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[image: image2.png]Consultative selling moves beyond merely
closing a transaction and sits squarely in
the realm of relationship building. Those
relationships take time, which makes it an
approach that works better for some prod-
ucts than others.

Jenny Schade, president of brand consultan-
cy JRS Consulting, pointed out that appli-
ance stores are a natural for this approach.
“They are another industry with complex
and expensive products that require re-
search, yet they tend to have a reputation of
employing zealous sales people;’ she said.




[image: image3.jpg]or need counseling. So why in the world
wouldn't you find an automotive specialist
that has your best interest in mind?”

That approach is classic “consultative sell-
ing,” and it turns the traditional notion of
car buying upside down: Instead of showing
someone what you have and convincing
him that it is right for him, you educate
him on what is available and which options
seem to be good matches for him.

“The customer feels more trust when the
salesperson isn't pushy,” Travis said. “People
love to buy and hate to be sold”

Consultative selling moves beyond merely
closing a transaction and sits squarely in
the realm of relationship building. Those
relationships take time, which makes it an
approach that works better for some prod-
ucts than others.

Jenny Schade, president of brand consultan-
¢y JRS Consulting, pointed out that appli-
ance stores are a natural for this approach.
“They are another industry with complex
and expensive products that require re-
search, yet they tend to have a reputation of
employing zealous sales people,” she said.

CREATE A CULTURE
OF LISTENING

Remember that stereotypical salesperson
mentioned earlier? Conjure him up in
your head once again, for just a moment.
Chances are, in your mental image, he is
talking. A lot.

Lexus associates, on the other hand, are
trained to be listeners. Meyer said good
listening skills are a trait he looks for when
hiring new associates, and that it comes
more easily to some people than others —
but it is essential for all of his people.

“If I don't listen to you, how do I know
what's right for you?” he said. “If T don’t
start asking questions about you — what do

“Our goal isto have a
customer for life”

— Mike Meyer,
vice president and general manager,
Lexus of Louisville

you currently drive, what do you like about
it, what do you dislike about it, what would
you like to have in your next vehicle — I
cannot advise you.

A culture of listening creates three benefits.
First, it has a positive effect on customer
satisfaction. Simply put, listening to people
makes them feel special, and people like to
feel special. When they get that feeling from
a retailer, they will continue to associate
positive emotions with the act of shopping
there.

Second, a culture of listening creates a sales
staff that can direct buyers to a product that
will please them with less time and effort.
Test-driving five cars can be exhausting and
can turn the buyer off of the whole process.
Having a conversation with an attentive
auto expert, then being led to the vehicle
that fits like a driving glove is a delight.

And finally, as Milton Pedraza, chief execu-
tive of the Luxury Institute, points out,
careful listening allows a salesperson to pick
up on unspoken needs, perhaps needs even
the customer isn't aware of. A smart auto
salesperson might notice a trend common
among the four previous cars the buyer
didn't like; a savvy electronics salesperson
can infer things about a shopper’s personal-
ity that will lead to a great product recom-
mendation.

“It all starts with great listening skills,”
Pedraza said.
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7§'r A PLACE PEOPLE WANT TO BE

As Meyer leads guests around his Lexus
facility, he is understandably proud.
Portions of it look more like a country club
than an auto showroom. The second floor,
in fact, is the “Lexus Club,” an immaculate
lounge with comfortable couches and
chairs, a fireplace, a large-screen plasma
TV and free Wi-Fi. In a nearby kitchen, a
concierge keeps the bar stocked with fresh

Fostering Brand
Ambassadorship

Messages often dissipate as distance
increases. One of the most important
things large retailers can do to fight this
is to maintain constant communication
between corporate and remote
locations.

Jenny Schade of brand consultancy
JRS Consulting offers three tips on

how headquarters can foster brand
ambassadorship.

1.Get corporate employees out of the
office and into the field. For example,
McDonald’s requires its executives to
work in its restaurants one day each

year.

2.Educate employees to reflect the
brand. For example, The Body
Shop brand is characterized by

a strong commitment to being
environmentally friendly. Company
employees receive regular updates
on the environment through
training courses and newsletters,
and are encouraged to share what
they learn with others.

3.Recognize field employees who
serve as brand advocates. American
Airlines gives members of its
frequent flier program certificates
they can hand out to employees
who deliver exceptional service.
The employees can exchange the
certificates for perks such as flight
upgrades or a day off.
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