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If	you’re	looking	to	close	more	deals	and	increase	your	sales,	SPIN	Selling	is	an	incredibly	powerful	sales	technique	that	is	worth	looking	into.	We	explain	why	this	method	works	so	well	and	share	a	list	of	50	SPIN	questions	you	can	use	in	any	sales	situation!	In	this	post,	we’ll	cover	SPIN	selling	is	a	methodology	that	was	created	by	Neil	Rackham	in
the	late	1980s.	It’s	based	on	research	with	over	35,000	salespeople,	across	multiple	industries	and	countries.	The	SPIN	acronym	stands	for	Situation,	Problem,	Implication,	and	Need-payoff.	In	short,	it’s	a	way	to	structure	your	sales	conversations	around	the	specific	needs	of	your	prospect.	Rackham’s	research	found	that	the	most	successful
salespeople	didn’t	focus	on	features	or	benefits.	Instead,	they	took	a	more	consultative	approach.	They	asked	probing	questions	to	understand	their	prospect’s	specific	situation,	what	problems	they	were	facing,	and	the	implications	of	those	problems.	Only	then	did	they	present	a	solution	(the	need-payoff).	The	key	finding	from	Rackham’s	research
was	that	successful	salespeople	didn’t	try	to	sell	their	products	or	services.	Instead,	they	focused	on	helping	their	prospects	solve	their	specific	problems.	If	you’re	looking	for	a	way	to	increase	your	close	rate	and	improve	your	sales	results,	SPIN	selling	is	definitely	worth	investigating.	Below	are	40	specific	SPIN	selling	questions	that	you	can	use	in
your	next	sales	conversation.	SPIN	selling	is	a	powerful	tool	for	salespeople.	It’s	a	comprehensive	system	that	helps	you	sell	more	effectively	by	using	specific	questions	to	uncover	your	prospects’	needs.	The	SPIN	acronym	stands	for	four	key	pillars	of	selling:	Situation,	Problem,	Implication,	and	Need-payoff.	Asking	questions	that	probe	into	each	of
these	areas	will	help	you	learn	more	about	your	prospect’s	needs,	so	you	can	sell	them	on	the	value	of	your	product	or	service.	While	there	are	many	different	types	of	SPIN	selling	questions	you	can	ask,	we’ve	compiled	a	list	of	40	powerful	ones	that	will	help	you	close	more	deals.	Use	these	questions	during	your	next	sales	call	or	meeting	to	uncover
your	prospect’s	deepest	needs	and	demonstrate	the	value	of	your	solution.	Type	of	QuestionPurposeExample	QuestionsSituation	QuestionsTo	understand	the	customer’s	current	situation	and	contextWhat	is	your	current	process	for	managing	inventory?	How	many	employees	do	you	have?	What	software	are	you	currently	using?Problem	QuestionsTo
uncover	the	customer’s	pain	points	and	challengesWhat	are	the	biggest	challenges	you	face	when	managing	your	inventory?	How	much	time	do	you	spend	on	inventory	management	each	week?	What	issues	have	you	experienced	with	your	current	software?Implication	QuestionsTo	explore	the	consequences	of	the	customer’s	problems	and	how	they
impact	their	businessHow	does	the	time	spent	on	inventory	management	affect	your	ability	to	focus	on	other	areas	of	your	business?	What	impact	do	inventory	errors	have	on	your	customer	satisfaction?	How	does	your	current	software	limit	your	ability	to	scale	your	business?Need-Payoff	QuestionsTo	demonstrate	the	value	of	the	solution	by	showing
how	it	can	address	the	customer’s	needs	and	provide	benefitsHow	would	your	business	benefit	from	a	more	streamlined	inventory	management	process?	What	impact	would	a	more	efficient	inventory	management	system	have	on	your	bottom	line?	How	would	having	a	scalable	software	solution	help	you	meet	your	growth	goals?	SPIN	Selling	is	a	sales
methodology	that’s	been	around	for	decades,	but	it’s	still	one	of	the	most	effective	ways	to	sell	today.	If	you’re	not	familiar	with	SPIN	Selling,	it’s	a	process	that	helps	you	identify	your	customer’s	needs	and	then	craft	a	solution	that	meets	those	needs.	The	key	to	SPIN	Selling	is	asking	the	right	questions.	This	isn’t	about	getting	into	a	long-winded
conversation	with	your	prospect.	It’s	about	asking	short,	concise	questions	that	get	to	the	heart	of	what	they	need.	SPIN	Selling	is	all	about	asking	questions	To	help	you	get	started,	we’ve	put	together	a	list	of	40	SPIN	selling	questions.	These	questions	will	help	you	uncover	your	prospect’s	pain	points	and	craft	a	solution	that	meets	their	needs:	Can
you	describe	your	current	process	for	handling	customer	complaints?	How	do	you	currently	track	and	measure	the	success	of	your	marketing	campaigns?	What	challenges	are	you	facing	in	terms	of	employee	retention	and	development?	How	do	you	typically	handle	inventory	management	and	restocking?	What	systems	or	tools	are	currently	in	place	to
manage	your	sales	pipeline?	How	do	you	ensure	that	your	products/services	meet	the	needs	and	expectations	of	your	target	market?	Can	you	walk	me	through	a	typical	day-to-day	operation	within	your	organization?	What	is	the	biggest	challenge	facing	your	industry	right	now,	and	how	are	you	addressing	it?	How	do	you	stay	up-to-date	with	changes
in	regulations	and	compliance	requirements	within	your	industry?	What	steps	have	you	taken	to	ensure	data	security	and	protect	sensitive	information?	What	are	the	biggest	challenges	you	face	in	your	current	situation?	How	much	time	and	money	is	being	wasted	on	inefficient	processes	or	systems?	What	specific	pain	points	do	your	employees
experience	on	a	regular	basis?	In	what	ways	does	your	current	solution	fall	short	of	meeting	your	needs?	How	often	do	you	encounter	roadblocks	that	prevent	you	from	achieving	your	goals?	What	impact	do	these	problems	have	on	your	bottom	line	or	overall	business	performance?	Have	you	explored	alternative	solutions	to	address	these	issues?	If	so,
what	were	the	results?	Can	you	describe	how	these	challenges	affect	your	ability	to	serve	your	customers	effectively?	How	would	resolving	these	issues	improve	employee	morale	and	job	satisfaction?	Are	there	any	long-term	consequences	if	these	problems	continue	to	go	unaddressed?	What	impact	would	it	have	on	your	business	if	you	were	able	to
reduce	production	time	by	50%?	How	much	revenue	do	you	think	you	could	generate	if	your	product	had	a	wider	reach	in	the	market?	Have	you	considered	how	much	money	you	could	save	by	implementing	an	automated	system	for	inventory	management?	How	would	your	customers	react	if	you	were	able	to	offer	them	personalized	products	based
on	their	preferences	and	buying	history?	What	kind	of	competitive	advantage	would	you	gain	if	you	could	improve	the	quality	of	your	products	by	20%?	Have	you	thought	about	how	much	more	efficient	your	team	could	be	with	better	communication	tools	and	processes	in	place?	How	much	additional	revenue	do	you	think	you	could	generate	if	you
expanded	into	new	markets	or	geographies?	What	kind	of	impact	would	it	have	on	your	brand	reputation	if	you	were	able	to	consistently	deliver	products	ahead	of	schedule?	Have	you	considered	the	potential	cost	savings	from	switching	to	more	sustainable	and	eco-friendly	materials	for	your	products?	How	much	more	profitable	do	you	think	your
business	could	be	if	you	streamlined	your	supply	chain	and	reduced	waste?	What	would	be	the	biggest	benefit	to	your	business	if	this	product	were	to	solve	your	current	problem?	How	much	time	and	money	do	you	think	you	could	save	by	implementing	this	solution?	Can	you	envision	a	scenario	where	using	our	product	would	improve	your	customer
satisfaction	ratings?	How	important	is	it	for	you	to	have	a	reliable	and	efficient	system	in	place	for	this	particular	process?	Have	you	considered	the	long-term	cost	savings	of	investing	in	a	more	advanced	technology	like	ours?	Do	you	believe	that	having	access	to	real-time	data	and	analytics	would	help	you	make	better	business	decisions?	Would	being
able	to	streamline	this	process	free	up	resources	that	could	be	used	elsewhere	in	your	organization?	How	valuable	would	it	be	for	your	team	to	have	access	to	personalized	training	and	support	from	our	experts?	Could	implementing	this	solution	potentially	lead	to	new	revenue	streams	or	opportunities	for	growth	within	your	company?	In	what	ways
do	you	think	our	product	could	positively	impact	your	overall	bottom	line?	Remember:	the	key	to	SPIN	Selling	is	asking	concise	questions	that	get	to	the	heart	of	what	your	prospect	needs.	By	building	relationships	step-by-step	through	active	listening,	you	can	create	a	personalized	sales	process	that	truly	resonates	with	each	individual	customer.	Give
it	a	try	and	see	how	it	changes	your	sales	game!	The	world	of	real	estate	has	long	been	a	platform	for	powerful	voices,	and	among	these,	female	realtors	have	consistently	stood	out	for	their	wisdom,	tenacity,	and	insight.	Their	words	not	only	reflect	years	of	experience	in	the	field	but	also	embody	a	spirit	of	resilience	and	empowerment	that	resonates
far	beyond	the	realm	of	property	dealings.		12	Real	Estate	Agent	Quotes	Made	by	Women	Here,	we	compile	12	notable	quotes	from	female	real	estate	professionals,	offering	insights	and	inspiration.	“Buyers	decide	in	the	first	eight	seconds	of	seeing	a	home	if	they’re	interested	in	buying	it.	Get	out	of	your	car,	walk	in	their	shoes,	and	see	what	they	see
within	the	first	eight	seconds.”	―	Barbara	Corcoran,	the	founder	of	The	Corcoran	Group,	a	real	estate	brokerage	in	New	York	City	“Real	estate	is	a	contact	sport.”	―	Tracey	Hampson	“I	am	basically	a	full-time	psychologist	who	shows	houses	every	now	and	then.”	―	Dori	Warner	“Not	following	up	with	your	prospects	is	the	same	as	filling	up	your
bathtub	without	first	putting	the	stopper	in	the	drain.”	―	Michelle	Moore	“Make	a	customer,	not	a	sale.”	―	Katherine	Barchetti	“The	bottom	line:	investing	in	real	estate	is	smart	because	property	is	tangible.	People	always	have,	and	always	will,	need	shelter.	This	means	it	is	very	unlikely	that	our	need	for	shelter	(ie:	buying	or	renting	homes)	will	ever
go	away.”	―	Kathy	Fettke,	the	CEO	and	Co-Founder	of	Real	Wealth	Network,	and	the	host	of	The	Real	Wealth	Show	“People	in	real	estate	always	love	to	say	that	real	estate	is	local,	and	that	is	always	1,000%	true.	It’s	also	very	situational	…	listen	to	what	your	clients	tell	you	about	what	their	circumstances	are,	what	their	motivations	are,	what	they
need,	when	they	need	to	accomplish	it,	and	come	up	with	a	plan	and	a	strategy	around	that.”	―	Nicole	Beauchamp,	Real	Estate	Agent,	Engel	&	Völkers	“I	had	probably	seven	agents	by	the	time	I	became	a	legitimate	real	estate	broker.”	―	Barbara	Corcoran,	the	founder	of	The	Corcoran	Group,	a	real	estate	brokerage	in	New	York	City	“Buyers	decide
in	the	first	eight	seconds	of	seeing	a	home	if	they’re	interested	in	buying	it.	Get	out	of	your	car,	walk	in	their	shoes,	and	see	what	they	see	within	the	first	eight	seconds.”	―	Barbara	Corcoran,	the	founder	of	The	Corcoran	Group,	a	real	estate	brokerage	in	New	York	City	“There’s	always	opportunity	in	real	estate.	It’s	just	a	matter	of	finding	that
opportunity	in	the	current	market.”	―	Samantha	DeBianchi,	South	Florida’s	most	successful	real	estate	professionals	“You	need	to	fear	not	having	the	business	more	than	you	fear	calling	your	leads.”	―	Beverly	Ruffner,	Real	Estate	Coach	“Real	estate	is	like	Jack	and	the	Beanstalk’s	goose	that	lays	golden	eggs.	It’s	something	that	pays	you	month	after
month,	whether	you	are	working	or	not.”	―	Kathy	Fettke,	the	CEO	and	Co-Founder	of	Real	Wealth	Network,	and	the	host	of	The	Real	Wealth	Show	These	quotes	from	influential	female	real	estate	professionals	offer	a	rich	tapestry	of	insights	and	inspiration.	They	highlight	the	importance	of	understanding	both	the	market	and	human	psychology,
emphasizing	resilience	and	strategic	thinking.	Each	quote	not	only	reflects	vast	experience	but	also	serves	as	a	guiding	light	for	those	navigating	the	complexities	of	the	real	estate	world,	illustrating	the	unique	impact	of	women	in	this	dynamic	field.	Alex	Velikiy	CMO	of	Rontar.	I’m	interested	in	entrepreneurship,	sales	and	marketing.	As	part	of	my
day-to-day	routine	I	do	everything	from	creating	marketing	strategy	to	starting	advertising	campaigns.	Sometimes	I	write	for	our	marketing	blog.	When	not	at	work,	I	do	sports,	lead	a	healthy	lifestyle	and	keep	up	on	everything	that	is	connected	with	this.	Operation	Successful,	but	Patient	Died:	Why	Traditional	Sales	Training	Fails	to	Deliver	Business
Impact	Table	of	Contents	At	some	point,	every	sales	organization	invests	in	corporate	sales	training	programs.	Its	whether	to	boost	numbers,	improve	closing	ratios,	or	simply	to	Read	More	»	Signs	You’re	Losing	Touch	With	Your	Sales	Team	—	and	How	to	Fix	It	Table	of	Contents	If	you’re	leading	a	sales	team	today	–	especially	in	B2B	complex	sales,
staying	connected	to	your	reps	isn’t	optional.	It’s	crucial	Read	More	»	When	to	Reveal	Price	vs.	When	to	Value	Sell	in	B2B	Sales	Key	Takeaways	:	Category	1:	Customer	Perfectly	Fitting	Your	ICP	Hold	back	the	price	and	do	the	value	selling	first.	Focus	on	ROI,	pain	points,	Read	More	»	In	the	world	of	sales	and	customer	engagement,	asking	the	right
questions	is	pivotal.	It’s	not	just	about	what	you	ask,	but	how	you	ask	it.	This	is	where	the	SPIN	questioning	technique	comes	into	play,	a	powerful	tool	for	understanding	and	influencing	potential	customers.	SPIN	questions	are	a	strategic	sales	technique	developed	to	better	understand	a	prospective	client’s	needs	and	tailor	solutions	effectively.	This
approach	divides	questions	into	four	categories,	each	serving	a	distinct	purpose	in	the	sales	conversation.	Let’s	explore	what	each	category	represents:	Situation	Questions	aim	to	gather	facts	about	the	customer’s	current	situation.	These	questions	help	salespeople	understand	the	context	in	which	a	potential	solution	might	fit.	Problem	Questions	are
designed	to	identify	specific	problems,	challenges,	or	pain	points	that	the	customer	is	experiencing.	These	questions	help	to	uncover	the	areas	where	the	customer	might	need	assistance	or	improvement.	Implication	Questions	delve	deeper	into	the	consequences	or	implications	of	the	customer’s	problems.	They	aim	to	highlight	the	urgency	and
importance	of	addressing	these	issues,	making	the	need	for	a	solution	more	apparent.	Need-payoff	Questions	focus	on	the	benefits	and	value	of	solving	the	customer’s	problems.	These	questions	encourage	customers	to	think	about	the	positive	outcomes	of	finding	a	solution,	thereby	increasing	their	motivation	to	act.	Together,	SPIN	questions	guide
the	conversation	towards	identifying	and	addressing	the	customer’s	needs,	leading	to	more	effective	and	targeted	sales	pitches.	Situation	questions	lay	the	groundwork	in	a	sales	conversation.	They	are	designed	to	gather	facts	and	background	information.	Think	of	them	as	the	‘setting	the	scene’	part	of	your	sales	dialogue.	These	questions	help	you
understand	where	the	customer	is	coming	from,	paving	the	way	for	more	insightful	discussions.		Here	are	10	examples	of	situation	questions:	“Can	you	tell	me	more	about	your	current	process	for	managing	inventory?”	“How	many	employees	work	in	your	department?”	“What	type	of	technology	are	you	currently	using	for	this	task?”	“Could	you
describe	the	challenges	you	face	during	peak	business	hours?”	“What	systems	are	you	using	for	customer	relationship	management?”	“How	has	your	company’s	growth	been	over	the	past	year?”	“What	does	your	typical	project	timeline	look	like?”	“Can	you	walk	me	through	your	daily	workflow?”	“What	kind	of	tools	are	your	team	currently	working
with?”	“How	does	the	decision-making	process	work	in	your	organization?”	After	establishing	the	situation,	the	next	step	is	to	delve	into	problem	questions.	These	questions	help	you	and	the	customer	identify	and	verbalize	specific	challenges	they	are	facing.	By	pinpointing	problems,	you	can	later	position	your	product	or	service	as	a	solution.		Here
are	10	examples	of	problem	questions:	“Do	you	find	it	challenging	to	maintain	accurate	inventory	levels?”	“Have	you	encountered	any	issues	with	your	current	software?”	“Are	you	experiencing	bottlenecks	in	your	production	process?”	“Do	you	face	difficulties	in	tracking	customer	interactions?”	“Has	your	team	mentioned	any	frustrations	with	their
current	tools?”	“Are	there	any	aspects	of	your	service	delivery	that	you’re	unhappy	with?”	“Do	you	find	data	collection	to	be	a	time-consuming	process?”	“Have	you	faced	challenges	in	meeting	project	deadlines?”	“Are	there	any	compliance	or	regulatory	challenges	you’re	currently	facing?”	“Is	maintaining	customer	satisfaction	an	issue	with	your
current	system?”	Implication	questions	delve	deeper	into	the	consequences	of	the	problems	identified.	They	make	the	customer	think	about	the	impact	of	these	problems	on	their	business.	This	type	of	questioning	amplifies	the	problem’s	significance,	setting	the	stage	for	offering	a	solution.		Here	are	10	examples	of	implication	questions:	“How	do
these	inventory	inaccuracies	affect	your	delivery	times?”	“What	is	the	impact	of	software	issues	on	your	team’s	productivity?”	“How	do	bottlenecks	in	production	affect	your	bottom	line?”	“What	are	the	consequences	of	not	tracking	customer	interactions	effectively?”	“How	do	your	team’s	frustrations	with	tools	impact	their	work	quality?”	“What	are
the	risks	of	continuing	with	your	current	service	delivery	model?”	“How	does	the	time	spent	on	data	collection	affect	your	operational	efficiency?”	“What	is	the	cost	of	missing	project	deadlines	to	your	business?”	“How	might	compliance	challenges	affect	your	company’s	reputation?”	“What	are	the	implications	of	customer	dissatisfaction	on	your
sales?”	Finally,	need	questions	are	aimed	at	getting	the	customer	to	articulate	their	need	for	a	solution.	These	questions	are	designed	to	make	the	customer	envision	the	benefits	and	value	of	solving	their	problems,	ideally	with	what	you’re	offering.		Here	are	10	examples	of	need	questions:	“Would	improving	inventory	accuracy	help	streamline	your
delivery	process?”	“How	beneficial	would	it	be	to	have	more	reliable	software?”	“What	value	would	you	place	on	eliminating	production	bottlenecks?”	“Is	enhancing	customer	interaction	tracking	a	priority	for	your	business?”	“How	important	is	it	for	your	team	to	have	more	effective	tools?”	“What	would	an	improved	service	delivery	model	mean	for
your	company?”	“Could	reducing	time	spent	on	data	collection	improve	your	team’s	efficiency?”	“How	critical	is	meeting	project	deadlines	to	your	business’s	success?”	“What	importance	do	you	place	on	addressing	compliance	issues?”	“How	would	improving	customer	satisfaction	impact	your	sales?”	Understanding	and	utilizing	SPIN	questions	can
significantly	enhance	your	sales	conversations	and	customer	interactions.	By	carefully	structuring	your	questions	around	Situation,	Problem,	Implication,	and	Need,	you	can	gain	deeper	insights	into	your	customers’	needs,	highlight	the	urgency	and	impact	of	their	challenges,	and	guide	them	towards	recognizing	the	value	of	your	solution.		Remember,
the	art	of	asking	the	right	questions	at	the	right	time	can	transform	a	casual	conversation	into	a	successful	sales	opportunity.	“If	you	can’t	solve	a	problem	for	your	customer,	then	there’s	no	basis	for	a	sale.	But	if	you	uncover	problems	you	can	solve,	then	you’re	potentially	providing	the	buyer	with	something	useful.”		The	quote	above	comes	from	Neil
Rackham,	the	author	of	SPIN	Selling.	I	believe	this	quote	gets	at	the	heart	of	SPIN	selling	example—and	value-based	selling	in	general.	Your	prospects	face	challenges	every	day,	and	you	are	in	a	unique	position	to	help	them	solve	those	challenges.	But	how	can	you	help	your	customers	see	their	challenges	in	a	light	that	will	motivate	them	to	explore
your	solutions?	This	post	will	provide	you	with	fourteen	example	SPIN	questions	example	you	can	use	to	help	your	prospects	better	understand	their	challenges	and	your	solution.		Example	SPIN	Questions:	What	Are	SPIN	Questions	You	need	some	baseline	information	to	get	the	most	out	of	this	article.	Most	importantly,	you	need	to	understand	what
a	SPIN	question	is.		SPIN	is	an	acronym	that	stands	for	Situation,	Problem,	Implication,	and	Need.	The	technique	associated	with	these	questions	is	based	on	your	ability	to	guide	your	sales	conversations	using	questions	that	get	at	the	heart	of	these	four	things	for	your	prospect.		Rackham’s	SPIN	model	has	greatly	influenced	my	work	and	my	view	of
sales.	SPIN	Selling	example	is	all	about	positioning	yourself	as	a	trusted	advisor	to	your	prospects	by	truly	trying	to	understand	their	challenges	and	provide	them	with	as	much	value	as	possible.	If	you	want	to	write	your	own	SPIN	questions	example,	you	need	to	understand	which	element	of	spin	selling	you’re	targeting	with	the	question:	Situation
questions	collect	facts	Problem	questions	probe	for	pain	points	Implication	questions	urge	the	prospect	to	understand	the	consequences	of	the	pain	point	Need	questions	aim	to	uncover	the	benefits	the	prospect	wants	from	their	solution	Situation	Questions		Situation	questions	don’t	tend	to	create	a	great	deal	of	value	for	the	prospect.	Still,	these
questions	are	necessary	in	any	sales	conversation.		You	use	situation	questions	to	learn	some	of	the	basic	information	you	will	need	to	help	your	prospective	clients	improve	their	results.	You	need	to	ask	as	many	of	these	questions	as	you	need	to	converse	with	your	contacts	without	asking	so	many	questions	that	the	client	feels	its	a	waste	of	their	time.
Situation	questions	you	might	use	are	questions	like:		What	are	you	doing	now?	How	often	do	you	need	to	stop	production	to	maintain	your	equipment?	How	many	people	work	on	that	machine?		What	is	their	average	pay	rate,	and	how	many	hours	are	normally	down?		Problem	Questions		You	ask	questions	about	your	client’s	problems	so	you	can	start
a	more	interesting	conversation	with	your	contacts.		These	questions	can	create	value,	as	your	contacts	hoped	that	you	would	be	able	to	help	them	overcome	their	problems	and	improve	their	results.	The	art	of	sales	is	found	in	good	and	effective	questions.	At	the	same	time,	you	should	already	know	what	kind	of	problems	questions	examples	your
clients	have	and	what	they	need	to	do	about	them.		Here	are	some	sample	problem	questions:	What	causes	the	machine	to	need	so	much	downtime?		How	long	does	it	take	to	for	maintenance	to	get	the	machine	back	online?	Are	you	paying	for	people	who	are	not	able	to	work?		Implication	Questions		Implication	questions	are	the	compelling	reasons
your	prospective	client	needs	to	change.	You	aren’t	compelling	change	as	much	as	you	are	helping	the	client	to	recognize	the	cost	of	not	addressing	their	problems.	When	you	are	sitting	across	from	your	contacts,	they	are	aware	of	what	their	problems	cost.		Use	implication	questions	like	these:	How	does	this	impact	your	clients?	What	do	your	clients
do	when	you	can't	deliver	what	they	need?	How	much	does	this	cost	you	when	you	lose	production?	Have	you	lost	orders	to	competitors?		Need	Questions		I	have	watched	salespeople	use	SPIN	without	ever	using	a	Need-Payoff	question.	Need	questions	lead	the	client.	Many	people	feel	uncomfortable	asking	these	questions,	but	there	is	nothing	wrong
with	leading	the	client.		I	would	ask	them	without	leading	the	client.	Like,	"How	would	your	results	change	if	you	didn't	have	problem	X?"	You	want	the	client	to	come	up	with	the	benefits	without	you	giving	them	the	answers.	Some	sample	need	questions	include:	How	would	your	results	change	if	you	didn't	have	to	shut	down	your	machine	and	you
kept	all	your	people	working	their	whole	shift?		How	would	your	relationship	with	your	clients	change?		Who	else	would	benefit	from	this	change,	if	it	was	possible?		Using	These	Example	SPIN	Questions		These	examples	should	give	you	a	solid	base	of	understanding	for	crafting	SPIN	questions	specific	to	your	business,	industry,	and	prospects.		No
one’s	work	has	influenced	my	work	more	than	Neil	Rackham.	His	work	made	perfect	sense	to	me	and	helped	me	win	very	large	deals.	Following	the	format	offered	by	Rackham’s	SPIN	selling	technique	is	a	great	way	to	steer	the	sales	conversation	and	advance	the	sale	in	a	way	that	feels	organic	while	still	following	a	proven	formula.		Adapting	these
example	SPIN	questions	for	your	team	is	a	great	start,	but	to	really	crush	your	targets,	you	need	to	provide	your	team	with	all	the	resources	they	need	to	advance	every	sale.	The	most	important	resource	they	need	is	language—knowing	what	to	say	to	move	the	conversation	forward.	My	Sales	Accelerator	program	offers	your	team	the	talk	tracks	they
need	to	confidently	open	conversations,	create	opportunities,	and	move	sales	forward.	Check	out	the	Accelerator	today.			SPIN	Selling	is	a	timeless,	research-backed	sales	model	that	continues	to	deliver	results,	even	40	years	after	it	was	introduced.	It	is	especially	effective	in	high-ticket	B2B	sales.	In	fact,	the	SPIN	Selling	method	has	become	a
cornerstone	in	how	we	understand	and	approach	successful	sales	conversations.So,	it's	best	for:complex	environments,long	sales	cycles,experienced	sales	teams.But	knowing	what	SPIN	stands	for	is	only	half	the	battle.	Real	results	come	from	crafting	and	using	SPIN	questions	effectively.	It	is	a	sales	methodology	that	centres	on	asking	purposeful
questions	at	each	stage	of	the	conversation,	(the	questions	are	aligned	with	where	the	prospect	is	at),	to	identify	the	client’s	main	concerns	and	priorities.In	short,	SPIN	selling	is	a	sales	strategy	you	should	use,	or	at	least	be	aware	of.	It	certainly	helps	you	formulate	excellent	B2B	sales	questions.This	guide	will	walk	you	through	exactly	how	to
formulate	SPIN	questions	that	uncover	client	needs,	build	rapport,	and	close	deals.	Plus,	I’ll	show	you	how	to	apply	them	in	real-world	scenarios.Click	here	for	information	about	the	model.		Is	SPIN	Selling	Still	Relevant	Before	you	invest	time	in	learning	these	questions	you	may	be	asking	is	this	method	of	selling	still	relevant	?Absolutely.	Despite
being	over	30	years	old,	SPIN	Selling’s	focus	on	insightful	questions	and	active	listening	is	more	relevant	than	ever.As	Neil	Rackham	(who	introduced	the	SPIN	Selling	method)	puts	it:“If	you	can’t	solve	a	problem	for	your	customer,	then	there’s	no	basis	for	a	sale.	But	if	you	uncover	problems	you	can	solve,	then	you’re	potentially	providing	the	buyer
with	something	useful.”	People	still	need	their	problems	solved	or	their	wishes	fulfilled.In	today’s	digital-first,	crowded	market,	B2B	reps	must	embrace	a	consultative	approach—and	SPIN	provides	the	roadmap.In	a	2021	interview	with	sales	expert	Aaron	Evans,	Rackham	explains	that	B2B	reps	must	embrace	a	more	consultative	approach	in	order	to
stand	out	in	today’s	overcrowded	digital	landscape.For	deeper	insight,	read	this	article	on	why	SPIN	Selling	still	works.Is	SPIN	Still	Relevant	Click	here	for	a	printable	copy	of	this	webpage,	no	email	opt-in	required	Here's	How	to	use	SPIN	Questions	Write	down	at	least	three	potential	problems	which	the	prospect	may	have	and	which	your	products
might	solve	before	making	a	sales	call.Write	down	some	actual	Problem	Questions	that	you	could	ask	to	uncover	each	of	the	potential	problems	you’ve	identified.Ask	yourself	what	difficulties	might	arise	for	each	problem.	Write	down	some	actual	Implication	Questions	that	might	get	the	prospect	to	see	the	problem	as	large	and	urgent	to	solve.Write
down	three	Need	Questions	for	each	implication.	Situation	Questions	You	use	a	Situation	Question	to	gather	background	and	facts	about	where	the	buyer	is	at.You	do	this	to	get	the	lay	of	the	land	so	that	you	can	set	the	stage	to	uncover	the	buyer’s	problems.It’s	important	to	remember	that	everyone	is	busy	these	days	and	the	last	thing	they	need	is
for	you	(as	a	salesperson)	to	be	wasting	their	time	with	unnecessary	questions.So,	firstly,	do	your	research	before	the	call.	The	internet	is	a	great	source	of	information	about	the	company	you	are	calling	on.	Secondly,	you	need	to	focus	on	the	key	information	that	you	need.	I	was	taught	to	use	targeted	questions.Let	me	give	you	an	example	of	targeted
questioning.Let’s	look	at	an	example	of	a	real	estate	sales	person	and	see	the	difference	between	targeted	and	un-targeted	questions.I	have	seen	a	real	estate	sales	person	ask	questions	like	the	following:“Do	you	have	a	deposit?How	much	does	each	of	you	earn	a	month?What	other	loan	commitments	do	you	have	to	pay?What	are	your	average
monthly	expenses	apart	from	the	loans	we	just	mentioned?”Now,	from	the	perspective	of	the	real	estate	sales	person	what	does	he	want	to	know?He	wants	to	know	how	much	these	people	can	afford	to	pay	on	a	mortgage,	right?Well,	he	should	ask	that	question	and	not	all	the	others.A	targeted	question	would	be:“How	much	can	you	afford	in	monthly
repayments	on	a	house?”The	way	you	formulate	targeted	questions	when	you	are	planning	is	to	look	at	each	question	you	are	going	to	ask	and	just	ask	yourself	the	question,	“What	do	I	really	want	to	know	when	I	ask	this	question?”	and	then	examine	whether	the	answer	to	this	question	gives	you	the	information	you	want.	Examples	of	SPIN	Situation
Questions:What	process	do	you	use	to	produce	X?Why	does	your	company	use	this	production	method?How	long	does	it	take	you	to	produce	each	batch?At	what	capacity	is	your	plant	running?Who	is	your	current	supplier	of	Y?Why	did	you	choose	your	current	supplier	for	Y?Who’s	responsible	for	X?How	much	budget	do	you	have	assigned	to	X?Can
you	tell	me	your	annual	spend	on	X?What	equipment	are	you	using	now?How	long	have	you	had	it?Is	it	purchased	or	leased?Sometimes	you	can	just	recap	what	you’ve	found	so	far	in	your	research	and	ask	…Did	I	get	that	right?Could	you	tell	me	about	your	company’s	goals	in	the	next	18th	months?	Click	here	for	a	printable	copy	of	this	webpage,	no
email	opt-in	required	Problem	Questions	The	purpose	of	Problem	Questions	is	to	Reveal	a	buyer’s	Implied	Needs	and	clarify	their	difficulties	or	dissatisfactions.	And	at	the	same	time	gain	a	shared	understanding	of	the	problems.Problem	questions	provide	the	raw	materials	you	need	to	be	able	to	build	the	rest	of	the	sale.Remember	to	uncover	several
problems	before	you	start	asking	Implication	Questions.	Do	this	in	case	one	of	the	problems	turns	out	to	be	a	dead-end.	Examples	of	SPIN	Problem	Questions:Are	you	satisfied	with	your	current	process	for	manufacturing	X?Is	any	part	of	the	process	slower	than	you’d	like?Does	this	process	ever	fail?What	are	the	advantages	and	disadvantages	of	the
way	you’re	doing	it	now?Are	you	happy	with	your	current	supplier?How	often	does	your	supplier	run	out	of	stock?How	much	time	of	your	day	do	you	spend	dealing	with	supply	issues?”How	reliable	is	your	equipment?When	you	have	breakdowns,	is	it	typically	easy	to	figure	out	what	went	wrong?When	your	equipment	breaks	down,	how	long	does	it
typically	take	to	get	it	running	again?What’s	the	biggest	hurdle	you’re	facing	right	now	with	your	equipment?Is	it	hard	to	recruit	skilled	people	How	difficult	is	it	to	process	orders	with	your	present	system?Have	you	ever	looked	into	fixing	this	problem?	If	yes,	get	the	full	scope	of	the	problem,	their	attempted	solution,	and	their	budget,	then	skip	to
Need/payoffIt's	also	important	to	vary	the	sort	of	problem	questions	you	ask.Remember:	Where,	When,	Who,	How	often	and	What	happens	if?You	can	even	ask	about	difficulties	indirectly:How	long	does	it	take	for	your	IT	company	to	respond	when	you	have	problems?Where	is	the	bottleneck	in	your	process?Who	usually	deals	with	that	problem?How
satisfied	are	you	with	…?	Click	here	for	a	printable	copy	of	this	webpage,	no	email	opt-in	required	Implication	Questions	Implication	questions	ask	about	consequences	of	the	problems.And	help	you	raise	the	seriousness	of	an	issue	to	motivate	the	prospect	to	take	actionThey	help	transform	problems	into	Explicit	Needs	Examples	of	SPIN	Implication
Questions:What’s	the	productivity	cost	of	doing	X	that	way?Has	the	bottleneck	in	production	slowed	output	down	to	the	point	customer	deliveries	were	late,	and	has	that	cost	you	business?How	has	the	increased	workload	from	the	downtime	of	that	machine	affected	absenteeism	among	your	employees?If	you	can’t	get	supplies	of	X,	what’s	the	impact
on	…?When	was	the	last	time	your	supplier	delayed	delivery?Are	you	experiencing	high	turnover	and	training	costs	because	of	hedifficulty	that	your	employees	are	having	in	operating	your	equipment?Would	saving	downtime	make	a	significant	difference	to	meeting	your	production	deadlines?Has	a	problem	with	your	equipment	ever	negatively
impacted	your	KPIs?Does	your	overtime	expense	increase	when	your	equipment	goes	down?What	could	you	accomplish	with	an	extra	4	hours	every	week?Would	your	customers	be	more	loyal	if	you	didn’t	experience	occasional	delivery	problems?So,	if	you	already	know	the	implications	of	a	problem,	go	ahead	and	state	an	implication.	Then,	pass	it
back	to	them	with	an	open-ended	question	that	lets	them	add	more	feedback	like:“Has	that	come	up	for	you	before?”“How	does	that	problem	affect	morale/sales/turnover?”	Click	here	for	a	printable	copy	of	this	webpage,	no	email	opt-in	required	Need-Payoff	Questions	A	Needs-Payoff	question	asks	about	the	value	of	a	solution.And	value	drives
sales.Be	careful	--	Need-Payoff	questions	can	backfire.	If	they’re	too	obvious,	you	might	come	across	as	condescending.	Try	to	reframe	the	solution	in	a	way	the	buyer	hasn’t	previously	considered.For	example,	rather	than	asking,	“Would	your	company	benefit	in	saving	money?”,	you	could	ask,	“Would	redirecting	$1,000	per	week	from	your	content
creation	budget	and	putting	it	into	Facebook	advertising	drive	significant	traffic	toward	your	blog?”	Examples	of	SPIN	Need-Payoff	Questions:What	other	tasks	would	your	staff	be	able	to	undertake	if	we	were	able	to	alleviate	that	production	bottleneck?If	we	could	shorten	your	manufacturing	cycle	by	8	hours	how	would	that	effect	your	delivery	lead
times?How	do	you	feel	a	faster	process	will	help	you?Would	it	help	if	we	kept	stocks	of	this	product	at	your	site?Do	you	think	solving	[problem]	would	significantly	impact	you	in	Y	way?Why	is	being	able	to	have	stock	readily	available		important	to	you?Would	having	a	self	diagnosing	machine	make	it	easier	to	get	back	on-line	and	meet	production
schedules?Would	it	help	if	new	equipment	could	reduce	your	employee	turnover?You	said	new	equipment	would	be	really	useful,	Useful	in	reducing	your	turnover	costs,	or	is	there	something	else?If	you	could	cut	the	amount	of	expense	to	keep	the	plant	running,	what	impact	would	that	have?If	you	could	easily	see	the	variation	in	your	monthly
production	costs,	how	would	that	help	you	reschedule	for	better	cost	efficiency	?“How	do	you	feel	a	more	organised	system	would	help	you?”Is	there	any	other	way	that	our	product	could	help	you?Do	you	think	solving	this	problem	would	help	achieve	your	sales	goals?How	would	it	help	if	all	your	offices	were	connected	to	a	centralised	database?
Would	your	sales	team	find	value	in	this	automation	tool?	Click	here	for	a	printable	copy	of	this	webpage,	no	email	opt-in	required	Frequently	Asked	Questions	Q:	What	are	good	SPIN	Selling	questions?A:	Good	SPIN	Selling	questions	help	uncover	a	customer’s	situation,	problems,	implications,	and	the	need	for	your	solution.	Here	are	examples	of	each
type:Click	the	links	above	for	examples	of	each.Q:	What’s	the	best	way	to	use	SPIN	Selling	questions?A:	The	best	way	is	to	ask	them	in	order,	listening	carefully	and	adjusting.	Start	by	exploring	their	current	situation,	move	into	their	challenges,	then	highlight	implications,	and	finally	show	how	your	solution	helps.		Of	course,	there	are	times	when	a
sale	will	not	follow	a	liner	path.	Just	keep	these	question	types	in	mind	and	make	sure	you	don't	try	to	close	until	you	have	asked	the	Need-payoff	questions.Q.	Does	SPIN	need	adapting	for	todays	sales	world?A:	To	remain	effective	in	today’s	fast-evolving	sales	landscape,	SPIN	Selling	can	be	modernized	and	enhanced	through	the	use	of	contemporary
tools	and	techniques:Leveraging	CRM	Platforms	and	Digital	Sales	Tools.	When	SPIN	Selling	is	used	alongside	CRM	software	and	digital	sales	platforms,	sales	professionals	can	more	easily	monitor	client	interactions,	analyze	behavior	patterns,	and	tailor	their	sales	approach.	This	synergy	allows	for	more	precise	execution	of	SPIN	principles	while
aligning	efforts	with	data-informed	strategies.Applying	SPIN	in	Remote	and	Virtual	Sales	Settings.	As	virtual	selling	becomes	increasingly	common	—	via	Zoom	meetings,	webinars,	and	live	demos	—	SPIN	questioning	techniques	can	be	adapted	to	suit	these	digital	formats.	Tailoring	your	approach	for	virtual	engagement	helps	foster	connection	and
trust,	even	when	face-to-face	interaction	isn’t	possible.	Creating	a	Hybrid	Sales	Strategy	with	SPIN	and	Other	Frameworks.	Modern	sales	success	often	involves	combining	different	methods.	Merging	SPIN	with	elements	from	frameworks	like	Challenger	Selling	or	MEDDIC	can	strengthen	lead	qualification	and	sharpen	value	delivery.	This	hybrid
strategy	allows	teams	to	tackle	multiple	aspects	of	the	sales	process	more	effectively	and	flexibly.Q:	Can	you	give	real-life	examples	of	SPIN	Selling	in	action?A:	Sure!	One	example	might	be	a	B2B	software	salesperson	asking“How	are	you	currently	managing	customer	data?”	(Situation)	“What	tools	or	systems	are	you	using	to	track	interactions	and
sales?”	(Situation)	“Are	there	any	issues	with	your	current	process?”	(Problem)	“Are	you	facing	any	issues	with	duplicate	entries	or	data	accuracy?”	(Problem)“Does	your	current	system	make	it	easy	to	access	customer	history	during	sales	calls?”	(Problem)“How	does	data	inaccuracy	impact	your	sales	team’s	ability	to	close	deals?”	(Implication)“What
happens	when	your	team	can’t	find	key	customer	info	quickly	—	does	it	delay	follow-ups	or	hurt	customer	relationships?”	(Implication)“Have	you	noticed	lost	sales	or	missed	opportunities	because	of	these	issues?”	(Implication)“If	your	team	had	instant	access	to	accurate	customer	data,	how	would	that	affect	productivity?”	(Need-Payoff)“Would
reducing	data	errors	and	improving	tracking	help	you	increase	customer	retention	or	upsell	opportunities?”	(Need-Payoff)“How	valuable	would	it	be	if	your	sales	team	could	save	30	minutes	a	day	on	admin	tasks	and	focus	more	on	selling?”	(Need-Payoff)	Wrap	Up	The	SPIN	Selling	Model	is	a	very	useful	one	and	like	any	model	it	requires	practice	and
planning	to	implement	it	well.SPIN	Selling	works—when	applied	with	intention.	Target	your	questions,	adapt	them	to	your	prospect,	and	use	them	to	build	real	value.Use	these	questions	and	comments	to	help	you	plan	your	questions.Practice	them	and	then	use	them	with	your	prospects.Ready	for	more?	Check	out	my	SPIN	Selling	Refinements	Guide
or	explore	related	content	on	sales	techniques	that	close.	No	two	sales	scenarios	are	alike,	and	neither	are	two	customers.	Sales	orgs	need	to	cut	through	the	clutter	and	get	to	the	heart	of	what	a	client	really	needs—and	that’s	where	SPIN	selling	comes	in.	Before	diving	into	the	specifics	of	SPIN	selling,	let’s	establish	the	basics.		SPIN	Selling	is	a
sales	book	written	by	Neil	Rackham,	first	published	in	1988.	In	this	book,	Rackham	establishes	the	SPIN	selling	methodology,	a	sales	technique	created	to	help	anticipate	and	navigate	tough	sales	situations.		The	SPIN	sales	method	is	built	around	four	types	of	questions—these	four	categories	give	SPIN	its	name.	SPIN	stands	for:	Situation	Problem
Implication	Need-Payoff	Simply	put,	the	SPIN	method	is	a	sequence	of	questions—not	predefined	questions	to	be	quoted	verbatim,	but	types	of	questions	to	be	asked	in	a	particular	order.	During	a	sales	call,	a	salesperson	opens	with	situation	questions,	progresses	to	problem	questions,	and	so	on.	Each	type	of	question	fulfills	a	crucial	function	in	the
sales	process,	all	building	towards	the	need-payoff	questions,	which	close	the	deal.	In	the	1970s,	Neil	Rackham	set	out	to	answer	the	million-dollar	question	for	sales	teams:	What	sets	the	best	salespeople	apart	from	the	pack?		Twelve	years	later,	Rackham	and	his	team	had	their	answer,	and	the	SPIN	selling	method	was	created.	Their	findings—culled
from	over	35,000	sales	calls,	the	largest	study	of	its	kind—disproved	several	widespread	sales	practices.	Open-ended	questions,	for	example,	proved	to	have	no	measurable	effect	on	the	success	of	a	sale.	Instead,	Rackham	found	that	when	it	comes	to	asking	the	“right	questions,”	timing	is	everything:	A	good	salesperson	asks	the	right	question	at	the
right	moment.	To	be	the	best,	then,	sales	teams	must	ask	a	twofold	question—what	questions	should	we	be	asking	and	when?	Fortunately,	the	answer	isn’t	as	complicated	as	you	might	expect.		As	Rackham	analyzed	successful	sales	calls,	he	found	a	common	pattern	of	questioning—a	pattern	he	would	later	dub	the	SPIN	model.	Rackham	developed	the
SPIN	selling	method	as	a	framework	to	guide	salespeople	through	any	sales	call.	By	outlining	categories	of	questions	rather	than	hyper-specific	questions,	Rackham	leaves	room	for	flexibility.	SPIN	selling	is	designed	to	take	away	some	of	the	ambiguity	and	difficulty	in	closing	a	sale	and	identify	common	themes	that	can	help	a	sales	rep	create	a	real
connection	with	a	customer.		Since	its	publication	in	1988,	SPIN	Selling	has	become	one	of	the	most	popular	guides	for	B2B	sales	worldwide.	To	successfully	use	the	SPIN	method,	you’ll	need	a	thorough	understanding	of	the	four	types	of	SPIN	questions	and	how	they	build	over	the	course	of	a	sales	call.	Whether	you’re	new	to	SPIN	selling	or	simply
looking	to	brush	up	on	it,	this	section	will	break	down	each	category,	hitting	the	key	points.	(For	a	complete	explanation,	you	should	read	Rackham’s	book—after	all,	we	can	only	fit	so	much	in	a	blog	post.)	Too	often,	sales	reps	are	over-eager,	jumping	straight	into	a	sales	pitch	without	understanding	anything	about	the	client’s	circumstances—from	the
start,	the	focus	is	entirely	on	the	product.	This	approach,	Neil	Rackham	explains,	is	fundamentally	wrong:	“The	best	selling	isn’t	at	all	about	your	products	and	what	you	can	offer.	It’s	very	much	about	the	customers	and	their	need.”		As	the	name	suggests,	situation	questions	help	you	understand	the	buyer’s	current	situation.	The	goal	is	to	gather
information.	To	get	you	started,	we’ve	provided	some	SPIN	situation	question	examples:	What	do	your	(the	client’s)	current	processes	look	like?		What	tools	are	you	already	using?		How	often	do	you	use	them?	By	starting	with	situation	questions,	sales	reps	establish	context	that	is	crucial	to	the	sales	process.	Situation	questions	help	you	know	where
your	client	is	coming	from,	which	gives	you	the	information	you	need	to	adjust	the	rest	of	your	questions	accordingly.	Exploratory	questions	such	as	ones	about	their	needs,	expectations,	pain	points,	and	budget	help	paint	an	overall	picture	of	their	current	business	climate—and	help	you	situate	your	product	within	that	picture.	Situation	questions	do
not	replace	background	research.	Going	into	a	sales	call,	you	should	already	know	the	company’s	size,	have	a	general	familiarity	with	their	products,	etc.	Background	research	should	inform	your	situation	questions,	helping	you	ask	leading	questions	that	are	relevant	and	company-specific.		Selling	your	product	means	you	have	a	solution	to	offer.
Problem	questions	help	illustrate	the	different	problems	your	product	solves	for	your	client.	This	is	best	done	without	explicitly	mentioning	your	product—save	that	for	the	final	set	of	questions.		As	with	situation	questions,	problem	questions	should	be	leading.	Rather	than	telling	the	client	what	their	problems	are,	ask	questions	that	lead	them	to
identify	their	own	problems.	“We	want	to	discover	how	[the	client]	sees	the	problem,”	explains	Rackham,	“If	the	customer	doesn’t	feel	they	have	a	problem,	they	don’t	have	a	problem.”	Let’s	say,	for	example,	you	are	selling	a	product	management	tool.	The	primary	benefits	are	increased	communication	and	efficiency—it	keeps	things	organized,	saving
teams	time	as	they	work	to	develop	a	product.	Your	problem	questions,	in	this	case,	would	center	around	such	benefits	without	addressing	your	product	directly.	Here	are	a	few	SPIN	problem	question	examples:		Do	you	feel	that	inter-team	communication	is	as	good	as	it	can	be?		How	time-consuming	is	it	to	[do	X	process]?	How	does	this	impact
stakeholder	buy-in?		A	crucial	part	of	asking	the	right	problem	questions	is	anticipating	obstacles	they	may	not	have	even	considered	yet.	This	helps	create	a	sense	of	urgency	to	actually	solve	the	problem	and,	hopefully,	use	your	solution	to	do	it.	So	using	your	problem	questions	as	a	discovery	phase	is	as	much	about	finding	answers	for	your	client	as
it	is	finding	answers	for	yourself	as	the	sales	rep.		Once	you've	targeted	your	client's	top	hurdles,	this	stage	is	designed	to	explore	the	implications	of	those	problems.	Showing	your	client	the	possible	causes	and	effects	of	their	most	pressing	pain	points	supports	the	sense	of	urgency	you	laid	out	in	the	problem	questions	step.	Once	again,	avoid
mentioning	your	product—at	this	point,	the	call	is	still	about	the	customer	and	their	needs.	Not	all	problems	are	created	equal.	Initially,	your	client	may	view	the	problems	identified	by	your	problem	questions	simply	as	inconveniences—minor	problems	that	don’t	need	to	be	addressed.	Implication	questions	hone	in	on	these	problems,	showing	the
client	why	the	problems	need	to	be	solved.	For	example,	your	implication	questions	might	address	issues	such	as:	How	much	time	is	wasted	on	inefficient	communication	each	week?		How	much	more	could	your	teams	achieve	each	week	without	those	time	sinks?		Have	communication	problems	ever	delayed	product	rollout?	This	fourth	set	of
questions,	when	done	correctly,	brings	all	the	previous	SPIN	questions	together.	Need-Payoff	questions	hinge	on	how	well	the	previous	sets	of	questions	illustrated	the	problem/solution	relationship	between	your	product	and	your	client.	Rather	than	just	telling	your	client	how	your	product	or	service	can	address	their	pain	points,	Need-Payoff
questions	lead	your	customer	to	those	conclusions	on	their	own.		If	you’ve	asked	effective	situation,	problem,	and	implication	questions,	your	client	should	already	recognize	their	need	for	a	solution—now	it’s	your	job	to	make	sure	they	choose	your	solution.	Don’t	be	too	direct,	however.	Remember	that	this	stage	still	revolves	around	questions.	Instead
of	telling	the	client	how	your	product	can	help	them,	ask	questions	that,	as	the	client	answers,	show	the	value	(or	payoff)	in	choosing	your	product.	Constructing	effective	need-payoff	questions	can	be	tricky.	We’ve	provided	a	few	SPIN	Need-Payoff	question	examples	to	point	you	in	the	right	direction:	Would	a	comprehensive	product	management	tool
increase	stakeholder	buy-in?		Would	that	be	valuable	for	your	team?		Why	is	being	able	to	do	X	important	to	your	company?	Having	the	client	connect	the	dots	on	how	you	can	help	them	is	a	much	stronger	sales	pitch	than	you	simply	telling	them	how	you	think	you	can	help	them.		One-sided	conversations	don’t	close	sales—they	kill	them.	And	if	you’ve
ever	had	a	friend	or	first	(and	maybe	last)	date	who	only	talked	about	themselves,	you	can	imagine	how	invisible	a	client	can	feel	when	a	salesperson	doesn’t	ask	them	any	questions.	With	the	SPIN	selling	method	as	a	guide,	you	can	add	authenticity	to	your	sales	process	and	be	the	type	of	salesperson	that	listens	more	than	they	talk.	To	successfully
use	the	SPIN	sales	process,	you	need	to	be	responsive.	Listen	to	the	client’s	answers	and	choose	your	subsequent	questions	accordingly.	The	SPIN	model	isn’t	meant	to	be	rigid—take	advantage	of	the	flexibility,	adapting	your	approach	as	the	call	progresses.	For	the	best	salespeople,	the	SPIN	questions	are	second	nature.	They	react	to	client	input	in-
stride,	moving	seamlessly	from	situation	questions	to	need/payoff.		SPIN	Selling	was	introduced	by	Neil	Rackham	in	his	1988	book	of	the	same	name.	In	it,	Rackham	lays	out	a	methodology	for	helping	sellers	anticipate	and	respond	to	complex	sales	situations	by	asking	the	right	questions	at	the	right	time.It’s	since	become	a	classic	—	considered	by
many	to	be	the	“go-to”	guide	to	problem-solving	for	sellers.	And	while	SPIN	Selling	is	more	than	30	years	old,	its	emphasis	on	good	questions	and	active	listening	make	its	lessons	feel	more	urgent	now	than	ever.In	a	2021	interview	with	sales	expert	Aaron	Evans,	Rackham	explains	that	B2B	reps	must	embrace	a	more	consultative	approach	in	order	to
stand	out	in	today’s	overcrowded	digital	landscape.In	this	blog	post,	we’ll	explain	what	SPIN	Selling	is,	how	it	works,	and	what	kind	of	questions	you	should	ask	at	each	stage	of	the	sales	process.What	is	SPIN	Selling?SPIN	Selling	is	a	sales	methodology	that	centers	on	asking	questions	that	reveal	the	buyers’	needs,	pain	points,	and	challenges	at	the
right	time	to	deliver	the	greatest	impact.	Sellers	apply	four	types	of	questions	—	situation,	problem,	implication,	and	need-payoff	—	at	different	stages	in	the	sales	cycle.Done	right,	the	methodology	makes	it	easier	for	reps	to	overcome	objections,	barriers,	and	information	overload.According	to	Rackham,	sellers	need	to	leave	traditional	sales	tactics
behind	and	act	as	trusted	advisors	to	build	trust,	nurture	relationships,	and	present	solutions	that	win	complex	deals.How	does	SPIN	Selling	work?SPIN	Selling	consists	of	just	two	key	components:	four	types	of	questions	and	four	stages	of	selling.	Each	question	type	corresponds	to	a	specific	stage	in	the	buying	process,	giving	sellers	a	framework	for
making	sure	they	ask	the	right	questions	at	the	right	time.	For	example,	during	your	initial	discovery	call,	you	might	focus	on	questions	that	help	you	understand	the	buyer’s	current	situation.	The	next	time	you	meet,	you’ll	switch	gears,	focusing	on	“problem	questions”	that	reveal	more	about	prospect	pain.	To	give	you	a	better	sense	of	what	this	all
means,	here’s	a	look	at	the	question	types	and	stages	that	define	the	SPIN	sales	framework:SPIN	questionsThe	SPIN	acronym	comes	from	the	four	types	of	questions	at	the	center	of	the	methodology,	which	break	down	as	follows:Situation	–	Situation	questions	help	sellers	understand	the	basic	facts	about	the	buyer’s	current	state.	Essentially,	you’re
trying	to	gather	the	foundational	information	that	sets	the	tone	for	the	rest	of	the	sales	process.		Problem	–	Problem	questions	are	used	to	uncover	more	details	about	the	problems	your	prospects	are	facing.	Your	goal	is	uncovering	the	what	and	the	why	behind	their	pain	points	and	challenges,	probing	deeper	so	you	can	learn	what’s	really	going	on
behind	the	scenes.Implication	–	Implication	questions	are	used	to	help	reps	understand	the	consequences	or	impact	of	the	prospect’s	problem.	These	questions	give	prospects	a	chance	to	voice	their	frustrations	and	give	reps	a	chance	to	present	an	opportunity	to	strengthen	bonds	by	validating	prospect	pain.Need-payoff	–	Need-payoff	questions	focus
on	understanding	the	urgency	and	impact	of	solving	the	problem.	Here,	you’re	trying	to	figure	out	if	solving	the	problem	is	a	priority—and	if	so,	quantifying	the	impact	of	that	solution.Once	you’ve	asked,	answered,	and	addressed	all	these	questions,	it’s	time	to	move	in	for	the	close.SPIN	selling	stagesAccording	to	Rackham,	sellers	tend	to	work
through	the	same	general	steps	as	they	move	from	discovery	to	close.	Here’s	a	look	at	how	those	stages	are	defined	within	the	SPIN	methodology:Opening​The	opening	stage	is	all	about	building	rapport	and	establishing	trust.	You’re	trying	to	make	a	good	first	impression	while	at	the	same	time	gathering	the	details	you	need	to	flesh	out	a	picture	of
your	prospect’s	current	situation.	Investigating​Once	you	have	a	clear	sense	of	your	prospect’s	situation,	you’ll	want	to	transition	into	“investigation	mode.”	Here,	your	job	is	to	dig	deeper,	asking	probing	questions	that	help	you	understand	the	opportunities,	challenges,	and	the	“why”	behind	the	prospect’s	problems.It’s	important	to	avoid	making
assumptions	or	pushing	a	solution	too	soon.	Instead,	you’ll	want	to	guide	the	prospect	toward	the	information	that	enables	them	to	identify	and	diagnose	their	own	problems.		Demonstrating	capability​The	“demonstrating	capability”	stage	is	where	you	introduce	the	product	or	service	you’re	offering.	According	to	Rackham,	there	are	a	few	ways	you
might	approach	this.	You	can	focus	on	features,	advantages,	or	benefits.	Features	describe	the	product’s	capabilities.	For	example,	if	you’re	selling	a	laptop,	features	include	things	like	RAM	or	connection	ports.	Essentially,	things	you	might	find	on	a	spec	sheet.	Advantages	explain	why	someone	might	choose	your	solution	over	some	other
option.Finally,	benefits	represent	the	impact	a	product’s	features	and	advantages	deliver	to	the	user.	With	the	laptop	example,	you	might	highlight	the	positive	outcomes	that	purchase	might	have	on	the	buyer’s	productivity	or	quality	of	work.	Obtaining	commitmentThe	fourth	and	final	stage	is	obtaining	commitment.	At	this	point,	your	goal	is
convincing	the	buyer	to	take	the	next	step.That	might	mean	convincing	them	to	loop	in	other	decision-makers,	book	a	demo,	or	go	ahead	and	sign	the	contract.	This	stage	might	span	multiple	meetings	and	phases.	In	many	cases,	it’s	where	reps	encounter	the	most	objections.SPIN	Selling	questionsNow	that	we’ve	gone	over	the	SPIN	question	types
and	their	corresponding	stages,	let's	look	at	the	questions	you	can	use	through	each	stage	of	the	SPIN	process:1.	Situation	(Opening	stage)Tell	me	about	your	company.What	do	you	sell?Who	is	your	target	audience?What	does	your	average	day	look	like?Can	you	tell	me	about	your	current	processes?What	tools/solutions	are	you	currently	using	to
handle	X	problem	or	Y	use	case?	What	made	you	choose	those	solutions	in	the	first	place?Are	they	effective?Who	manages	X	use	case/process?What	resources	are	allocated	to	this	problem/use	case?Who	owns	the	budget?Who	is	in	charge	of	the	strategy	for	X	use	case?	What	are	your	priorities	this	quarter/year?Why	do	those	priorities	matter	to	your
business/customers?2.	Problem	(Investigating	stage)How	important	is	solving	X	problem	to	your	business?Does	your	current	approach	ever	fail?Do	you	think	that	problem	can	be	solved?What	will	it	take	to	get	closer	to	solving	that	problem/pain	point?If	it	were	up	to	you,	what	would	your	approach	to	solving	the	problem	look	like?How	important	is	it
to	you	personally?	What	about	your	team?What	are	your	biggest	day-to-day	challenges?What	barriers	do	you	anticipate	in	making	a	decision?	Implementing	a	solution?	Getting	users	to	embrace	the	change?What	happens	if	you	don’t	solve	this	problem?3.	Implication	(Demonstrating	Capability	stage)How	does	X	problem	impact	your	work?	Would
solving	it	help	your	career?How	does	it	impact	your	team’s	work?How	does	it	impact	your	customers/stakeholders?Has	your	current	solution	ever	caused	your	business	to	miss	critical	milestones/targets?Why?	What	happened?How	much	are	you	spending	on	your	current	solution?	How	many	hours	do	you/your	team	spend	using	that	solution?If	this
problem	didn’t	exist,	how	would	you	use	your	budget/time	differently?What	goals	are	you	unable	to	achieve	because	of	this	problem?How	much	more	could	your	team	achieve	each	week	by	solving	X	problem?If	you	had	more	resources	to	solve	this	problem,	how	would	you	spend	them?4.	Need	Payoff	(Obtaining	Commitment	stage)What	would	solving
this	problem	mean	for	your	business?	How	would	finding	a	solution	help	you	succeed	in	your	role?	How	would	it	help	your	peers,	partners,	and	subordinates?How	would	solving	the	problem	enable	you	to	do	A,	B,	or	C?Would	X	solution	increase	stakeholder	buy-in?Would	Y	tool	help	your	team	do	A,	B,	and	C?Download	our	SPIN	Selling	cheat	sheet	to
share	these	sample	questions	with	your	sales	team.Tips	for	successful	SPIN	sellingHere	are	a	few	things	to	keep	in	mind	while	implementing	SPIN	selling:You’re	not	reading	a	script;	you’re	having	a	conversation​Remember,	SPIN	defines	the	types	of	questions	you	ask,	not	the	content	of	the	questions	themselves.The	SPIN	framework	aims	to	give	you	a
clear	picture	of	what	kinds	of	questions	to	ask	in	order	to	get	the	information	you	need	to	move	the	deal	forward.	It’s	smart	to	prepare	a	list	of	questions	ahead	of	each	meeting,	but	make	sure	you	give	the	prospect	room	to	take	the	conversation	in	a	different	direction.Don’t	go	crazy	with	the	questions​Building	on	our	last	point,	asking	questions	is
important,	but	listening	will	get	you	even	further.	Jamming	as	many	questions	as	possible	into	each	call	is	a	missed	opportunity	to	get	to	know	buyers	and	uncover	the	root	cause	and	the	impact	of	their	pain.You’re	better	off	preparing	fewer	questions	for	each	call	—	that	way,	prospects	have	more	time	to	talk	about	their	experience	—	and	you	have
more	opportunities	to	ask	the	probing	questions	that	surface	the	kinds	of	insights	that	win	deals.Keep	questions	open-ended​Open-ended	questions	give	prospects	a	chance	to	serve	up	in-depth	information	and	unexpected	insights	that	reveal	more	about	their	situation	than	any	yes	or	no	question.	​Final	thoughtsAfter	30+	years	in	the	game,	SPIN
Selling	remains	a	powerful	framework	for	navigating	complex	B2B	deals.The	methodology	helps	sellers	focus	on	what	information	is	most	important	at	the	moment,	allowing	them	to	build	trust	and	nurture	relationships	without	overwhelming	the	buyer.	At	the	same	time,	SPIN	isn’t	a	standalone	methodology.	It	is,	however,	an	excellent	foundation	for
a	collaborative,	consultative	strategy	that	puts	buyers	first.	When	you	start	a	sale,	what	are	you	trying	to	do?	If	your	answer	is	“sell	a	product,”	we	have	unfortunate	news	for	you—you’re	approaching	it	the	wrong	way.	Neil	Rackham,	the	founder	of	the	Huthwaite	Research	Group	and	author	of	SPIN	Selling,	puts	it	best:	“The	objective	is	not	to	close	a
sale,	but	to	open	a	relationship.”	And	he’s	absolutely	right.	Except	for	a	few	household	brand	names,	no	product	is	ever	going	to	sell	itself	based	on	features	alone.	Instead,	you	need	to	develop	a	relationship	with	a	prospect	and	work	together	to	find	solutions	to	their	problems.	B2B	sales	teams	in	particular	need	to	pivot	to	more	“consultative”	roles,



learning	as	much	as	they	can	about	their	customers	so	they	can	offer	the	best	solution.	That	starts	with	listening.	Asking	key	questions	is	a	crucial	way	for	a	salesperson	to	assess	a	prospect’s	current	situation,	identify	their	needs,	and	build	rapport	with	them.	But	sometimes,	as	with	a	customer	survey,	it’s	hard	to	know	the	right	questions	to	ask.	One
industry-leading	methodology	is	Rackham’s	SPIN	selling	method.	The	SPIN	sales	model	shows	sales	professionals	how	to	pick	questions	with	the	most	impact.	By	using	SPIN	selling,	you’ll	be	able	to	discover	customer	needs,	uncover	pain	points,	overcome	objections,	and	experience	more	sales	success.In	this	piece:	SPIN	selling	is	a	sales	technique
designed	to	help	sales	reps	close	difficult,	complicated	deals.	The	acronym	SPIN	stands	for	different	types	of	questions:SituationProblemImplicationNeed-payoffSales	reps	have	a	reputation	for	going	on	and	on	about	their	products	or	services	instead	of	listening	to	decision-makers.	The	SPIN	selling	method	flips	this	sales	training	approach	on	its	head.
With	its	carefully	crafted	questions,	the	SPIN	model	is	all	about	actively	listening	to	prospects	during	sales	interactions—you	can	say	goodbye	to	one-sided	conversations.Rackham	introduced	the	methodology	in	his	1988	sales	book,	SPIN	Selling.	He	outlines	a	sales	process	framework	for	developing	and	timing	structured	questions	that	sales	reps
should	ask	in	person	or	on	sales	calls	to	close	more	deals.	He	also	encourages	reps	to	become	trusted	advisors—his	goal	is	to	teach	salespeople	how	to	build	lasting	relationships	with	clients	through	effective,	ethical	selling.SPIN	Selling	has	remained	a	best-seller	since	its	publication,	and	the	namesake	technique	is	one	of	the	most	popular	sales
methodologies	still	used	today.To	discover	what	made	top	salespeople	so	successful,	Rackham	and	his	team	at	Huthwaite	studied	more	than	35,000	sales	calls	over	several	years.	They	found	that	there	are	four	types	of	strategic	questions	you	should	ask	to	boost	sales.Situation	questionsProblem	questionsImplication	questionsNeed-payoff
questionsEach	type	of	question	carries	out	a	particular	function	of	the	sales	process.	The	SPIN	selling	questions	are	meant	to	build	on	each	other	so	reps	can	reach	the	ultimate	goal:	winning	the	sale.Here	are	34	SPIN	question	examples	(broken	down	by	stage)	that	you	can	use	in	your	next	sales	call.Situation	questions	help	reps	learn	more	about
each	prospect’s	current	state.	They’re	asked	during	the	opening	stage	of	a	sale.	During	this	stage,	situation	questions	gather	any	information	you	need	to	help	you	address	and	overcome	future	objections.	Just	make	sure	you	avoid	asking	basic	questions	that	you	can	quickly	answer	through	research.1.	How	do	you	currently	do	[insert	process]?2.	Why
does	your	company	take	this	approach?3.	What	is	your	budget	for	[insert	process]?4.	How	important	to	your	organization	is	[insert	process]?5.	What	tools	do	you	use	to	support	[insert	process]?6.	Who	does	[insert	process]	the	most?	What	do	they	need?7.	How	often	do	you	have	to	do	[insert	process]?8.	How	much	[insert	resource]	do	you	typically	use
in	a	given	day/week/month?Problem	questions	probe	prospects’	frustrations	and	pain	points.	These	types	of	questions	are	asked	during	the	investigating	stage.	Once	you	reach	this	second	stage,	it’s	time	to	ask	detailed	questions	and	learn	about	the	prospect’s	goals	and	roadblocks.	This	conversation	should	help	the	prospect	realize	current	and	future
issues	that	your	product	or	service	could	help	solve.9.	How	cost-prohibitive	is	it	to	do	[insert	process]?10.	Are	you	satisfied	with	your	processes	for	[insert	operation]?11.	Do	these	processes	ever	fail?12.	How	time-consuming	is	it	to	do	[insert	process]?13.	Have	you	ever	run	out	of	[insert	resource]?14.	Have	you	ever	been	unable	to	access	[insert
resource]?15.	Has	a	previous	interruption	in	[insert	process	or	operation]	cost	you	resources?16.	Has	the	cost	of	[insert	process	or	resource]	ever	kept	you	from	[insert	operation]?17.	Who	is	responsible	for	handling	issues	that	arise	with	[insert	process	or	operation]?	How	does	it	impact	their	workload?18.	What’s	the	biggest	challenge	your
organization	faces	with	[insert	process	or	operation]?19.	What	are	the	disadvantages	of	your	current	processes	for	[insert	operation]?Implication	questions	allow	prospects	to	voice	their	frustrations	with	the	problems	they	mentioned	in	the	previous	stage.	Ask	these	questions	when	you’re	ready	to	demonstrate	the	value	of	your	product	or	service	and
how	it	can	solve	those	issues.According	to	Rackham,	prospects	find	SPIN	implication	questions	to	be	the	most	stimulating	and	thought-provoking.	When	you	get	to	this	point,	Rackham	states	that	you	“start	to	uncover	things	where	you	[the	rep]	may	be	able	to	offer	a	lot	more	value.”	He	explains	that	these	questions	enable	sales	and	support	teams	to
craft	“richer	and	better	solutions”	for	potential	customers.Push	prospects	toward	making	a	purchase	by	asking	these	questions:20.	What	resources	does	it	cost	to	do	[insert	process]	this	way?21.	If	you	had	more	resources,	what	could	you	accomplish?22.	How	would	you	use	more	funds	(be	as	specific	as	you	can)	each	quarter?23.	How	is	your	issue
with	[insert	process	or	resource]	impacting	your	team?24.	Does	[insert	process]	ever	keep	you	from	reaching	your	business	goals?25.	If	you	weren’t	experiencing	your	problem	with	[insert	process	or	resource],	would	it	be	easier	for	you	to	reach	your	goals?26.	If	[insert	process	or	operation]	didn’t	ever	occur,	what	would	happen?27.	Have	you	had	this
problem	with	[insert	process	or	resource]	in	the	past?28.	Where	do	you	find	you	have	the	most	bottlenecks	with	[insert	process	or	resource]?29.	Are	there	any	hidden	costs	for	training,	equipment,	etc.	associated	with	[insert	process	or	resource]?Need-payoff	questions	ask	buyers	how	important	or	urgent	it	is	for	them	to	solve	their	problem	and	what
the	benefits	would	be.	This	is	a	closing	tactic	used	in	the	final	phase	of	the	sale.	When	you	arrive	at	this	stage,	ask	SPIN	need-payoff	questions	to	encourage	the	prospect	to	communicate	the	usefulness	of	your	product	or	service	in	their	own	words.	If	you’re	successful,	these	questions	will	help	the	prospect	realize	your	company’s	value,	and	they’ll
convert.30.	Would	doing	[insert	process]	make	it	easier	to	reach	your	business	goals?31.	Would	you	find	it	valuable	to	do	[insert	process]?32.	Do	you	think	that	resolving	your	issue	with	[insert	process	or	resource]	would	help	your	organization?33.	Why	is	being	able	to	do	[insert	process	or	operation]	important	to	your	organization?34.	How	do	you
think	a	solution	for	[insert	process	or	resource]	would	help	your	team?A	good	sales	process	is	the	foundation	of	any	successful	sales	organization.	Learn	how	to	improve	your	sales	process	and	close	more	deals.According	to	Rackham,	there	are	four	basic	stages	to	every	sale:OpeningInvestigatingDemonstrating	capabilityObtaining	commitmentThe
SPIN	selling	stages	build	off	one	another	and	correspond	to	a	category	of	SPIN	questions.	The	stages	could	all	happen	during	one	sales	call	or	over	several	months	of	interactions—it	just	depends	on	the	customer	and	the	process.	In	the	beginning,	don’t	push	your	productFocus	on	building	a	sincere	relationshipGather	as	much	information	as	you
canAsk	questions	and	show	interest	in	your	leadsAt	the	beginning	of	the	SPIN	selling	process,	you	shouldn’t	push	your	products	or	services	on	leads.	Instead,	focus	on	gradually	building	a	sincere	relationship.	Gather	as	much	information	as	you	can	about	them—their	role,	their	frustrations,	and	so	on.CRM	software	helps	with	this	learning	phase	and
improves	the	quality	of	sales	relationships	by	making	it	easy	to	manage	customer	information	and	track	interactions.Let’s	say	you	sell	time-tracking	software,	and	you	meet	a	brand-new	lead.	At	this	point,	don’t	begin	by	telling	them	how	much	more	productive	your	software	can	make	their	team.	Instead,	collect	information	by	asking	high-level
questions	such	as:Who’s	responsible	for	tracking	time?How	does	your	team	currently	track	time?Why	did	you	choose	to	track	time	that	way?By	showing	interest	in	your	customers	as	people—rather	than	just	viewing	them	as	a	source	of	revenue	for	your	company—you’re	more	likely	to	build	trusting	relationships.	Find	out	what’s	frustrated	leads	in	the
pastInvestigate	pain	points	to	build	trust	and	credibilityReassure	leads	that	you	have	their	best	interests	in	mindOvercome	objectionsIn	the	previous	SPIN	selling	stage,	you	established	a	genuine	relationship	with	the	prospect.	In	the	investigating	stage,	you’ll	go	even	further	by	asking	questions	to	uncover	information	about	the	prospect’s	problems
(which	your	product	or	service	may	be	able	to	solve).	By	digging	into	customer	needs	and	challenges,	you’ll	be	able	to	establish	yourself	as	knowledgeable	and	trustworthy.To	continue	our	time-tracking	software	example,	a	sales	rep	should	narrow	in	on	pain	points	by	asking	the	following	questions	in	stage	2:What	issues	do	you	have	with	your	current
processes	for	time-tracking?How	time-consuming	or	cost-prohibitive	is	it	for	your	team	to	track	their	time	accurately?Has	your	current	time-tracking	process	ever	failed?What	are	the	biggest	challenges	your	company	faces	with	tracking	time?Understand	what’s	frustrating	leads,	and	you’ll	be	prepared	to	explain	why	your	product	or	service	will
eliminate	those	roadblocks.	Tie	your	solution	to	the	prospect’s	problemDemonstrate	value	and	capabilityShowcase	featuresProvide	product	demosYou’ve	established	rapport	and	built	a	solid	relationship	with	your	prospect,	so	they’re	likely	ready	to	listen	to	how	your	products	or	services	can	solve	their	problems.	In	your	sales	presentation,	walk	them
through	the	features	and	explain	how	those	features	can	benefit	their	company.Say,	for	example,	the	prospect	mentioned	their	company	has	a	distributed	workforce.	You	might	highlight	that	your	time-tracking	software	is	cloud-based,	allowing	users	to	access	their	data	from	any	device,	no	matter	where	they’re	located.	Obtain	commitment	and
receive	paymentHandle	the	paperworkThank	the	new	customerCelebrate!At	this	stage,	the	sales	rep	successfully	converts	the	prospect	into	a	paying	customer.	The	buyer	will	select	the	product	or	service	that	best	meets	their	needs	and	provide	billing	information.This	is	also	the	stage	where	the	sales	team	should	reflect	on	what	went	well	and	what
didn’t—use	each	customer	journey	as	a	learning	experience	to	optimize	future	deals.	Once	this	stage	is	complete,	you	can	celebrate	a	job	well	done.Sales	operations	have	never	existed	in	a	vacuum.	The	market	changes	every	year	due	to	the	financial,	societal,	and	technological	advancements	and	disruptions	in	the	world.	SPIN	selling	is	a	great	tool,
but	if	you	want	to	use	it	to	increase	sales,	you’ll	need	to	make	sure	you’re	following	the	most	up-to-date	best	practices.	The	first	two	stages	of	SPIN	selling	focus	on	discovering	your	prospects’	pain	points,	but	you	may	already	know	those	answers	thanks	to	customer	experience	research.	Rather	than	throwing	out	SPIN,	concentrate	on	the	third	and
fourth	stages.	Use	what	you	already	know	about	your	prospects	to	inform	your	strategies	for	the	second	half	of	your	SPIN	cycle.SPIN	might	be	all	about	building	relationships	with	your	prospects,	but	that	doesn’t	mean	you	can’t	leverage	technology.	You	can	always	use	sales	chats	to	get	to	know	your	prospects	before	you	dive	into	the	meat	of	the
conversation.	You	can	also	utilize	sales	reporting	software	to	track	your	success	through	your	sales	volume	and	quota.	The	sales	industry	is	like	the	Wild	West,	so	no	matter	what	sales	strategy	you’re	following,	don’t	forget	to	use	all	the	tools	in	your	arsenal	to	back	it	up.	In	the	SPIN	selling	model,	stage	four	ends	with	a	closed	deal	and	a	bottle	of
champagne.	But	that	isn’t	always	what	happens	in	the	real	world.	Your	prospects	aren’t	just	divided	into	“purchased”	and	“not	purchased”—there	are	other	classifications.	That’s	why	we	recommend	adding	the	secret	fifth	stage	to	SPIN	selling:	analysis.	Per	Rackham,	there	are	four	outcomes	for	a	SPIN	sale:	Advance:	The	prospect	does	not	make	a
purchase	but	wants	to	move	forward.Continuation:	The	prospect	does	not	buy	but	requires	you	to	continue	reaching	out	in	the	future.Order:	The	prospect	purchases	the	product	or	service.No-sale:	The	prospect	outright	declines	the	purchase.The	last	two	outcomes	are	very	straightforward,	but	the	first	two	necessitate	some	clever	thinking.	If	you’re	in
the	fourth	SPIN	stage	and	a	prospect	isn’t	ready	to	buy	but	still	wants	to	move	forward,	you	must	know	your	next	move.	Do	you	schedule	a	demo?	Do	you	set	up	a	meeting	for	a	month	from	now	to	give	them	time?	Similarly,	if	they	don’t	purchase	but	also	don’t	say	no,	where	does	that	leave	you?	Do	you	need	to	revisit	pain	points?	Do	you	need	to	talk	to
someone	else	in	the	company?	Creating	different	strategies	to	address	certain	situations	is	key	in	refining	your	SPIN	selling	system	and	acquiring	more	customers.	Like	any	other	highly	specific	sales	strategy,	SPIN	selling	requires	unique	sales	skills	and	sales	training.	This	type	of	training	is	so	specialized	that	it’s	offered	through	SPIN-sales-focused
organizations,	such	as	Huthwaite	International.	The	training	features	interactive	activities	through	different	parts	of	the	customer	journey	that	hone	your	reps’	sales	personalities.	While	SPIN	selling	does	involve	many	of	the	questions	we	covered	in	previous	sections,	it’s	also	about	making	quick	decisions	on	the	fly	and	having	the	confidence	to
navigate	tricky	conversations.Some	abilities	covered	in	SPIN	selling	training	include:	Recognizing	when	you	need	to	shift	tacticsAnalyzing	why	sales	went	wrong	and	how	to	make	future	improvementsBuilding	confidence	in	yourself	and	your	sales	team/co-workersStarting	conversations	with	clients	who	haven’t	expressed	explicit	interestIncorporating
SPIN	techniques	across	sales	channelsIf	your	company	is	new	to	SPIN	selling,	you	might	need	to	change	some	of	your	sales	plans	to	accommodate	these	new	methods.	Keep	an	open	mind	and	be	willing	to	try	different	approaches	to	the	sales	journey.	The	most	important	part	of	SPIN	selling	is	keeping	track	of	customer	details.	The	easiest	way	to	do
that?	With	a	robust,	flexible	sales	CRM	like	Zendesk	Sell.	Zendesk	Sell	lets	you	integrate	SPIN	questions	into	future	sales	calls	so	you	can	build	deeper	connections	with	leads	and	move	them	through	your	pipeline.	You	can	use	Sell	to	track	prospect	preferences,	timing,	and	qualifications.	You	can	also	set	up	automated	outreach	to	ensure	your	perfect
SPIN	timeline	isn’t	thrown	off	by	a	busy	week.	Request	a	demo	of	Zendesk	Sell	today,	and	let	us	keep	you	organized	while	you	SPIN	into	the	future.	SPIN	selling	is	a	sales	methodology	that	focuses	on	uncovering	a	prospect's	main	challenges	through	questions.	Once	a	salesperson	fully	understands	what	the	prospect	is	experiencing,	they	can	position
their	product	or	service	as	the	solution.The	SPIN	selling	framework	was	put	together	by	Neil	Rackham	in	his	1988	book	SPIN	Selling.	The	SPIN	selling	process	revolutionized	the	way	many	people	think	about	sales.	Rather	than	leading	with	the	product,	a	sales	pitch	should	be	about	finding	out	the	pain	and	problems	each	prospect	faces.SourceSPIN
stands	for	Situation,	Problem,	Implication,	and	Need-payoff.How	does	SPIN	selling	work?SPIN	selling	requires	salespeople	to	clearly	understand	their	prospect's	background	and	challenges.	This	approach	is	especially	effective	for	building	meaningful	relationships	with	prospects	because	salespeople	become	trusted	resources	who	help	prospects
uncover	major	issues	and	solve	problems	together.	Due	to	the	lengthy	process	of	establishing	a	background,	SPIN	selling	works	best	in	a	complex	selling	environment.	This	often	refers	to	deals	with	high	dollar	amounts,	a	lengthy	sales	cycle,	and/or	a	sophisticated	product	with	a	high	learning	curve.For	example,	a	salesperson	selling	a	cable	TV
package	doesn't	need	to	spend	20	minutes	getting	to	know	you.	A	commercial	real	estate	agent	who's	helping	someone	find	a	30,000-square-foot	office	space,	however,	should	learn	everything	they	can	about	their	prospective	buyer.Benefits	of	SPIN	sellingDespite	being	around	for	more	than	35	years,	the	SPIN	selling	method	is	still	popular	and
effective	today.	Here	are	a	few	reasons	why:It	focuses	on	the	prospect.	Top	sales	performers	consistently	engage	with	their	prospects	more	on	calls.	In	fact,	there	are	54%	more	"conversation	switches"	per	call	between	prospects	and	sellers	with	top	performers	than	with	lower	performers.	The	SPIN	selling	method	relies	on	this	back-and-forth.It
builds	genuine	relationships.	Rather	than	following	a	script	or	rigid	set	of	questions,	the	SPIN	selling	methodology	allows	salespeople	the	flexibility	to	ask	the	questions	they	feel	they	need	to.	This	helps	prospects	feel	part	of	the	conversation	rather	than	being	backed	into	a	corner.It	works	with	other	sales	models.	The	SPIN	model	is	actually	a	fairly
basic	framework,	making	it	easy	to	build	upon.	For	example,	a	team	could	start	training	their	team	on	SPIN	and	then	graduate	to	gap	selling	once	they're	ready.	Gap	selling	requires	sales	teams	to	understand	the	prospect's	current	and	future	states.The	four	types	of	SPIN	sales	questionsRackham,	the	author	of	SPIN	Selling,	lays	out	a	sequence	of
four	different	types	of	questions	sellers	should	ask.	While	flexibility	is	important	in	the	conversation,	he	suggests	asking	questions	that	fall	into	these	four	categories	in	a	specific	order.1.	Situation	questionsWhen	starting	out	on	a	sales	call,	begin	by	finding	out	the	hard	data	about	the	company's	current	state.	Later,	you'll	get	into	specific	pain	points,
but	for	now,	stick	to	gathering	as	much	useful	information	as	you	can.Also,	much	of	this	information	can	be	gathered	by	a	form,	a	pre-call	survey,	or	even	an	initial	phone	call	done	by	a	junior	sales	rep.Examples	include:"What	does	the	sales	process	look	like	at	your	company?""What	is	your	marketing	budget?"	"What	tools	are	you	currently	using	for
this?"2.	Problem	questionsAfter	you've	collected	the	necessary	background	information,	you'll	have	built	some	rapport.	They'll	hopefully	feel	comfortable	enough	to	share	the	cracks	in	the	company's	foundation.At	this	point,	you're	also	still	mostly	dealing	with	data	and	processes	(we'll	get	to	emotions	in	the	next	step).	It's	time	to	find	out	where	things
are	breaking	down,	as	well	as	where	the	company's	leadership	thinks	they	should	be.Examples	include:"How	much	does	it	cost	to	use	your	current	tool?""What	is	the	biggest	challenge	your	organization	faces	with	[XYZ	problem	that	your	product	solves]?""What	isn't	working	about	your	current	process?""How	many	leads	do	you	think	your	company
should	be	generating	based	on	your	spend?"3.	Implication	questionsThis	is	the	step	where	a	skilled	salesperson	will	begin	to	uncover	larger	frustrations,	perhaps	ones	the	prospect	didn't	even	know	they	had.	These	questions	are	a	mix	of	finding	out	exactly	the	toll	the	issue	is	taking	on	the	prospect,	as	well	as	beginning	to	place	themselves	in	a	frame
of	mind	to	imagine	what	it	would	be	like	not	to	have	these	problems.Real	rapport	must	be	in	place	for	these	questions	to	work	well.	It's	also	a	place	where	a	prospect	needs	to	think	deeply	and	be	honest,	so	a	preexisting	relationship	is	paramount.Examples	include:"How	does	the	organization	as	a	whole	feel	about	the	persistent	[problem/previously
expressed	pain	point]?""Does	the	[problem]	you're	experiencing	impact	your	ability	to	reach	your	goals?	How?""Tell	me	more	about	that."	(This	is	the	secret	weapon	when	you	think	there's	more	to	uncover.)4.	Need-payoff	questionsNeed-payoff	questions	are	all	about	getting	the	prospect	to	explain	the	urgency	of	the	issue	and	the	need	for	a	better
solution	in	their	own	words.	This	is	a	powerful	closing	technique	that	is	set	up	by	the	previous	three	types	of	questions.Examples	include:"How	valuable	would	it	be	to	your	company	if	you	had	[solution	(ex.	an	extra	100	qualified	leads	per	month)]?""Do	you	think	that	streamlining	[XYZ]	process	would	help	your	organization?""What	would	change	if	you
didn't	have	to	worry	about	[XYZ]?"Stages	of	SPIN	sellingAs	laid	out	in	SPIN	Selling,	salespeople	will	generally	follow	four	basic	steps	to	each	call.	Each	step	incorporates	the	SPIN	selling	questions	we	laid	out	above.1.	OpeningSPIN	selling	incorporates	a	more	casual	approach	to	starting	a	sales	call	than	other	methodologies.	Since	your	main	goal	is	to
build	rapport,	it's	okay	to	start	by	just	getting	to	know	the	person.	Time	is	often	less	of	a	concern	here	because	most	companies	using	SPIN	selling	strategies	expect	a	longer	sales	cycle	anyway.This	could	be	as	simple	as	asking	how	their	week's	going	or	about	their	family,	friends,	or	weekend	plans.	From	there,	keep	it	feeling	like	a	relaxed
conversation	as	you	move	into	asking	your	situation	questions.2.	InvestigatingOnce	you	understand	what's	currently	happening	with	your	prospect	and	their	company,	it's	time	to	really	dive	in.	At	this	point,	you'll	start	asking	the	problem	and	implication	questions.	Remember,	we	want	the	prospect	to	use	their	own	words	to	reach	the	right
conclusions.	You	should	be	there	as	a	trusted	advisor	who's	simply	guiding	them	to	find	the	right	answers.	A	skilled	salesperson	won't	come	across	as	pushy	or	as	if	they're	trying	to	back	the	prospect	into	a	corner.3.	Demonstrating	capabilityNow	it's	time	to	show	that	you	really	do	have	what	they	need.	You'll	begin	talking	about	the	product,	but	in	a
way	that	positions	the	features	and	benefits	as	a	solution	to	their	problem.For	example,	if	the	prospect	is	clearly	frustrated	with	their	customers	leaving,	press	on	that	pain	point.	For	example,	"You've	expressed	frustration	about	your	customers	leaving,	and	I	get	that's	a	real	problem.	Our	automated	customer	support	software	has	improved	other
teams'	response	times	without	requiring	agent	intervention.	Can	you	see	how	this	might	help	your	company	retain	more	customers?"	4.	Getting	a	commitmentNever	end	the	call	without	having	a	specific	next	step.	In	some	cases,	it	might	be	the	right	time	to	push	for	the	close,	perhaps	by	using	need-payoff	questions.	Maybe	it	makes	more	sense	at	this
point	to	schedule	a	follow-up	call	with	decision	makers.	Or,	maybe	it's	not	the	right	fit,	and	you	end	the	call	by	agreeing	to	part	ways.SPIN	selling	best	practicesBecause	SPIN	selling	doesn't	follow	a	rigid	script,	mastering	the	strategy	often	takes	time,	training,	and	effort.	Here	are	a	few	best	practices	and	ways	to	improve:Talk	less:	One	mistake	new
sales	reps	make	is	dominating	the	conversation	by	naming	every	possible	benefit.	Especially	in	the	beginning,	ask	questions,	and	then	don't	say	anything	until	they're	done.Practice	one	technique	at	a	time:	It's	too	overwhelming	to	nail	each	part	of	the	sales	call	at	first.	Perhaps	work	on	your	situation	questions	until	you've	mastered	them,	and	then
move	on.Roleplay	with	other	team	members:	While	some	companies	focus	on	having	reps	on	the	phone	as	many	hours	as	possible,	don't	overlook	the	benefits	of	having	specific	times	set	aside	for	training	—	even	if	it's	time-intensive.Ask	open-ended	questions:	There	are	some	times	during	the	call	when	you	want	a	"yes"	or	a	"no,"	but	not	during
discovery.	Avoid	questions	like	"So,	you're	having	a	problem	with	data	security?"	Rather,	ask	a	question	like	"Can	you	tell	me	more	about	the	issues	you're	having	with	data	security?"Keep	learning	and	researching:	A	one-time	training	isn't	going	to	do	it.	Perhaps	you	can	purchase	copies	of	SPIN	Selling	for	every	member	of	your	team.	Or,	join	virtual
SPIN	train	sessions	with	the	company	Neil	Rackham	founded,	Huthwaite	International.Track	lead	data	for	SPIN	sales	teams	with	StreakSPIN	selling	is	wholly	dependent	on	the	relationships	that	you're	able	to	build.	Sales	reps	should	never	go	into	a	sales	call	without	having	data	to	work	with	—	especially	if	it's	a	second	or	third	call.	Every	sales	team
(especially	ones	using	SPIN	sales	techniques)	needs	a	way	to	keep	their	leads	and	contacts	organized.	Streak	can	convert	any	seller's	Gmail	inbox	into	a	customer	relationship	management	tool	that	organizes	all	of	your	lead	data.	Each	contact	has	a	dedicated	page	that	displays	their	interaction	history	with	your	whole	team	in	one	centralized
location.Request	a	free	14-day	trial	of	Streak	and	see	for	yourself	how	better	data	organization	could	make	your	sales	calls	so	much	smoother.	​	Huthwaite	International,	as	you	might	know,	is	the	home	of	SPIN	Selling,	the	sales	methodology	that	gives	customer-facing	teams	the	ability	to	engage	in	meaningful	conversations	that	successfully	uncover
customer	needs	and	build	value	for	a	company’s	product	or	service.	Central	to	our	research-based	methodology	are	four	types	of	questions:	Situation,	Problem,	Implication	and	Need-Payoff	questions.	These	questions	aren’t	just	tools	for	extracting	information,	but	strategic	techniques	for	guiding	conversations	towards	identifying	and	addressing	a
customer’s	underlying	needs.	Huthwaite’s	trainers	have	honed	the	art	of	using	SPIN	Selling	questions	to	facilitate	meaningful	dialogues	that	have	been	proven	to	improve	the	number	of	successful	sales.	This	article	delves	into	the	power	of	SPIN	Selling	questions	and	gives	you	some	great	examples	to	consider	when	preparing	for	a	sales	call.	But	it’s
worth	noting	that	these	questions	are	simply	a	base.	To	truly	understand	how	SPIN	works,	and	to	really	benefit	from	those	“aha”	moments,	organisations	need	the	support	of	Huthwaite’s	experts	within	a	SPIN	Selling	training	programme.	This	will	significantly	improve	a	sales	team’s	chance	of	changing	behaviour,	and	ultimately,	improve	sales	results.
Situation	questions	After	the	initial	meeting	preliminaries,	the	first	thing	you	need	to	establish	is	the	current	situation	and	background	information	for	the	prospective	client,	and	you	do	this	by	asking	Situation	questions.	These	questions	allow	you	to	gain	further	understanding	of	their	organisation	and	their	employees,	as	well	as	laying	the
groundwork	for	finding	out	their	problems	and	needs.	It’s	important	to	note	that	Situation	questions,	while	useful,	should	be	limited.	Huthwaite’s	research	shows	that	successful	sellers	limited	their	Situation	questions,	but	when	they	did	ask	them,	they	were	more	focused.	While	situation	questions	can	feel	safe	for	the	seller,	the	buyer	may	become
bored,	or	even	feel	as	though	they’re	being	interrogated.	There’s	no	point	in	asking	a	question	that	doesn’t	have	a	purpose.	Think	about	what	information	you	need	to	progress	the	sale,	instead	of	getting	the	customer	to	answer	things	you	could	easily	find	with	minimal	research.	This	is	your	opportunity	to	confirm	things	you	discovered	during	your
research	and	to	delve	deeper	into	their	world	so	you	can	plan	your	other	questions	before	moving	on.	Here	are	a	few	example	Situation	questions:	Can	you	tell	me	about	your	current	workflow	and	processes?	What	tools	or	solutions	are	you	currently	using	to	address	this	challenge?	Am	I	right	in	saying	that	you	have	a	new	product	launching	later	this
year?	How	many	people	are	there	in	your	department?	How	is	the	maintenance	budget	allocated?	Master	the	art	of	SPIN	selling	and	seamlessly	incorporate	SPIN	selling	questions	into	your	daily	practice.	Explore	practical	insights	in	'SPIN	Selling:	A	Complete	Guide	to	Sales	Success'	to	elevate	your	sales	expertise.	Problem	questions	In	order	to
understand	the	importance	of	Problem	questions,	you	need	to	understand	the	difference	between	an	implied	need	and	an	explicit	need.	An	implied	need	is	a	problem	or	dissatisfaction.	An	explicit	need	is	a	want	or	desire.	Problem	questions	give	you	the	opportunity	to	find	out	the	clients	implied	needs,	which	you’ll	be	able	to	explore	a	little	more	as	you
progress	through	the	sale.	However,	it’s	important	to	note,	people	will	live	with	problems.	Just	because	a	potential	customer	tells	you	about	a	problem	they’re	having,	it	doesn’t	mean	they’ll	be	ready	to	accept	your	solution.	This	implied	need	should	be	nurtured	through	your	questions	and	eventually	it’ll	be	turned	into	an	explicit	need	that	your
solution	can	solve	–	but	more	on	this	later.	Organisations	need	to	make	decisions	all	the	time	about	which	problems	are	worth	solving	and	which	are	so	important	and/or	urgent	that	action	cannot	be	delayed.	Good	problem	questions	are	the	start	of	that	analysis,	not	the	end.	Here	are	some	examples	of	Problem	questions	you	could	ask:	What
difficulties	have	you	encountered	with	your	current	approach?	Are	you	happy	with	the	speed	of	the	existing	process?		How	does	the	current	situation	hinder	your	ability	to	achieve	your	goals?	How	satisfied	are	you	with	your	current	equipment/software/product?	How	often	do	operational	problems	occur?	Who	experiences	this	problem?	How
concerned	are	you	about	[potential	problem]?	Are	you	satisfied	with	the	level	of	customer	support	you’re	currently	receiving?	Is	it	worrying	to	have	such	a	high	employee	turnover?	How	happy	are	you	with	the	current	processes?	Learn	how	and	why	SPIN	Selling	works.	Download	the	whitepaper	now.	Implication	questions	Once	you’ve	uncovered	your
customer’s	implied	needs,	you	can	develop	them	by	asking	further	questions	to	highlight	the	importance	of	not	fixing	the	problem.	These	questions,	called	Implication	questions,	are	used	to	highlight	the	implications	of	not	making	a	change,	as	they	focus	on	the	effects	and	consequences	of	a	customer’s	problems.	These	are	problems	that	the	customer
may	have	not	considered,	and	it’s	the	problems	with	the	highest	negative	implications	that	will	push	the	customer	to	find	a	solution.	Sometimes,	implication	questions	also	extend	the	problem	into	other	areas	that	you	can	begin	to	explore.	As	mentioned	earlier,	people	can	live	with	problems.	Implication	questions	help	successful	sellers	to	tip	the	scale
of	the	cost	of	change	in	their	favour	by	making	the	customer	consider	how	not	making	a	change	will	affect	their	business	and	organisation.	Ultimately,	you	want	to	increase	their	motivation	to	find	a	solution	–	your	solution.	Here	are	some	examples	of	Implication	questions:	How	often	do	you	find	X	results	in	problems	with	Y?	Does	that	lead	to
difficulties	with	X?	What	challenges	or	issues	arise	when	[current	problem]	occurs?	How	does	[problem]	impact	your	team's	productivity	or	efficiency?	What	potential	risks	are	associated	with	not	addressing	[problem]?	Could	[problem]	be	affecting	customer	satisfaction	or	loyalty?	In	what	ways	might	[problem]	be	limiting	your	ability	to	expand/grow?
Are	there	any	bottlenecks	or	delays	caused	by	[issue]?	Have	you	considered	the	long-term	effects	of	[problem]	on	your	business	goals?	What	kind	of	missed	opportunities	do	you	think	[issue]	might	be	causing?	Elevate	your	sales	knowledge	with	our	resource	'SPIN	Selling:	A	Complete	Guide	to	Sales	Success'.	Get	additional	info	on	SPIN	selling
questions,	and	a	host	of	transferable	insights	to	help	your	sales	team	thrive.	Need-Payoff	questions	Once	you’ve	established,	understood	and	developed	the	customer’s	needs,	you	can	begin	asking	need-payoff	questions.	Just	as	Implication	questions	extend	implied	needs,	Need-Payoff	questions	uncover	and	extend	their	explicit	needs.	These	questions
begin	to	guide	the	conversation	toward	a	positive	resolution	by	helping	customers	envision	the	benefits	of	implementing	your	proposed	solution.	To	do	this	successfully,	you	choose	a	specific	need	that	your	customer	has	and	explain	how	your	solution	meets	that	need	and	how	it	will	benefit	the	customer,	which	ultimately	increases	their	perception	of
value	for	your	offer	–	and	reduces	customer	objections.	Need-Payoff	questions	are	powerful,	as	they	prompt	the	customer	to	think	about	the	solution,	instead	of	the	problem,	and,	if	asked	correctly,	the	customer	will	begin	to	describe	to	you	the	ways	in	which	your	product	could	benefit	them.	Take	a	look	at	some	Need-Payoff	questions	for	inspiration:
You	mentioned	[problem].	Can	you	imagine	the	time	and	resources	your	team	would	save	if	these	challenges	were	addressed?	We’ve	discussed	[problem].	How	would	resolving	these	issues	contribute	to	achieving	your	strategic	goals?	[Problem]	is	clearly	an	issue	within	your	organisation.	What	positive	outcomes	do	you	anticipate	for	your	team	once
these	challenges	are	overcome?	Could	[desired	outcome]	lead	to	a	competitive	advantage	in	your	industry?	If	[product/service]	could	help	you	achieve	[explicit	need],	how	much	more	efficient	could	your	processes	become?	What	kind	of	impact	do	you	think	[benefit]	would	have	on	your	bottom	line?	Imagine	how	[product/service]	could	enhance
[expressed	business	need].	How	valuable	would	that	be	to	you?	How	might	[product/service]	contribute	to	overcoming	the	challenges	you're	currently	facing	with	[problem]?	If	[product/service]	could	alleviate	[pain	point],	how	would	that	influence	your	customer	satisfaction?	Can	you	envision	how	[product/service	feature]	might	streamline	your
current	workflow?	The	SPIN	model	isn’t	a	rigid	sequence,	it’s	a	framework	that	enables	salespeople	to	truly	understand	and	develop	customer	needs,	allowing	them	to	build	value	for	a	specific	product	or	service	and	helps	to	build	a	persuasive	case	by	providing	effective	solutions	that	meet	those	needs.	These	SPIN	Selling	questions	allow	sales	teams
to	foster	meaningful	conversations	that	drive	successful	sales	–	something	all	salespeople	and	customers	desire!	However,	it	isn’t	simply	a	case	of	taking	these	questions	and	asking	them	sporadically	throughout	sales	calls.	There’s	a	lot	more	to	consider,	and	it’s	something	Huthwaite’s	expert	trainers	can	lead	people	through	in	our	SPIN	Selling
programme.	Huthwaite	experts	give	salespeople	the	guidance	they	need	to	use	this	model	for	their	benefit	(and	their	organisation’s	benefit,	too),	and	teach	them	how	to	have	more	personalised	and	effective	sales	conversations	by	using	our	research-backed	SPIN	methodology.	"Our	collaboration	with	Huthwaite	has	been	instrumental	in	upskilling	and
empowering	over	100	of	our	colleagues	globally.	It	has	provided	us	with	a	robust	framework	to	engage	with	our	clients	more	effectively,	fostering	a	consultative	approach	that's	results	driven.	As	we	look	to	the	future,	we	are	excited	about	the	integration	of	SPIN®	with	generative	AI	and	the	potential	it	holds	for	revolutionising	the	sales	landscape."	–
Myles	Davidson,	Head	of	Sales,	Zühlke	Consumer	behaviors	are	constantly	evolving,	meaning	preparing	sales	teams	for	the	future	of	selling	is	more	crucial	than	ever.	To	ensure	sales	teams	continue	to	understand	pain	points	and	sell	value	to	their	prospects,	the	SPIN	selling	methodology	was	created	in	1988	after	years	of	research,	with	the	goal	of
uncovering	the	burning	question,	"What	sets	the	best	salespeople	apart	from	the	pack?"		It	has	ever	since	been	a	valuable	approach	to	selling	value	for	sales	reps	globally.	So	what	exactly	is	the	SPIN	sales	model?	How	can	you	make	sure	your	sales	teams	are	informed	about	the	sales	methodologies	that	will	help	them	navigate	through	even	the	most
difficult	customer	conversations	and	close	more	deals?	What's	in	this	article:	What	is	the	SPIN	methodology?	The	4	SPIN	Questions	Every	customer	has	their	own	unique	needs,	ideas,	and	desires.	Every	customer	conversation	is	different	and	requires	sales	reps	to	get	through	the	clutter	to	find	out	what	the	customer's	pain	points	and	needs	are;	that's
where	SPIN	selling	comes	in.	SPIN	is	a	sales	methodology	that	was	created	by	Neil	Rackham	to	help	anticipate	and	navigate	tough,	unique	sales	situations	with	strategic	questions.	Simply	put,	questions	are	the	foundation	of	SPIN	Selling.	It's	a	methodology	that	ensures	only	valuable	and	meaningful	questions	are	posed	during	the	sales	process	by	the
sales	rep.	Not	only	does	every	question	have	a	clear	purpose,	but	the	order	in	which	they	ask	their	questions	is	strategic,	too.	SPIN	stands	for	the	four	stages	of	the	questioning	sequence:			Situation	questions	+	examples	Situation	questions	are	the	first	stage	of	the	SPIN	selling	method.	The	goal	of	these	questions	is	to	establish	the	prospect's	current
situation.	For	example:	"What	tools	do	you	currently	use?"	“How	do	you	currently	do	X	at	your	company?”	"How	much	budget	do	you	have	assigned	to	X?"	"Who	is	in	charge	of	X?"	Problem	questions	+	examples	The	next	questions	in	the	SPIN	model	are	the	problem	questions.	These	questions	are	meant	to	reveal	whether	the	prospect	has	any
dissatisfaction	with	the	current	processes	and	identify	the	potential	pains	they	might	ever	face.	These	SPIN	selling	questions	are	a	great	way	to	highlight	the	various	pain	points	that	your	offering	will	solve	for	the	prospect.	For	example:	"Can	you	imagine	a	better	process?"	"Does	this	process	ever	fail?"	"How	long	does	it	take	your	company	to	do	X?"
"How	much	does	your	organization	spend	annually	on	X?"	Implication	questions	+	examples	This	is	the	implication	step	of	the	SPIN	selling	methodology,	which	takes	the	answers	from	the	problem	questions	and	helps	the	prospect	think	about	the	consequences	or	implications	of	their	problems.	For	example:	"If	you	continue	to	experience	[previously
highlighted	problem/pain	point],	what	impact	do	you	think	it	could	have	on	your	organization's	bottom	line	over	the	next	year?"	"Would	your	customer	be	more	satisfied	if	you	did	X	this	way	instead?"	"How	does	X	impact	your	team's	productivity?"	"Has	this	issue	ever	negatively	impacted	your	KPIs?"	Need	payoff	questions	+	examples	The	final	set	of
questions,	"need	payoff	questions",	aims	to	explore	the	importance	to	the	customer	of	solving	the	problem.	The	goal	here	is	for	the	prospect	to	lead	themselves	to	the	value/solution	(your	offering)	as	opposed	to	directly	pitching	your	offering	to	them	as	a	solution.	This	way,	they	lead	the	path	on	their	own	and	it	avoids	a	typical	sales	conversation.	For
example:	"If	we	could	address	[previously	specified	prospect's	pain	point]	with	our	solution,	how	do	you	think	it	would	improve	your	team's	productivity	and	efficiency?"	"Do	you	think	solving	[problem]	would	significantly	impact	you	in	Y	way?"	What	are	the	4	stages	of	SPIN	selling?	Referring	to	Rackham's	book	"SPIN	Selling",	there	are	four	basic
stages	of	every	sales	cycle,	namely,	opening,	investigating,	demonstrating	capability,	and	obtaining	commitment.	The	order	of	these	four	stages	is	a	critical	point	that	helps	sales	reps	avoid	jumping	straight	to	conclusions	and	assuming	pain	points.	1.	Opening	The	beginning	of	a	sales	conversation	is	an	essential	time	to	set	the	tone	of	trust	and	build
rapport	with	the	prospect.	A	significant	mistake	is	prematurely	jumping	into	the	product's	benefits	or	features	during	the	opening	stage.	Instead,	sales	reps	need	to	seize	this	opportunity	to	be	patient	and	ask	them	how	they	are,	before	leading	into	the	questions	that	will	help	them	gain	insight	into	the	prospect's	current	situation.			2.	Investigation
stage	The	investigation	stage	of	SPIN	selling	is	arguably	the	most	important	step	of	SPIN	selling.	The	goal	here	is	to	ask	the	probing	questions,	let	the	prospect	talk,	and	let	them	essentially	diagnose	their	own	problem.			3.	Demonstrating	capability	Not	until	the	'demonstrating	capability'	step	should	the	sales	rep	introduce	their	solution;	according	to
Rackham,	there	are	three	ways	to	do	this:	Features	This	shows	what	a	product	is	capable	of	doing.	Eg.	a	car	dealer	may	highlight	how	long	an	electric	car's	battery	lasts.	Advantages	This	shows	how	the	features	are	actually	used.	Eg.	"You	don't	need	to	go	to	a	petrol	station	anymore".	Benefits	Benefits	highlight	the	outcomes	as	a	result	of	the
advantages.	Eg.	"You	will	save	time	by	not	needing	to	go	to	the	petrol	station".	4.	Obtain	commitment	The	final	step	of	SPIN	selling,	or	any	sales	process	for	that	matter	is	obtaining	the	prospect's	commitment	to	your	offering,	typically	in	the	form	of	a	purchase	or	agreement	to	move	forward	with	a	solution.	It's	important	to	note	that	this	stage	also
typically	involves	negotiations,	for	instance,	on	terms	and	pricing,	as	well	as	handling	objections.	To	learn	more	about	preparing	sales	teams	to	navigate	confidently	through	handling	objections,	check	out	our	in-depth	article	here.	What	is	SPIN	selling	training?	SPIN	selling	training	is	a	specialized	sales	training	process	based	on	the	SPIN	selling
method,	developed	by	Neil	Rackham	in	his	book	"SPIN	Selling".	Training	for	SPIN	selling	is	designed	to	help	a	sales	team	learn	the	ins	and	outs	of	SPIN	selling	and	help	them	formulate	a	structured	method	to	ask	the	right	questions	to	uncover	a	prospect's	real	needs	and	pain	points	in	order	to	effectively	sell	value	to	them.	SPIN	selling	training	may
be	in	the	form	of	e-learning	courses,	in-person	traditional	sales	workshops,	AI-powered	sales	training	platforms,	etc.	Why	is	SPIN	selling	helpful?	A	study	shows	that	top-closing	professionals	in	B2B	sales	on	average	speak	only	43%	of	the	time,	allowing	prospects	to	speak	57%	of	the	time.	However,	when	sales	reps	don't	have	a	structure	during	their
sales	process	or	aren't	equipped	with	suitable	open-ended	questions,	any	sales	rep	will	have	trouble	building	rapport	and	revealing	a	prospect's	true	pain	points.	How	to	train	SPIN	selling?	There	are	a	few	key	elements	that	differentiate	an	average	SPIN-selling	training	program	from	a	great	one.	Here	are	a	few	key	factors	that	every	SPIN	selling
training	should	absolutely	include:	Interactive	role-plays	Role-play	training	is	one	of	the	most	effective	ways	for	sales	reps	to	practice	navigating	through	sales	conversations	before	talking	with	real	prospects.	The	novelty	of	this	approach	lies	in	the	fact	that	sales	reps	can	practice	asking	questions	and	following	the	SPIN	structure	over	and	over	and
ultimately	build	confidence.	All	too	often,	sales	training	covers	an	extensive	amount	of	theory,	but	reps	never	get	a	chance	to	apply	that	knowledge	before	being	thrown	into	the	playing	field	with	a	real	client.	With	interactive	role-plays,	sales	reps	engage	in	immersive	sales	conversations	to	improve	their	objection-handling	skills,	refine	their
negotiation	skills,	or	perfect	their	closing	techniques,	whenever	they	need	to.		Personalized,	on-demand	feedback	The	benefits	of	personalized	training	are	well-known	-	they	help	learners	resonate	with	the	feedback	and	adapt	due	to	the	fact	that	addresses	specific	areas	where	improvement	is	required.	On	top	of	that,	when	the	feedback	is	delivered	to
the	learner	on-demand,	learners	are	more	receptive	to	it	and	mentally	prepared	to	receive	it.	This	makes	it	more	likely	for	learners	to	take	feedback	on	board	and	show	performance	change.	Virtual	learning	With	continuous	access	to	training	comes	continuous	learning.	When	sales	training	programs	are	virtual,	sales	reps	can	access	them	whenever
they	want,	wherever	they	are.	For	instance,	before	a	sales	call	with	a	new	prospect,	a	sales	rep	may	want	to	practice	their	SPIN	telling	sales	strategy	to	build	on	their	confidence.			AI-powered	SPIN	selling	training	The	use	of	artificial	intelligence	(AI)	in	sales	training,	including	SPIN	selling	training	is	picking	up	rapidly	for	its	extensive	capabilities
that	go	beyond	the	capabilities	of	passive	e-learning	platforms	or	traditional	in-person	sales	training	courses.	Retorio's	AI-powered	sales	training	is	already	helping	organizations	globally,	including	one	of	the	biggest	automotive	manufacturers	in	Germany	to	upskill	their	sales	teams.	Retorio's	AI-powered	training	analyzes	sales	reps'	performance	and
provides	on-demand,	personalized	feedback	on	performance.	Retorio's	Al	analysis	allowed	the	sales	reps	to	practice	their	customer	interactions	and	gain	insights	into	skill	gaps,	as	well	as	receive	tangible	recommendations	for	improvement,	in	a	psychologically	safe	environment.	By	practicing	SPIN	selling,	and	objection	handling,	among	other
scenarios	they'd	likely	face	during	a	sales	call	or	in-person	conversation,	reps	could	practice	navigating	through	the	conversations,	identify	pain	points,	and	seamlessly	integrate	the	perfect	customer-focused	pitch.	So,	ready	to	learn	how	AI	can	be	a	game	changer	in	training	your	sales	professionals?	Want	to	make	sure	every	sales	rep	is	aware	of	the
SPIN	selling	questions	before	entering	a	sales	call?It's	time	to	see	sales	success	today	and	see	what	Retorio's	AI	can	do	for	you	today!	The	best	sales	reps	ask	the	right	questions	at	the	right	time.	These	SPIN	selling	questions	cover	each	stage	of	Neil	Rackham’s	SPIN	selling	framework:	Situation,	Problem,	Implication,	and	Need-Payoff.		Learn	the
proven	SPIN	selling	questions	that	uncover	pain	points,	convey	value,	and	win	bigger	deals.	Sales	questions	for	the	entire	SPIN	selling	methodology	Get	a	full	breakdown	of	the	entire	SPIN	selling	framework	and	the	questions	to	ask	in	each	stage	as	you	guide	prospects	through	the	sales	cycle.	Effective	sales	discoverySales	reps	often	make	the
mistake	of	jumping	into	a	sales	pitch	without	understanding	why	their	prospects	are	looking	to	buy.	Use	these	information-gathering	questions	to	uncover	buying	motivations	and	identify	pain	points.	Data-backed	insightsHow	many	questions	should	you	ask	during	sales	discovery	calls?	How	can	you	draw	out	longer	responses	from	your	prospects?
Find	out	with	these	insights	based	on	data	from	hundreds	of	thousands	of	actual	sales	calls.	How	to	use	these	SPIN	selling	questions	Power	up	your	sales	process	Add	these	SPIN	selling	questions	to	your	sales	playbook	and	focus	your	sales	strategy	around	a	value-based	approach.		Follow	the	frameworkStrategy	is	nothing	without	execution.	SPIN
selling	is	most	effective	when	you	ask	questions	in	the	right	order	—	jumping	into	your	product’s	features	will	only	turn	prospects	away.	Monitor	your	resultsImplement	the	SPIN	selling	method	and	continue	to	refine	your	sales	process	with	concrete	data	on	what	works	and	what	doesn’t.	Get	the	SPIN	selling	questions	&	within	seconds	you’ll	learn
High-impact	sales	questionsPowerful	questions	for	each	stage	of	the	SPIN	selling	framework.	Use	these	questions	to	understand	why	your	prospects	are	looking	to	buy	and	what	their	biggest	challenge	is.	Demonstrate	expertiseThe	language	you	use	can	make	or	break	a	deal.	Learn	how	you	can	phrase	your	questions	to	demonstrate	expertise	and
position	yourself	as	a	trusted	advisor	to	potential	buyers.	How	to	nail	discovery	callsAsking	too	many	questions	can	feel	like	an	interrogation,	but	asking	too	few	can	make	it	difficult	to	uncover	enough	pain	points.	Learn	the	“sweet	spot”	number	of	questions	you	should	ask	per	call.	Drive	urgencyYou’ve	uncovered	pain	points,	but	don’t	stop	there.	Use
these	SPIN	selling	implication	questions	to	intensify	the	problem	and	get	prospects	to	feel	the	potential	consequences	of	not	taking	action.	Pain	pointsIdentify	the	exact	problems	that	your	prospects	are	trying	to	solve,	so	you	can	make	your	sales	pitch	more	impactful	and	win	more	business.	Increase	deal	momentumThe	finish	line	is	in	sight.	Use	these
Need-Payoff	questions	to	keep	the	momentum	going	and	get	your	prospects	sprinting	towards	signing	the	deal.	Triggering	longer	responsesThe	secret	to	closing	more	deals?	Getting	prospects	to	dive	deeper	into	their	problems	and	needs.	Get	the	exact	starter	questions	that	are	proven	to	elicit	longer	responses.	Use	these	to	eliminate	one-sided
conversations.	Fewer	questions,	higher	close	rates?	It’s	true.	According	to	our	data,	asking	fewer	questions	actually	leads	to	higher	close	rates	but	only	in	specific	situations.	Learn	when	to	choose	brevity	for	effect.	Get	the	exact	questions	that	the	top	sales	professionals	ask	to	position	themselves	as	credible	advisors	and	win	bigger	deals.	What’s
included	with	the	SPIN	selling	questions?	A:	You’ll	get	a	PDF	that	includes	a	sequence	of	questions	for	each	stage	of	the	SPIN	selling	methodology.	Who	are	these	SPIN	selling	questions	for?	A:	These	questions	are	perfect	for:	Sales	managers:	Use	these	questions	to	build	a	better	sales	playbook	and	coach	your	sales	team	on	how	to	bring	more	value
to	each	sales	call.	Sales	reps:	Learn	the	exact	types	of	sales	questions	that	uncover	buying	motivations	and	get	prospects	to	view	you	as	a	trusted	advisor.	Leverage	them	to	win	bigger	deals	and	crush	your	sales	targets.	What	format	are	the	SPIN	selling	questions	sent	in?	A:	You’ll	receive	the	SPIN	selling	questions	in	a	PDF	that	you	can	open	in	Adobe
Acrobat	Reader	or	your	web	browser.	A:	SPIN	selling	is	a	sales	methodology	that	Neil	Rackham	developed	with	data	from	over	35,000	sales	calls.	Rackham	published	his	methodology	in	his	1988	book	Spin	Selling.	In	the	sales	book,	he	describes	a	framework	built	around	a	sequence	of	questions	that	individual	sales	reps	ask	to	discover	customer
needs,	uncover	pain	points,	and	make	larger	sales.		What	are	the	SPIN	selling	questions?	A:	The	letters	of	the	acronym	SPIN	represent	4	categories	of	questions	—	each	builds	upon	the	last	until	a	deal	is	closed.	These	categories	are:	Situation:	Situation	questions	help	sales	reps	gather	more	information	about	their	prospects.	The	goal	is	to	get	a
clearer	picture	of	what	their	current	situation	is	like.		Problem:	Problem	questions	get	potential	customers	to	talk	about	their	problems.	These	are	the	questions	that	you	ask	to	uncover	pain	points.	Implication:	Implication	questions	get	prospects	to	see	the	consequences	of	their	problems	if	they’re	left	unaddressed.	They’re	designed	to	drive	urgency.
Need-Payoff:	Finally,	Need-Payoff	questions	guide	prospects	to	see	the	benefits	of	solving	their	problem.	These	questions	increase	deal	momentum.	What	are	the	stages	of	SPIN	selling?	A:	According	to	Rackham,	the	sales	cycle	consists	of	the	following	stages:	Opening:	Instead	of	diving	straight	into	product	features,	sales	reps	should	first	build
rapport	with	prospects	and	earn	their	trust.	Investigating:	The	investigation	stage	involves	learning	more	about	your	prospects’	problems	and	figuring	out	how	your	product	can	help.		Demonstrating	Capability:	The	next	stage	is	where	you	tailor	your	sales	pitch	and	demonstrate	the	capability	of	your	solution	(typically	through	product	demos)
Obtaining	Commitment:	Finally,	the	last	stage	of	the	SPIN	methodology	is	to	overcome	any	objections	and	close	the	sale.	Get	this	list	of	powerful	questions	and	close	more	deals.	As	a	salesperson,	you	know	how	important	it	is	to	ask	the	right	questions	at	the	right	time.	That’s	essentially	what	SPIN	Selling	is.	The	acronym	SPIN	stands	for	Situation,
Problem,	Implication,	and	Needs-Payoff,	and	it’s	a	questioning-based	method	that	helps	salespeople	to	better	understand	the	customer’s	needs	and	tailor	their	sales	pitch	accordingly.	By	using	specific	questions	in	each	of	these	four	stages,	salespeople	can	gain	a	deeper	understanding	of	the	customer’s	needs	In	this	blog,	we	will	explore	the	different
SPIN	question	examples	that	salespeople	can	use	in	each	stage	of	the	sales	process.	Whether	you’re	new	to	SPIN	selling	or	a	seasoned	sales	professional,	this	blog	will	provide	valuable	insights	and	strategies	that	can	help	you	to	improve	your	sales	results.		SPIN	selling	is	a	sales	methodology	focused	on	asking	a	sequence	of	questions	from	four
categories:	situation,	problem,	implication,	and	need-payoff.	It	aims	to	develop	a	consultative	sales	approach	to	uncover	a	buyer’s	pain	points	and	deliver	the	greatest	impact.	Neil	Rackham	popularized	this	sales	methodology	in	his	1988	best-selling	book,	SPIN	Selling.	The	book	argues	that	traditional	sales	techniques	are	less	effective	than	a	process
that	focuses	on	identifying	and	addressing	the	specific	needs	of	a	buyer	SPIN	Selling	was	written	to	uncover	what	sets	the	best	salespeople	apart	from	the	rest.	In	Neil’s	research,	they	reviewed	over	35,000	sales	calls	to	determine	the	best	practices	used	by	top	salespeople.	They	found	that	great	salespeople	ask	the	right	questions	at	the	right	time.
Through	Neil’s	research,	he	found	that	a	common	series	of	questions	was	what	would	be	named	SPIN.	The	four	categories	of	questions	can	be	asked	in	different	sales	cycle	stages.	When	asked	correctly,	they	can	help	uncover	buyers’	true	motivations	to	buy	and	overcome	objections.	SPIN	is	an	acronym	for	Situation,	Problem,	Implication	and	Need-
Payoff.		This	series	of	questions	is	typically	used	in	complex	sales	cycles	because	it	requires	a	more	consultative	sales	approach.	To	apply	the	SPIN	Selling	method,	a	B2B	salesperson	should:	Begin	by	establishing	a	rapport	with	the	customer	and	understanding	their	current	situation.	Identify	the	specific	problems	or	challenges	the	customer	is	facing.
Discuss	the	implications	of	those	problems,	such	as	lost	revenue	or	decreased	productivity.	Present	a	solution	that	addresses	the	customer’s	needs	and	communicates	the	potential	benefits.	The	book	also	emphasizes	the	importance	of	asking	open-ended	questions	during	the	sales	process	to	better	understand	the	customer’s	needs	and	to	build	a
strong	relationship	with	the	customer.	Additionally,	the	book	recommends	that	salespeople	focus	on	the	decision-makers	needs	rather	than	the	end-users.	When	you	start	to	ask	this	series	of	questions	to	a	buyer,	Neil	recommends	following	the	four	primary	stages	of	every	sales	cycle:	In	the	opening	stage,	salespeople	should	avoid	selling	their
solution’s	features	and	benefits	right	at	the	beginning.	It	can	come	off	as	overly	aggressive	and	an	immediate	turn-off	for	the	buyer.	The	salespeople	should	use	this	stage	to	uncover	essential	information	about	the	buyer.	This	includes	their	company’s	current	situation,	recent	news,	and	business	insights	to	fully	understand	the	buyer.	Salespeople
should	focus	on	building	a	relationship	through	trust.	Like	a	sales	intro	call,	the	investigation	stage	is	where	you	uncover	how	your	solution	can	help	your	buyer.	In	this	stage,	asking	relevant	and	compelling	questions	can	make	or	break	your	sale.	The	salesperson	should	identify	the	buyer’s	motivations,	priorities,	and	buying	process.	Relevant	and
strategic	questions	can	help	you	build	a	reputation	of	consultative.	After	you’ve	uncovered	the	buyer’s	problems	and	needs,	you	can	recommend	a	relevant	solution.	The	SPIN	selling	approach	recommends	three	basic	ways	to	describe	a	product’s	capabilities:	features,	advantages,	and	benefits.	For	example:	Because	[product]	has	[feature]	…	[user]
will	be	able	to	[advantage]	…	Which	means	[prospect]	will	experience	[benefit].	In	this	stage,	the	salesperson	is	working	on	getting	a	commitment	from	the	customer	to	take	the	next	step	in	the	sales	process.	This	could	be	like	scheduling	a	follow-up	meeting,	setting	a	delivery	date,	or	making	a	purchase.	The	key	to	this	stage	is	ensuring	that	the
prospect	is	fully	committed	to	taking	the	next	step	and	understands	the	benefits	of	doing	so.	To	achieve	this,	the	salesperson	can	use	various	strategies	such	as	highlighting	the	benefits	of	the	product	or	service,	addressing	customer	concerns,	and	reinforcing	the	value	of	taking	the	next	step.		To	apply	the	method,	salespeople	should	establish	a
rapport,	ask	open-ended	questions,	identify	specific	problems,	discuss	the	implications,	and	present	a	solution	that	addresses	the	customer’s	needs.	Situation	questions	start	the	conversation	and	allow	you	to	understand	your	client’s	problem	from	their	perspective.	Problem	questions	provide	more	detail	about	the	situation	and	help	you	identify	areas
of	need.	Implication	questions	help	you	understand	what’s	at	stake	for	the	customer	if	they	don’t	act	on	the	issue.	Need-Payoff	is	when	you	can	connect	their	needs	with	a	value	proposition	suggested	by	your	product	or	service.	Knowing	how	to	use	these	four	main	types	of	SPIN	Selling	questions	will	guarantee	a	better	understanding	of	your
customer’s	needs	and	can	potentially	drive	more	sales	success!	Situation	questions	start	the	conversation	and	allow	you	to	understand	your	client’s	problem	from	their	perspective.	These	questions	will	help	you	learn	the	background	and	basic	factors	of	the	buyer’s	current	situation	Research	your	buyer	to	contextualize	your	situation	questions.	This
will	demonstrate	that	you’ve	done	your	research	and	have	expertise	within	their	industry.	Use	Google	News	or	LinkedIn	to	find	valuable	information	or	buying	signals	about	their	company,	such	as	funding	announcements,	recent	news,	or	product	releases.	Avoid	spending	too	much	time	on	situational	questions	because	the	prospect	may	get	irritated.
Everyone	is	busy,	so	asking	only	the	necessary	questions	is	essential.	Take	a	targeted	approach	to	questions,	and	use	the	vital	information	you	uncovered	to	shape	your	questions.	Since	this	is	the	first	stage,	you	must	start	the	process	on	the	right	foot.	As	a	seller,	you’re	trying	to	gather	foundational	information	to	form	the	rest	of	the	sales	process.
What	process	do	you	use	to	produce	X?	Why	does	your	company	use	this	production	method?	How	long	does	it	take	you	to	produce	each	batch?	At	what	capacity	is	your	plant	running?	Who	is	your	current	supplier	of	Y?	Why	did	you	choose	your	current	supplier	for	Y?	Who’s	responsible	for	X?	How	much	budget	do	you	have	assigned	to	X?	Can	you	tell
me	your	annual	spending	on	X?	What	equipment	are	you	using	now?	How	long	have	you	had	it?	Is	it	purchased	or	leased?	Problem	questions	are	one	of	the	cornerstones	of	the	sales	process	outlined	in	SPIN	Selling.	They	help	uncover	opportunities,	provide	insight	into	customer	needs,	and	gain	a	better	understanding	of	the	problems.	Problem
questions	give	a	salesperson	a	better	chance	to	tailor	their	approach	and	find	solutions	that	meet	the	customer’s	requirements.	By	using	problem	questions	as	part	of	the	sales	process,	salespeople	can	build	trust	with	a	customer	and	better	understand	how	they	can	help	them	achieve	their	objectives.	Are	you	satisfied	with	your	current	process	for
manufacturing	X?	Is	any	part	of	the	process	slower	than	you’d	like?	Does	this	process	ever	fail?	What	are	the	advantages	and	disadvantages	of	how	you’re	doing	it	now?	Are	you	happy	with	your	current	supplier?	How	often	does	your	supplier	run	out	of	stock?	How	much	time	do	you	spend	dealing	with	supply	issues?”	How	reliable	is	your	equipment?
When	you	have	breakdowns,	is	it	typically	easy	to	figure	out	what	went	wrong?	When	your	equipment	breaks	down,	how	long	does	it	typically	take	to	get	it	running	again?	What’s	the	biggest	hurdle	you’re	facing	right	now	with	your	equipment?	Implication	questions	are	designed	to	help	the	salesperson	understand	the	implications	of	the	problems	or
situations	that	their	customer	is	currently	facing.	These	questions	allow	the	seller	to	identify	potential	sources	of	pain	and	the	consequences.	By	asking	implication	questions,	salespeople	raise	awareness	of	the	problem	and	can	motivate	the	buyer	to	take	action.	Asking	implication	questions	also	helps	sellers	build	deeper	connections	with	customers
as	they	take	time	to	understand	their	unique	needs	and	challenges.	These	questions	allow	the	prospect	to	voice	their	frustrations.	This	allows	them	to	build	trust	and	establish	rapport	with	their	prospects	to	close	deals	more	effectively.	​​What’s	the	productivity	cost	of	doing	X	that	way?	Has	the	bottleneck	in	production	slowed	output	down	to	the	point
customer	deliveries	were	late,	and	has	that	cost	your	business?	How	has	the	increased	workload	from	the	downtime	of	that	machine	affected	absenteeism	among	your	employees?	If	you	can’t	get	supplies	of	X,	what’s	the	impact	on	…?	When	was	the	last	time	your	supplier	delayed	delivery?	Do	you	experience	high	turnover	and	training	costs	because
of	the	difficulty	that	your	employees	are	operating	your	equipment?	Would	saving	downtime	make	a	significant	difference	to	meeting	your	production	deadlines?	Has	a	problem	with	your	equipment	ever	negatively	impacted	your	KPIs?	Does	your	overtime	expense	increase	when	your	equipment	goes	down?	Need	Payoff	questions	to	ask	buyers	what
they	hope	to	accomplish	by	purchasing	and	how	the	offered	solution	can	benefit	them.	This	series	of	questions	is	where	the	value	of	your	solution	will	help	drive	the	sale	to	close.	This	helps	salespeople	better	understand	their	customers’	needs	and	offers	insight	into	what	motivates	them	to	make	a	decision.	Remember	to	uncover	the	impact	and
urgency	driving	them	to	solve	their	problem.	Need	payoff	questions	also	help	salespeople	offer	real	value	solutions,	as	they	have	tailored	their	approach	based	on	the	customer’s	circumstances.	Attempt	to	quantify	the	solution,	such	as	productivity	gains	in	hours	and	revenue	increase	or	cost	reduction	in	dollars.	What	other	tasks	would	your	staff	be
able	to	undertake	if	we	were	able	to	alleviate	that	production	bottleneck?	How	would	that	affect	your	delivery	lead	times	if	we	could	shorten	your	manufacturing	cycle	by	8	hours?	How	do	you	feel	a	faster	processor	will	help	you?	Would	it	help	if	we	kept	stocks	of	this	product	at	your	site?	Do	you	think	solving	[problem]	would	significantly	impact	you
in	Y	way?	Why	is	being	able	to	have	stock	readily	available	vital	to	you?	Would	having	a	self-diagnosing	machine	make	it	easier	to	get	back	online	and	meet	production	schedules?	Would	it	help	if	new	equipment	could	reduce	your	employee	turnover?	You	said	the	new	equipment	would	be	useful,	and	helpful	in	reducing	your	turnover	costs,	or	is	there
something	else?	If	you	could	cut	the	expense	to	keep	the	plant	running,	what	impact	would	that	have?	We	hope	you	find	these	SPIN	question	examples	useful.	To	take	your	questions	to	the	next	level,	here	are	three	tips	for	getting	the	most	out	of	SPIN	Selling.	Preparing	for	sales	meetings	with	buyers	is	essential	for	any	salesperson	who	wants	to	close
deals	and	build	relationships.	Being	organized	and	well-prepared	helps	salespeople	better	understand	the	customer’s	needs	and	tailor	their	pitch	to	meet	them.	Researching	before	a	meeting	allows	sellers	to	better	understand	their	buyers.	Salespeople	can	also	use	this	time	to	list	important	SPIN	question	examples,	making	them	more	confident	when
presenting	their	offerings.	Prepare	thoroughly	beforehand;	build	a	detailed	sales	call	plan	that	includes	questions	to	ask,	buyer	profile,	and	company	background.	Open-ended	questions	help	salespeople	understand	the	customer’s	needs,	motivations,	and	desires	more	fully.	Close-ended	questions	lead	to	surface-level	“yes”	or	“no”	answers.	These
questions	allow	salespeople	to	uncover	new	insights	by	giving	their	customers	space	to	think,	reflect	and	provide	valuable	information.	Salespeople	can	build	stronger	relationships	and	trust	with	prospective	buyers	by	demonstrating	genuine	curiosity	and	interest	in	their	customers.	Active	listening	is	one	of	the	most	important	skills	for	any	successful
salesperson.	By	actively	listening	to	their	buyers,	salespeople	can	better	understand	a	customer’s	needs	and	motivations	as	they	are	expressed	in	conversation.	Active	listening	also	allows	salespeople	to	pick	up	on	subtle	cues	from	their	buyers	that	provide	invaluable	insight	into	the	situation	and	how	best	to	approach	it.	This	means	tuning	in	to	what
they’re	saying	beyond	the	words	themselves	to	truly	understand	how	your	answers	can	meet	their	needs.	To	show	that	you’re	actively	listening,	reiterate	or	summarize	what	the	buyer	said	to	confirm	if	you’ve	heard	correctly.	Then	contextualize	your	questions	based	on	what	the	buyer	has	said.	Active	listening	demonstrates	respect	and	helps	build
trust	between	a	salesperson	and	their	customer	—	both	critical	to	closing	a	sale.	Imagine	being	on	the	other	end	and	in	the	buyer’s	shoes	as	you’re	asking	questions.	When	relevant,	valuable,	and	compelling	questions	are	asked,	they	can	benefit	the	buyer.	However,	when	generic	questions	are	asked,	it	can	feel	like	an	interrogation.	Asking	too	many
questions	or	irrelevant	questions	can	irritate	the	buyer.	Strike	a	healthy	balance	between	providing	value	and	uncovering	their	pain	points.	One	way	is	to	change	your	open-ended	questions	into	context-based	questions.	For	example:	Instead	of	asking,	“What	process	do	you	use	to	produce	X?”	Rephrase	it	by	asking,	“Typically,	we	work	with	many	IT
Managers	who	take	a	conventional	approach	to	produce	X.	What’s	the	process	like	at	your	organization?”	The	big	difference	is	that	you’re	adding	context	to	your	solution.	You’re	showing	the	buyer	that	you’ve	worked	with	other	buyers	in	the	same	role	and	have	experience	addressing	their	needs.	Ensure	you	research	and	understand	your	buyer’s
current	business	situation	to	ask	the	right	questions.	It	should	feel	like	a	mutually	beneficial	conversation	where	you’re	both	learning	more	and	peeling	the	onion	back	on	the	buyer’s	needs	and	problems.	One	common	challenge	is	that	salespeople	spend	too	much	time	asking	situational	questions	in	the	sales	process.	Situational	questions	are	great	to
start	with.	However,	they	can	feel	redundant	and	unhelpful	when	spending	too	much	time.	This	is	because	the	buyer	already	understands	their	current	situation,	and	it	can	be	irritating	that	the	salesperson	didn’t	do	their	research.	Instead,	prepare	relevant	situational	questions	and	research	the	company	before	meeting	the	buyer.	Demonstrate	your
research	on	the	call	and	shift	away	from	situational	questions	once	you	and	the	buyer	understand.	Asking	closed-ended	questions	can	be	detrimental	to	the	sales	process	because	it	limits	the	information	the	salesperson	can	gather	about	the	customer’s	needs.	Closed-ended	questions	can	be	answered	with	a	simple	“yes”	or	“no”	response	or	a	specific
piece	of	information.	For	example,	“Have	you	used	our	product	before?”	or	“What	is	your	budget	for	this	project?”	These	questions	do	not	allow	for	a	meaningful	conversation	or	the	opportunity	for	the	customer	to	elaborate	on	their	specific	needs	and	concerns.	SPIN	selling	is	a	powerful	method	that	salespeople	can	use	to	help	them	sell	products	or
services	more	effectively.	It	is	based	on	asking	specific	questions	that	help	the	salesperson	understand	the	customer’s	needs	and	concerns	and	then	using	that	information	to	tailor	their	sales	pitch	to	meet	those	needs.	Asking	these	SPIN	question	examples	is	important	because	it	allows	the	salesperson	to	gather	the	information	they	need	to	tailor
their	sales	pitch	and	address	the	customer’s	specific	concerns.	By	taking	a	consultative	approach,	salespeople	can	better	understand	the	customer’s	needs,	build	trust	and	credibility,	and	ultimately	close	more	deals.	To	use	SPIN	selling,	salespeople	can	start	by	asking	questions	in	the	four	stages:	Situation,	Problem,	Implication,	and	Needs-Payoff.	By
asking	questions	and	listening	actively,	salespeople	can	gain	a	deeper	understanding	of	the	customer’s	needs	and	use	that	knowledge	to	create	a	sales	pitch	that	addresses	those	needs	directly.	Additionally,	salespeople	should	focus	on	obtaining	a	commitment	from	the	customer,	highlighting	the	benefits	of	the	product	or	service,	addressing	any
customer	concerns,	and	reinforcing	the	value	of	taking	the	next	step.	Don’t	forget	to	pick	up	a	copy	of	SPIN	Selling	to	improve	how	you	ask	questions	and	tailor	your	solution	with	prospects.	Every	good	sales	representative	and	leader	I’ve	interacted	with	swears	by	the	SPIN	selling	framework.	Why?	Because	it’s	a	research-backed	framework	for	sales
reps	to	effectively	understand	buyer	needs,	offer	meaningful	solutions,	and	win	more	deals.	The	SPIN	method	simplifies	sales	by	steering	away	from	a	transactional	process.	Instead,	you	have	to	actively	listen	to	the	prospect’s	needs	and	explain	how	you	can	help.	In	this	in-depth	guide,	I’ll	give	you	a	complete	breakdown	of	the	SPIN	selling	method
with	actionable	tips,	expert	advice,	and	more.	Table	of	Contents	SPIN	Selling	Book	Summary	Neil	Rackham	developed	the	SPIN	selling	framework	to	help	salespeople	tactfully	navigate	the	selling	process	and	close	deals.	Here’s	an	overview	of	Rackham’s	book	on	SPIN	selling.	Section	1:	Sales	Behavior	and	Sales	Success	Closing	is	less	important	than
most	salespeople	and	managers	think	Questioning	is	more	important	than	most	salespeople	and	managers	think	The	ratio	of	close-ended	to	open-ended	questions	doesn’t	predict	selling	success	Great	reps	focus	on	preventing,	not	handling,	objections	Section	2:	Obtaining	Commitment:	Closing	the	Sale	Successful	closing	depends	on	getting	the	right
commitment	Reps	must	determine	their	call	objectives	in	advance	There	are	four	potential	outcomes	to	every	sales	call:	order,	advance,	continuation,	no-sales	Section	3:	Customer	Needs	in	the	Major	Sale	Implicit	needs	are	statements	about	problems,	issues,	and	areas	of	dissatisfaction	Explicit	needs	are	specific	features	or	functions	In	larger	sales,
explicit	needs	are	strong	buying	signals	Section	4:	The	SPIN	Strategy	Salespeople	who	close	at	high	rates	tend	to	ask	the	same	types	of	questions	in	the	same	order	There	are	four	main	question	types:	Situation,	Problem,	Implication,	Need-Payoff	Each	question	type	plays	a	different	role	in	moving	the	buyer	toward	the	sale	Section	5:	Giving	Benefits
in	Major	Sales	Features	and	benefits	are	the	most	common	ways	to	pitch	a	product	to	the	buyer	Advantages	are	less	effective	later	in	the	sales	process	Features	are	more	important	to	users	than	decision-makers	Benefits	have	the	highest	influence	over	the	purchasing	decision,	but	only	when	presented	near	the	end	of	the	sales	conversation	Section	6:
Preventing	Objections	Objections	are	usually	created	by	the	salesperson,	not	the	buyer	The	more	advantages	you	present,	the	more	objections	you’ll	receive	Develop	needs	before	you	offer	benefits	to	avoid	unnecessary	objections	Section	7:	Preliminaries:	Opening	the	Call	Don’t	use	conventional	openings,	i.e.,	providing	benefits	or	relating	to	the
prospect's	personal	interests	Get	down	to	business	quickly	and	establish	your	purpose	Section	8:	Turning	Theory	Into	Practice	Adopt	one	principle	of	SPIN	Selling	at	a	time	to	avoid	getting	overwhelmed	Practice	them	with	smaller	accounts	or	existing	customers	first	SPIN	Selling	Methodology	While	reading	through	Rackham’s	book,	I	realized	that
meaningful	questions	are	at	the	core	of	SPIN	selling.	Rackham’s	team	also	found	that	top-performing	salespeople	rarely,	if	ever,	pose	random,	low-value	questions.	In	my	experiments	with	this	methodology,	I’ve	learned	that	every	question	should	have	a	clear	purpose.	You	have	to	ask	these	questions	in	a	strategic	order	to	create	the	desired	impact.
SPIN	stands	for	the	four	stages	of	the	questioning	sequence:	S:	Situation	P:	Problem	I:	Implication	N:	Need	Payoff	Situation	Ask	questions	about	a	prospect’s	current	situation	to	understand	if	and/or	how	they’re	tackling	the	problem	you	solve.	You	have	to	learn	more	about	buyers’	motivations	and	expectations	for	implementing	your	solution.
Example:	Which	tools	do	you	currently	use	for	[pain	point]?	Problem	Probe	into	your	prospects’	pain	points	to	understand	their	specific	needs.	You	have	to	identify	the	challenges	you	can	solve	to	present	a	laser-focused	positioning	for	your	product.	Example:	Are	your	current	tools	performing	up	to	your	expectations?	If	not,	why?	Implication	Pose
leading	questions	to	help	prospects	realize	more	challenges	associated	with	their	status	quo.	These	questions	will	nudge	them	to	think	about	the	gravity	of	the	situation	and	create	a	greater	sense	of	urgency	to	solve	the	issue.	Example:	What's	the	productivity	cost	when	these	tools	create	delays?	Need	Payoff	Ask	questions	to	help	buyers	self-realize
the	value	of	implementing	your	solution.	These	questions	will	guide	them	to	weigh	the	pros	and	cons	of	your	solution,	leading	them	to	an	informed	purchasing	decision.	Example:	Wouldn’t	it	be	simpler	if	you	could	[implement	a	solution]?	Let’s	look	at	some	more	examples	of	SPIN	selling	questions.	50	SPIN	Selling	Questions	to	Add	to	Your	List	Now
that	we	know	the	function	of	each	line	of	questioning,	let's	explore	SPIN	questions	for	each	step	in	the	questioning	sequence.	SPIN	Situation	Questions	Use	Situation	questions	to	learn	where	your	prospects	stand	—	from	their	processes	and	pain	points	to	competitive	plans	and	results.	These	questions	will	depend	on	your	product.	Let	me	explain	this
with	one	of	my	examples.	When	I	worked	at	a	learning	management	SaaS,	I	spoke	to	a	few	HR	managers	every	week.	I	always	opened	the	conversation	with	the	question,	“How	do	you	currently	train	new	employees?”	This	question	prepared	the	groundwork	for	my	entire	pitch	because	it	gave	me	insights	to	build	on.	Here	are	some	sample	questions
you	can	customize	for	your	use:	Examples	What	is	your	role	at	[company]?	How	do	you	do	X?	What’s	your	process	for	X?	Walk	me	through	your	day.	Do	you	have	a	strategy	in	place	for	X?	Who’s	responsible	for	X?	How	long	have	you	done	X	this	way?	Why	do	you	do	X	this	way?	How	much	of	your	budget	is	assigned	to	X?	Why	do	you	do	X	this	way?
How	important	is	X	to	your	business?	Who	uses	X	most	frequently?	What	are	their	objectives?	Which	tools	do	you	currently	use	to	do	X?	Who	is	your	current	vendor	for	X?	Why	did	you	choose	your	current	vendor	for	X?	You’ll	notice	that	this	list	doesn’t	include	fact-gathering	questions	about	company	size,	number	of	locations,	products	sold,	and	so	on.
When	Rackham	published	“SPIN	Selling,”	there	wasn’t	anywhere	near	as	much	information	available	to	sellers.	Now	that	you	can	discover	a	long	list	of	key	details	about	your	prospect	with	a	quick	online	search,	many	situational	questions	are	no	longer	effective.	These	questions	also	leave	less	time	for	the	most	important	ones.	As	a	best	practice,
remember	to	do	this	research	before	the	call	and	avoid	these	questions	altogether.	SPIN	Problem	Questions	In	this	stage,	reps	identify	the	right	opportunities	to	sell	to	a	prospect.	In	other	words,	what	gap	isn’t	being	filled?	Why	is	the	prospect	dissatisfied?	Your	prospects	may	be	unaware	they	have	a	problem.	So,	you	have	to	identify	problem	areas
where	your	solution	adds	value.	Examples	How	long	does	it	take	to	do	X?	How	expensive	is	X?	How	many	people	are	required	to	achieve	the	necessary	results?	What	happens	if	you’re	not	successful	with	X?	Does	this	process	ever	fail?	Are	you	satisfied	with	your	current	process	for	X?	The	results?	How	reliable	is	your	equipment?	When	you	have
issues,	is	it	typically	easy	to	figure	out	what	went	wrong?	How	much	effort	is	required	to	fix	your	tools	or	buy	new	ones?	Are	you	happy	with	your	current	supplier?	SPIN	Implication	Questions	Once	you’ve	identified	an	issue,	determine	its	severity.	Implication	questions	reveal	the	depth	and	magnitude	of	your	prospect’s	pain	point,	simultaneously
giving	you	valuable	information	for	customizing	your	message	and	instilling	urgency	in	the	buyer.	According	to	Rackham,	by	the	time	you	finish	this	part	of	the	conversation,	your	prospects	should	have	a	new	appreciation	for	the	problem.	Rackham	also	says	top-performing	salespeople	ask	four	times	more	Implication	questions	than	their	average



peers.	Examples	What’s	the	productivity	cost	of	doing	X	that	way?	What	could	you	accomplish	with	an	extra	[amount	of	time]	each	[week,	month]?	Would	your	customers	be	[more	satisfied,	engaged,	loyal]	if	you	didn’t	experience	[problem	related	to	X]?	If	you	didn’t	experience	[issue],	would	it	be	easier	to	achieve	[primary	objective]?	Does	[issue]	ever
prevent	you	from	hitting	your	goals	in	[business	area]?	When	was	the	last	time	X	didn’t	work?	How	is	[issue]	impacting	your	team	members?	Would	you	see	a	big	impact	on	your	team	by	solving	[problems	with	X]?	Would	you	say	[issue]	is	a	blocker	in	terms	of	your	personal	career	growth?	How	have	[problems	with	X]	impacted	your	business
performance?	Would	saving	[amount	of	time]	significantly	affect	your	[team,	budget,	company]?	How	would	you	use	an	extra	[amount	of	money]	each	[week,	month,	quarter,	year]?	Has	a	problem	with	X	ever	negatively	impacted	your	KPIs?	What	are	some	downsides	you’ve	experienced	when	implementing	X?	Have	you	considered	the	cost	versus
benefits	of	replacing	X?	SPIN	Need	Payoff	Questions	Need	Payoff	questions	encourage	prospects	to	explain	your	product’s	benefits	in	their	own	words.	This	is	far	more	persuasive	than	listening	to	you	describe	those	benefits.	You’re	essentially	asking	questions	that	surface	your	product/service’s	potential	to	help	with	their	core	needs	or	problems.
These	questions	focus	on	your	solution's	value,	importance,	or	utility.	Make	sure	your	Need-Payoff	questions	don’t	highlight	issues	your	product	can’t	solve.	For	instance,	if	you	help	corporate	recruiting	teams	identify	potential	engineering	candidates,	you	shouldn’t	ask	about	the	impact	of	hiring	better	marketers.	Fortunately,	it’s	relatively	simple	to
develop	Need-Payoff	questions	—	they	should	come	directly	from	your	Implication	questions.	Sample	Implication	question:	“Has	a	problem	with	X	ever	prevented	you	from	meeting	a	deadline?”	Sample	Need	Payoff	question:	“If	you	could	do	X	in	half	the	time,	would	that	make	it	easier	to	meet	your	deadlines?”	Examples	Would	it	help	if	…	?	Would	X
make	it	simpler	to	achieve	[positive	event]?	Would	your	team	find	value	in	…	?	Do	you	think	solving	[problem]	would	significantly	impact	you	in	Y	way?	Is	it	important	for	your	team	members	to	see	X	benefit	so	they	can	take	Y	action?	Do	you	think	[solution]	could	improve	your	overall	efficiency?	Can	you	think	about	the	impact	of	eliminating	[problem]
with	[solution]?	How	would	your	business	benefit	from	[eliminating	problem]	more	quickly?	Could	solving	[problem]	move	the	needle	for	your	business	faster?	Do	you	think	eliminating	[problem]	would	[benefit]?	Remember	to	be	careful	when	using	Need	Payoff	questions	since	they	can	backfire.	If	they’re	too	obvious,	you	might	come	across	as
condescending.	So,	try	to	reframe	the	solution	in	a	way	the	buyer	hasn’t	previously	considered.	For	example,	let’s	take	the	following	question:	“Would	your	company	benefit	from	saving	money?”	Instead,	you	could	ask,	“Would	redirecting	$1,000	per	week	from	your	content	creation	budget	and	putting	it	into	Facebook	advertising	drive	significant
traffic	toward	your	blog?”	The	4	Stages	of	the	SPIN	Selling	Method	As	you	begin	to	implement	SPIN	questions	when	talking	to	prospects,	consider	the	lifecycle	of	your	conversation.	Rackham	says	there	are	four	basic	stages	of	every	sale:	Opening	Investigating	Demonstrating	capability	Obtaining	commitment	Opening	SPIN	Selling	and	inbound	sales
take	the	same	approach	to	the	first/connect	call.	Reps	shouldn’t	immediately	jump	into	their	product’s	features	and	benefits	—	not	only	will	this	overly	aggressive	strategy	turn	prospects	off,	but	salespeople	will	lose	the	opportunity	to	learn	valuable	information.	The	purpose	of	the	connect	call	is	to	get	the	buyer’s	attention	and	start	to	earn	their	trust.
Lead	with	a	compelling	insight	or	thought-provoking	question.	Investigating	Investigation	is	the	most	critical	phase	of	SPIN	Selling.	It’s	equivalent	to	the	discovery	call:	You’re	figuring	out	how	your	product	can	help	the	buyer,	identifying	their	priorities	and	buying	criteria,	and	gaining	credibility	by	asking	relevant,	targeted,	and	strategic	questions.
According	to	Rackham,	a	strong	question	strategy	can	improve	your	close	rate	by	20%.	Demonstrating	Capability	Once	you’ve	connected	the	dots	between	your	solution	and	the	prospect’s	needs,	you	need	to	prove	that	connection	exists.	There	are	three	basic	ways	to	describe	your	product’s	capabilities,	Rackham	says:	Features:	Features	are	most
useful	when	selling	low-cost,	simple	products.	A	feature	of	a	cup	might	be,	“It	can	hold	10	ounces	of	liquid.”	End-users	tend	to	find	features	more	compelling	than	decision-makers	who	care	about	the	bottom-line	results.	Advantages:	Advantages	describe	how	a	product’s	features	are	actually	used.	Like	benefits,	they’re	useful	for	smaller	purchases	but
less	persuasive	with	larger	ones.	The	advantage	of	a	cup	might	be,	“You	can	use	it	to	drink	both	hot	and	cold	beverages.”	Benefits:	Benefits	go	one	step	further	and	show	how	a	feature	can	help	the	prospect.	They	typically	have	a	financial	component	and	meet	your	customer’s	need(s).	A	well-crafted	benefit	gives	the	buyer	a	reason	to	buy	your
product.	The	FAB	formula	gives	you	another	way	to	consider	features,	advantages,	and	benefits.	Because	[product]	has	[feature]	…	[user]	will	be	able	to	[advantage]	…	which	means	[prospect]	will	experience	[benefit].	I	often	used	this	formula	to	create	engaging	sales	pitches.	Here’s	an	example	of	a	sales	pitch	I	wrote	using	the	FAB	formula:	Let’s	fill
in	this	formula	for	a	salesperson	offering	employee	gamification	software.	Feature:“Our	platform	lets	you	design	personalized	learning	paths	catering	to	each	role	or	team.”	Advantage:“This	means	your	employees	can	access	tailored	training	modules	for	every	need,	whether	they’re	onboarding,	upskilling,	or	any	other	use	case.	All	of	this	within	a
single	platform.”	Benefit:“With	tailored	learning	paths,	your	team	will	gain	the	exact	skills	they	need,	leading	to	higher	productivity	and	faster	achievement	of	business	goals.	By	reducing	time	spent	on	generic	training	and	improving	retention,	your	company	can	save	up	to	20%	on	training	costs	while	boosting	employee	satisfaction.”	Objections
Objections	are	inevitable	in	the	buying	process.	In	fact,	you	should	worry	more	if	you’re	not	facing	objections	from	your	buyers.	It	means	your	prospects	have	reservations	they’re	not	sharing	with	you.	Your	goal	is	to	discover	why	the	buyer	hasn’t	already	pulled	the	trigger	on	this	purchase,	then	help	them	understand	why	their	concerns	aren’t	true
blockers.	(Of	course,	if	there’s	a	valid	reason	your	product	isn’t	a	good	fit,	you	shouldn’t	persuade	them	otherwise.)	Rackham	talks	about	two	types	of	objections:	Value:	Your	prospect	isn’t	convinced	about	your	product’s	ROI.	They	might	say,	“I	like	its	features,	but	the	cost	is	too	high.”	Capability:	Your	prospect	doubts	that	your	product	can	meet	their
specific	needs.	That	translates	to	comments	like,	“I’m	not	sure	it’ll	be	able	to	do	X	for	us,”	“That	process	seems	like	it	would	take	more	time	than	you	say,”	and	“I	think	we	need	a	more	robust	solution.”	You	can	further	break	down	capability	objections	into:	Can’t:	Your	solution	cannot	solve	one	of	the	buyer’s	main	priorities	Can:	Your	solution	can	solve
one	of	their	main	priorities,	but	they	don’t	perceive	that	It’s	important	to	prevent	as	many	objections	as	possible.	The	majority	of	objections	are	actually	avoidable	if	you	avoid	selling	too	soon.	Rackham’s	research	revealed	that	reps	can	cut	the	number	of	objections	in	half	by	using	implication	and	need-payoff	questions	to	build	value	before	presenting
a	solution.	In	the	traditional	sequence,	the	salesperson	asks	a	Problem	question.	Then,	they	use	the	prospect’s	answer	to	offer	the	corresponding	product	feature.	However,	the	rep	usually	doesn’t	have	enough	context	to	truly	understand	what	the	prospect	is	trying	to	accomplish	or	what’s	blocking	them.	Their	generic,	one-size-fits-all	answer	prompts
the	buyer	to	push	back	—	and	they're	probably	not	going	to	listen	to	any	of	their	future	suggestions.	Try	the	SPIN	sequence	instead.	Ask	a	Problem	question,	probe	into	the	consequences	with	Implication	questions,	then	ask	the	buyer	to	recognize	the	value	of	a	solution	with	a	Need-Payoff	question.	Outcomes	for	Measuring	Progress	in	SPIN	Selling
I’ve	heard	dozens	of	sales	calls	in	my	many	roles	as	a	content	marketer.	My	experience	tells	me	that	transactional	salespeople	—	those	focused	on	simply	closing	the	deal	quickly	—	move	through	all	four	SPIN	stages	in	a	single	sales	call.	However,	reps	working	on	larger,	more	complex	deals	might	take	two	months	to	two	years	to	complete	them.	In
cases	like	these,	there	are	four	possible	outcomes	for	each	sales	call	in	the	SPIN	selling	methodology:	Advance	Continuation	Order	No-Sale	Advance	To	help	mid-market	and	enterprise	salespeople	measure	their	progress,	Rackham	uses	the	concept	of	“advances.”	An	advance	is	an	action	the	buyer	commits	to	that	brings	you	closer	to	a	purchase.	The
operative	word	is	action.	It’s	tempting	to	interpret	your	prospect’s	request	for	more	information	or	a	proposal	as	a	buying	signal,	but	that	puts	the	ball	entirely	in	your	court.	If	the	buyer	is	actually	interested,	they’ll	agree	to	do	some	work	as	well.	Continuation	A	continuation	is	a	sales	conversation	that	ends	with	an	undesirable	outcome.	In	other
words,	when	you	finish	the	call	or	meeting,	the	buyer	hasn’t	agreed	to	any	next	steps	that	will	advance	the	deal.	Example	advances	include	the	prospect	reviewing	your	pricing	page	and	sending	you	their	questions,	signing	up	for	a	free	trial	and	exploring	the	tool,	or	introducing	you	to	a	key	stakeholder.	Come	up	with	as	many	valuable	advances	as
possible.	The	more	paths	to	the	sale	you	have,	the	likelier	you	are	to	get	there.	When	your	prospect	turns	down	one	of	your	advances	—	for	example,	an	introduction	to	Procurement	—	you	can	calmly	accept	the	rejection	and	then	propose	something	else.	Order	An	order	is	the	third	potential	outcome	of	a	sales	call.	The	buyer	agrees	to	purchase	your
product	and	shows	their	strong	desire	by	signing	paperwork.	For	large	deals,	this	is	usually	the	last	outcome	in	a	series	of	progressively	larger	closes.	No-Sale	A	no-sale	is	the	fourth	(and	least	desirable)	outcome.	Your	prospect	rejects	your	request	—	you	can’t	meet	with	the	decision-maker,	they	won’t	schedule	another	meeting,	or	at	the	most
extreme,	they	say	there’s	no	possibility	you’ll	work	together.	7	Tips	for	Modern-Day	SPIN	Selling	I	know	that	“SPIN	Selling”	was	published	more	than	30	years	ago.	While	its	core	techniques	and	principles	are	still	relevant,	the	typical	buying	journey	has	evolved	over	the	past	few	decades.	If	you	use	the	SPIN	model	to	sell	to	the	more	discerning	buyer,
you	should	add	your	own	spin	to	it.	Here	are	some	of	my	best	practices	for	adjusting	the	SPIN	selling	method	in	the	present-day	sales	landscape.	1.	Limit	your	Situation	and	Problem	questions.	Fact:	Prospects	don’t	have	the	patience	to	help	you	do	your	homework.	Buyers	don’t	want	you	to	share	details	to	help	you	identify	the	pain	points	they	face
every	day.	Instead,	they’re	more	interested	in	finding	ways	you	can	solve	these	problems.	So,	you	can	create	value	through	your	conversations	by	asking	questions	to:	Help	buyers	realize	the	opportunity	cost	of	their	current	challenges	Share	the	value	of	your	solution	and	guide	prospects	to	discover	these	benefits	With	that	in	mind,	use	thought-
provoking	questions	like	the	following:	Has	your	organization	ever	considered	[new	strategy]?	Do	you	know	[surprising	statistic]?	Would	you	like	some	recommendations	for	preparing	for	[impending	industry	event]?	Rackham	didn‘t	give	these	questions	their	own	category,	but	they’re	definitely	useful	in	modern	sales.	2.	Incorporate	social	selling	into
your	strategy.	When	Rackham	came	out	with	“Social	Selling,”	LinkedIn	didn't	exist.	Now,	you	have	far	more	insight	into	your	buyers‘	perspectives,	priorities,	and	personalities	than	salespeople	in	the	late	’80s	could	ever	have	imagined.	Don't	let	this	valuable	resource	go	to	waste.	Read	your	prospect‘s	profile(s),	browse	their	group	comments	and	any
articles	they’ve	written	or	shared,	check	out	their	Recommendations	section	to	get	a	feel	for	their	work	ethic,	and	so	on.	The	goal	is	to	become	as	familiar	with	each	individual	as	you	can	before	your	kick-off	sales	call	so	you	can	engage	them	like	it's	the	fifth	meeting,	not	the	first.	3.	Meaningfully	guide	prospects’	buying	process.	As	the	average
number	of	stakeholders	involved	in	every	B2B	deal	grows	larger	and	internal	buying	processes	become	more	complex,	your	expertise	gets	more	valuable.	Prospects	need	you	to	help	them	purchase	your	product	like	never	before.	Come	prepared	with	the	job	titles	—	and	potentially	names,	if	you	can	find	them	—	of	their	coworkers	who	need	to	be
informed	or	consulted.	Tell	your	point	of	contact	what	their	manager	is	going	to	want	to	know	before	they	approve	the	decision,	and	send	them	materials	to	make	their	presentation	more	compelling.	Work	with	your	contact	to	anticipate	and	avoid	roadblocks.	Liaise	with	Procurement	and/or	Legal	when	necessary	to	get	the	deal	over	the	finish	line	as
quickly	and	easily	as	possible.	Although	Rackham	didn‘t	give	these	recommendations	in	"SPIN	Selling,"	they’re	one	of	the	most	effective	ways	to	differentiate	yourself	in	modern	sales.	4.	Be	prepared	for	objections	and	follow-up	questions.	When	you	ask	many	questions,	it’s	important	to	diligently	listen	to	prospects’	responses.	You	have	to	practice
active	listening	to	grasp	every	insight	buyers	share.	More	importantly,	you	should	be	ready	to	tackle	objections	and	answer	follow-up	questions.	The	SPIN	method	can	only	be	effective	when	you	address	all	your	prospects’	questions	and	concerns.	Instead	of	making	it	a	one-way	conversation,	understand	their	objections	and	offer	meaningful
resolutions.	5.	Avoid	objective	and	close-ended	questions.	Another	best	practice	when	using	the	SPIN	selling	method	is	to	motivate	prospects	to	share	as	much	information	as	possible	through	open-ended	questions.	A	close-ended	“yes”	or	“no”	question	wouldn’t	move	your	conversation	forward.	It	can	also	feel	like	a	survey	rather	than	a	helpful	sales
conversation.	Your	goal	should	be	maintaining	an	engaging	and	insightful	dialogue	where	both	parties	discuss	the	best	ways	to	solve	buyers’	pain	points.	So,	ditch	close-ended	questions	and	replace	them	with	purposeful	questions	that	prospects	are	eager	to	answer.	6.	Adapt	your	approach	based	on	past	experiences.	While	the	SPIN	selling	framework
looks	rigid	in	its	rules,	you	can	flexibly	adjust	it	based	on	your	prospect	interactions.	Revisit	conversations	with	potential	customers	and	identify	which	questions	led	to	a	positive	insight	or	a	helpful	response.	Collect	similar	questions	from	multiple	conversations	to	continuously	experiment	and	adapt	your	SPIN	selling	approach.	Remember	that	each
prospect	will	react	differently	to	these	questions.	You	have	to	assess	their	temperament	and	modify	the	questions	based	on	their	responses.	7.	Leverage	emotional	drivers	for	Implication	questions.	The	Implication	phase	should	guide	buyers	to	your	solution.	These	questions	have	to	help	prospects	realize	the	value	of	your	solution	on	their	own.	A
surefire	way	to	ask	more	influential	Implication	questions	is	to	connect	emotional	drivers	to	each	question.	Talk	about	aspects	that	personally	affect	your	prospects	or	their	teams.	For	example,	I’ve	often	asked	implication	questions	related	to	team	morale.	I	ask	questions	like	“How	would	solving	[current	problem]	improve	your	team’s	performance
and	efficiency?”	This	allows	a	potential	customer	to	emotionally	analyze	the	solution	and	weigh	its	benefits.SPIN	Sales	Training	FAQ	What	does	SPIN	sales	training	cover?	As	you	might	expect,	SPIN	sales	training	covers	the	fundamental	skills	salespeople	need	to	master	to	have	a	firm	grasp	of	the	SPIN	selling	process.	Here's	what	that	can	include.
Uncovering	Pain	Points	Successful	SPIN	selling	rests	on	a	salesperson‘s	ability	to	uncover	a	prospect’s	pain	points	organically	and	effectively.	That	requires	knowing	how	to	identify	and	express	certain	conversational	patterns	—	letting	reps	demonstrate	value	and	make	high-impact	benefit	statements.	SPIN	Training	provides	the	insight	that	can
inform	that	kind	of	dialogue.	Personalizing	Sales	Conversations	SPIN	Sales	is	a	brand	of	consultative	selling	—	a	method	that	requires	a	personal	touch.	If	you're	going	to	have	a	one-on-one	advisory	conversation	with	a	prospect,	you	need	to	be	able	to	tailor	your	approach	to	suit	them	as	individuals.	SPIN	sales	training	gives	you	the	right	questions	to
ask	and	tactics	to	leverage	that	will	help	you	get	there.	Moving	Away	From	Product-Driven	Sales	Pitches	SPIN	selling	is	about	taking	a	more	human	approach	to	sales.	That's	why	many	SPIN	training	programs	include	time	dedicated	to	finding	and	understanding	alternatives	to	product-driven	sales	pitches	in	favor	of	efforts	driven	by	articulating
value.	Incorporating	SPIN	Tactics	Into	Proposals	and	Presentations	SPIN	tactics	aren't	reserved	solely	for	immediate	conversations	with	prospects	—	they	can	also	have	a	place	in	broader	communications	like	proposals	and	presentations.	Many	SPIN	Training	programs	offer	guidance	about	how	to	incorporate	those	strategies	into	those	kinds	of
efforts.	SPIN	Sales	Training	Vendors	There	are	a	few	different	outlets	that	provide	SPIN	training	to	salespeople	—	two	of	the	most	prominent	being	The	Miller	Heiman	Group	and	Huthwaite	International.	Miller	Heiman	Group	The	Miller	Heiman	Group	offers	both	virtual	and	in-person	SPIN	sales	training.	Its	program	focuses	primarily	on	elements	of
the	methodology	like	uncovering	buyer	urgency,	increasing	the	value	of	the	sale,	tackling	buyer	skepticism,	and	accelerating	the	sales	cycle.	They	provide	in-person	training	at	your	location,	and	pricing	information	is	available	upon	request.	Source	Huthwaite	International	Huthwaite	International	is	another	SPIN	training	option	that	offers	both	virtual
and	in-person	courses.	It	boasts	an	impressive	list	of	clients	served	and	offers	a	robust	suite	of	classes	related	to	different	applications	of	the	methodology	—	including	SPIN	coaching,	marketing,	and	account	strategy.	Like	Miller	Heiman,	Huthwaite	International's	prices	are	available	upon	request.	Source	Paying	for	Training	vs.	Reading	the	Book	A
few	factors	dictate	whether	you‘re	better	off	paying	for	a	full-scale	training	program	or	just	reading	Rackham’s	book	—	namely,	your	team‘s	size,	your	familiarity	with	the	methodology,	and	the	degree	to	which	you’re	interested	in	incorporating	the	strategy	into	your	operations.	Team	Size	If	you‘re	looking	to	incorporate	the	SPIN	methodology	into	a
bigger	team’s	operations,	you‘re	probably	better	off	paying	for	a	full-on	training	program.	It’s	tough	to	rely	on	everyone	in	a	large	organization	to	read	a	book	on	their	own	time.	An	actual	course	makes	it	easier	to	hold	your	team	members	accountable	and	on	the	right	track.	If	your	team	is	smaller	—	or	you,	personally,	are	interested	in	learning	about
the	methodology	on	your	own	time	—	it	will	probably	serve	you	to	go	with	Rackham's	book,	itself.	Familiarity	With	the	Methodology	If	you	and	your	team	are	starting	from	scratch	when	it	comes	to	understanding	SPIN	selling,	you‘ll	likely	want	to	invest	in	a	full	course	to	better	understand	the	ins	and	outs	of	the	methodology.	If	you’ve	incorporated
these	kinds	of	tactics	into	your	sales	efforts	and	are	interested	in	a	refresher,	reading	the	book	is	probably	more	appropriate.	You’re	Ready	to	Leverage	the	SPIN	Selling	Method	SPIN	selling	puts	buyers	at	the	center	stage.	This	method	combines	empathy	with	effectiveness.	Consider	looking	into	the	strategy	if	you	want	to	incorporate	a	thoughtful,
consultative	approach	that	delivers	results	into	your	broader	sales	efforts.	As	a	sales	rep,	you	have	to	handhold	and	guide	prospects	through	the	sales	process	instead	of	forcefully	pushing	a	deal.	Having	tested	this	sales	methodology,	I	can	say	that	the	SPIN	framework	is	a	well-defined	and	systematic	way	of	steering	sales	conversations.	You	can	easily
train	your	sales	staff	to	implement	this	method	with	template	questions	(like	the	ones	I	shared)	and	mock	calls.	Page	2When	I	first	started	as	a	SaaS	sales	agent,	little	did	I	know	that	there	was	much	more	to	it	than	creating	a	sales	strategy.	As	I	delved	deeper,	I	discovered	that	SaaS	leaders	use	certain	sales	methodologies	to	train	and	scale	their
teams.	However,	implementing	these	methodologies	forcefully	over	your	sales	team	might	result	in	lower	productivity	and	wrong	sales.	Hence,	different	levels	of	the	sales	team	would	require	different	sales	methodologies.	In	this	article,	I’ll	explore	some	popular	sales	methodologies	and	cover	some	expert	advice	to	help	you	implement	the	right	one
for	your	business.	Table	of	Contents	For	example,	some	sales	organizations	implement	different	sales	methodologies	to	reach	their	prospects‘	pain	points	throughout	the	buyer’s	journey.	Here’s	the	Inbound	Sales	Methodology,	which	I	learned	working	with	HubSpot.	This	methodology	provides	an	overview	of	how	the	company	works	to	lead	prospects
to	buy	as	a	generalized	philosophy.	Sales	methodology	is	often	used	interchangeably	with	sales	models;	however,	they	are	separate	terms	with	notable	differences.	Unlike	a	sales	process,	a	sales	model	usually	doesn’t	apply	to	the	entire	sales	cycle.	Methodologies	or	models	tend	to	be	best	practices	relevant	to	one	specific	part	of	the	sales	cycle	—
whether	in	the	qualification,	discovery,	demo,	or	follow-up	stages.	One	of	the	major	differences	that	I	found	between	the	two	approaches	is	related	to	the	specificity	and	individual	business	needs.	Every	business	has	its	unique	sales	process	based	on	its	customers’	needs,	verticals,	products	and	industry	position.	Although	different,	your	sales
model/methodology	still	needs	to	align	with	your	sales	process	if	you	want	to	close	sales	consistently	—	especially	B2B	sales.	Since	no	two	businesses	are	the	same,	a	process	that	works	for	one	company	could	flop	for	another.	That’s	not	the	case	with	sales	models.	Different	sales	organizations	can	implement	the	same	sales	model	and	see	similar
success,	no	matter	what	their	companies	sell	or	how	they	function.	For	example,	consider	“The	Challenger	Sale”	methodology,	which	is	listed	below.	Regardless	of	whether	your	business	offers	ERP	implementation	services	to	large	enterprises	or	cooking	supplies	to	local	restaurants,	your	sales	team	could	still	see	success	from	employing	the
methodology's	principles	—	like	offering	surprising	insights	and	helping	prospects	navigate	the	buying	process.	If	you’re	confused	about	which	(or	how	many)	sales	models	or	methodologies	you	should	use	to	help	shape	your	sales	efforts,	don't	worry.	I’ve	explained	various	SaaS	sales	methodologies	in	detail.	Let's	take	a	look.	1.	SPIN	Selling	System
Neil	Rackham	popularized	the	term	“SPIN”	in	his	book	SPIN	Selling.	SPIN	is	an	acronym	for	the	four	elements	a	sales	rep's	questions	for	prospects	should	focus	on	situation,	problem,	implication,	and	need-payoff.	(Learn	more	about	it	in	this	post.)	These	subjects	often	reveal	buyer	pain	points	and	challenges	and	help	sellers	build	rapport	with	their
buyers.	Rackham	reported	that	having	a	solid	questioning	strategy	can	increase	your	closure	rate	by	20%.	Rackham,	along	with	his	team,	studied	more	than	35,000	sales	calls	to	understand	what	makes	a	salesperson	successful.	Based	on	these	questions,	he	divided	the	sales	conversations	into	four	types:	Situation	questions	aim	to	understand	a
prospect’s	current	situation	—	although	reps	should	still	research	a	call	or	meeting.	Problem	questions	help	identify	the	areas	of	opportunity	and	identify	any	gaps.	Implication	questions	tell	the	extent	of	the	problem	for	the	prospect	and	which	one	should	be	a	priority.	Need-payoff	questions	guide	the	prospects	in	problem-solving	through	your	product
or	service.	Or,	I	would	say,	your	prospect	realizes	the	importance	of	your	product	without	hard-selling.	Image	Source	Below,	I	have	shared	some	intimidating	questions	that	my	sales	team	uses	to	ask	the	prospects	for	different	stages:	To	assess	situations,	I	ask	questions	such	as,	“What	is	your	approach	to	X	situation?”	“How	do	you	feel	about	the	X
situation?”	and	“Which	is	your	favorite	tool	for	X?”	To	identify	the	problem,	I	use	the	following	questions:	“How	long	does	it	take	to	complete	the	X	process?”	“Does	the	current	service	fit	into	your	budget?”	“Is	your	team	familiar	with	the	process	and	tools?”	Successful	salespeople	ask	four	times	as	many	implementation	questions	as	their	average
salespersons.	My	favorite	implementation	questions	include,	“How	much	time	does	the	X	process	take?”	“How	is	a	particular	issue	impacting	productivity?”	and	“Has	this	problem	drastically	affected	your	KPIs?”	This	is	the	decisive	stage	of	the	SPIN	system,	and	the	questions	come	directly	from	the	implications.	I	ask	questions	such	as,	“Does	your
team	find	value	in	X?”	and	“How	does	X	solution	make	it	easier	for	your	organization	to	achieve	the	goals?”	Rather	than	explicitly	telling	prospects	about	a	product	or	service’s	value	or	potential	impact,	the	goal	of	SPIN	selling	is	to	guide	prospects	to	these	realizations	on	their	own.	Who	should	use	SPIN	selling?	SPIN	selling	is	best	for	a	complex	sales
environment	where	prospects	have	not	identified	their	issues	or	understood	the	ramifications.	It	can	also	be	helpful	in	remote	selling	and	the	absence	of	face-to-face	meetings.	Pro	tip:	Integrate	social	selling	into	your	SPIN	strategy.	Connect	with	prospects	on	LinkedIn	and	browse	their	profiles	to	get	a	sense	of	their	pain	points,	work	ethic,	and	more.
Leverage	this	information	in	your	sales	call	to	make	it	more	personalized.	2.	N.E.A.T	Selling	System	Developed	by	The	Harris	Consulting	Group	and	Sales	Hacker,	this	qualification	framework	was	designed	to	replace	standbys	like	BANT	(budget,	authority,	need,	and	timeline)	and	ANUM	(authority,	need,	urgency,	and	money).	I	use	N.E.A.T	selling	to
discover	my	active	leads	by	understanding	their	pain	points.	For	this	sales	methodology,	I	use	a	set	of	more	empathetic	and	thought-provoking	questions	to	understand	the	customer’s	needs.	Here’s	how	the	acronym	breaks	down:	The	“N”	in	N.E.A.T.	stands	for	core	needs.	Rather	than	focusing	on	surface-level	pain,	this	methodology's	creators	urge
salespeople	to	go	deeply	into	their	prospects'	challenges.	How	will	this	product	matter	to	them	both	as	individuals	and	within	the	context	of	the	organization?	“E”	represents	economic	impact.	Don’t	simply	present	your	solution’s	ROI	—	help	the	buyer	understand	the	financial	impact	they’re	currently	on	track	to	realize	versus	the	impact	they’ll	see	if
they	make	a	change.	“A”	is	access	to	authority.	You	probably	won’t	get	to	speak	with	the	CFO,	but	can	your	champion	talk	to	the	CFO	on	your	behalf?	And	more	importantly,	will	they?	“T,”	or	Timeline,	refers	to	the	exciting	event	forcing	your	prospect	to	make	a	decision.	If	there	aren’t	negative	consequences	to	missing	this	date,	it’s	not	a	real
deadline.	Who	should	use	the	NEAT	method?	The	N.E.A.T.	method	should	be	used	best	for	lead	qualification.	It	helps	understand	prospects'	needs	while	eliminating	those	who	don’t	qualify.	Due	to	its	extensive	research,	it	is	best	for	processes	with	longer	sales	cycles	and	big-ticket	sales.	Pro	tip:	Focus	on	being	more	empathetic	and	providing
emotional	support	to	prospects	to	understand	their	mindset	and	gain	insights	into	the	next	action.	3.	Conceptual	Selling	System	Conceptual	selling	is	based	on	the	idea	that	customers	don’t	buy	a	product	or	a	service	—	they	buy	the	concept	of	a	solution	the	offering	represents.	With	that	in	mind,	founders	Robert	Miller	and	Stephen	Heiman	urge
salespeople	not	to	lead	with	a	pitch.	Instead,	they	encourage	sales	reps	to	uncover	the	prospect’s	concept	of	their	product	and	understand	their	decision	process.	I	have	encountered	various	sales	leaders	who	consider	it	as	the	best	sales	methodology	for	SaaS.	The	authors	encourage	salespeople	to	ask	questions	that	fall	into	five	stages:	Confirmation
questions	reaffirm	information.	New	information	questions	clarify	the	prospect’s	concept	of	the	product	or	service	and	explore	what	they’d	like	to	achieve.	Attitude	questions	seek	to	understand	a	prospect	personally	and	discover	their	connection	to	the	project.	Commitment	questions	inquire	about	a	prospect’s	investment	in	the	project.	Basic	issue
questions	raise	potential	problems.	Image	Source	This	sales	methodology	emphasizes	listening	and	divides	the	sales	process	into	three	stages:	getting	information,	giving	information,	and	getting	commitment.	In	my	opinion,	conceptual	selling	isn’t	just	about	closing	the	deal	but	establishing	a	long-term	relationship	with	prospects	who	buy	a	product
from	their	point	of	view.	Who	should	use	the	Conceptual	selling	system?	A	conceptual	selling	system	is	good	for	B2B	SaaS	sales	teams	because	B2B	sales	processes	usually	take	longer	and	require	more	time	for	decision-making.	Pro	tip:	Like	SPIN	selling,	use	questions	for	the	different	stages	of	the	conceptual	selling	system.	For	this	sales
methodology,	I	ask	questions	such	as,	“Would	you	use	a	new	product	for	X	task?”,	"What	is	your	timeline	for	this	task?”	4.	SNAP	Selling	System	SNAP	Selling	is	a	sales	methodology	designed	for	busy	prospects	who	are	easily	distracted	and	demanding.	These	are	my	favorite	types	of	prospects	because	they	tend	to	be	high-paying.	SNAP	is	an	acronym
that	encompasses	four	directives	for	sellers:	Keep	it	simple.	Use	simple	questions,	and	make	clear	and	concise	statements	rather	than	the	jargon.	Be	i(n)valuable.	Craft	a	message	in	such	a	way	that	shows	your	product	is	invaluable	for	your	audience.	Always	align.	Align	your	sales	pitch	with	your	prospects’	goals.	In	this	case,	I	suggest	using	customer
testimonials	to	show	how	your	product	satisfies	their	goals.	Raise	priorities.	Create	a	list	of	prospects	and	narrow	them	down	based	on	their	conversion	chances.	I	also	prefer	using	questions	and	KPIs	to	get	a	clearer	picture	of	prospects'	priorities.	Image	Source	With	these	principles	in	mind,	salespeople	can	more	effectively	reach	busy	prospects	with
valuable	knowledge,	connect	what	they’re	selling	with	what’s	most	important	to	the	potential	client,	and	make	it	easy	for	them	to	buy.	While	most	salespeople	think	there’s	only	one	decision	involved	in	a	deal—whether	the	prospect	buys	or	not	—	author	Jill	Konrath	identifies	three	critical	decisions.	The	first	is	allowing	access.	The	second	is	choosing
to	move	away	from	the	status	quo,	and	the	third	is	changing	resources.	With	these	mini-decision	milestones	in	mind,	salespeople	can	more	effectively	keep	deals	on	track.	Who	should	use	SNAP	selling?	SNAP	selling	works	best	for	busy	buyers	who	are	easily	distracted	and	more	demanding	about	their	needs.	You’ll	need	to	communicate	better	with
them	to	ensure	a	smooth	sales	process.	Pro	tip:	Use	social	proof	to	show	how	invaluable	your	product	is.	It	shouldn’t	be	a	generalized	one	but	rather	a	more	goal-centric	testimonial.	5.	Challenger	Sale	Co-authors	Matthew	Dixon	and	Brent	Adamson	started	"The	Challenger	Sale"	by	asserting	that	practically	every	B2B	salesperson	fits	into	one	of	five
personas:	relationship	builders,	hard	workers,	lone	wolves,	reactive	problem	solvers,	and	challengers.	According	to	Dixon	and	Adamson’s	research,	salespeople	are	almost	evenly	distributed	among	these	profiles.	Challenger	Sale	is	about	providing	knowledge	to	prospects	by	challenging	their	current	scenario.	A	sales	rep	can	be	a	mentor	to	startups
and	convince	them	to	try	something	new	–	out	of	the	box.	So,	what	makes	challengers	so	effective	at	selling?	They	follow	a	teach-tailor-take-control	process.	Teach.	First,	they	teach	their	prospects	—	not	about	the	product	or	service	in	question,	but	about	more	significant	business	problems,	new	ideas,	and	astute	observations.	Tailor.	Next,	they	tailor
their	communications	to	their	prospect.	Take	Control.	Finally,	they	control	the	sales	by	not	being	afraid	to	push	back	on	their	customer,	focusing	more	on	the	end	goal	than	being	liked.	The	Challenger	sales	methodology	strives	to	impart	the	wisdom	of	the	challenger	to	the	other	four	types.	This	particular	approach	requires	well-thought-through
personalized	lead	nurturing	campaigns.	These	campaigns	slowly	warm	prospects	up	to	the	business	until	they	reach	a	point	where	they’re	most	likely	to	make	a	purchase.	Sales	software	can	help	reps	manage	and	identify	prospects	who	are	most	likely	to	convert	at	any	given	time,	send	personalized	emails,	or	schedule	meetings	to	close	deals	at	the
right	moment.	Who	should	use	the	Challenger	Sale	system?	Challenger	sales	work	best	for	the	B2B	SaaS	sales	environment,	where	sales	reps	tend	to	highlight	the	unique	product	features	by	engaging	in	a	discussion.	Pro	tip:	Sales	reps	must	shock	the	prospects	into	realization	to	shift	their	mindset	from	the	current	world	to	a	new	solution.	6.	The
Sandler	Selling	System	The	Sandler	Selling	System	flips	the	script	of	the	traditional	sales	process	—	to	a	certain	extent.	While	sales	have	historically	revolved	around	the	idea	that	potential	buyers	should	be	pursued	and	convinced	by	sellers,	the	Sandler	methodology	states	that	both	parties	should	be	equally	invested.	I	found	this	quite	similar	to	the
NEAT	method,	which	is	used	at	the	qualification	stage.	Here,	the	sales	reps	act	as	consultants	instead	of	being	a	pushy	salesperson.	It	prioritizes	building	mutual	trust	between	both	sides.	Instead	of	acting	like	a	typical	salesperson,	the	rep	serves	as	an	advisor	and	asks	questions	to	identify	challenges	in	the	qualification	process.	Image	Source
Objections	such	as	time	or	budget	restraints	often	derail	deals	after	both	the	prospect	and	salesperson	have	already	invested	considerable	work.	However,	Sandler-trained	reps	strive	to	assess	and	raise	the	majority	of	obstacles	in	the	qualification	process.	If	the	rep	discovers	that	their	solution	won’t	truly	address	the	potential	client's	concerns,	they
won’t	waste	time	convincing	them	that	it	does	—	they’ll	simply	abandon	the	process.	Rather	than	the	seller	convincing	the	buyer	to	buy,	the	buyer	is	almost	convincing	the	seller	to	sell.	Who	should	use	the	Sandler	selling	system?	Since	it	is	a	lengthy	sales	methodology,	it	is	best	for	high-ticket	sales	and	large-scale	SaaS	products	to	build	the	prospect’s
confidence	in	the	new	solutions.	Pro	tip:	I	suggest	asking	the	pain	points	smartly	by	reframing	the	direct	questions	into	a	situation	or	something	less	pushy.	7.	MEDDIC	MEDDIC	is	a	sales	qualification	process	for	complex	and	enterprise	sales.	Coined	by	Jack	Napoli	and	Dick	Dunkel	in	the	1990s,	the	MEDDIC	framework	helped	them	scale	from	$300
million	to	$1	billion	in	four	years.	The	acronym	stands	for	metrics,	economic	buyer,	decision	criteria,	decision	process,	identify	pain,	and	champion.	I	prefer	to	use	this	methodology	during	the	qualification	stage	and	decide	whether	we	should	invest	in	this	prospect	to	bring	to	the	sales	funnel.	To	find	the	answers,	ask	yourself	and	your	prospect:
Metrics.	What's	the	economic	impact	of	the	situation?	Economic	buyer.	Who	controls	the	appropriate	budget?	Decision	criteria.	What	are	the	formal	evaluation	criteria	the	organization	is	using	to	pick	a	vendor?	Decision	process.	How	will	the	organization	pick	a	vendor?	What	are	the	specific	stages?	Identify	pain.	What	are	the	trigger	events	and
financial	consequences	of	the	problem?	Champion.	Who	is	selling	on	your	behalf?	Image	Source	Who	should	use	MEDDIC?	MEDDIC	is	best	suited	to	enterprise	organizations	with	complex	sales	processes.	It	works	well	for	regular	engagement	with	multiple	stakeholders	that	require	complex	solutions	for	a	smooth	process.	Pro	tip:	Create	a	buyer
persona	that	defines	your	buyers,	who	they	are,	their	struggles	and	goals,	and	how	these	solutions	can	overcome	the	problems.	8.	Solution	Selling	Solution	selling	is	a	sales	methodology	that	Mike	Bosworth	founded	in	the	late	1980s	from	his	experience	at	Xerox	Corporation.	From	my	experience,	solution	selling	involves	a	lot	of	questioning	and	may
disinterest	your	purchasers.	Rather	than	selling	specific	products,	salespeople	leverage	solution-selling	leads	with	the	benefits	a	custom	solution	can	provide	for	the	prospect.	For	example,	a	sales	rep	for	a	printing	and	design	company	could	create	a	custom	package	of	design	services,	signage,	and	business	cards	to	fit	the	buyer’s	needs.	Image	Source
This	approach	acknowledges	that	buyers	today	are	more	informed	and	allows	reps	to	meet	prospects	where	they	are.	After	all,	prospects	are	likely	to	have	already	researched	your	products	and	have	a	solid	understanding	of	the	offerings	that	suit	them	best.	The	best	way	to	leverage	this	methodology	is	by	helping	my	sales	reps	identify	prospect	pain
points	and	offer	a	customized	mix	of	products	to	meet	their	needs.	Who	should	use	Solution	Selling?	Solution	selling	works	best	for	SaaS	companies	that	offer	more	personalized	products	or	services.	For	example,	a	company	specializing	in	cloud	security	and	storage	will	offer	unique	solutions	to	each	of	its	customers.	I	will	consider	various	discovery
calls	and	interactions	to	determine	how	much	data	my	prospect	needs,	their	security	requirements,	and	how	many	devices	he’ll	access.	Pro	tip:	Develop	a	set	of	questions	to	diagnose	prospects'	needs	and	tailor	solutions	to	them.	Always	start	with	a	broad	set	of	questions	that	are	more	generalized	and	narrow	down	further	to	build	a	use	case	for	your
solution.	9.	Inbound	Selling	Inbound	selling	is	the	modern-day	selling	methodology	that	has	replaced	traditional	selling	methods.	Simply	put,	potential	buyers	interact	with	the	content	marketing	team	and	often	research	products	on	their	own	before	contacting	the	sales	team.	The	inbound	sales	methodology	allows	sales	professionals	to	meet
prospects	where	they	are,	whether	on	Twitter	or	their	company’s	product	pricing	page.	In	the	inbound	selling	approach,	we	use	a	flywheel	model	instead	of	a	traditional	sales	funnel.	Not	to	forget,	inbound	sales	is	an	effective	tool	for	analyzing	page	views,	conversions	and	social	media	interactions	to	personalize	the	buying	process.	Image	Source	As
prospects	make	their	way	through	the	awareness,	consideration,	and	decision	stages	of	the	buyer’s	journey,	inbound	sales	reps	take	four	actions:	Identify.	Inbound	sales	reps	prioritize	active	buyers	rather	than	passive	ones.	Active	buyers	have	visited	the	company	site,	started	a	live	chat,	filled	out	a	form,	or	reached	out	on	Twitter.	Connect.	Inbound
reps	connect	by	reaching	out	to	prospects	with	a	personalized	message	through	their	blog,	social	media	accounts,	or	in-person	events.	This	personalization	is	based	on	the	buyer’s	role,	interests,	industry,	or	connections	you	have	in	common.	Explore.	In	the	exploratory	phase,	and	reps	focus	on	rapport	building	and	recap	previous	prospect
conversations.	At	this	stage,	reps	dive	deeper	into	the	prospect’s	challenges	and	goals,	introduce	products	or	services	that	might	fit	these	goals,	and	create	plans	that	accommodate	buyer	timelines	and	budgets.	Advise.	Finally,	reps	create	and	deliver	a	personalized	sales	presentation	covering	what	they’ve	learned	about	the	prospect’s	needs	and	the
value	and	assistance	your	product	or	service	can	provide.	Who	should	use	Inbound	selling?	I’d	say	inbound	selling	is	for	everyone	in	the	SaaS	environment.	It	is	for	the	SaaS	sales	team	that	wants	to	eliminate	the	cost	of	advertisements,	reduce	the	outbound	workforce,	attract	qualified	leads	and	educate	their	prospects	about	the	solutions.	Pro	tip:
Leverage	CRMs	to	integrate	customer	touchpoints,	sort	the	most	active	channels,	determine	the	most	successful	type	of	content,	and	personalize	the	sales	process	to	actively	find	leads.	10.	Target	Account	Selling	Target	account	selling	is	the	idea	that	picking	the	right	prospects	to	engage	with	is	the	most	crucial	aspect	of	a	sales	process.	For	example,
I	would	pay	careful	attention	and	conduct	more	extensive	research	during	the	lead	qualification,	mapping	out	organizations,	and	creating	buyer	personas.	This	particular	methodology	leans	heavily	on	sales	automation	—	which	includes	the	resources	that	can	help	your	sales	organization	identify	traits	and	characterize	prospects	who	will	be	most
receptive	to	your	solution.	One	critical	point	I	like	about	this	methodology	is	that	it	prioritizes	quality	over	quantity	significantly	when	pursuing	leads	and	targeting	accounts.	However,	I	have	often	noticed	extra	legwork	at	the	beginning	of	a	sales	process,	with	the	hope	that	it	will	lead	to	higher	close	rates	and	more	efficient	sales	efforts	down	the	line.
Who	should	use	Target	Account	selling?	Since	it	focuses	on	sustainable	relationships,	target	account	selling	is	best	for	big-ticket	providers	with	large,	complex	deals	and	multiple	decision-makers.	Due	to	its	extensive	prospect	research,	it	can	be	considered	best	for	products	and	services	involving	future	upgrades,	upsells,	and	cross-sell	opportunities.
Pro	tip:	Focus	on	building	long-term	relationships	with	high-value	target	accounts	by	aligning	sales,	marketing,	and	customer	success	teams	to	deliver	personalized	support	throughout	the	buyer's	journey.	11.	Command	of	the	Sale	The	Command	of	the	Sale	methodology	involves	selling	with	urgency,	some	degree	of	bravado,	extensive	product
knowledge,	and	exceptional	situational	awareness	—	all	aspects	of	sales	that	could	be	described	as	commanding	in	their	own	right.	There	is	always	a	thin	line	between	command	of	the	sales	methodology	and	pushy	sales	reps,	and	this	can	be	broadened	with	more	sales	training	and	coaching.	This	sales	methodology	uses	internal	resources	for	sales
qualification,	aligning	the	sales	process	with	the	customers'	buying	process.	Here	are	the	factors	that	I	consider	for	the	success	of	this	sales	methodology:	What	a	prospect	hopes	to	achieve.	The	ways	a	prospect	wants	to	create	value	for	their	business.	How	the	rep's	solution	—	specifically	—	can	fulfill	those	elements.	How	the	prospect	measures
success.	Why	the	rep's	business	stands	out	from	its	competition.	With	those	bases	covered,	a	salesperson	operating	within	this	methodology	needs	to	be	able	to	explicitly	define	how	their	solution	suits	their	prospects’	problems,	needs,	and	interests	in	a	way	their	competition	can't.	That	pitch	has	to	be	enough	to	warrant	charging	a	premium	for	their
company's	product	or	service.	Who	should	use	Command	of	the	Sale?	Command	of	the	Sale	is	best	suited	for	SaaS	teams	that	require	a	structured	and	predictable	sales	process.	It	also	helps	the	sales	team	improve	efficiency	and	forecasting	accuracy.	12.	Gap	Selling	Gap	Selling	is	a	methodology	rooted	in	highlighting	the	gap	between	a	prospect‘s
business’s	current	state	and	their	desired	future	state.	Its	underlying	premise	is	addressing	problems	rather	than	touting	products.	In	the	sales	world,	gap	selling	is	about	understanding	the	customer’s	pain	points,	fears,	challenges	and	dreams.	With	gap	selling,	reps	prioritize	prospects.	They	develop	a	deep,	fundamental	understanding	of	a	potential
customer's	business,	issues,	and	—	perhaps	most	importantly	—	goals.	Then,	they	determine	the	best	possible	way	to	position	their	product	or	service	as	the	most	effective	means	of	filling	those	gaps.	Developing	that	understanding	means	digging	deep,	pinning	down	the	root	causes	for	any	trouble	a	prospect	might	be	having.	As	you	may	assume,	that
kind	of	intense	examination	can	be	time-consuming,	so	this	methodology	best	suits	sales	teams	that	have	the	time	and	flexibility	to	take	a	holistic	look	at	a	prospect's	situation.	Image	Source	Who	should	use	Gap	Selling?	Gap	selling	works	for	the	sales	team,	which	needs	ample	time	to	investigate	the	prospect’s	condition	and	ask	the	necessary
questions	to	identify	the	prospects.	Pro	tip:	While	performing	gap	selling,	track	the	key	sales	metrics	to	get	better	insights	into	the	effectiveness	of	the	sales	strategies.	For	example,	I	prefer	key	metrics	such	as	pipeline	metrics,	customer	interactions,	and	interaction	time	to	gather	these	insights.	Customer-centric	selling	methodology	enables
salespeople	to	be	flexible	in	their	approach	to	discovering	the	buyer's	priorities,	needs,	and	schedules.	Here	are	the	eight	key	components	of	CCS	methodology:	1.	Have	a	conversation	rather	than	deliver	a	presentation.	I’ll	say	it	out	loud:	customer-centric	selling	is	about	prioritizing	empathy	for	the	customer	above	all	else.	This	means	understanding
where	customers	are	coming	from	and	the	specific	situations	they	might	be	dealing	with.	Initiate	a	conversation	rather	than	delivering	a	presentation.	One-size-fits-all	presentations	aren’t	personal	enough.	With	this	methodology,	you	need	to	adapt	and	converse	based	on	the	customer’s	individual	needs	and	experiences.	2.	Ask	relevant	questions
instead	of	offering	opinions.	“If	you	are	not	taking	care	of	your	customer,	your	competitor	will.”	This	is	my	favorite	sales	quote	by	Bob	Hooey.	Empathy	is	the	operative	concept	in	customer-centric	selling.	You	want	customers	to	know	you’re	listening,	feel	like	you’re	genuinely	concerned	with	their	best	interests,	and	understand	you’re	thinking	about
solutions	specific	to	their	individual	needs.	If	you’re	dominating	the	conversation	with	opinions	and	not	considering	their	perspective,	you’re	not	engaging	in	customer-centric	selling.	3.	Focus	on	the	solution	instead	of	the	relationship.	The	key	to	customer-centric	selling	is	to	understand	that	your	priority	isn’t	selling	—	it’s	solving.	The	point	of	the
whole	model	is	to	understand	a	specific	situation	for	an	individual	customer	and	offer	a	fitting	solution.	If	you	can	do	that,	a	solid	relationship	should	follow.	But	simply	building	that	relationship	can’t	be	your	main	priority.	4.	Target	decision-makers	instead	of	users.	Customer-centric	selling	focuses	on	the	use	of	a	product	and	the	specific	problems	it
can	consistently	solve.	It’s	less	about	the	product’s	features	and	more	about	what	day-to-day	use	of	it	looks	like.	Instead	of	being	pushy,	use	a	soft	tone	and	focus	on	being	more	empathetic	with	the	decision-makers.	After	all,	it	is	not	the	users	who	make	the	purchase	decision.	5.	Promote	product	usage	to	garner	interest.	This	point	ties	into	the	one
above.	Customer-centric	selling	revolves	around	showing	how	using	the	product	you’re	selling	will	make	life	easier	for	your	prospect.	Instead	of	discussing	a	product’s	features	and	assuming	your	potential	customer	will	figure	out	how	to	apply	them	on	their	own,	show	what	the	product	can	do	and	demonstrate	how	it	can	solve	their	specific	problems.
6.	Strive	to	be	the	best	seller	rather	than	the	busiest.	My	main	motto:	Quality	over	quantity.	That’s	the	name	of	the	game	when	it	comes	to	customer-centric	selling.	According	to	this	methodology,	it’s	better	to	apply	your	effort	toward	finding	solutions	for	fewer	individual	customers	than	to	spread	yourself	thin	and	halfway-commit	to	several
customers.	Pro	tip:	Create	a	list	of	prospects	and	assign	a	number	based	on	their	priority.	Use	this	list	to	create	content	and	sales	pitches	accustomed	to	different	prospects.	7.	Close	on	the	buyer’s	timeline	rather	than	the	seller’s	timeline.	One	common	mistake	I	often	find	with	novice	sales	reps	is	that	they	work	on	their	terms	and	schedule.	Customer-
centric	selling	is	based	on	your	customer’s	best	interests	and	specific	dilemmas.	Getting	there	isn’t	always	going	to	be	easy,	quick,	or	straightforward.	Don’t	press	your	customers	to	stick	to	your	schedule.	Ideally,	you’ll	be	able	to	help	your	customer	come	to	a	resolution	on	a	schedule	that	works	for	both	of	you.	But	ultimately,	it’s	their	solution.	It’s
their	business.	So,	it’s	going	to	have	to	happen	on	their	time.	8.	Empower	buyers	to	buy	instead	of	convincing	them.	The	fundamental	reason	for	every	instance	of	customer-centric	selling	is	simple	—	the	customer	has	a	problem.	Your	job	as	a	salesperson	is	to	empower	them	in	their	effort	to	solve	it.	You’re	not	selling	a	product	so	much	as	you’re
selling	a	solution.	Your	priority	should	be	to	show	how	your	product	fits	that	solution	—	not	how	awesome	your	product	happens	to	be	in	general.	You’re	selling	to	them	for	them.	Be	sure	to	keep	that	in	mind.	How	to	Implement	a	New	Sales	Methodology	To	help	you	get	a	better	idea	of	how	to	put	one	of	these	methodologies	into	your	sales	plan,	I
reached	out	to	some	HubSpot	sales	experts.	Here’s	what	they	say	about	implementing	a	new	sales	methodology:	Rachael	Plummer	—	Former	HubSpot	Global	Manager,	Solutions	Provider	Program	"Salespeople	today	are	inundated	with	content.	So	while	I	think	it‘s	the	best	time	to	be	a	sales	rep,	it’s	also	the	hardest!	There	are	a	million	different	ways
to	have	a	connect	call,	send	an	email,	or	find	new	leads	—	and	sales	reps	have	to	constantly	parse	through	that	content	to	pin	down	what	they	deem	to	be	significant	enough	to	implement	in	their	day-to-day.	So	as	a	sales	leader,	it‘s	critical	that	if	you	are	going	to	present	a	team	with	a	new	sales	methodology	and	disrupt	their	current	flow,	you	need	to
keep	the	capacity	of	new	information	the	team	is	going	to	choose	to	retain	in	mind.	Once	I’ve	determined	that	a	new	sales	methodology	is	worth	adopting,	there	are	a	few	things	I	like	to	focus	on	to	make	it	easier.	First,	it‘s	imperative	that	as	a	leader,	you	believe	in	the	methodology	yourself.	For	the	team	to	prioritize	this	particular	methodology,	they
have	to	know	you	believe	in	it	too	and	that	you’re	capable	of	implementing	it.	A	reverse	role	play	works	really	well	here,	where	you,	as	the	sales	leader,	play	the	rep	and	your	team	plays	the	customer.	Next,	I	like	to	emphasize	how	this	new	approach	will	help	both	the	team	and	our	customers.	As	a	team,	we	have	to	believe	in	the	mission	—	we	have	to
see	a	North	Star.	Why	would	someone	who	continually	achieves	their	goals	stop	doing	what	they‘re	doing	if	they	don’t	see	the	greater	value?	This	can	be	achieved	by	demonstrating	an	anticipated	increase	in	leads,	meetings,	sales,	or	customer	retention.	If	there	isn't	meaning	behind	the	approach	or	a	clear	path	to	success,	it	will	not	receive	the
calories	it	deserves.	Finally,	I	like	to	ensure	that	the	steps	in	a	new	sales	methodology	are	outlined	as	simply	as	possible.	Can	it	be	digested	and	adopted	within	a	matter	of	minutes?	If	we're	going	to	ask	a	salesperson	to	take	a	step	back	in	their	day	away	from	immediate	revenue-generating	activities,	then	that	has	to	be	the	goal."	David	Torres	—
HubSpot	LatAm	Sales	Director	"Whenever	a	methodology	is	introduced,	and	change	is	needed,	the	first	thing	I	try	to	do	—	before	presenting	it	to	my	team	—	is	to	understand	what	will	stay	the	same.	There	are	bound	to	be	changes,	but	there‘s	probably	going	to	be	a	starting	place	of	transition	that	looks	similar	to	what	we’re	already	doing.	Often,	we
index	on	the	changes,	but	change	can	be	incredibly	uncomfortable.	I	want	to	champion	change	as	evolution	and	as	a	continuity	of	the	things	we're	already	doing	well.	The	change	itself	essentially	becomes	evolution	as	a	natural	consequence	of	improvement.	Why	would	I	choose	not	to	do	things	better	when	we've	evolved	to	the	point	that	we	can
actually	do	things	better?	In	a	team	meeting,	I	present	the	change	and	the	‘why’s,‘	but	I	start	to	draw	the	parallels	of	what’s	going	to	continue	or	the	iterations	that	need	to	be	made.	Here's	where	you	give	your	team	a	minute	to	reflect	—	a	place	where	you	can	highlight	how	what	you	were	doing	today	is	going	to	evolve.	For	instance,	let‘s	say	we	used
to	prospect	via	email,	and	now	we	need	to	pick	up	the	phone.	There’s	a	parallel	between	what	you	wrote	in	your	email	and	the	script	you‘ll	use	when	you	call.	It’s	not	‘new,’	it's	an	evolution.	Another	example	could	be	telling	your	team,	‘Now,	we’re	going	to	use	GPCT	to	qualify	rather	than	just	BANT	alone.	BANT	worked	because	of	XYZ	—	you	should
look	at	GPCT	as	a	continuation	of	BANT	through	context.	Change,	in	my	experience,	is	best	absorbed	through	small	chunks.	I	don't	need	to	migrate	all	of	it	by	myself	100%	on	day	one.	But,	if	I	set	a	target	of	where	I	want	to	be	a	month	out,	I	can	strive	for	progress	rather	than	perfection.	The	same	goes	for	the	team."	Dan	Tyre	—	Former	HubSpot
Executive	"Methodology	changes	can	be	easy	or	complicated	based	on	the	degree	of	change	required.	Slight	changes	—	like	adding	or	refining	individual	steps	or	updating	the	questions	used	during	a	stage	of	a	process	—	are	largely	tactical	and	easy	to	implement.	The	sales	team	should	recognize	the	change,	understand	the	update,	and	implement	it
over	a	matter	of	weeks	to	get	the	desired	outcome.	But	if	you	are	completely	rewiring	a	sales	process	—	like	upgrading	to	an	inbound	sales	or	consultative	sales	approach	—	you	need	to	leverage	a	more	comprehensive	and	flexible	strategy.	Start	with	the	goal	and	work	backward.	For	instance,	say,	‘We	want	to	close	more	deals’	—	something	most
sales	teams	will	be	on	board	with.	Next,	you	need	to	move	to	the	data.	You	might	be	implementing	a	methodology	change	because	what	you‘re	seeing	as	individuals	or	a	team	is	that	you’re	not	moving	from	stage	one	to	stage	two,	in	keeping	with	the	expectations	of	your	industry	or	organization.	That	means	you	have	to	try	something	different	—	in	this
context,	that's	adopting	a	new	sales	methodology.	That‘s	going	to	require	some	change	management.	Some	reps	get	it	quickly,	while	others	will	take	some	more	time.	After	all,	your	methodology	has	probably	been	ingrained	in	your	sales	process	for	years,	and	that’s	okay!	As	long	as	you	and	your	team	are	making	progress,	and	your	reps	understand
that	they‘re	going	to	have	to	work	through	these	changes	within	a	set	window	of	time,	you’ll	be	in	a	good	place.	It	also	helps	to	institute	a	film	night	—	a	designated	time	where	you	listen	to	calls	with	the	team	to	show	new	methodology's	steps	and	best	practices,	allowing	your	team	to	more	effectively	model	the	process.	After	a	reasonable	amount	of
time,	your	most	nimble	reps	should	be	up	and	running,	but	some	‘slow	percolators’	might	need	some	extra	help.	In	those	cases,	you	review	the	overall	goals	and	benefits	of	the	methodology,	zero	in	on	the	difficult	segments,	and	take	baby	steps	to	address	and	improve	the	delivery."	Start	Using	the	Best	Sales	Methodologies	From	my	experience,
choosing	the	right	sales	methodology	can	make	or	break	a	deal.	Each	methodology	offers	a	unique	approach	tailored	to	different	stages	of	the	sales	process.	For	instance,	I‘ve	found	the	SPIN	Selling	method	to	be	particularly	effective	when	uncovering	a	prospect’s	pain	points	and	guiding	them	toward	realizing	the	value	of	my	solution	on	their	own.	On
the	other	hand,	for	enterprise-level	sales,	the	MEDDIC	approach	helped	us	qualify	prospects	and	ensured	decision-maker's	buy-in.	Understanding	and	implementing	the	right	methodology	at	the	right	time	is	crucial.	It’s	not	just	about	selling;	it’s	about	providing	tailored	solutions	that	resonate	with	your	prospects'	needs.	In	sales,	the	prospect	is	the
priority.	Their	success	should	be	the	focal	point	of	any	deal	you	make.	Every	sales	transaction	should	enable	a	buyer	to	achieve	a	goal,	solve	a	problem,	or	satisfy	a	need.	Finding	the	sales	methodology	that	allows	you	to	consistently	fulfill	those	ends	is	central	to	creating	meaningful	sales	efforts	that	will	build	productive,	mutually	beneficial
relationships	with	loyal	customers.	Editor's	note:	This	post	was	originally	published	in	February	2020	and	has	been	updated	for	comprehensiveness.


