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	“There is nothing more irritating than someone who doesn’t understand the pressures specific to my industry . . . This industry specific approach is an excellent way for a sales rep to learn about our business and be prepared.”

– ERIK SCHLICHTING

INVENTORY CONTROL MANAGER





Positioning Statements


Objectives:  
· You will understand how to compose your own opening statements

· You will understand why it makes sense to organize your data base into vertical market lists 
· You will understand why a buyer or decision maker appreciates it when you use a well constructed positioning statement on a cold call 

· You will have identified areas (other than cold calls) where your positioning statement would be useful 
· You'll understand the difference (and the similarities) between the PRS and the ISPS

Industry Specific Positioning Statement (ISPS) Overview

· The ISPS is designed to relate to the needs of the person you are calling. So if you’re calling upon electronic manufacturers you would tailor your ISPS to that market segment. I.e., “we work with manufacturers to promote sales to our targeted circulation base of electronics buyers.”
· Or you might work with a specific group such as human resource professionals. If so, you'd need to create an ISPS that is "position specific". I.e., “we work with human resource managers who are having challenges locating qualified job candidates in our industry.” 

ISPS Examples


· The reason I’m calling is: “We work with corporate sales reps who are struggling to exceed their sales quota each month.” 

· The reason I’m calling is: “We’re a regional gardening magazine; our ad sales reps work with nursery owners to promote sales to avid gardeners.”
· The reason I’m calling is: “We work with product managers on key campaigns to generate massive publicity with the subscribers in our specialized database.” 

· The reason I’m calling is: “We help furniture retailers increase profits by showcasing their products on our design website.” 

Primary Reason Statement (PRS) Overview
If you’re calling on an industry or market segment where you only have a few accounts (or none at all) you can’t position yourself as an expert in that industry or segment. This is where the PRS comes in handy.

The PRS is similar to the ISPS; it’s just a more general statement that identifies your line of business and tells your potential customer the primary reason that people in any market segment do business with you.
PRS Examples: 
· The reason I’m calling is: “We’re a magazine publisher specializing in the sports market; we connect our client brands to our targeted readership of sports enthusiasts.”

· The reason I’m calling is: “We’re a trade magazine publisher; we use our specialized industry knowledge to help companies conduct successful product launches.”
· The reason I’m calling is: “We work with companies who want to generate additional sales and referrals from our large subscriber base.”
Positioning Statements: When and Where to Use Them: 

	Use an ISPS WHEN:
	Use a PRS WHEN:

	You have some expertise and experience with the industry you are calling on, (Accounting Firms) or you have expertise and experience with a specific group of people (I.e., Sales Managers).                     


	You need to use a more general; approach. I.e., you’re calling a market segment in which you have no customers or significant expertise.

	Example:

 “We specialize in lowering document production costs for Accounting Firms.”
	Example: 

“We’re a long distance provider, and we specialize in reducing minimum billing costs for companies.”




Creating your own Positioning Statement 
Keep in mind that you may chose to identify the type of company you represent while focusing on a solution:

“We’re a magazine publisher; we specialize in generating sales and brand awareness for our advertisers.”

Or, you may choose to create a statement that engages curiosity by focusing on a problem area: 

“We work with companies who are having challenges becoming better known in their target market.”
Step 1: If appropriate, select an industry, position or market segment that you work with:
Step 2: What main problem does your company solve for your customers…or, what key benefit does your product or service provide to your customers?
Step 3:  Compose your opening statement in 20 words or less. 

· (Adapted and reprinted with permission from Buyer-Approved Selling: Sales Secrets from the Buyer’s Side of the Desk, by Michael Schell, www.approvedgroup.com.) 

