Are Your Salespeople

On Speaking Terms 

With Your Advertising?
By Leo Levinson

Guess which advertising medium is used by every bricks & mortar home furnishings retailer, without exception?  That medium is . . . salespeople.  And that salesperson's sales "pitch" is the final piece of the overall advertising message, leading to closing the sale.  
Yet, there is often a critical disconnect between the advertising/branding messages and the in-store sales message, one that can be fixed with training.  
Everybody knows that consistency is one of the keys to success in advertising.  But consistency means much more than just having ads with a similar look or theme.  Consistency means that the same message is communicated and reinforced along every point of the marketing process - including inside the store.
It is critical for salespeople to understand that customers come to them as a direct result of a store's branding and advertising initiatives.  Customers walk in the door with specific expectations, developed by the advertising messages they have received.  These expectations must be confirmed and reinforced along every step of the marketing process, including the sales presentation.  
To fix the disconnect, branding and advertising should be included in your training curriculum, for both new employees and for veterans, and elevated in status on par with training about sales closing techniques and product knowledge.   It should consist of two main components: 1) the retailer's branding message, and 2) the current advertising message. 
Branding is more than awareness.  Included in a brand are the fundamental advantages that make ones company unique and distinguish it from the competition.  The essence of your brand should be defined and written down so that truly everyone in your organization understands it.  Training should include the "why" behind the brand, as well, because the staff must be able to believe in the brand and commit themselves to it or it will fail.

Once defined, the brand message should be distilled into the "Top 3 Points", which must be incorporated into every sales presentation (as well as in your advertising).  Role playing on how to do that should be an important component in your training curriculum.  Even if shoppers come into your store and don't buy at the time, they should still have had an opportunity to hear your "Top 3 Points" brand message from a sales person so that you will have had an opportunity to shape their impression of your store and influence their next shopping experience.
Regarding current advertising, salespeople need to be trained about all of the details including theme, discounts, financing, delivery information, products and prices featured, overall campaign themes, media strategies, and more.  Although this may seem obvious to many, when was the last time your ad agency or ad department spoke at your training session or sales meeting about the strategies they use?  For many, the advertising training experience amounts to "here is this week's ad, now go out and sell."
Another important training topic is the Internet.  It is such an important shopping tool these days.  But few retailers train their salespeople about this phenomenon, how it influences shopping, how ones own Website works, and how to sell to a better educated shopper.

Finally, a training module should be developed around your competition's advertising - going into much greater depth than  product and price.  What is their branding message?  Why is yours superior?  How should ones sales message be crafted to sell against each competitor?

Advertising brings traffic in the door.  But it's message must not end there.  Training in branding and advertising brings consistency throughout the marketing process and helps your company develop its ultimate sales potential.
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