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Foreword

Being involved in sales, you have no doubt both won and
lost orders. But, have you ever seriously thought about why you
have won or lost? How many people would say, “I won because I
had the best product,” or, “I lost because of delivery”? Certainly
these responses may reflect legitimate issues, but they do not
address the fundamental reason for winning or losing—the
existence of sales control. Control is setting the pace for the
competition where they are competing with you versus you
competing with them. It’s not only getting the order, but getting
the order in a timely manner and keeping the sales cycle as
short as possible (See Figure 1).

Control in a sales situation is a function of organization.
Organization, especially strategic organization of the selling
process results in efficiency in terms of exposure to prospects
and effectiveness in terms of hit rate or the number of prospects
who become your customers, rather than the competitor’s
customers.

In a fast-paced competitive selling situation, the competi-
tion can be full of surprises. The question becomes, how do you
handle them and inflict a few potent surprises of your own?
More importantly, how do you achieve and maintain control of
the selling situation and keep the competition at bay?

Suppose, for example, that as the customer is about to
choose between your office automation system and a com-
petitor’s, your adversary suddenly offers a free-installation-
and-trial period or cuts the price, both strong concessions
leading to a close which your company cannot match. Do you
simply slink sideways out the door? Or have you planned for
such contingencies in a way that makes those competitive
moves less harmful or even advantageous to you?
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Or suppose the prospect is scheduled to visit your plant one
day and the competition’s plant the next. Usually it is very
difficult to close the sale on the first day of the tour but you fear
the competition might be able to close on the second day.
Rearranging the dates is impossible, so now what do you do?

The basic question is: How do you develop the psychologi-
cal side of the selling—buying relationship to your advantage?
How do you take control?

Control is what Winning the High Tech Sales Game is all
about. But it’s not just a book cataloging a range of sales
principles and techniques. It is a road map to becoming a
strategic thinker.

Strategy stems from the Greek word strategos, which means
the art of the generals, not the foot soldiers. Strategy is more
than an approach to accomplishing a sales objective; it is a way
of thinking.

To cite a simple example, suppose a salesperson is involved
in a sales situation where the product being sold is red and the
competition’s is blue. Furthermore, the competition, making an
important gain in controlling the selling situation, has demon-
strated the value of having a blue product, which the customer
now agrees is important.

The salesperson hears an objection: “We like your product,
but wish you had it in blue.” A foot soldier reacts by rushing to
the hardware store for a can of blue paint or calling the factory
and saying, “If we don’t paint our product blue, we’ll lose the
order”

The strategist asks, “Why is blue important?” The strategist
searches for the underlying concern which precipitates the
objection. Perhaps the concern is over appearance. The strat-
egist tries to show the customer how a red product, along with
other minor changes, can act as an accent, thus enhancing the
area’s appearance. The strategist addresses the real concern
and neutralizes the objection.

The strategist recognizes the essential components of a
sound plan that is fit for a selling “general.”

If maximizing control of a competitive sales situation is
important, so too is the ability to think strategically. Control is a
leadership quality that resides within the strategist, not the
tactician or foot soldier. Clearly, salespeople must act as foot
soldiers in day-to-day selling; the key, however, is not to think
like one.

JIM HOLDEN
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Introduction

High technology selling is neither an art nor a science: it is
a game. The selling game is not a typical game where two
opponents compete by a set of predetermined rules, nor is it a
game of alliances where one group engages another in battling
for a specific prize.

Selling is a multifaceted game of elimination, without rules,
among several contenders, with the customer as the prize.
Often, it isn’t until the prize is won that the real game, to keep
the prize, begins.

The selling game is a game of strategy, maneuvers, and
patterns. A strategy is developed to position and present the
solution being sold in terms of both the customer’s needs and
the political environment. Maneuvering misleads and deludes
the competitor, while pattern recognition compensates for the
lack of rules.

The buyer and competitor do not play by a set of rules, or if
they do, the rules are ambiguous and neither fully accepted nor
fully known. Therefore, what passes for rules in the sales game
are actually patterns. Just as there is a pattern to a typical
negotiator’s conduct, so competitors and buyers follow certain
distinguishable patterns.

When playing the sales game, it is vital to discern the
business and political patterns of the customers and the strate-
gic and tactical patterns of the competitors, then use this
knowledge to gain an advantage. It is these patterns that give
relevance to how the high technology sales game is played.

Over the centuries, selling has remained essentially un-
changed, although the emphasis and focus has shifted from
time to time. Salespeople in high technology must acquire the
qualities of ego-drive and empathy, and develop customer and
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xviii INTRODUCTION

product knowledge. In addition, they should think strategically.
Thinking strategically means looking beyond the obvious and
understanding the big picture. High technology salespeople, in
fact all professional salespeople, have to augment conventional
selling habits and attitudes with strategy to win in today’s
business environment.

If the strategy focuses the many skills required in playing
the sales game on a business-solution in terms of the political
environment, the salespeople will gain control of the sales
situation. They will diminish the competitor’s influence while
advancing their own position. They will win consistently.

Control in this sense means the ability to simultaneously
exercise self restraint and influence others. It is the means by
which the sales process is regulated. In fact, control is the
process, the mechanism or technique, for achieving the result.

A salesperson in control does not react when the com-
petitor acts; does not say “How high?” when the customer says
“Jump!”; is not surprised when the customer places the order,
and does not sink into the depths of depression when the
factory slips the delivery.

Control means being prepared for a competitive attack or
counterattack, means ensuring that the customer understands
the value of the offer, means influencing the timing of the
purchase by collapsing or extending the time frame as re-
quired, and means that contingencies are in place for dealing
with the fact that the product and the factory cannot perform
perfectly all the time.

In this book, various aspects of gaining control when selling
high technology products are addressed, including personal
selling skills, strategic competitive focus, and political cus-
tomer orientation. Additionally, selling tools such as proposals,
demonstrations, and presentations are described in detail.
Finally, the organizational and environmental issues surround-
ing a high technology sales force are reviewed.

This book was written to provide salespeople with alter-
native courses of action so that they can gain and maintain
control of the selling situation.
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