PAGE  


11

[image: image1.png]



NOTICE:

This document relates to training workshops & courses undertaken by Enjoy! Sales Limited on behalf of Leisure and Spa at QHotels (QHOTELS LTD) and remains the property of Enjoy! Sales Limited. The information within this document is utilised under license by QHOTELS LTD.

This document must be kept at your individual club site and not removed without the expressed permission of Head Office.

This full document is copy righted and cannot be copied, replicated or presented in any format without the expressed written permission of Enjoy! Sales Limited.










Additional support, assistance and products are available for viewing and download at the online QHotels Marketing Hub.
Presenting & Closing a 

Six Week Trial Promotion 
THE PRICE PRESENTATION

6
The Price Presentation
6.1
The stages of price presentation success
The six weeks of fitness for £X is a fantastic marketing tool to entice prospects into our health clubs, for the reason that, as sales professionals, we know that the hardest part of converting prospects into sales is getting the prospects through the door in the first place.
By investing time in the needs analysis and estabilishing the prospects long term goals; you will encourage them to look beyond the six week trial.  The 12 month membership will become the logical option for the prospect, thus providing a more realistic time to achieve and then maintain exercise goals.

After completing the full needs analysis and tour (FABF), you should know exactly what the prospect is after and exactly how they will react to your offer of taking out a membership. 
In order to take advantage of the six week trial, the prospect must commit to a 12 month membership.  The six week trial then becomes the preferred option for prospects to join on because it is the best value, providing a fantastic route into membership without paying a joining fee or admin fee. 
After their first four weeks of membership and in the unlikely event that they do not wish to continue, the member can give notice in writing to terminate their agreement at the end of their six week trial.  
The price presentation stages will be followed as standard practice with slight alterations to position the six week trial effectively.
Tip: 
Prospects are more likely to buy if they are sitting down.

Tip:
Use the KISS system – Keep It Simple Stupid.

Before presenting the membership options ensure that you have answered all of their questions. The question below is one of the most crucial in your repertoire, do not start to present membership prices until you have got a “No” to this question.    
“Other than the membership options available do you have any other questions or is there anything I still need to cover or show you.”
If they say there are still things outstanding, deal with these before moving on. Once you have dealt with these utilise a variant on the above question to clarify there are no further queries before finding a quiet area to present your membership options.
Present the membership options in stages

By breaking the membership choices and payment options into smaller stages, you will not have to ask the prospect for one big decision – you are asking for smaller decisions and therefore gaining commitment.  Remember we need to establish which membership the prospect would like to commit to.
Stage One; Membership Options

Establish if the prospect would like peak or off peak and whether it is single or couple etc, we need to know this

Stage Two; Payment Options

Establish if the prospect would like to pay annually or by monthly installments

Stage Three: Price Presentation

Present Your Six week trial and preferred payment option based on the answers to stages 1 and 2

Stage Four; The Close
This is quite simply where you ask them to join – the money question!

6
The Price Presentation
6.2
Presentation example scripts and situations
Membership Advisor

 “Now before I run through the six weeks of fitness benefits, I will explain our memberships to you.  We have two main categories of membership, off peak or full.  Full membership will give you full use of the club at all times but off peak is restricted to 9-5 Monday to Friday. From what we have discussed I believe off peak would be better for you – is that correct?”
Or 

Membership Advisor

“We have two membership options available to you depending on what time you want to use the club.  Peak allows full use of the health and fitness facilities seven days a week whereas off peak only allows use of the club Monday to Friday 9.00 to 5.00, which would suit you best?”

Prospect

They will need to make a decision; you now have your first commitment.

Membership Advisor

“Excellent, you can either pay annually or by monthly installments.  With the annual payment option you pay for eleven months and get twelve, which option would suit you best?”

Prospect

They will make another decision – further commitment!

Membership Advisor

“Excellent, now the six week of fitness provides you with an incredible saving on our memberships, you are committing to improve your health and fitness for the next 12 months. For this option you will pay no joining fee or no admin fee and your membership will continue for the next 12 months.  Alternatively you can commit to a regular membership, you pay the joining fee of £X and admin fee of £Y along with monthly subs of £Z.  Based on the goals that you would like to achieve which option would suit you the best?
At this point you are ready to present the prices and close.

Sales Rule No: 6
 ‘Make every sale twice’

(Every athlete runs the race before it has begun, they visualise the winning line and usually start with the result and work backwards).
A copy of a Price Presentation form is supplied with this workbook for role play purposes
CLOSING THE SALE
7
Closing the Sale
7.1
Using ‘bridging’ to close & asking for money
It is time to ask the prospect for their business.  In every sales tour there is a moment that opens up when it’s time to close.  Do not miss the opportunity as it can happen at any time.  You can close while you are on the tour or you can close before the tour and then show them the club.  When you see the opportunity, go for it and if you’re not sure, go for it anyway as you can always recover.

REMEMBER:
If you don’t ask them to join, they probably won’t.

1.
Be relaxed

2.
Mirror & Match
3.
Confirm each step of the process /recap aims & needs
4.
Ask with confidence – ‘show me the money’
Perfect Presentations are subtle and effective and this includes moving effortlessly into the close. The most effective way to do this is through bridging.

REMEMBER;

· Re-confirm what it is they have told you.

· Nod and say yes as you confirm.

· As they follow suit they will nod and affirm with you.

The key here is to use language and questions to confirm what they have told you during the tour and getting them to confirm back by answering your questions. Psychologically if they are responding positively to you and probably nodding in agreement, then at a subconscious level they are removing fears and objections that may exist. Using this technique known as Bridging, will make it easier for you to ask them to join as well as increasing the likelihood of them agreeing.
If you don’t ask them to join, then you are just having a meaningless conversation …… ask them to join and you are immediately better than 65% of current sales people and 70% more likely to sell a product/treatment/membership   Timing Is Everything. 

As you become experienced you will find yourself utilising different closes for the different types of people you present to, but the one that will suit your business better than the others is.
The ‘Invitational’ Close



· Can we get you started?

· Would you like to join us?
Sales Rule No: 7
"Selling without closing, is like playing golf without putting."
7
Closing the Sale
7.2
Presenting & Closing Role Play
The key here is to practice closing over and over again. It may seem repetitive and boring (perhaps even silly) but the best musicians, sports people and business people spend hours and hours practicing for the big game, concert or deal: David Beckham does not simply sit around all day and stroll onto the pitch on a Saturday and take free kicks like that naturally, he often practices those free kicks for up to two hours a day.

Something else to think about! – Remember the mind cannot tell the difference between something you actually do and something you visually see yourself doing. Tiger woods apparently plays every hole during a round a golf in his mind before he even plays a shot!

Interactive Session: Work with a person you have yet to interact with and practice your presenting and closing techniques:

OVERCOMING OBJECTIONS
8
Overcoming Objections
8.1
Dealing with Objections
The best way to handle objections is to pre handle them so you don't have to overcome them at the close, put your efforts into establishing rapport, find out what is important to the prospect and then show them the club will meet their needs and wants.

A.
Do not mix an objection with a condition.

What Is A Condition?

· A genuine reason why someone can not join___________________
What Is An Objection?

The prospect does not yet know enough or needs convincing further
The prospect may not be sure that the pleasure of the membership will outweigh the pain of spending the money. Common objections are:
· I need to think about it

· I want to go and look at a few other health clubs

· I am not sure if I will use the club

B.
 Relax and feed it back
Many people use an initial objection as a smoke screen or just a way to procrastinate from making a decision.  By putting the objection back in their lap they will do three things:

1. Confirm that yes that issue is the objection

2. Come up with another objection such as “I’m not really sure…”
3. May decide to buy

C. 
Align with them – Use the feel/felt/found empathy technique
Aligning with them will take the pressure off them; they are relieved you understand how they feel.  Human beings are much more receptive to stories about other people because they can relate to them from a non-authoritative position.

“I can understand how you feel, a few of our members felt they same but what they found was…”

D. 
Isolate the objection
This is done by asking a question and creating a commitment.

“In your opinion do you feel as though you would go ahead with the membership if you did not have to discuss the membership with your wife?”   

Remember; the majority of people have the same few objections when it comes to not buying a membership, so it makes sense to learn how to deal with these particular issues effectively.
Overcoming Objections
8.2
Common objections and how to handle them
A. 
Six Week Trial committing to a twelve month membership.   Take this is a positive sign from the prospect.  In most cases, the prospect just needs an extra few minutes of reassuring and reminding to commit to the membership. Remember to refer back to the needs analysis – (this part of process really allows you to discover the motivating factor that has stimulated the prospect to commit to an appointment with you). If the objection arises, simply remind the prospect of the reasons why they want to join, when they want to achieve their goals and then re position the benefits of the six weeks of fitness. 
"I can appreciate your committing to the twelve month membership from the six weeks of fitness is something you need to think about. 

The great thing about this offer, is you know that you said you really wanted to XYZ (state their membership aims), and that you wanted this by (state the date when they said that they wanted to achieve their goal), by getting started today you will save yourself some money (state saving ££) and the sooner you start exercising the sooner you will see and feel the wonderful benefits”
‘So are you ready to get started today?’

If the prospect is still unsure – 

‘Most of our members find that once that they find the time to start exercising, they really love the feeling that it gives them and they find more time to get the shape and fitness that they want.  However, in the unlikely event that after that after the first four weeks you find that you do not wish to continue with your membership, simply let us know in writing and we will end your membership at the end of the six weeks.  So shall we get you started today?’

B.
Price. The key here is to understand that pricing is only ever an issue if there is not enough value associated to the product or service (a pair of jeans can cost £7 or £107!). For example; if a Club across town offers a membership for £35 but can provide no guarantee of weight loss and you charge £49 but do – which is better value in relation to the prospects wants and needs!!
"I can appreciate your feeling that the membership is a little expensive? Is that the joining fee or the monthly dues?"

If they say that it is the joining fee that is too expensive, this is what you need to say:

“So, the monthly amount is okay, it is just the joining fee that you feel is a little too expensive?”

Saying this accomplishes two things.  First, it gets them to say, “YES” the monthly amount is okay, while, at the same time, isolating the joining fee objection.      Next question is:

“If the joining fee was not an issue, in your opinion do you feel as if you would go ahead and get started today?”

Let the prospect answer, if the answer is yes or no continue:

“I know that you want to (repeat goal) and I know that you are concerned about the joining fee, but isn’t your health more important than £____?”

or

“So that’s £50 to join, which is less than £5 a month over the first year.  (their name) please don’t let £5 a month get in the way of your feeling more self-confident and looking the way you really want to?”

If the objection is the monthly dues then ask:

“Can I ask what you were looking to invest on a monthly basis to achieve your fitness goals?"

“The membership works out at only £____ per day, are you going to let £____ stand in the way of achieving your fitness goals?”

NOTE: some times you may only need to ‘sell the difference’. By this we mean that if the prospect was expecting to pay about £35 per month and you are charging £42, then in reality you simply have to sell the benefits of an additional £7 per month – a much easier task…
C.
Time; this is usually the most used ‘smokescreen’ when objecting to a membership sale. However ask yourself this question- ‘did they know that it would take time to exercise and visit a Gym before they came into your Club’. Of course they did! Also if you have toured them effectively they will have told you how often they intended to visit.
Remember; time is never an issue if you want something badly enough.
“How long have you been thinking about starting an exercise programme?”

“How soon do you want to see and feel those results?”

“How serious are you about getting started straight away?”

“How many times a week will you be using the club?” “And when will that be?”

"Sure I can understand your concern, how often would you need to use the club to make it worthwhile?"

"We are open from 7am right through to 11pm."

D.
I need to think about it

Never let a prospect walk out of the club simply telling you that they need to think about it.  This is usually a smoke screen; find out what it is they need to think about.

"Absolutely, (their name) I can appreciate your needing to think about it, making a commitment to an exercise programme is an important decision, do you need to think about the club, the facilities or could it be the investment? 

“Certainly, I can understand that, can I ask what in particular you will be thinking about?"
E.
Competition

This may be that they are not convinced that your club is the place for them.  

“Does the club have the facilities you are looking for?”

"If you don't mind me asking is there something in particular that you are looking for, that we do not have here?

There are other objections but the ones shown are the most common. Hopefully we have shown how any objection can be overcome with enough time, patience & communication. 
Sales Rule No: 8
Prepare yourself for the objections that you will hear, and learn to overcome them with confidence. Remember objections are a sign of interest!
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