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Selling effectiveness . experiments- pro-
vide clear evidence that solution selling
produces nearly three times. the results
that formula selling does. It is seven-
and-one-half times more effective than
hard sell, over niné times better than
people-oriented selling, and 75 times
better than order tuking.

These experimenis are taking place in
Sales Grid Seminars, which have been
attended by over 500 salesmen. This
novel approach was introduced early
this year and is based on a new book on
Grid theory entitled The Grid for Sales
Fxcellence.?

This article describes results obtained
from selling experiments and -training
methods employed to increase sales
effectiveness.

Problem-solving selling skills that are
“99” as described on the Sales Grid
(below) can be learned by salesmen-who
have other Grid orientations. The possi-
bility is that any salesman can system-
aticully change his basic selling strategy.
Sgﬂing styies are neither permanent nor
rigid. But the salesman must examine
why he sells the way he does, learn
other possible ways by experimenting
with them, and develop the skills to
apply them.

To gain a deeper understanding of the
implications that underlie Sales Grid
Seminar results, itwo Kkinds of back-
ground information are needed. One is
brief knowledge of the Sales Grid and
the Customer Grid. The other is an un-
derstanding of what goes on in the
Seminar.

TWO GRIDS 1N SELLING — FOR THE
SALESMAN, FOR THE CUSTOMER

Those acquainted with the Managerial
Grid? will see the relevance of the Sales
Grid and the Customer Grid for learning
how to sell. Grid theory is their com-
mon basis. The Grid has been widely
used in industry, government, and ser-
vice organizations since 1962 for train-
ing managers, engineers, technicians,
staff people, and wage earners. More
than 125,000 people in. 22 countries
have participated in Grid learning activi-
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ties, which are available in eight lan-
guages.

On the Sales Grid the horizontal axis is
Concern for Making a Sales, the verticel,
Concern for the Customer. On the Cus-
tomer Grid the horizontal axis is Con-
cern for Making a Purchase, the vertical,
Concern for the Salesman.

The Sales Grid in Figure 1 shows the 9,1
pusher in the lower righi-hand corner,
whose hard-sell drive is directed toward
overwhelming the customer, the 1,9
people-oriented person  who thinks
friendship is what produces sales, the
1,1 order taker who offers the cata-
iogue, leaves his phone number, and
withdraws; and the 5,5 middle-of-the
Grid formula salesman, who uses rou-
tines, tricks, and gimmicks of selling.
The 99 problem-solvirig salesman, as
contrasted with all the others, woiks
with the customer, digging out facts
about his problems and needs, iesting
possibilities to see what can best fit the
customer’s requirements. He is selling
solutions.

The Customer Grid shown in Figure 2 is
parallel to the Sales Grid. The 9,1 defen-
sive customer distrusts salesmen and en-
joys battling through every sales inte:-
view. The 1,9 pushover has his mind
more on pleasing the salesman than
making a sound purchase. The customer
in the 1,1 “quit” corner avoids salesmen
or takes the line of least resistance. In
the middle is the 5,5 repuration buyer,
who maintains his social status by buy-
ing what others are likely to admire.
Finally, in the upper right-hand corner
is the 9,9 solution purchaser, who is
ready to share a problem with the sales-
man and who respects the salesman’s
ability to contribute to its solution.

THE SALES GRID SEMINAR

Sales Grid Seminars are instrumented.
The .pace of activities is rapid. The
method combines theory, experience
through practice, observation and com-
parison of results, individual personal
feedback, and plans for application. The
entire Seminar design is built around the
goal of improving sales effectiveness
through iacreasing participants’ self-




objectivity. This leads to replacing less
effective approaches which fail to sell
when the competition is rigorous. By
the end of the Seminar, as a result of
the information and feedback which
others have provided, a majority of par-
ticipants see their sales styles different-
ly.

Sales Grid Seminars are preceded by
prework with emphasis on study of The
Grid for Sales Excellence. Tests, ques-
tionnaires, aad other evaluation instru-
ments are completed to provide a basis
for Seminzr activity. In the Seminar
itself, a task is completed to ensure par-
ticipant understanding of Grid concepts.

Another permits participants to practice
identifying sales and customer Grid
styles. This activity serves as a basis for
later feedback on participant styles as
observed by others along with the sales
results achieved.

The selling experiments include a four-
sequence activity. Participants acting as
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5,5 Sales Technique Oriented

I have a tried-and-true routine for get-
ting a customer to buy. It motivates
him tarough a blended “personality”
and proeduct emphasis.
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The Sales Gridg
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customers buy from salesmen selling dif-
ferent brands of the same products. The
experiment is designed so that a cus-
tomer  chooses cne of two competing
salesmen o {do business with. Then
comes a double diagnosis. Salesmen
identify customer Grid styles, custorners
identify salesrmen styvles. The activity

ends with a critique session. Successes
or failures of salesmen are analyzed.

A second selling experiment takes place
the next day. Yesterday’s salesmen be-
gome today’s customers and vice-versa.
Summaries of results and the data that
are gathered highlight ihe ingredients of
success. Other activities lead to the feed-

back on personal Sales Grid styles, anal-
ysis of actual back-home customer inier-
views, and planning for individual appli-
cation of what has been learned when a
salesman returns to his job.

WHAT THE DATA ARE TELLING
The data obrained permit measurement
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When a salesman wholikes me recom-

- mends something, it must be good. So

I am likely to buy it. | seem to buy

I’ve already surveyed my general needs,
and now [ am looking for the specific
product that will sat:sfy them best at

more than | need, and many things the price I can afford. |
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5,5 Reputation Buyer

The best guide to purchasing is other
people’s experiences, tested over the
long term. A product’s prestige can en-
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9,1 Defensive Purchaser

No salesman is going to take advantage
of me. Instead, I’ll dominate him and,
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Low Concern for the Purchase

Figure 2
The Gustomer Grid g,
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of the effectiveness of each of the Sales
Grid styles. As shown in Table I, based
on data from 136 participants in both
public and in-company Seminars, 61
percent of the successful sales were
made by salesmen seen by their custom-

TABLE |
SALES SUCCESS BY GRID STYLES

Grid | Percent of Sales Made
Styles : by Grid Style
9.9 | 61.0

55 ! 235

9.1 8.1

1.9 6.6

1.1 8

ers as 9,9. The next most effective style
was 5,5. Where one of the two compet-
ing salesmen is seen as 9,9 and the other
is not, 9,9 makes the sale in 94 percent
of the instances. Thus suggests that other
styles are rejected when they are com-
pared with solution selling.

The data also reveal the effectiveness of
the Seminar in stripping away self-de-
ception. As shown in Table 1I, 61 per-
cent of the participants at the start of
the learning saw themselves as having a
9.9 selling style on the job. At the end

TABLE I

SALES GRID PARTICIPANTS’
SELF-DESCRIPTIONS
BY GRID STYLES

] Percent of Grid Style

I’ Self-Descriptions
by Participants

|

[

Grid

Styles | Pre Post
99 | 61 32
55 24 36
9,1 | 8 21
19 6 10
1,1 1 1

of the Seminar, having received personal
feedback on their actions during the
three-day period, and having related this
to their on-theqjob selling results, only
32 percent saw themselves as having
formerly operated with a 9,9 strategy.
They recognized much more 9,1 and 5,5
in their behavior.

During the Sales Grid Seminar the 9.9
selling strategy is not fully achieved by
all participants. But most become aware
of its advantages and limitations in com-
parison with other selling styles. This
insight is important becatse in actual
practice, they learn that customers
choose between types of salesmen, as
demonstrated in Table [,

IMPLICATIONS

The findings from these Seminars and
data permit several conclusions to be
drawn:

1. The Sales and Customer Grids pro-
vide a useful way for participants to
differentiate between various styles
and analyze what’s happening during
a salesman-customer interaction.

[\

. The sales experiments, under con-
trolled cenditions, provide empirical
measurement which shows the effec-
tiveness of different Grid styles for
selling.

3. Self-deception among salesmen is

high, but can be stripped away to en-

able them to identify those areas
needing improvement to increase
sales.

4. Salesmen are provided a conceptual
basis for assessing the logic and emo-
tions from which a particular cus-
tomer is operating.
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* Involves emotions of viewers at
heightened levels
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