
Use a proven selling process!  
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  There is much in sales literature 
these days about selling with a system 
and using a sales process. So, what is 
a ‘system’ and what does it have to do 
with selling?   

A system (or process) is simply a 
collection of parts, pieces or events 
which when combined, produce some 
result.   

One exam-
ple of a system 
would be a modern 
aircraft. For the plane 
to fly safely, all the parts and 
systems must function properly.    

The Sales Process provides a sys-
tematic approach to selling.  If one or 
more of the key parts of the sales pro-
cess are missing or carried out poorly, 
the customer will fail to have his or 
her needs fulfilled, and the field mar-
keter will not achieve desired sales 
results. 

According to Joe Bleau National 
Accounts Manager, Fairlawn, Ohio, 
“By having a sales process, you have a 
road map to walk you through a sys-
tematic approach to selling. The pro-
cess enables you to discover what the 
customer’s goals are and find the rela-
tionship you’re going to have with 
him or her.” 

Many salespeople fail to under-
stand the importance of the interrelat-
ed sequence of events that lead to  
sales and long-term customer rela-
tionships. Instead, they tend to focus 

on snapshots of isolated parts of the 
system and wonder why desired re-
sults are not being achieved.  

    The following itemizes why sell-
ing with a system and using a proven 
sales process contributes to satisfied 
customers and desired sales results: 

 Following a process enables sales-

people to keep their selling activities 
‘in sync’ with the way people 

naturally buy. (See the 
Agri-Marketing/Live® 

segment titled ‘The  
Buying Cycle.’) 

 Using a Sales Process 

prevents buyers from feeling rushed 
or pushed. 

 Utilizing a Sales Process enables 
sellers to keep their focus on the ‘big 
picture’ and not be distracted on 
matters such as price before deter-
mining the buyer’s perspective on 
value. 

 When desired selling results are 

NOT being achieved, the Sales Pro-
cess enables salespeople to diagnose 
problems within the system and 
make corrections as needed. 

 A systemic approach enables Field 
Marketers to stand out from their 
competition because they appear  
more organized and professional. 

Scott Owens, Senior VP, Mechan-
icsburg, PA. concludes, “You have to 
follow a sales process that corresponds 
to the decision making process of the  
customer.” 
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The Four Stages of the Sales Process 
Take a look at the illustra-

tion below. As you can see, the 
four stages of the sales process 
(Preparation, Investigation, Agree 
on Needs, and Commitment) fol-
low a specific sequence around 
the five decisions buyers make 
as they progress through their 
buying cycle.  

These five decisions include 
whether or not they choose to 
do business with you (the 
salesperson), the company, 
whether they buy your prod-
uct, pay your price, and make a 
commitment to move ahead.   

Let’s briefly explore how 
the sales process helps buyers 
make these five decisions and 
progress through their buying 
cycle.  

PREPARATION: The 
first stage of the sales process 
simply includes everything you 
do to plan ahead and make 
sure you are well  prepared for 
every farm stop. Preparation 
includes the obvious things like 
having an advance appoint-
ment, being clean, neat and 
organized to do business.  

Jere High, Manheim, Pa., 
tells us, “Pay attention to all 
the little details regarding not 
only your product, but also all 
the details relevant to the indi-
vidual farm.” 

INVESTIGATION: Per-
haps the most important part 
of the sales process is our abil-
ity to ask good questions and 
learn enough about the farm so 
we can understand the prob-
lems and offer solutions.  

Farm clients will not be in-

terested in hearing what you 
have to offer unless they feel 
you understand their situation 
and some of the challenges 
they face.  

Pete Weber, a consultant 
from Dorchester, WI., tells us, 
“I meet with the farmer and 
get to know as much about his 
business as I can. I ask permis-
sion questions to find out else 
who on the farm I can talk to 
in order to gain more infor-
mation on current practices 
and possible problem areas.” 

Jere High cautions, “When 
you’re investigating, ask ques-
tions that are easy to answer. 
Be tactful when asking investi-
gative questions.   

AGREE ON NEEDS / 
PRESENT: As we progress 
through the stages of prepara-
tion and investigation, the  
prospect makes the decision 
whether or not WE are the 
type of person he/she wants to 
do business with.  

Once that decision is made, 
it’s then appropriate to pro-
gress to the ‘agree on needs’ 

phase. At this point, the cus-
tomer has spoken; you have 
listened and understood.  

This is the time to gain ver-
bal confirmation that the pro-
spect agrees you have correctly 
identified and understand his 
or her situation. It’s here that 
we review the prospect’s goals, 
needs, problems or concerns.   

Before we PRESENT how  
we might address his or her 
problems or concerns, we need 
to make sure our understand-
ing is correct.   

ASK FOR COMMIT-
MENT: The Final stage of the 
sales process is the time to dis-
cuss the price and ask the 
question, “Do you want to go 
ahead?”  When the sales pro-
cess is carried out properly, 
this is a very easy and natural 
part of a new business partner-
ship.  

Shawn Frantz, a loan of-
ficer, Lewisburg, PA., tells her 
clients during the commitment 
stage, “This is good for you; 
this is good for your operation.  
Let’s do business.”  

One final caution during 
the commitment stage: some 
people will experience a little 
reluctance. Jere High con-
cludes, “It’s a hard thing for a 
farmer to switch service pro-
viders if they’ve done business 
with someone for many years. 
But, if they realize they should  
make a change, if they want to 
move forward, change will be 
necessary. You have to encour-
age them to make the change.” 


