How to Make Large Sales to Corporate Buyers

Brian Jud

Selling books to corporate buyers is not simply a matter of identifying new potential customers (corporations, associations, schools) and then contacting them. In this case, special-sales marketing is a new way of doing business, and you may have to adapt your existing procedures to succeed. If you understand how this unfamiliar selling process works, making a successful transition to it may be easier than you think. 

First of all, you are no longer acting as a book publisher, asking people to place your books on their shelves for resale. You are now a creative marketing consultant working with professional buyers, convincing them to use your book as a marketing tool to solve their problems, introduce new products, motivate employees or educate students. Your objective is to help them meet their objectives, using your books.

For example, let’s say you are proposing that FTD use your book as a premium (an item given to the consumer as an incentive to purchase another product) to increase the sale of flowers on Mothers Day. The FTD buyer may not initially see the relevance of your book (The Wizard of Oz) to meeting this goal. But you can make this connection by suggesting a new page be printed in each book with the words, “I miss you Mom, and all you did for me as a child. No matter where or how old I am, I always know there’s no place like home. Happy Mothers Day.” This may seem a little far-fetched, but you get the idea.

In addition, there are no distributors selling to corporate buyers – you conduct the distribution function. And your familiar payment terms are no longer valid as you negotiate different pricing based on the quantity of books purchased and other considerations. Your production methods may vary according to the form of the product (book, booklet, DVD) desired by the purchasers. And you may have to hire sales people, employ sales representatives or train your existing team on how to sell in this new environment. You’re not in Kansas any more.

But it is these differences in business strategy that make the rewards so satisfying and enticing as you finalize more sales of your books in large quantities on a non-returnable basis. And once you succeed in closing the initial sale, additional orders create new streams of recurring revenue. 

Ten Steps to More Profitable Sales

The corporate sales cycle can be as long as it is gratifying, and once you understand how the process unfolds you can work within it more successfully. It begins with the names of new prospects. Then you learn their needs, propose solutions, make presentations, negotiate the terms of each sale and service the business once the order is placed. This takes considerable time, if for no other reason than the buyer’s risk of making the wrong decision is considerably higher than in the retail sector where unsold books are returned.

Below is an overview of the typical steps for making large-quantity, non-returnable sales to corporate buyers. Over the next several months, The Independent will publish a series of my articles describing this process in more detail, preparing you to profitably sell more of your books.

Step One: Search for prospects in new segments. 

Use the questions described in my recent Independent article (Ratchet Sales Up with the Right Questions, June 2010) to find new buyers and new ways to sell to them. Simply asking yourself, “Who else could use the information in my book and why is it important to them?” could lead you to more corporate people who can buy your books: marketing people, C-level executives, sales managers, HR managers, meeting planners. 

Step Two: Qualify and prioritize the prospects

Not all prospects are equal in their ability to purchase promotional products. Some may be entrenched with competitive titles, have no budget to purchase, or may have recently concluded a promotional campaign. Decide which are the best sales prospects at this time and concentrate your efforts where they should get the greatest return.

Step Three: Discover your prospects’ buying criteria and campaign objectives.

Arrange an initial meeting with each top prospect to discuss ways to implement their marketing, promotional, motivational or educational programs. You may meet several times to learn their criteria and plan how to proceed.

Step Four: Search for solutions

You probably have an array of titles that could meet the needs of any buyers. Go through your front- and backlist to find those that are most appropriate to each. Also decide the best form in which your content should be delivered.

Step Five: Prepare a proposal.

Thank of this as analogous to a press kit, describing how your recommended solution will most cost-effectively reach the stated objectives. It is a formal, written description of the reasons why the target organization should accept your recommendation.

Step Six: Make the initial presentation.

This may be an informal one-on-one meeting with your initial contact, or a more formal presentation to other decision makers and influencers to present your proposal.

Step Seven: Expedite your prospect’s due diligence.

Depending on size of the investment required to purchase your books, the prospect may investigate its impact on employees, sales, brand image, competitive position, customers, suppliers, salespeople,

purchasing policies, warehousing procedures, previous promotions, marketing plans, budgets as well as short-term and long-term business plans. Your involvement will keep the process moving ahead, providing additional information as required. 

Step Eight: Follow-up presentations.

Depending on the results of the prospect’s due diligence and the size of the order, you may have to return to meet with other people who can influence the decision. These presentations tend to be more formal. You may encounter delays when new information is revealed, budgets are changed or personnel moved. In some cases the process may begin anew, or possibly be cancelled.

Step Nine: Negotiation.

Rarely is your initial proposal accepted in totality. Both parties negotiate in good faith to get the best deal for their sides. Remain confident and professional, but know when it is your best interest to walk away from the deal.

Step Ten: Close the sale; service and maintain the business.

Do not try to make sales, try to make customers. Build long-term relationships that result in recurring revenue. Once the order is placed, track it closely to make sure the correct books are shipped at the right time in the right quantity.

These are the general steps required to make a large-quantity sale. Careers could be at stake if poor decisions are made, so the buyers want to make sure every foreseeable event is considered. Smaller orders take less time and effort, but you should still cover all the bases. Use this as a general guideline, leading you down the yellow-brick road to more profitable, recurring sales to corporate buyers. Each of my upcoming articles will give you more courage, smarts and heart along the way.  
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