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Preface

“WNa ane iz thinking if everyone s thinking afike.”
—General George 5. Patton, leading
U3, Army general in World War |

%eﬁare PowerPoint, sellers worked hard to create a persuasive
piech. They won or Jost by how well they held and guided the
prospects’ attention, Unfortunately, PowerPoint changed this sce-
nario. The center of attenticn i5 now the screen or even worse, a
handout. Sellers have become projectionists, throwing words on a
screen while listeners read ahead and sellers plod behind, mouthing
what’s alveady been displayed, PowerPoint’s elecrronic barrage of
words, bullet points, and sentences threaten to turn the art of per-
suaginn ineo a bost are,

It’s likely all €his is familiar to you. You have fallen into the
PowerPoint routine and wour ability to sell has been hurt as a re-
suit. You probably have losc sales because your shilicy o persuade
has taken a back seat to your ability te “project.”

The good news is that it doesn’t have to be this way. By being
aware of 4]] the visaal cools at vour disposal and using them effec-
tively, you can return the prospects’ attention to where it be-
longs—on you. More importantly, you can use these visual tools
tn increase the persuasive power of your pitch,

This book is written to help you achieve these goals.

ix
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Crippling the Seller

PowerPoint can be 4 powerful taol, but when nsed incorrectly it
undermines sellers in two ways:

1. The screen commands center stage becanse it displays the
message. '

2. Prospects read text rather chan pay attention to the seller.

Consider how PowerPoint presentations cripple even the best
salespeople as the selling process evolves. In high-dollar, competi-
tive situations, many proposals are submitted. A weeding process
narrows the contenders to a few who are chosen o present. Placing
the presentarion last happens for good reason. Prospects, buyers,
and decision makers all consider it necessary to meet and listen to
the winning seller or sales team. Even in an age where we cotsmi-
nicate ihcreasingly online rather than in person, people still want
to meet and view sellers in person and base their buying decisions
on first-hand observations.

As sellers present their ideas, decision makers seck to answer
four key questions:

1. Does the seller's logic seem well thought cut? Pecple make
this judgment based on how the content flows.

2. Does the seller appear assertive, bold, or confident? In other
words, does e or she display a desive to “mrake it happen™?
Viewers answer this question by observing the presenter’s fa-
cial expressions, enthusiasm, and gestures,

3. Does the seller come across as sincere and trustworthy? The
person's bearing, delivery, eye contact, or lack thereof re-
flects these character traits.

4, Dnes the individual reveal a crestive side? That s, will
the seller offer new insights to a probles or need? Screen
viswals can be a key factor in evaluating the presenter’s
creativity.
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Notice that viewers answer three of the questions by simply
watching the seller. That's why presenters should be the most im-
portant part of the sale. In warfare if vou command the high
ground, you are in the superior position. If yow're selling visually,
you also dominate the high ground. In the following pages, we
provide specific- suggestions thar will help you sell from the one-
up position and gaid the competitive advanrage.

An Opportunity to Gain an Edgé

Many salespeople are 50 in love with PowerPoint that they don’t re-
alize how it’s crippling cheir selling efforts. Becguse it is so easy to
use and takes so nuch of che work out of a pitch, relying on Power-
Point seems like 2 no-brainer. We're suggesting that this is the per-
fect time to sell with brains—and with wision. An opportanity
exists for any salesperson who recognizes the real value of wisual
selling. By drawing attention to yourself (or the seller) and shaping
images, room environments, and physical appearance and gestures
for maxirmum impact, you can capitalize on this epportunity.
Though yon may recognize this opportunity or you would not
have bought this book, many salespeople don’t see it for two reasons:

1. Using PowerPoint text is like heing offered 4 sample from 4
box of chocolae—it’s very satisfying and youn want more. By
projecting the message on the screen, you don't even have to
rehearse or worry about delivery slills. Just read away.

2. Some people are lazy. If you rely on PowerPoint exclusively,
¥ou prabably don’t want to make the effort that visual selling
requires. Ir’s not a huge effort, but it demands that you think
about and plan all the visual aspects of your presentation.

A New Direction

To reap the rewards of visual selling, you must consider changes in
your approach to persuading others. Some of you may already be
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good wisual sellers and simply need to make incremental changes
in your approach. Some of you may have to make more signifi-
cant changes in order to benefit. YWhatever your situation, this
book provides yom with ideas and tools to increase the effective-
ness of your approach. It does not matter if you sell high-rech
products one on one, low-tech supplies to groups of buyers, or
professional seryices to corporate clients. Visual selling works
for everyone. '

' To understand how it will work for you, let’s preview the
areas this book covers:

* Recaptaring center stage. As we have emphasized, you cannot
allow yourself to play second fiddle to PowerPoint vext. For
this reason, you mmst learn how to take center stape when
you sell and turn the screen into a support medimm. We dis-
cuss how Fou can co-exist with wismals and retain the
prospect’s focus.

* Dort’t say what they see. Even if you use PowerPoint less, you
can still commit the sin of repeating whatever text appears
on the screen. “Verbal mirroring” works directly against
persuading prospects. Adults are insulred when sellers read
aloud to them. They expect a more sophisticated presenta-
tion, and we talk about how to compliment what is seen with
what is sajd.

* The bandsut. Besides ceding the focal point to PowerPomt
and reading screen texr, the third common visual mistake
sellers make is improperly using handouts. With a handout,
viewers don't even need to look up o listen to the seller. if
you wish to sell successfully, you'll need to radically change
your thinking on handouts and make them work for you in-
stead of allowing them to upstage you.

¢ The “right” viruals. If you reject PowarPoint text, what could
possibly take its place?r The answer is images. A picture is
worth a thousand words, and we explain how a well-chosen
picture can be worth thousands of dollers in sales. We think,
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dream, and retain information in images, and we provide an
explanation of why this is so and how you can capiralize on It
when making 2 sale.

s Choosing and using images. How do you choose and use an image
for maximum impact in a given selling situation? How do you
find the wisual. thar reinforeecs the messages you'te delivering
verbally? How often do yow use an image, and when? We an-
swer these and related questions, helping you sell with the
right image in mind.

» Supporting players. In a game of chess, the pieces are always
positioned to protect the king and queen. A paralle] scrategy
applies to sclling. Everything from the seller’s clothes to the
room set-up has a visnal impact and must be controlled o
support the seller. Rather than view these visual factors as
inconsequential, sellers must understand their impact and
control mrerythmg from where the presenter stands to how
the screen is positioned and angled. We'll look at these and
other ways you can oxert visual influenee on a sale.

» The critical visual, Finally, vou'll have to master the most im-
portant viswal of all—yourself. Few sellers realize the hoge
positive or negative influence that their body fanguage
broadeasts to viewers. Delivering a persuasive visual pitch re-
quites as wch physical finesse as playing 2 well-executed
game of tennis or golf. Pros continuously work en their
swing or follow-through to play a spore better. We examine
how vou can hecome more conscious of and control gestures
and other aspects of body language to persuade others more
effectively.

Visteal Selfing is divided into three parts: Part I explains che
vital importanee of positioning the seller as the focal point. If sell-
ers don’t hold complete viewer attention, they're seriously crip-
pling their efforts. '

- Part J1 discusses how you prepare for a visual presentation
. and, in particular, how you incorporate jmages into your pitch.
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We describe how to create a visual sequence for your pitch that
takes full advantage of vour new imastery of images.

In Part II1, we look at a variety of selling sitvations imvolving
groups of ditferent sizes and interests. You'll understand what's vi-
sually important in a competitive presentation. You'll also Jearn
how visual selling can dramaticatly enhance your booth at « con-
vention and how it can reduce the electronic headaches that often
plague road shows or hesvy travel schedules. You'll read about a
high-tech company chat conveys its message to research scientists
and consumers using image visuals and why the company founders
credit a great deal of their success to visnal selling.

As you'll discover, becoming well versed in the art of visnal
selling will benefit you in manw ways. This book gives yvou the de-
tails on how to do everyrhing from creating an original vismal
image to creating an effective selling environment whether you're
at “home” or on the road.

We convey all this inforsnation using both words and images.
‘Though books are a text medium, thev can also take advantage of
images as teaching tools, and you'll find more images in these
pages than you would in other books on selling. Fhese images re-
inforce the stories and specific techniques detailed in the text. You
will see many exarnples of text slides converted to image visnals. At
the end of this book, we hope you'll have 2 good understanding of
the theory of visual selling and an even better grasp of how to pur
this theory into practice when you're trying to convince potential
buyers.

The authors have been selling and advising others about how
to sell for over 25 years. One author, Peg, has 4 great deal of sales
and marketing experience in the investment field. The other, Paui,
has specialized in competitive presentations since 1980,

We’ve warched the appalling growth and popularity of Pow-
erPoint—the shift away from the presenter to prospects reading
screen text and handouts. We've also witnessed how those who
are overly reliant on PowerPoint text pitches often alfenate cus-
tomers and fail to make the sale. And we've seen that those who
sell visually and keep the focus on themselves rather than screen

_
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.are uspally che ones wheo win in high-stakes, competitive presen-
tatinns.

' Finally, we'd like you to do 2 guick agsessment of your cur-

“rént visual selling ability. Look at the following statements and

... note whether you agree or disagree with them:

» [se PowerPoimt slides that bullet point vour thoughts to
. ! 3 &
keep you and your prospects or customers on track.

. Prepare 2 handout/deck so your listeners can follow along.

* For an important pitch, place the screen or your visuals in
the middle of the room to highlight your information.

¢ Srand with your visual to vour right.

» “Dress down” for a presentacion because you don’t want peo-
ple to think you're too formal or what you’re selling is too ex-
pensive.

“+ Turn off the room lights 1o ensore your screen information
ROPS.

» Srand well 1o the side or sit at the table wich your laprop so

your slides receive maximum attention.

* If you stand, use few gestures because they are distracting
and shift the focus away from your visuals.

# Use an electronic pointer because it helps direct the viewers,

* On a raised platform in a large meeting room, place your
lectern to the side, well away from the screen.

The mote of these sratements you gree with, the less effective
you will be as a wisua) selles. Don't be larmed if you found yourself
in agreement with some or all of the scatements, Most salespeople
and presenters operate under numecrous misconceptions about what
does and does not work from a visual standpoiat. Correcting these
visual errars requires acquiring a bit of information and applying 1t
10 ¢ variety of presentation zad selilng siruations. The following
pages will commmmicate that viswal knowledge and help vou apply it
so that you can persuade with greater effectiveness.



