
Creating
major sales
in Financial Services

— an overview

Developing
SPIN® selling skills
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There may have been a time when the world of
Financial Services was a slower and gentler place,
when a sound reputation and technical expertise
were enough to guarantee a steady flow of
business.  

But that is the stuff of myth and nostalgia.  For
the last two decades, globalisation, deregulation,
new technologies and ever greater shareholder
expectations have raised competition for business
to previously unimagined levels.  A proliferation of
products and services makes it difficult for clients
to distinguish one Financial Services provider from
another.

All these changes mean that Financial Services
professionals have new responsibilities.  They may

still spend much of their time devising and
implementing sophisticated solutions for their
clients, but providing an excellent service or
technical expertise is no longer enough.  The
selling skills of the person facing the potential
client, and their ability to show how their solution
better meets the client's needs, are now usually
the main differentiator between apparently
identical providers.

So you may call yourself a banker, an underwriter
or a broker, and you may refer to what you do as
marketing or negotiation; but if you meet with
clients for the purpose of acquiring business
you're a seller. 

We're all sellers now

If selling is a key responsibility, do you sell with the
same confidence and competence that you bring
to your other job roles?  A few questions.

� When do you enter a sale - do you wait for
an invitation to pitch, or do you try to
stimulate needs?  What are the pros and
cons?  And how can you identify a client that
is likely to have latent needs?

� How do you uncover and develop needs?  Not
vague generalizations, but blow-by-blow
detail.  Do you ask questions?  How?  What
kind?  What about?  What responses do you
listen for from the prospective client?  What
do they indicate?

� When you've solved the problem in your own
mind, does the client also see the same need
for a solution?

� What needs do you focus on?  How do you
play to your competitive strengths?  Do you
create needs for concepts or for products?

� When should you present your solution - and
what should you say about it?

� How do you get commitment from the client
to advance the sale?  Why do some sales
meetings succeed and others fail?  How do
you measure success or failure?  What do you
do that causes success or failure? 

Got all the answers?  OK.  But are you sure they're
right?  Would you bet your career on it?  Because
that's what may be on the line if you're not selling
effectively.

Huthwaite has the answers.  And we're sure they're
right - so sure we've bet our company on it.

Let us explain why.

Creating major sales?

SPIN, Huthwaite and the Buying Cycle are trademarks of Huthwaite Research Group Ltd and are registered in many countries throughout the world.
This publication may not be reproduced (whether in whole or in part) in any form or by any means whatever without the permission of the copyright owner.
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Almost thirty years ago Huthwaite was approached
by several major multinationals. They asked us to
investigate the process of creating major sales,
with a view to defining once and for all the skills
used by the most effective sales professionals.

These multinationals came to Huthwaite because
we had a unique research methodology which had
already proven itself by providing revolutionary
insights into interactive management skills.

Behaviour Analysis was pioneered by Huthwaite as
a method for observing, categorising and
quantifying objectively what people say to each
other in interactive situations such as coaching
sessions, job interviews, appraisals - or sales
meetings.

When we have observed many interactions and
analysed them statistically, we can isolate very
accurately the pattern of behaviours which is most
likely to produce a successful outcome in a
coaching session, interview, appraisal, sales
meeting, etc. We call this ideal pattern of
behaviour the Success Model.

Once we have a Success Model for a particular skill
we can train people to modify their behaviour to
match the Success Model more closely, and so
improve the probability of success. And that's what
our multinational clients wanted: the Success
Model for creating major sales.

Science applied to major sales

The Huthwaite team initially implemented a
modest programme of field accompaniments to
conduct live Behaviour Analysis of sales
transactions. But their early findings were so
controversial in their contradiction of conventional
sales theory that the scope of the study was
expanded several times.  Eventually the research
results were statistically incontrovertible.

The process is on-going.  Up to the present day
Huthwaite has analysed over 40,000 sales
interviews in twenty-seven countries, and studied
116 factors which might play some part in
improving sales performance. This remains the
largest-ever investigation into sales success.

The nine key behaviours which lie at the heart of
the SPIN® selling model are the distilled results of
this research.

The SPIN® research

All market sectors like to think they're 'different',
and to an extent they are - in the jargon they use
and the products they sell.  But the way customers
make major buying decisions is universal.

A number of Financial Services clients have had
Huthwaite conduct original research to validate
that the SPIN® model is effective in their markets.
On each occasion the research showed that:

� SPIN® behaviours are present in successful
Financial Services sales

� Financial Services sellers can be trained and
coached to change their behaviour to follow
the SPIN® model

� when they do, the use of SPIN® skills results in
an increase in the quantity and value of sales.

The case is proven.  The word has spread.  Any
organisation can produce an impressive list of
clients and we are no exception. Sometimes
further investigation reveals that not all client
lists are what they seem; some include every
client who ever sent a single person on a public
programme! The client list below gives a flavour
of the financial services organisations we have
worked with to deliver significant projects.  Some
projects span decades and continents.

� Alliance and Leicester Commercial Bank

� Bank of America

� Bank Leu, Switzerland

� Citibank

� First National Bank, South Africa

� Flemings Bank (now part of Abbey)

� Mandatum Private Bank, Finland

� Prudential

� Royal Bank of Scotland

� Standard Life Healthcare

� Svenska Handelsbanken

� Swiss Re Life & Health

� Zurich Financial Services

On the next page is an overview of Huthwaite’s
training that will give your sellers the skills to
create major sales — SPIN® selling skills, with
typical objectives and content, and alternative
design formats. This is followed by some of the
SPIN® research highlights. 

Does SPIN® work in Financial Services?
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Objectives
By the end of the programme each participant
will:

� have analysed the strengths and weaknesses
of their present selling style

� be able to describe the psychology of client
needs

� be able to describe the key behaviours, or
skills, used by effective salespeople in their
interactions with clients

� have a framework for planning sales
meetings in terms of these behaviours

� have frequently practised using the skills to
develop customer needs in a way which
greatly reduces the likelihood of objections

� have a strategy for dealing with difficult
customers who raise objections, or have low
reaction levels

� have measured objectively their performance
compared with the Skill Model, and created
an Action Plan for continued development of
the skills after the programme.

Target audience
Any employees involved in the sale of Financial
Services which are seen as high-value, important
decisions by the client. In addition, this
programme can be very beneficial to technical
specialists or sales support staff who are involved
in the selling process, or who may be exposed to
selling opportunities in the course of their work
with clients.

Programme content
� Basic principles of Behaviour Analysis - how

it is used in research and skill development.

� Understanding your present selling style - are
you a natural ‘pusher’ or ‘puller’?

� The psychology of client needs - Implied and
Explicit Needs defined - what they tell you
about the customer's state of mind - which
needs predict success in the sale.

� Preliminaries - the disciplines for starting a
sales meeting off on the right foot -
establishing the right to ask questions.

� The SPIN® model for developing needs

� Situation Questions

� Problem Questions

� Implication Questions

� Need-payoff Questions.

� Demonstrating your capability - making
client-focused Benefit statements - dangers
of Features and Advantage statements.

� Objections - how to prevent them - how to
handle them.

� Low Reactors - how to identify them - why
they are dangerous - how to handle them.

� Closing - how to gain an appropriate
commitment to advance the sale.

Typical programme overview 
- SPIN® Selling
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Training designs and methodology
The objective of this programme is to teach skills,
to change trainees' behaviour so that they perform
more effectively. The training design is therefore
based on the principle that learning is doing.

The Skill Model is introduced either by a trainer or
by self-paced learning, using a CD-ROM.  Skills are
developed through a series of roleplays, facilitated
by a Huthwaite trainer.  Participants are not
required to perform in front of the training group.
Roleplays are conducted one-to-one and tape
recorded. Trainees are also taught the rudiments of
SPIN® behaviour analysis so that, aided by the
trainer, they can analyse the recordings of their
roleplays and give each other objective feedback
on their actual performance compared to the
SPIN® Success Model.

This repetitive cycle of plan—practice—feedback
helps trainees match their behaviour ever closer to
the SPIN® model as the training progresses, and
equips them with the tools for continuing skill
improvement post-course.

Materials
During the programme trainees receive a set of
analytical tools to assist them in the structured
preparation and planning of sales meetings.

There are comprehensive exercises and transcripts
of meetings to test and refine trainees'
understanding of the Skill Model, plus a library of
user-friendly reference material giving detailed
explanations of key concepts.

Roleplay scenarios and other exercises are normally
customised to simulate the sale of the trainees'
own Financial Services to typical clients in their
own market.

Duration
Two to four days, depending on the choice of
training delivery method and the amount of
roleplay practice.  

Huthwaite has a range of proven design formats
which offer flexibility in learning styles and time
off-the-job.  See page 7 for more details.

Faculty and group size
The SPIN® programme is delivered by one or two
senior Huthwaite consultants (depending upon the
training design) experienced, whenever
appropriate, in training clients in the Financial
Sector.  To ensure that each participant receives
individual attention and feedback, training group
size is limited to a maximum of twelve.
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The full, fascinating story of the research studies
and the development of the SPIN® Selling Skills
model can be found in Making Major Sales,
written by Neil Rackham, founder of Huthwaite.
Here we have space to mention only a few of the
research findings which gave the world a new
insight into high-value selling skills.

All 'needs' are not the same
Conventional training treats all need statements
as generic: "Find a need, meet it and you have a
sale". Yet common sense says that there is a clear
difference between a client who complains, "Their
service has deteriorated" and one who says, "We're
looking to change our broker/banker/provider.“
Huthwaite's research proved that there is a clear
distinction between statements of dissatisfaction,
called Implied Needs, and statements of desire for
a solution, named Explicit Needs. In major sales
Implied Needs have no statistical relationship with
success, whereas Explicit Needs are key indicators
of a successful outcome. Successful salespeople
use a questioning technique to convert Implied
Needs to Explicit.

Conventional 'probing' does not work
Probing (sales jargon for asking questions) is
supposed to uncover customer needs. To achieve
this, traditional training uses a seventy-year old
theory that divides questions into two types.

� Closed questions, which can have yes/no
answers, and 

� Open questions which require a longer
answer.

The research revealed two major problems with
this approach: 60% of Closed questions actually
receive long answers, because people like to talk;
and, not surprisingly, there was no identifiable
pattern of Open or Closed questions in successful
sales meetings. Classifying questions by their form,
Open or Closed, has no relevance in creating major
sales!

Successful salespeople use a four-
stage questioning model
Rather than classifying questions by their form,
exceptional sales performers use four types of
questions which are categorised by their purpose.

� Situation Questions - to gather background
information and understand the factual
detail of the sale.

� Problem Questions - to explore the
customer's dissatisfactions and concerns.

� Implication Questions - which develop
apparently isolated problems by examining
their knock-on effect in other areas of the
customer's business.

� Need-payoff Questions - which invite the
customer to consider the benefits of solving
his problems and, having done so, to express
an Explicit Need for a solution.

'Benefit' statements are the major
cause of objections
Generations of salespeople have been taught to
make 'benefit' statements by explaining how their
product is intended to help or be of advantage to
the customer. Yet the Huthwaite studies showed
that the easiest way to create an objection is to
offer the customer an advantage that has not
been asked for.

The true Benefit statement, the behaviour most
closely associated with success, shows how your
service satisfies an Explicit Need for which the
customer has expressed a desire for a solution.
Golden rule: no Explicit Need; don't talk about
your solution!

SPIN® research highlights
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Understanding the SPIN® Selling Skills Model is
relatively easy. But, even for experienced
salespeople who are already using SPIN®
behaviours unconsciously, putting the model into
practice at a consciously competent level is
fiendishly difficult.

Huthwaite takes a proven, three-stage approach to
skill development.

� Stage one - give knowledge and
understanding of key concepts.

� Stage two - develop skills through repeated
practice and constructive feedback.

� Stage three - reinforce and continue to
develop skills on-the-job.

Using the three-stage principle, Huthwaite offers
two basic routes to acquiring SPIN® skills.

Which option is right for you? Let's look at the
most common decision criteria:

Developing SPIN® Selling skills

These are only the most obvious solutions. You may
benefit from combining elements from both
Classic SPIN® and SPIN®-Online. We don't know.

The first decision you must take, however, is one

that every Huthwaite client has taken before you:
talk to us. Together we'll build a sales effectiveness
solution that's uniquely right for your company.  

Decisions, decisions

Time off-the-job the most critical factor?

Strong culture of manager coaching?

Large population to train quickly?

Constraints on the hidden costs of training
(eg hotel costs)?

Preference for self-paced learning

No

Yes

Yes

No

No Yes

No Yes

No Yes

OnlineSPIN
The proven

route to sales
effectiveness.

SPIN
Sales

effectiveness 
on demand.

®

®

Classic

Full Name (Mr/Miss/Ms/Mrs)

Job title 

Company name 

Address 

Postcode

Direct tel Fax

Mobile E-mail 

Personal details

How to contact us
Call Huthwaite

International on 

+44 (0)1709 710081 

Send this form to: 

Huthwaite International,

Hoober House, Wentworth,

South Yorkshire S62 7SA,

United Kingdom

E-mail us on 

fsinfo@huthwaite.co.uk

Your next step...
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Huthwaite International, Hoober House, Wentworth, South Yorkshire S62 7SA, U.K.
Telephone: +44 (0)1709 710 081     Fax: +44 (0)1709 710 065     Email: info@huthwaite.co.uk

Website: www.huthwaite.co.uk

SPIN SELLING AMENDED  3/20/07 3:20 PM  Page 8


