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Modeling the ‘Puppy-Dog Close’ Technique

I thought that this piece below was very relevant to what we are doing in our businesses right now!  Why?  Well many of us have taken advance shipment on special products such as Reversalist, Eternal Magic, Glazewear Lip Gloss & Luminosity and learned techniques to sell them right away.  One of the ways to sell a product is to ‘give it to the customer to try’. (such as our preferred customer preview).  Those who are using this technique know just how powerful this is and that 9 out of 20 customers will keep and pay for the product, which is exactly what the article below is all about.  


Week 12
Model the 'Puppy-Dog Close' Technique
Letting customers take your product home on a trial basis may clinch the sale. 
By Sydney Barrows  http://www.entrepreneur.com
URL: http://www.entrepreneur.com/sales/customerservicecolumnistsydneybarrows/article205640.html 
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Modeling is not a term that applies exclusively to those gorgeous, skinny creatures who strut down the runway in the latest designer duds. Modeling is also what successful businesses do when they see something another business is doing--and it doesn't have to be someone in their own industry, either--and they "model" it to achieve their own objectives.

Take the so-called puppy-dog close, one of the most powerful sales techniques ever invented (and it's totally based on customer experience). This is how it works:

A customer is in the pet store with a child who is begging for a puppy. Not at all sure this is such a great idea, or perhaps not sure if this particular puppy is the right fit, the customer will not commit to the purchase. The savvy salesperson offers to let them take the puppy home for a few days, assuring the parent that the puppy can be returned, no questions asked, and a refund cheerfully given if they decide they don't wish to keep it.

How could you say no to such a reasonable offer, especially with your child right there with those expectant eyes?

Of course, the child falls in love with the new pet, and there's no way the parent can return the dog to the store. Sold: one puppy. It's that simple.

A number of stores that sell area rugs have modeled this technique by allowing prospective buyers to take a rug home so they can see how it looks in their space. Most of the time, it’s a keeper (if for no other reason than the buyer doesn't want the experience of having to move the furniture again!). Other times, the customer tries rug after rug until he finds one he likes. This may cost the store a bit extra for delivery fees, but it's a worthwhile expense to make the sale because once that customer leaves for good, the chances of reclaiming that sale drop precipitously.

Perhaps you might make up small samples like cosmetics companies do, so that after a few days of using the product, the prospect wants to return to buy the regular size.

Once your actual product is in the customers' possession and the customer experiences the joy of ownership, the sale is all but a sure thing, particularly when there is a strong emotional component to the purchase. Sit down and start thinking about how you could entice your prospects and customers with a puppy-dog experience that will make your close ratios higher than they've ever been before.



Merilyn: Interesting isn’t it?  I love the story with the puppy dog, that’s like a flashback for me to when my kids were little – we had that exact experience!  Maybe some of you can relate to that too.

Merilyn Strange  Avonbymrln@aol.com


