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Secrets and Tips for Giving an Effective Sales Presentation

There are two secrets of an effective sales presentation. One is to understand what product knowledge IS, and what product knowledge ISN’T.  The other is to understand the purpose of your presentation.


Product knowledge is not how much you know about the Air Force Reserve program, it’s how good you are at accessing what you know and putting it in meaningful and relevant terms that cite the benefits your applicant is interested in receiving – and not going off on tangents related to features or benefits your applicant is not interested in hearing about.  You must also be able to present your offerings in such a way that you create sufficient value for the Air Force Reserve lifestyle opportunity so that your applicants are willing to accept whatever commitment it takes to join.  It’s a real secret to understand that you, as a recruiter, are not trying to tell your applicant how they should use the Air Force Reserve opportunity you’re trying to sell to them.  Instead, what you want to do is get your applicant to tell you what they want to accomplish and how they will use the Air Force Reserve opportunity to reach their goals.  

Here are five specific tips on how you can give a better presentation.

The first is perhaps the strongest word a recruiter could ever use; it’s the word “recommend.”  We recommend you say something like this to your applicants, “Based upon what you’ve told me you’re trying to achieve, I’m going to recommend the following solutions…”

The secret is not to offer too many choices.  If you give them too many solutions, they won’t pick one.  So, based on your professional expertise, give them your top one or two recommendations.  That assumes you have listened to what they’ve told you they’re trying to accomplish with the help of the Air Force Reserve lifestyle opportunity.  It also assumes you asked the right questions to get them to tell you what they’re trying to accomplish - so you can make the correct recommendations.


The second tip is this:  The average presentation consists of six to eight features or benefits.  After twenty-four hours the average applicant remembers only one of them.  And in thirty-nine percent (39%) of the cases, they remember that one – incorrectly.  
It’s critical to understand the difference between a feature and a benefit.  A feature is how one of your offerings is described technically.  For example, a feature of the Air Force Reserve opportunity is Education Assistance.  The benefit is what it means to the applicant.  So, if you present Education Assistance as a feature, you will need to explain that the benefit to the applicant is money to pay for school.


Keep in mind, if a benefit is of no value to the applicant, then the feature is worthless, no matter what you think of the feature.  Bottom line -- limit the number of features and benefits you present.  Try identifying three to seven things the applicant has told you they’re trying to accomplish by joining the Air Force Reserve.  Those are the only things that you recommend or include in your presentation.

The third tip is to remember to start asking feedback questions during your presentation.  Questions like:

· How does it look so far?

· What do you think?

· Does this look like it might work for you?

· How are we doing?


As long as you’re getting a positive response to those questions, continue to present your offering in the same manner in which you’ve been presenting them.  What it says is “Yes, your presentation is on target.  I like what I see, and this makes sense to me.”


The fourth tip says if you’re getting a negative or neutral response to your feedback questions, don’t be afraid to re-direct - going back to the Probe Step - and finding out precisely why you’re off target.  Anytime you get a negative or a neutral response to a feedback question, you have to course-correct to find out how and when you went off target.  Then get back ON target.


The fifth tip is to present all features and benefits of the Air Force Reserve that are relevant to the applicant’s needs as though they were an exclusive.  When the competition fails to bring theirs up – by default – yours becomes an exclusive.  For example, if an applicant asks, “Where would I stay on a drill weekend?  I live pretty far away to have to commute back and forth,” you respond with something like, “The Air Force Reserve believes in taking care of its people and making sure all of their members enjoy excellent living conditions.  Therefore, we provide our “out-of-town” unit members either a private room on the base or in a nearby motel.  We even pick up the bill – it costs you nothing to stay.”

Now do other services offer a similar benefit?  Some do, but do they tout it?  If they don’t, that benefit “belongs” to the Air Force Reserve, and your applicant will value it.  In the absence of a value interpreter, every branch of service looks the same.  It takes a good Air Force Reserve recruiter to point out the differences and create value for the Air Force Reserve lifestyle opportunity.  So, if you’re hearing a lot of objections about “living conditions” from your applicant – what that says is that you haven’t created value by pointing out how the Air Force Reserve takes care of its unit members.

Here are a few more examples of creating value.  Let’s say you’re selling extra income as a benefit.  Try giving the applicant, or even their spouse, a calculator so they can punch in some numbers and see how much money that can make as a member of the Air Force Reserve.  Here’s a hint for when you’re talking salary.  Start with how much the applicant would make in one drill period and have them punch that figure into the calculator.  Then tell them that on a drill weekend they actually get paid for four drill periods, so they should multiply that first number by four.   Then explain that there are 12 drill weekends in a year, so they should multiply the last number by 12.  Next figure in their annual tour pay.  Watch the excitement on your applicant’s face as they see the dollars grow larger very quickly.  Furthermore, having the applicant calculate the totals keeps them involved, prevents them from being bored, and makes what you’re saying a lot more believable.

People remember things they experience, not just things they hear.  So immerse them in the use of a feature in any way, shape or form that you can.

What about this question:  Is there a time when you can “cut-short” the presentation?  In other words, if you’re getting very obvious buying signals from the applicant, such as “How soon could you get me enlisted?” is it okay to skip ahead to the Tie-It-Up Step?  The answer:  Yes! What happens is you clearly have created sufficient value, and they’re in a position to go ahead and make a decision.  Even though one of the rules of the IMPACT Selling System is, “Never skip a step,” there’s an exception.  If your applicant has already gone through every step of the system in their mind and is outdistancing you to a positive buying decision – go ahead, catch up to them and move to the Tie-It-Up Step of IMPACT, providing the applicant is otherwise qualified to join.

Use some caution here.  Don’t fall prey to this “close early, close often”.  You know, the idea that a strong closer should just surge ahead.  What you’re going to sell them is what they tell you they want to accomplish with the Air Force Reserve opportunity.


Sometime you’ll present your recommendations in a very short, succinct way – other times it’s going to be more complicated.  What you have to be able to do is:

· Have enough sense to understand where to course-correct
· Know how to spend a lot of time presenting your opportunities when you have to

· Know when and how to cut it short if you need to


This comes down to intuitive insight, or sense of feeling about the applicant.

Another common question:  When do you bring up the commitment?  The answer?  Bring up the commitment as late as you possibly can.   The recruiter is generally much more concerned about the length of the commitment than the applicant ever is.  To the applicant – if you’ve done a good job of qualifying that person asking the right questions, creating value and presenting the right solution to what they’re trying to accomplish – commitment is not the major issue – getting what they want is. Recruiters should never prematurely present the commitment.  

The next question is, “When do you present it?”  Answer:  Only after you’ve created sufficient value - and then expect them to question you because they feel that it’s an obligation to question what a recruiter tells them.  Think about it this way, don’t you often question the first price on any major purchase you make, such as a car, house, or major appliance?  Your applicants are going to do the same thing.  Can you blame them?  After all, committing to join the Air Force Reserve is a major buying decision.

Therefore, you need to be able to substantiate the cost of the commitment in such a way that value far exceeds it.  You want the applicant to feel as though he or she is getting a tremendous bargain for what it is that they’re giving up to join the Air Force Reserve.


The point to remember is everyone perceives value differently.  It’s up to you to find out how they perceive it, then deliver it to them, and be in a position to substantiate the commitment in a way that they say “You know, this really is a great opportunity for me.” 


Don’t forget, when you present the commitment too soon – you haven’t had time to create value; you haven’t put yourself in a position to create the sufficient benefits to offset the emotional cost of joining the Air Force Reserve – that’s exactly what an effective sales presentation accomplishes.
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