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STUART LOTHERINGTON

Senior Partner

Started in business development in 1988.
Ran biz dev teams up to 250 people in UK / USA.

Has consulted on over 200 business & account development
consulting projects in organisations since 2006.

Recently completed a BSc in Psychology.

Worked with organisations in UK / USA / India / Middle East / Far
East / Africa / Latin America.

At SBR Consulting, he has worked with over 40 companies from Fortune 500s to SMEs in various industries, helping them to
develop business development strategies, for consultants and professional services at execution & leadership .




SBR Consulting’s Background

Specialist in Business & Account Development Strategies and
execution

A division of The Southwestern Company. In sales since 1868.

14 companies in the group — travel management, financial
services, professional services, recruitment, digital.

Combined annual turnover of $350m.

Have driven performance improvements across most sectors &
all around the world.

Slide 3

© All Rights Reserved | 2019



THE7HABITS OF

HIGHLY

EFFECTIVE
PEOPLE

Infographics Edition o

Stephen R. Covey

QO FranklinConey.

Slide 4
© All Rights Reserved | 2019

"ESSENTIAL' Seth Godin

THE

CHALLENGER
CUSTOMER

f'fﬂmﬂ

Selling to the Hidden Influencer
Who Can Multiply Your Results

ll!NY 0 MSON MA" HEW DIXON,
G v HE CHALLENGER SALE,

S !N ER we N CK TOMAN

DANIEL
H. PINK

TO SELL IS
HUMAN

THE SURPRISING TRUTH
ABOUT MOVING OTHERS

FULLY REVISED 5™ EDITION
OF THE CLASSICBESTSELLER

MILLION

DOLLAR
CONSULTING

THE PROFESSIONALS GUIDE
TO GROWING A PRACTICE




CSO In5|ght5

& Proco
Gartner =i

wiveen - “SERConsulting




SOME OF THE LEGAL INDUSTRY
CHALLENGES

* The landscape is changing

* |nstitutional challenges

* Client insight/foresight is becoming essential

* Sales/Business development is considered a ‘bad’ thing to do
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Some of the reason for lack of change

The Senior individuals can leave the business shortly — why take
risks?

Business Development is someone else’s job

Compensation is on billable hours

Sales/Business development is considered a ‘bad’ thing to do

| don’t want to be seen to want to ‘Ask’ for business

Business Units are siloed and don’t share information

People are not helped to help, ‘just do-it’!
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Preferred Resources to Help Solve Business Problems

SMEs, Industry Experts, 3rd Parties i 43.0%
Past experience with vendors [ 35.8%
Vendor websites ] 354%
Trade shows, Conferences [ 33.06%
Peers/Colleagues ] 30.4%
Online professional communities [ 20.8%
Publications & media EE 29.2%
Web searches ] 27.2%
Salespeople N -3.0%
Local, nat'l trade associations [ 12.2%

o% 10% 20% 30% 40% 50%




The Success Habits Triangle © OUNTAB’LIT

“The Common Denominator of Success is
forming the habit of doing the things that
unsuccessful people don’t like to do.”
Albert E. Gray
Motlvatlon

A
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HOPE, HEAR, ASK, INFLUENCE
MODEL
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WHY DO CLIENTS CHOOSE YOU?



“If you have not deliberately
formed the habit of prospecting
for needs, regardless of wants,
then unconsciously you have
formed the habit of limiting your
prospects to people who want
what you are selling and therein
lies the one and only real reason
for lack of prospects.”

Albert E.N. Gray, The Common Denominator of
Success
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81%

Want to speak to someone that can provide educated
advice

Source: Protocol Global 2015



WHAT IS THE #1 COMPLAINT ABOUT PROFESSIONAL SERVICES?
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THEY TALK TOO MUCH!
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& THEREFORE DON’T LISTEN!
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coOM

PLAINT CHART

10% 20% 30% 40%
| ] | |
Did not listen to me 38%
Did not respond to my requests in a timely manner 30%
Did not understand my needs 30%
Talked too much 25%
No personal chemistry with me 25%

Did not convince me of the value

Did not craft a compelling solution
Overzealous in trying to win my business
Lacked professionalism 19%
Late to meetings 18%
Poor presentation skills 17%

Lacked enthusiasm 15%

Poor references 13%

-
RAIN Group
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24%
22%

1% What Sales Winners Do Differently (2016) research, winners

from second-place finishers, we considered 42 factors.

The top three factors that most separated winners from second-
place finishers were:

1. Educated me with new ideas and perspectives
2. Collaborated with me
3. Persuaded me we would achieve results

Slide 18



THE ARROGANT EXPERT? -~SBR
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QUIS SELLING™ =SBR

“Most people do not listen with the intent to
understand;

they listen with the intent to reply.”

Stephen R. Covey
1932 - 2012
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Meetings



Do you have a clearly defined client
engagement process?

Do you have a clearer
communicated client engagement
methodology?

Do you know who your buyers are?
(Sales personas)?



Q uestion

U nderstand
| nfluence
S olidify



Let them get everything out
before ‘influencing’
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WHAT IS YOUR
QUESTIONING PROCESS?
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Questioning is not easy though...

Let’s discuss different types of questions you have been taught:
e Open questions

* Closed questions

 Others

Why do these not always work when opening up a meeting /
call?



Opening the Meeting

* Set the scene

(“Thanks for your time...”)

* Clearly state the objective / agenda of the meeting/ call
(“Obviously I’'m here to talk about...”)

* Encourage them to be open minded

(“Brought some ideas that might work for you...”)

then...

(“But before that what would be helpful is to understand the wider context of the....)



Pass the talking baton

* Use Cluster Questions (“But before we do what would be really helpful...”)




WHAT IS YOUR
QUALIFICATION PROCESS?
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Buying vs Selling

Get them talking (Ask Questions)
Let them feel in control (Give choices)
Seek permission



THIRD PERSON VALIDATION



Categories of Third Person Validation

Type
Golden names
i Size
Articles
Geograph
Reviews Relevant graphy
Industr
Case studies + Yy
3D Personal

Awards

' i Issue / challenge
Testimonials

Feedback reviews




STUART LOTHERINGTON

Senior Partner

e Visit www.SBRConsulting.com

* for more tips and tools on professional selling.

slotherington@sbrconsulting.com

At SBR Consulting, he has worked with over 40 companies from Fortune 500s to SMEs in various industries, helping them
to develop sales strategies, train sales people and sales leaders, consultants and professional services.
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