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What Did They Really Buy?

By Linda Bishop

When a customer purchases a single service from
your bank, what did they buy? Did they buy the
service because it offered the right benefits at the
right price? Or were they shopping for something
bigger—a relationship with a financial partner
who could assist them in achieving their goals?

If they shopped for a single service, the good news is
they bought it from you. The bad news is that you
must resell Mr.or Ms. One-off every time they are
ready to buy another product.To earn their business,
you'll have to prove once again you're the best
choice among available substitutes.

If the customer purchased a service from you
because they were shopping for a relationship,
you're in a much better spot. These customers
define value differently. They won't defect to save
a few pennies and are more likely to stick with
you for the long run.

Here's your selling challenge.

How do you identify single purchase customers
looking for a deeper relationship?

To put it another way, how do you figure out
which customers want to stop dating
and get married?

This is where personal selling helps you identify real
opportunities. Put together a list of people buying a
single service from you. Call or meet with them in
person and ask five questions:

® Why did you decide to purchases from us?
® Are you happy with your choice?

® Areyou looking for a partner who can help you
accomplish your long-term goals?

® What are your long-term goals?

® What do you believe will stop you from
achieving them?

Armed with this information you know more about
your customer, understand how they define value
and are more likely to sell them something else.

Better yet, your customer knows more about you.
They know you care enough to ask these questions.
They know you're interested in their concerns.
Knowing that, it’s far more likely they will want

a deeper relationship, even if they were only
purchasing a single service to begin with.




