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T 
here are many sales training 

programs and articles that 

give advice on winning the 

prospect and the sale, by “selling the 

customer what they want”, or 

“identifying needs”. That concept 

works fine if you‟re selling televisions 

or washing machines, but what if 

you‟re selling banking services, and 

the prospect doesn‟t even know what 

the products are, let alone that they 

“want” it or “need” it. 

To be successful, the platform staff 

must learn a valuable sales technique: 

create a need by educating the cus-

tomer. And once the need is created 

many times the sale will follow auto-

matically.  

It is wrong to assume that every per-

son walking into the branch knows 

the extensive product line offered by 

most institutions, and how the prod-

ucts or services are designed to make 

their lives a little easier, or even a 

little richer. They don‟t walk in and 

ask for “one of these in red” or “two 

of those in blue”. Most  consumers 

know about savings accounts and 

checking accounts, and that could be 

the extent of their financial expertise. 

Free bill paying service is a good  

example, the modern way for con-

sumers to pay their bills. Usually a 

totally free service that saves the user 

time, postage, the cost of envelopes 

and even gas, some customers with 

checking accounts still don‟t use the 

service! Why? Some don‟t know it 

exists, some don‟t understand how it 

works, or that it is better than free: 

using it saves them money. Some are 

intimidated by it and afraid or not 

interested in asking how to use it; 

some are under the misimpression that 

it is somehow risky or “unsafe”.   

By educating customers 

about the features (free, 

easy to use, flexible, se-

cure) and the benefits 

(saves money by eliminat-

ing the cost of postage, 

envelopes, and gas; saves 

time because bills are paid 

quickly and/or automati-

cally),  and teaching them, 

hands-on, how to use it, 

there is a good chance that 

you have created a “need” 

by providing education, 

and that the prospect will 

“want” the service with-

out your having to “sell” anything.  If 

handled with enthusiasm and profes-

sionalism, you will have provided 

enough information so that many will 

be eager to sign up  and start enjoying 

the benefits, now that they know what 

they are, and how to use this very 

valuable service. 

How about Home Equity Lines of 

Credit? Don‟t most homeowners know 

about them? The answer is yes, and 

no. Some homeowners, having estab-

lished a home equity line at another 

institution previously, might not real-

ize that by refinancing their current 

home equity line, they could actually 

save money, because rates could now 

be lower than what they are paying 

currently. Someone that already has a 

home equity line is actually the best 

prospect for a new one, and once the 

customer is educated, a need can be 

created.  

“Educate, Create a Need, Make a Sale” 

works for a variety of products and 

services. What others can you think of 

that more customers would take ad-

vantage of if they truly understood 

how they worked and the benefits? 

Mortgages? Direct Deposit? GAP?  

Safe deposit rentals?  

Educate yourself first by listing the 

features of each product your bank 

offers, and how those features benefit 

the customer. Make a chart and keep it 

close at hand to use when the next 

opportunity to educate a customer 

presents itself. Your customer will 

appreciate the time you take to explain 

the services and products that help to 

make their lives a little easier.      



 

Having Trouble Starting a “Sales Conversation” ? 

No one likes to be “sold”, and no one 

likes to be perceived as “pushy”, but 

your platform position at the Bank now 

depends upon your ability to “sell”,  so 

where do you begin?  

Starting a sales conversation is like 

starting any other conversation, and as 

long as you are sincere, and attempting 

to match a product or service with a 

particular customer by using your lis-

tening skills, intending to improve their 

lives in some way, that customer will 

not feel as if you are trying to “sell” 

them, and won‟t think you are “pushy”. 

Rather, they will thank you for taking the 

time to explain a product or service that 

they would benefit from. It happens 

every day. 

A soft approach works best. Whenever 

you have a customer at your desk, you 

could start by saying “Do you have a 

minute or two so I can explain (a product 

or service) to you? I really think it this is 

a service you might benefit from.” Or 

“Have you thought about (a product or 

service)? This is something I think would 

be good for you, and if you have a min-

ute I‟d like to explain how it works.” If 

you come across as friendly and conge-

nial, most people will agree. Then, it‟s up 

to you to explain the product  in simple 

terms, highlighting the features and 

benefits that would appeal to this par-

ticular customer. Give the customer your 

undivided attention. 

If the customer refuses your offer, so be it. 

Perhaps the next time you ask, they will 

be more amenable. You have planted a 

seed; all relationships take  some level of 

cultivation and patience.  

If you find yourself becoming tongue-tied 

when you know you should be asking 

questions, the best thing to do is write 

yourself some one-line scripts, and keep 

them where only you can see them. Keep-

ing your words close by prevents that 

awful feeling of not knowing what to say 

when you know you should be saying 

something! 

It is important to demonstrate to every 

customer you come in contact with that 

you are always looking for ways to make 

their lives a little easier. After all,  that„s 

what selling banking services is all about. 

Starting a “sales conversation” takes a 

little practice, but once learned, it easily 

becomes second  nature.  

Are you as ready as you can be to 

make more sales?   

 Do you have your account 

opening kit ready with all the 

forms needed, including the “go 

withs” like forms for Direct De-

posit, Debit Card, and Bill Pay?  

 Is your “script” containing ques-

tions designed to profile the 

Be Prepared! 

customer to learn what other 

products and services might be 

appropriate  included in your kit?  

 Is there a clear path on your 

desk between the customer and 

you, or are there obstacles in the 

way?  

 Is your desk clearly marked with 

a  sign visible to everyone as 

they walk in your front door, or 

do people wander around the lobby, 

or peak around corners or in offices 

trying to find someone to help them?  

Take a preparedness self-assessment to 

get the most out of every customer you 

come into contact with, and your sales 

will surely increase. 
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