Working with a client

Trevor Davies, Southern Africa Media Services Organisation (SAMSO), Zimbabwe

Purposes:

· To increase the learner's capacity to communicate and strategise well with their media clients.

· To improve freelancers' chances of success with securing new media clients, and keeping existing ones.

· To establish a professional construct for photographers to operate under.

Immediate objectives of the Exercise:

· To be able to describe the five-step sales strategy, and define the terms: icebreaker, qualify, pitch, recap, close.

· To be able to describe the five types of clients, and indicate how to identify them and do business effectively with them.
· To be able to demonstrate the execution of a good sale.
Materials / resources required:

· Selling Technique for Photographers article, Client Profiles sheet (see below)

WORKSHOP METHOD:

1.) Have participants break into pairs. One of the partners becomes the salesperson, the other becomes the client. Role-playing this situation, the salesperson must sell a pencil to the client.

2.) Reconvene as a group, and discuss what methods, strategies or challenges were observed.
3.) In the same pairs, have the learners read the article on Selling Technique for Photographers, and then make notes on the key points of each stage.
4.) Reconvene as a group and go through the selling technique, step-by-step, with contribution from the learners.
5.) Be sure to emphasise the following key points:
a.) Icebreaker -- establish rapport and put customer at ease; don't get too friendly, remain professional.

b.) Qualify -- find out all relevant information; you should always qualify (from step 1-5)
c.) Pitch -- don’t assume anything; have options, but always suggest one as best.
d.) Recap -- make sure you have all the details; make sure client understands all details.
e.) Close -- ask for money; outline schedule for payments if necessary

f.) ABC -- Always Be Closing i.e. stay on track, don't let the sale drift

6.) Referring to the Client Profiles sheet, discuss the different types of clients, how to identify them, and how to deal with them effectively.

7.) Role-play a photography sale. Each learner takes a turn playing the role of the photographer, selling his or her services. The rest of the group observes, while the instructor takes the role of the client. Put each learner through a different scenario, with different types of customers.

Examples:

· Easy client, courteous, knows what they want

· Difficult client, reluctant to give information

· Friendly client, but confused about their needs

· Slippery client, trying to pull "a fast one"

· Well-meaning client, but misunderstands the details outlined by the photographer

POINTS FOR DISCUSSION:

After each scenario, discuss the strategies employed, problems encountered, good moves, and bad moves.

Questions:

· What is the importance of your portfolio?

· What is the purpose of supplying rip-sheets?

· What is the purpose of supplying names of references?

· What market intelligence can you carry out before meeting with the client?

CLIENT PROFILES

	TYPE


	CHARACTERISTICS
	AS A CLIENT


	HOW TO COMMUNICATE WITH THEM

	SQUARE

Accountants, Engineers, Architects


	Needs facts and data

Sticks to schedules

Organisation


	Is very clear on what they want. Good at following schedules and keeping on top of payments

Takes a long time to analyse info and make decisions


	Give then lots of information and details, so that they can study them to come to an informed decision. Make appointments and stick to them.

	TRIANGLE

Employers, Executives, Leaders


	Needs summaries

Efficiency is a priority

Needs to feel in control


	Quick to make decisions. Appreciates good work, and will sometimes reward it.

Gets very upset if a job is not done well.


	Give them the bottom line, and reasons why that is the best method or choice.

	CIRCLE

Coordinators, Organisers, Teachers


	Likes meetings

Needs communication

Likes to be happy
	Very friendly. Will try to avoid conflict or arguments. Enjoys doing business in person.

Sometimes can interfere in the creative process.


	Keep in frequent contact with them, and make them feel that they are part of the creative process

	RECTANGLE

People going through changes


	Changing personality

Unpredictable

Needs stability


	Has good days and bad days. Can be tense dealing with them on a bad day, but will often apologise later when having a good day.

Can be very indecisive.


	Be on your toes. Be ready for mood swings. Have a backup plan ready for most things.

	SQUIGGLE

Artists, Actors, Models


	Open minded

Needs stimulation

Easily side-tracked


	Fun to deal with. Flexible. Quick to make decisions, but will often want to change them later.

Very forgetful.


	Pitch your ideas with a lot of enthusiasm. No complicated explanations or contracts. Keep on top of them, especially for payment.


SELLING TECHNIQUE FOR PHOTOGRAPHERS

ICEBREAKER

The first step in the selling process is to establish some kind of rapport with your client, and make him / her feel at ease. It is important to give the impression that you are personable and friendly, but not too friendly. Spending some time talking is good, but try to avoid general chitchat. Keep questions somehow related to business. Consider the context of the situation. If your client owns or belongs to a company, ask how business is going, or about their products and services. If your client is looking for family photography, ask about their kids, or when the last time they had a professional family photo taken.

Use the icebreaker as a way to get an idea of what your client is like. Are they a no-nonsense kind of person that just wants to get to the bottom line? Are they open to new ideas, or more conservative? Do they seem as though they would be easy or hard to please? The information gathered in this stage should determine how you deal with this client. Do they need to know every detail, or just an idea of what you will do for them? When you meet them in the future, will you need to call in advance or fax them some information to look at before you see them? Do they need to be made to feel that they are part of the creative process?

QUALIFY

The next step is to find out the client's needs. Many times, clients aren't exactly sure what their needs are, or how to present them. They are not photographers and do not speak the language photographers use to communicate ideas, so it is important to have prepared a series of questions to guide them through this process. 

The first thing you should find out is what type of photography they are looking for. Determine what is required to produce it. Make sure that any questions you ask are relevant -- you do not want to confuse the issue, or have the conversation get off track. Find out as many details as possible, and remember not to assume anything. Just because something is obvious to you does not mean that it will be obvious to the client.

The act of qualifying your clients should be a transparent operation, which you do all the time. Even in all the other stages of the sale -- from icebreaker to close -- you should constantly be evaluating and assessing your client and his / her needs.

PITCH

Once you have a clear idea of what your client is looking for, then you can formulate and offer your solution. At this stage, you explain to your client what you can do for them; how you plan to do it; why this is the best way of doing it; how much it will cost. In some situations it might be necessary to offer two or three options, so that the client feels they have some choice -- but always be prepared to offer one as the best solution and explain why. You will notice that in the pitch, the cost is left until the end. It is easier to show the client what you are offering first before attaching a price tag, than it is to justify your price tag as you go along.

Be sure that there is clarity and understanding between yourself and the client, and that you write down any changes to the agreement as you discuss them. Also, be sure to change the cost to reflect these changes, if necessary.

RE-CAP

It is best to summarise and recap the final outline of the services you will provide. Be clear and concise, and reaffirm things such as time, date, place, quantities, sizes and costs. This is necessary because quite often, especially when there has been a lot of discussion, the client will not remember what the final plans or terms were that you came to agree on. Use language that is clear and concise, so that it is easy for the client to understand.

CLOSE

The final stage is to close the deal. This means asking for money. Inexperienced photographers and sales people are often afraid to ask for money. The fact is that if all the terms and conditions are agreed upon, there is no reason for a client not to pay at least some kind of deposit.

To avoid awkwardness, it is best to have a non-threatening line ready to use on your client, such as "The only thing I need from you today is a deposit of one-third."  The important thing to note is that the request is not made in the form of a yes/no question. Never ask, "Would you like to pay a deposit today?" as the answer is likely to be, "No, I will pay later."

If it is not possible for the client to pay a deposit on the spot, be sure to set an exact date on which you can receive it from them, and make sure  they understand that it is not possible to start the work without it. A gentle way to explain it to them is that you need money upfront to buy the materials necessary to do the job.

TIP: REMEMBER YOUR ABC's

"Always Be Closing."  Every question and comment should bring you one step closer to the closing deal. Things should move from vague to specific as you go along. Think of it as a racetrack with the final sale at the finish line. You want to try and keep a straight line to the finish. If you start to veer off course, or circle back on yourself, you risk wasting a lot of time, or losing the sale altogether.

