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“There is no sale without the
story; no knockout without the
setup.”

— Gary Vaynerchuk, author of Crushing It!:
How Great Entrepreneurs Build Their Business
and Influence—and How You Can, Too

“We need to stop interrupting what people are
interested in and be what people are interested in.”

— Craig Davis, Co-Founder of Sendle

Having figured out who the customer is and what the market is,
the question now becomes: how do we reach the customer and
affect the buying system?

To start, you have to figure out two things: what is the sales
process for the customer and what role do you play in the
process? In the consumer context, think of this conversation in
terms of the buyer’s journey. For example, a car buyer may do
research online, go do a test drive, do price research online, then
come to the dealership to buy a car. That is a simplified version of
a buyer’s journey. For other products, you may have distribution
channels, value-added resellers, and similar influencers (networks,
aggregators, platforms, etc). And to further complicate the matter,
your own company might also play one of the aforementioned
roles.

So, step one - figure out what the sales process is for you and, if
applicable, where in the process you sit.

Then, step two - figure out how you can affect the sales process.
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If you are doing something new, by definition you will have to
affect the sales process in a new way. This requires a keen
understanding of exactly how everything works together.
Oftentimes, entrenched competitors are more influential than
imagined. People in decision-making capacities do not get fired for
making the standard blue-chip recommendation, so how do you
get them to recommend you instead? In order to be successful,
you have to be able to influence the sales channel toward your
process.

Think of the sales process like water rolling downhill in a stream.
Left unchecked, it will continue to roll as it has before, doing the
same thing it always has done, just as the market will continue as
it has been if you never enter with your new product. Now, how
are you going to change that stream? Are you going to dam it,
divert it, catch some overflow in a new channel, or carve off a little
side pool? And then, of course, do a reality check. Make sure
you're not trying to boil the ocean.

The way you affect the sales channel is what you are doing or
going to do to get people to purchase or use your product. This
module, then, is about more than just why people are going to
choose you. This is about how you are going to change
purchasers’ behavior.

A key component of all sales and marketing is
branding. Branding is about storytelling and
trust-building. The core principals of branding
usually focus on purchasers in a broad sense, not
necessarily focusing on how branding influences
buying and decision-making. Branding is key to
marketing, but it has to be balanced
CONFLICTING with and backed up by the basic
DYNAMIC blocking and tackling of sales and
marketing efforts.
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1. What is the sales process for the customer and
what role do you play in that process?

2. How are you going to influence or direct the
sales process channel?
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3. Review the mission you verbalized in Module One. Put yourself in your customer's
position: what about this mission feels authentic? What doesn't?
Example from FAV:
A problem | tend to see over and over — whether it's writing, teaching, or business — is
that people have a hard time believing that you are really on their team. People tend to
assume that other people are adversaries, even if they say they want to help. So, getting
an entrepreneur to see you as someone on their side who wants them to succeed, rather
than as another critical party that just wants to get paid, will be a big hurdle. It's having a
growth mindset as opposed to a fixed mindset and also seeing the world from a
perspective of abundance as opposed to scarcity. Being an empathetic, trusted partner
to our clients will have to come with time.




