








Why the traditional approach to sales pitching often fails

When you pitch, does your first slide look anything like this:

We'd guess it does. In our experience, a huge percentage of
sales pitches start this way.

But look at it from the customer’s point of view. Pretend
we're selling to you, and our pitch started with the above
slide. Look at each point and ask “Do I really care?”

You won’t. Why would you — or indeed anybody — care how
old our company is, how many offices and staff we have. Wouldn’t you expect us to have
“strong technical expertise”? After all, we’d be in a mess if we didn't...

And this is an example of arguably the biggest problem with sales pitching:

Traditionally, far too many pitches contain lots of information about:

the pitching company (i.e. you), and
the pitching company’s history (i.e. your past)

themselves (not you), and
their future (not your past)

So, they're interested in the absolute, total opposite of what you're saying on slide one.
They care about them, not you; about their future, not your past.

And since they think of you as a means to their end, you must see your role as this. Do so,

and your success rate will increase. If you think “it is my product/me they’re interested in”,
you will lose more than you win.
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The best way to start your sales pitch

Earlier, you saw the worst way to start a pitch... by talking about the two things (yourself
and your past) diametrically opposed to what the prospect wants to hear about.

Instead, start your pitch with what they do want to hear about — themselves and their
future/AFTERs...

When we met recently, you told us how you want to reduce your
operational costs by over $10million, to slash your lead times by 8%,
and for any new process to work seamlessly with minimal extra work
for your staff. We know we can help you achieve all these aims,

and our presentation will show you exactly how we’ll do just that

So, straight away, you've focused on them and their future. You are showing yourself to be
a means to their end, rather than thinking “it's my product/me they’re interested in”.

The rest of your pitch will follow the agenda you've outlined in the opening AFTERs-rich
sentence.

The first section will show how you can cut operational costs by $10million, together with
all the supporting evidence that proves to them you can do so.

Section Two will prove your ability to reduce their lead times, and so on.
These sections might include traditional “about us” information — year of incorporation,

number of offices etc — but only if it helps prove you can deliver these AFTERs. If it doesn't,
it probably shouldn’t go in.
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Giving yourself the best chance of success

This pitching technique works for all sorts of reasons, not least the fact that your competitors
almost definitely won't be doing it. Hardly anybody does.

Getting the AFTERs right is the secret ingredient to successfully pitching. Master it, and you
will sell more.

To learn more about AFTERs ...

Click here to see how we can help you win your next critical pitch.

Click here to download our sales program Win That Pitch, a simple step-by-step guide
to creating an AFTERs-rich sales pitch.

Click here to buy Andy’s best-selling book “The Jelly Effect: How to make your
communications stick”. The book shows you how to weave AFTERs into every sort
of sales discussion.
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