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Can you answer these three questions? 

1. Should the salesperson have a role in defining needs of a Customer?  

2. Does goal oriented selling have to be high pressured selling? 

3. What is the true meaning of benefit selling? 

 

Can you solve the following three problems? 

1. At an annual sales conference, sales team is complaining about not having differentiating features in company’s 

products. Vice President Sales says that while he will surely take it up with the Product Development people, “The 

real differentiation in the eyes of the Customer happens due to the creative selling by an individual salesperson”. 

He goes on to explain how it can be done by following DAPA method of selling. If you were in his place how you 

would explain what he means to sales team?  

 

2. In the same conference, salespeople blame the common tendency of Customers to take out their ‘weapon’ of 

‘price discussion’. The VP asked them why was the word ‘weapon’ used by them to describe this phenomenon, 

and goes on to say that very reason for a salesperson to be with the Customer is to help him/her and not to fight. 

The Vice President then said that the very simple way to help Customer realize this is to have a goal for each visit. 

Can you elaborate on what he would have meant?  

 

3. A Customer enquires: “We would like to look at some material for decorating our premises. We thought …….. “  

The sales person begins  “I understand. Just let me see ….. Now here we have selection of wallpaper designs. Here 

are some new imported ones. The most elegant european designs! Just look at them! With those on your walls it 

will give a great professional look and you are sure to increase your sales. In fact, you are amongst the first ones 

to see these designs and ……”  

 

The monologue sales talk is bad enough, but the stream of talking is not the only bad thing here. What else?  

 

 

 

 

 

 

The power of 

Customer driven goal 

oriented selling 

 

 



 

Page 2 of 5 
MercuriGoldmann (India ) Pvt Ltd                                                                                                                                                                                     MI-WP-2015-05 

Understanding Customer needs.. The power of asking questions    
An insight document from Mercuri Goldmann (India) Pvt Ltd 

 

 

What is selling?  

The classical description of sales process is as follows. It is ‘classical’ in the sense that it is very old but still valid for all face 

to-face selling even today.  

elling is …. 

 To identify and/or generate a need. 

 To satisfy that need with your product/service for mutual benefits. 

Selling does not mean merely understanding the (stated) need, but rather generating 

a need. It involves the creative process of spotting latent requirement in Customer 

situation, bringing it up and influencing it suitably. Such a need generated by the 

salesperson but owned by the Customer becomes the “service” provided by you to 

Customer and a can be a very real differentiator.  

 

DAPA1 is a simple yet a powerful method of personal sales process as evolved by Mercuri International. Each alphabet of 

DAPA© indicates 4 steps in the process of selling as above.  

Mercuri splits this total process into two sets:- the DA (first half of first two steps) and the PA.  

Which of these 4 steps would most salespeople tend to take as their first step in selling to a Customer?  

It is the 3rd step, P of DAPA© that is taken as a first step by many salespeople - telling the Customer what they can offer.  

Like the salesperson in Case#3. But as a famous saying goes, selling is not telling. Selling is much more than telling. It is to 

be able to make the Customer talk first, help him to open out and define his situation (DA) and then telling him what you 

can do for him that will be a real benefit to him.  

                                                           
1 Mercuri International has a copyright for DAPA method of selling and it is a proprietary method developed solely for 
the personal use of people trained in it. No commercial use of DAPA is permitted for training by any entity other than 
Mercuri International units all over the world.  

.. do 

salespeople aim 

to fulfil an 

assumed need ? 

S 
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High pressure selling or forceful selling 

Those who believe in ‘selling being telling’, tend to do their ‘P’ before ‘DA’. They are indulging in high pressure selling. But 

number one principle of sales ethics is that a sale which does not really benefit Customer does not benefit the seller.  

With DAPA you engage with the Customer in forceful selling. Forceful selling and high pressure selling are not the same. 

By following DAPA you will make it pleasant for Customer to listen and talk to you about his business and/or situation and 

his benefits. In today’s world he gets very few salespeople like that and that by itself becomes a big differentiator for you.  

You can make it more unique by being different than what your competitor’s salespeople do. Search for new ways of 

looking at problems and solutions, ways that no one uses now; or rediscover and reactivate old ways that have gone out 

of use and can be tried again.  

Be different! You can, with DAPA!! That is your power in Customer driven goal oriented selling. 

Goal setting for sales visits 

How can DAPA help you become more goal oriented and ensure goals that are Customer oriented? The table below is a 

unique guide for you to do that. Adapt it for your selling situations. You could complete all the work in the table below in 

10 minutes or spread over 10 visits. It is the principle of goal setting in table below that is the message. 

 

 

YOUR CUSTOMER NAME:-  
 

DAPA STAGE AT WHICH 
HE  IS NOW 

VISIT? 
MAIL? 

DESK WORK? 
YOUR LIKELY GOAL AND WORK PLAN  

D 

 
Define customer’s 
requirements for your 
product and service. 

Visit 

Goal:- Understand customer situation. 
 
Work:- Use open questions. Absorb customer’s business situation 
and stated requirements. Summarize and confirm. 

Desk work 

Goal:- Identify the possible areas of unique needs in his usage of 
your possible solution/s. 
 
Work:- Reflect and decide direction in which to probe further. 

Visit/s 

Goal:- Maximum supplement to your ‘understanding’. 
 
Work:- Meet his operations people. Study his customer situations. 
Any other research you can do. 

Visit 

Goal:- Maintenance visit – rapport  
 
Work:- If your above work is taking long you need to keep in touch 
and maintain the rapport. 

A 

 
Acceptance by the 
customer of his 
requirements 

Visit/s 
 

Or 
 

Mail followed by 
call 

Goal:- Influence customer to generate need/wants, and get him to 
confirm the same. 
 
Work:-  
Option 1:- Meetings with decision makers to use leading questions 
and closed questions for verbalizing and confirming statements of 
need in his words.   
Option 2:- Mail a thought note to influence his thinking and ask for 
reactions. 
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P 

 

Prove that your product 
and/or service can fulfil 
customer’s 
requirements best 

Desk work 

Goal:- Create an effective presentation giving your solution for his 
requirements 
 
Work:- Crystallize the parts of your solution. Mesh the parts to make 
them tailored rather than canned offer. Draft it into an AV 
presentation and/or Documents of offer.  

Visit/s 
Or 

Mail (If 
submission) 

Goal:- Execute a one to one presentation  
Or Goal: Execute a one to group presentation 
Or Goal:- Submit well documented presentation followed by 
discussions. 
 
Work:- Run through your ppt or documents along with the customer. 

Visit/s 

Goal:- Maintenance visit – rapport  
 
Work:- If your above work is taking long you need to keep in touch 
and maintain the rapport. 

Visit/s 

Goal:- Handle objections 
 
Work:-Ask customer if he has any questions on your proposal and 
discuss his questions well to sort them out fully. If he asks  questions 
about price, say that you are coming to that. 
 

Visit/s 

Goal: Sell price 
 
Work:-  

1. Present the price and expect it to be accepted. 
2. If not, handle the price objection (about difference from 

competition) basically by showing how extra price is 
outweighed by the extra benefits he gets. 

A 

 
Acceptance by the 
customer of the proof. 

Visit/s Goal:- Negotiations (If necessary) 

Visit/s Goal:- Close the order 

POST DAPA Visit/s 

Goal:- Relationship strengthening.  
 
Work:- Increase rapport by getting feedback and other social 
contacts 

 

In the Case#2 VP sales told the salespeople that simply by having a goal for each visit you can help customer realize that 

price is not a weapon and that you are with him to help rather than to fight.  

 Imagine that you are visiting your customer for one of the above as your purpose of visit. 

 Try to verbalize the goal as above into what you will say to customer why you are there. 

 Now compare it with a situation when you reach his office, say hello and wait for him to respond. 

In which scenario will he “take out price as his weapon”? 

 

************* 
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Mercuri International – India Operations 

Mercuri International is the world’s largest Sales and Service Management Consultancy with a 57 year old pedigree and 

operating in India for 28 years, helping organizations build robust Sales and Customer Management Process and Culture. 

We conduct a wide range of workshops for Frontline, Middle and Senior Management in the areas of Sales and Customer 

Service, across all businesses.  We partner with our Customers to enhance their competitive strength through People 

and Process Development with the aim of taking sales to a higher level. 

 

 

 

Bespoke Solutions MISA - Open Courses Sales & Service Issues 

www.mercuriindia.com 

http://mercuriindia.com/bespoke-overview.php?utm_source=Insight%20DAPA&utm_medium=Bespoke%20Button&utm_campaign=Insights
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