated and we were moving toward a close.
It was almost the end of the quarter and the sales person for the partner company had

OF/Q/HG//)/ seen in the Charlotte to make his numbers. He did what many sales people in this situation often do - he

Observer’s “In Closing” column, panicked. He offered the prospect a deal presented as a steal, with an ultimatum, “This

September 2007 price is only good if you sign the deal in the next week””

The offer had the opposite effect of what was intended. It delayed the sale.

The prospect is a midsize organization. This was a major purchase for that firm, which
had done much due diligence and was deliberate in its approach. It was not in a hurry and
had been clear that it would not be stampeded into a decision.

The client resented the pressure and went silent. The sale unraveled. It took two months to
get the client back to the table, and guess what? The lower price was still on the table and

became a starting point for further negotiation.

Such a tactic isn’t always wrong. It can work with price sensitive buyers who hesitate to
pull the trigger and need a nudge. Every sales situation is a little different.
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Here’s the analysis: Understand the client’s decision-making process and sense of urgency.

In this case, we had come to know the client well in the course of many months of
becoming familiar with its needs. It needed to go through a fairly rigorous internal
approval process. No amount of pressure was going to short-circuit that process. Our
partner was focused on its internal financial objectives.

The rhythms of the client’s buying cycle were not obeyed.

Remember that analysis isn’t always number crunching. It often involves converting
customer intelligence (in this case, the prospect had a process that could not be hurried)
into useful insight (pricing and timing are not appropriate levers to get this deal done).

How do you gather that intelligence? The easiest way is to often just to ask the buyer about
his or her process. Where possible, talking to others who are selling into that account can
provide insights. In the final analysis, awareness and consideration, even empathy, for the
buyer’s situation and environment can go a long way to concluding a successful sale.

About Quaero

Quaero is a marketing and technology services company that helps Fortune 500 enterprises accelerate and
improve marketing performance globally. The company helps organizations generate significant growth by
bridging the gap between marketing and technology and create a culture of effective marketing. Quaero
serves hundreds of category-leading clients in the Financial Services, Pharmaceutical/Healthcare, Travel and

Leisure, Retail, Telecommunications and Business Services industries.

Naras Eechambadi is the CEO of Quaero, a marketing and technology services company that helps companies
looking to improve the effectiveness of their marketing efforts and marketing technology investments. He is
the author of High Performance Marketing: Bringing Method to the Madness of Marketing (Kaplan Professional
Press, 2005).

For more information, call 1-877-570-2199 or visit the Quaero web site at www.quaero.com.



