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Do You Know For Sure If Your Sales-
people Are Asking For The Order?

B:JuhnH .ﬂml-l-'n
President - Professional Club
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Aﬂu traveling the couns

try working ot and visiting bun-
dreds of clubs over the last 22
years, I"ve come 1o one clear con-
clusion. 9% of the clubs | visi do
nist directly ask or do not know
how o sk me b poin their club!
Anyone who doesn 't believe me is
weleome o i 0N One of my bwo
wiecks trips and walk s o the ¢lubs
with me.,

My Methodology
x& a club owner, opera-

bor, manager and consulant o over
80 clubs copsistently across the
couniry, I"'m always interested in
how the competition is doing and
what | ean learn from them. As n
resull, | always shop most, if mol
all, of the facilities we are involved

with initially and on a twice-a-
yiear basis after that. | always ap-
pruuth the hhl.‘lF'Piﬂﬁ_ CXpErEnce
the same way. | am profession-
ally dressed, suit, tie, etz | al-
ways prefend o b in town elok-
ing on 4 new home in the area
and have been senl on 8 miskion
at the explicit instnections of my
wife to find a good club for us.
Because | travel so much, | have
always carried this big waller.
Mot because | have a lot of
money, bul because it keeps all
my lickels, receipts, credil
cards, j'lll.'-l.‘lrl{l-\'_'illiil:[l n one
place. I guess some people
wiould call it a man’s purse but |
call it my wallet. My point is
that when | walk in to these
clubs, I am irying tosend mul-
tiple buying signals W the per-
son who is supposed 1o be sell
ing me my new mempership.
Just b give them the berefit of
the dould, | always make sure |
cxplain to them very clearly why
I am there, Oddly enough, even
after all of that, most salespeople

still lawnch inte their standand
Iour and quaJ:ll':,'m; beclure ask-
ing me questions thai really have
ng relevance to my situation,
which confirms my opinion that
mst salespeople don't listen very
well of al all. Bue, listening is a
subject that should be covered in
another article. After the standard
tour, which | always match my
wints, needs, desires with what
the club offers, we wsually sit
down 1o talk about becoming a
member. | say usually because
many times, maybe as mech as
3% of the time, the salesperson

doesn't 53t down with me butends

the tour with something like “Are
there any more questions | can an-
wwer Tor }'uu?" And when | say
ne, there is usually a long silence,
(aboul 15-20 seconds) followed
by my saying “Thank You"™ and
walking cutl The other 60%% of the
time heres what happens, We sil
dovarn and chit chat a little and the
salesperson stembles inlo (heir
price orientaled presentation, [
always set my big wallet on their
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desk directly in froni of them.

sometimes | will even go further
and open i a.-a‘:l!i:nﬁ, like I'm hnb'k'ing
for something and then leave it
opeen, revealing abouat 100 credit
cards im plain view. After their price
presentation, they almost always
say one of the following things:
Well, that's what you are look-
ing at 1o pet started,™ or *“How's
that sound?™ or *The infamous
push the price sheet and they say
“Ckay™? I've never undersiood
ihat one al all.

Adwhich point | pick up my
wallel, thank them and walk oun.
Usuaally, as I"mi leaving, they say:
“Call me if you have any more
questions.” or “Let me know whai
vou decide”. They say the truth is
stramper than fiction. ['m sure there
are those of you oul there saying,
“That docsn’t happen st my club”.
Yeah that's what | thowght, too,
Until | started checking my own
aperations a little closer and found
oul il was happening to me, ool
Without naming names, this has
happened to me in big clubs, small
clubs, clubs in metro areas, clubs
i rural areas, hig chain clubs, and
some of the finest clubs in ihe
world! Mo one seems io be im-
mune. [ read with greal interest an
article o few months apo by another
club eonsultant, who an this article
stated that high pressure, prehis-
torie selling techniques are out-
dated and continue to hunl this in-
dustry, | totally agree. But, in my
opinion a bigger problem is more
peophe are NOT being asked o join
than are EVER high-pressured. It
makes me sad to think of all the
people out there who have sum-
moned up the courage to finally
come i a club, and then we don't
even ask them 1o become a mem-
ber! Just as bad and closely linked,
is thal many salespeople ane woe-
fully wndértrained and under
skilled wo even know how to ask!

.50 what are we to do aboul this si-

kent cpidemic? Here are a few sug-
gcslium.lhal we have implemz e
in CWr GPeTations.

L. INSPECT, DON'T EX-
PECT, Send your friends to shog
your facility on a regular basis, Ask
them for their honest evaluation,
Most importantly, see if they were
specifically asked 1o join the elub
taday ol least once! When your
salespeaple are well trained and
compassionabe and selling from the
Patform of conviction in the prod-

wct and not Price, Price, Prace, then
they have the ability 0 be very per-
suasive and are able to ask the
prospeci several different times in
several different ways to join the
club without any hint of pressure
at alll

i, HIRE COMPASSION-
ATE, BUT BOLD PEOFLE.
There 15 one major reason sales-
people don'l ask for the order.
FEAR. Fear of rejection, fear of
failure, fear of repercussions from
their manager, fear that the pros-
pect will say ne. You want to know
something? In all my years, afler
personally selling tens of thou-
sands of memberships and I;H:ing
responsible for selling millioas of
memberships aver the years, 1've
never had a prospect say “No! I'm
not joining this club™. We try o in-
still into all our salespeople that it
is their “duly” to ask tha prospect
b slart a regular exercise program
today. We believe that if a person
doesn’l ask or know how 1o ask
then we are failing the customer,
miol b0 mentbon kosing the sale.

J. TRAIN, PRACTICE,
TRAIN, PRACTICE, TRAIN.
Compare if to any highly skilled
athlete. They have practiced and
pracliced and confinwe to practics
the fundamentals day in and day
out. If they don’, their skills be-
gin b erode. Why should we be
any differemt? Im my expericnee,
most staffs are undertrained and
horribly underpracticed. Stop for
ane minwte and think. How much
mofe could you be accomplishing
if you were sure your salespeople
WETE !'ull,r trained and highl}'
skilled? Would you realize a 20%
income increase? In many cases,
probably so. So many owners,
managers don't brain and praciice
with their siaff, because they don't
think they have sufficient knowl-
edge of don'l know how o, There
are many materials available to
e i, ud m:-rntln.iningjs Tzt -
ter than mone. I necessary, hire
somenne fo do provide training on
a regular basis. It will be well
worth the moncy. Trainkng/ Practice
should be done far FOUR ca;p-l:n'-
enced people as well as new hires.
I hear all the time from experi-
enced salespeople “1 already know
all that™, My experience has been
that they may know il but usually
are nol practicing it every day in
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the sales process.

4. HOW YOUR SALES
FORCE PERFORMS is directly
related to how well you manage
them. Salespeopbe lefi 1o their own
devices will routinely take short
cuts that they perceive to be “A
beether 'Hl}'".ﬂul' ﬂlilﬁunphr 15 we
wanl it done “Cher Way™, Thene are
very few people who will “Self
Manage™ very well, It's up fo you
o consisiently monitor, guide,
train, tesch, and direct the cifons
of your sales team. Be open (o new
and improved ways of doing
things, but keep abreast of the ba-
sic immulable laws of sales and
don’t “Let the tail wag ihe dog.”

5. TRACK snd STUDY
YOUR SALES DATA DAILY.
Investigate. See if you can recon-
cile every sales opportunity, which
occumred yesterday? I your staff
isn 't closing over 60%, something
is wrong, 30% of the poople tell
you they want b join without you
cwven asking them! You need to ask
yourself, “Am | betier off with a
sales leam who can only sell half

the time or flipping a coim with the
potential member?™ You can man-
age your siaff io improve dramati-
cally if you have and understand
ihe facis.

6. TRAIN YOUR
FEOPLE TO SELL OUR
PRODUCT, NOT OUR PRICE!
Are your peaple selling product or
price? My bet is B ouwt of 10 are
really selling price. It's s0 much
cagicr 1o ask people to join when
your people actually care about
people and truly understand thai
their job as salespeople is to get
every individual who walks in the
door starled and mainiaining a
regular exercise program! Remem-
ber, price is only a consideration,
nol the deciding factor im the
prospect’s mind. IT they like at, if
they like wou, if they feel good
about the whole product, that is
whhat's really imporizni. If they like
it, they don’t cane what it costs, My
experience has told me that price
is always more important io the
salesperson than o the customer.

7. DONT THROW UN-
TRAINED SALESFEOPLE “In
the Creck without their knowing
bhow to swim!® 1 would like to
have 1% of all the moncy bost o

untrained staff, 10's nod their
fault. I's yours, if you allow ii.
But the amount of kost revenue
due 10 missed telephone inguir-
ies and mishandled guests is
staggering. If you think train-
ing them is expensive, then
compare it 1o the cost of the
equivalent of just one member-
ship per day in your club. In
mast Clubs that would equaal
somewhere in the vicinity of
£150,000 per year! Let me tell
vou, the loss of ome member-
ship per day is a very conser-
walive estimate in mosi clubs,
Forgel the money for a minute,
think sboul the human cosis.
That means 365 persons didn"t
gl the chance o improve the
quality of their lives. We should
nil forgel that we tnaly do make
w big impact in peoples lives
everyday lives.

8. MAKE 5URE EV-
ERY GUEST IS TREATED
EQUALLY WELL. Thizis a
big problem in clubs these days.
Salespeople try to read or
qualify guests and don"t disci-
pline themselves io treal every
Eutsd as a Ir.'!_i:irrm: sales op-
portanity. | would like to mect
the salesperson that can qualify
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guests socurately, even 509 of the
time. Know why? Because no one
can know what people are think-
ing. You have to take the time and
effort 1o find out. The best advice
is 1o treal everyone with a blank
slate and treat every guest equally
wiell.

2. WHEN FEOFLE
DON'T JOIN, FIND OUT
WHY! | once had a very wise
mian say bo me after | had missed
a sale, “Brown, what did you say
to talk that person out of joining
my club? Years later | realized
the wisdom of that statement. The
assumplion and core belief down
to your very soul should be that
if they came in the fromt door they
MUST wanmt to join. Salespeaple
in their infinite wisdom tend 1o
Eive the “Getlysburg Address™
when talking 1o potential mem-
bers. Meaning they talk ioo much
and bove to hear the sound of their
W VOIS, M:r yasin af the per-
fect bour/presentation would be if
ihe salesperson didn say a word.
Just listened and took nobes, That
is probably never going 1o hap-
pen, but at least move towands bet-
ting the poiential member talk
meaeg than you, Imvestigate why
people didn’t join. Ask your staff

immediately afler their presentation
while its fresh in their minds and try
o identify and learm from il

10, IF NOTHING ELSE,
MAKE SURE every guest is receiv-
ing a direct, sincere, urgent invitation
o join loday, Once this concepl is
securely entrenched in your peaple
and culture then you can begin to see
and pursue all the other opponiuni-
ties available to you. Remember, se-
cure it, check it, recheck it, recheck
it Aber years of being in this busi-
ness, one night | saf siraight up in bed
about 3am thinking | better check my
own backyard. Lets take the oppor-
tunity that is right in front of our eyes
every day and make sure we are do-
ing this one key core skill well. It
benefits everyone, especially the cus-
toameer. | wonder, have | visited your
club lately?

(Johin Brown is a mationally
known consultant, speaker and au-
thor. A vereran of the clul industry
Jor over 23 yeas, ke owns, operates,
manages and consulis with over 80
clubs acrois the country and tn South
America, Wiz company, Professional
Cluh Management, Inc, is a leader
in developing clubs., He can be
reached at: (913) 357901 8 or email:
Sl 3 Nimaol. com)



