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In relationship selling, the idea of a sales “presentation” can be misleading. To deliver customized value to your customer, you have to understand their needs and make sure that you are in agreement with them about a solution they could use. This means the sales presentation is a two-way communication. 
When you make the effort to listen this way to understand the customers’ needs, not only will you close more sales, but you will also build stronger, lasting customer relationships. Your customers will come to trust NCAB as problem-solving experts. 
What Is SPIN Selling? 
In Michael’s HEED the NEED lesson, he explains the difference between a ‘Spray-and-pray’ sales strategy and the NCAB-way, which is ‘Heed-the-need’. SPIN selling fits perfectly with ‘Heed-the-need’.
In the SPIN sales model, there are four components of a sales meeting:
1. Opening
2. Investigating
3. Demonstrating capability, and 
4. Obtaining commitment. 
Please note that Investigating customer needs comes before Demonstrating capability. A ‘Spray-and-pray’ sales meeting would instead start with Demonstrating capability.  
SPIN gets its name from the four kinds of questions that take place during the Investigation stage: Situation, Problem, Impact, and Needs.
To make this work, you have to ask your customer or prospect a lot of OPEN questions, let them do most of the talking, and give their responses your full attention. 
My tip to you – this works very well at home as well.			


Opening & Investigating: Situation questions
At the beginning of every meeting, you want to set the agenda, objectives and any necessary introductions – remember, the NCAB academy 5 P’s.
If you are following up on an earlier meeting, it is important to recap the conclusions of your last discussion. Then, you want to get your customer’s agreement to let you ask him some questions, which brings you into the Investigating phase, the SPIN, the most exciting part. 
SPIN starts with…
Situation Questions
…which deal with the facts about your customer’s situation. But be careful here; if you ask too many situation questions, you risk boring your customer and damaging your credibility, so ask them sparingly. If you do careful research before your sales call (remember Warm calling, 5 Ps), you already know most of the basic information about your customer before your meeting. The situation questions you ask should only be the ones that will give you information you can’t find elsewhere, or has changed since the last time you met.
As an example, if you are planning to really promote Quick Turn Around at your customer, you might ask the following:
HOWARD: With your quick turn needs, how many new projects are planned this quarter?
CUSTOMER: I don’t know exactly, but it is at least five.
HOWARD: How many prototype runs are you seeing each week currently?
CUSTOMER: Relentless, at least three every day, and at least one project is struggling, we are on rev8 already.
HOWARD: Wow, that’s a lot, what lead-times are your project managers demanding? 
CUSTOMER: Normally, 5 -7 days, some are asking 3 working days.
OK, so from this, we are starting to sense an opportunity. What opportunities do you see? Remember, we are not pouncing in and saying “Don’t worry, NCAB are here, we can sort this out!”.
· Design issues with one project, I wonder who we need to talk to? 
· Lots of stress, too many RFQs, probably workload issues, response time challenges. 
I can smell lots of orders at good margins…
NARRATOR: Howard smells orders! Now that is a good sign. What will happen next? Don’t miss the next lesson about Problem questions!


Investigating: Problem Questions
Customers only buy if they are aware of what their needs are. If a customer thinks about their need as ‘somehow get PCBs on time with zero defects’, it is easier for us to get their business than if they just need to ‘buy PCBs’. 
Asking problem questionsIn SPIN selling, problem questions help uncover your prospect’s need. helps customers fully see their needs, and gives us information on what solution to offer. But not yet! Sometimes it’s tempting to jump right into presenting the solution, but keep in mind that your prospect might not see the problem right away, even if it is obvious to you. Remember, you will never learn when you are talking.
To understand the difficulties your prospect might face with their current QTA solution, you could ask problem questions like:
HOWARD: With so many quick turn demands, how are you and the team coping with the workload?
CUSTOMER: It’s OK, we have new QTA buyer who just started, so it will get easier. But yes, challenging days, we are behind on many other activities.
HOWARD: What sort of response times are you seeing to the RFQ’s?
CUSTOMER: Well, some are better than others, but typically, 24-48 hours.
HOWARD: How quick are you finding the EQ process?
CUSTOMER: Some of the really rubbish traders “hide” behind EQ’s., Sometimes they simply send in questions from their factory. Really frustrating. Can add sometimes 3 days, even 4 days to the lead-time.
OK, I am starting to get excited. I can smell the money! What did we learn this time? 
· They have a new QTA buyer, we need to make friends with him or her
· Quote response times – it’s quite long, we can do better
· Real problem with EQ’s. We are more professional (and quicker) than that!
· We are up against ”traders”, they do not seem to be buying directly from a QTA factory
· EQ issues mean late deliveries. That means Time To Market is delayed.
NARRATOR: This woman sure needs help! This is so exciting! What will Howard do next? Will he ask open questions? Don’t miss the next lesson about Impact questions! 


Investigating: Impact Questions
So now you and the customer both know what their problems are. Time to offer the solution, right? Not quite yet. Now it’s time for Impact questions. 
Impact questions uncover the effects or consequences of a customer’s problem. These questions are especially effective when a stressed customer hasn’t quite thought about all the effects; how it’s impacting their customers, their colleagues, up-the-line, other suppliers, themselves and their work situation.
To help them understand the impact of the problem, you might ask questions like this:
HOWARD: Sounds like you have some challenges, what impact is this having on project delivery timelines?
HOWARD: How are your designers feeling about the delays?
HOWARD: How much time is this taking you to manage your suppliers?
You probably already know the answers you will get, but by asking these impact questions, you are helping your customer to identify needs that you can offer a solution for. 
You also help the customer see the costs and headaches the problems cause. This will matter later, when you set the price. What is the solution worth? 
NARRATOR: Now that’s one stressed out customer. Will Howard ever get to offer a solution? Will he build a strong relationship with the customer? Don’t miss the next lesson about Needs questions! 


Investigating: Needs Questions
So far, you have not “sold” them anything, all you have done is understand the Situation, established what Problems there are, have been sympathetic to the Impact this is having, and now… Now is the time to let the customer tell you what they Need. Them telling you is much more powerful than you telling them. Once you help your customer uncover his specific needs, you can help him or her to discover a way out by asking how the problem could be resolved. 
Some questions you might ask are:
HOWARD: What would help you get the production department off your backs?
CUSTOMER: I need on time delivery. I don’t want to keep chasing for news.
HOWARD: What are your expectations on quote response times? 
What do you need?
CUSTOMER: Ideally, quotes within same working day would be brilliant.
HOWARD: What are your expectations around technical support at the design stage?
CUSTOMER: That’s a great question, let me check with our design team and get back to you.
From these answers, where could we go deeper and how? 
· Who is your design team leader?
· How would be the best way for me to arrange a face to face-meeting between our technical team and yours?		
NARRATOR: Did you notice? Howard tries to get an agreement on the next step! What happens next? Will he HEED the NEED? Don’t miss the next lesson about Demonstrating capability!


Demonstrate Capability
Now that everyone understands what the needs are, it is finally time to show the customer how well equipped you are to deliver a solution. It is time to…
Demonstrate Capability!
Features – We are a local company.
Advantages – We have our own local technical experts, who speak your language.  
Benefits – With our local technical team, we can handle all EQs within 24 hours. 
All three methods demonstrate capability, but which method do you think moves you closer to an order? Is it Features, Advantages or Benefits?
If you guessed benefits, you’re right! 
Features are facts about NCAB. 
Advantages point out what the features do. 
Benefits describe why this could be important for this customer. 
A ‘Spray-and-pray’ salesperson will talk about features and advantages that could be useful to any customer. But SPIN selling is all about finding a solution that is specific for this customer’s needs. HEED the NEED! So you should only mention features and advantages that this customer needs, and put all your emphasis on what benefits this could bring. 
Let’s have another example:
Features – We are one of the world’s largest suppliers of PCB’s, we are present in 17 countries, and have been doing this for 26 years.
Advantages – Our size gives us the opportunity to have a 80 strong factory management team that make sure we work with the best factories, according to our tightly controlled PSL.
Benefits – Through our FM-team, we have a deep understanding of the production process. So, if our technical team meet yours at an early stage, we can help you find design problems before they cause expensive delays in the purchasing process. 
Can you see why customers will want to pay more for benefits than for features? 
Remember, you can only demonstrate benefits successfully if you have asked the right questions to uncover your customer’s needs. What they need is probably quite different to what the customer you met yesterday needed, which is different from the needs of the customer who you visit tomorrow.
NARRATOR: Wow! What fantastic benefits! I sure want to buy from NCAB now! But the question is – will the customer buy from NCAB? Stay tuned for the final lesson in this SPIN-course about Obtaining commitment!


Obtaining commitment 
The last step in the sales process is…
Obtaining commitment! 
So, what kind of commitment should we expect?
In complex sales, such as ours, fewer than 10 percent of customer contacts will lead to an order. But you should always aim for agreeing on a next step. Every time you get such a commitment is a win, because it brings you one step closer to the order. 
At this point, you switch from open to closed questions:
HOWARD: So, have we agreed that I will arrange a meeting between my techies and yours next week? 
CUSTOMER: Yes!
NARRATOR: Well done, Howard! Great SPIN meeting!
HOWARD: Oh, thank you very much! I’ve had a little bit of practice…
So my friends, my colleagues, this concludes this SPIN course. Thank you for listening. SPIN, same and simple, it is hard work. Much practice will make your process at SPIN selling that much easier. I wish you every success. 
NARRATOR: And there he goes – Howard Goff, the SPIN legend! And from what I know, he is still SPIN-selling today… 	
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