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I N D E X

A

Account management, 149–150

Action plan, 83–84

Advocates, client contacts as, 123

Ask “why” five times, 40

Assumptions, 24, 37, 106, 131,

142

Assumptive close, 127

B

Benefits, versus value, 129–130

Boundaries. See Scope

Business adviser, services seller as,

3, 162–163

Business cards, 8

Business case, client’s, 53–54

Business objectives. seller’s, 148

Buyer comfort, recognizing,

133–134

Buyer demands, xi–xii, 11,

137–138

Buyer objections, 134–138

Buyer win themes, 99–101

Buyers. See Clients

Buyer’s issues. See Client issues

Buying motivations, 76–83, 138

Buying process, customized, 15–16

C

Career development, 180–181

Career risk, 70–71

Case for change, 62–65, 101–102,

108

Cases. See Projects

Change

barriers to, 62–65

making the case for, 62–65,

101–102, 108

smoothing the way for, 165, 166

value of, 105

Change management, 70, 165

Cialdini, Robert, on likability, 8

Client buying experience, 7

Client culture, 72, 79

Client debriefing, 140–143

Client decision process, 54

Client demand, generating, xiii

Client expectations, 33, 55–56,

173

Client experience, defining,

145–147

Client interviews, 23–34

bottom up approach, 28

breaking the ice, 26

follow-up questions, 29

ground rules, 26

listening, 29, 30

location, 28

preliminary problem assessment,

26–27

preparing for, 16-20

questions, 30–34
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Client issues

addressing, 20, 29, 115–116,

123–124

analysis of, 4–5, 38–42

concern about seller’s ability, 137

expertise related to, 120–121

identifying, 19, 35–42

learning about, 20

origin of, 38–42

statement of, 117

Client list, quality of, 48

Client meetings. See Client

interviews

Client perception survey, 140–142,

144

Client readiness, 53

Client relationship management,

150–158, 165–166

compared to account

management, 150

Client relationships

affinity and concern for clients, 8

assessing, 81–83

building, 165–166

client value profile, 78–79

creating supporters, 83–84

with decision influencers, 80–81

with decision makers, 79–81,

92–93

ending, 155–156

influence of, 5–6

inventory, 154

keys to success, 153–155

managing, 150–151, 165–166

nurturing, 6, 39

obstacles, 156–158

resilient, 181

strategic, 151–158

strengthening, 78–79

Client task forces, 80

Client team members, 104–105,

123

Client value, 64–66

Client value profile, 77–83, 92, 145

Clients, 128–133

buying motivations, 76–83, 138

choosing, 48–50

collaboration with, 7, 15–16,

124–125, 129

commitment and cooperation of,

51–52, 56, 129

communication with, 11, 14–15,

56, 70, 72, 87, 105–106, 126

knowledge of, 14

“prove it” attitude of, xii, 4–5

public-sector, 91

questions and demands of, xi–xii,

11, 137–138

views of offering, 81–83

walking away from, 48, 55, 58,

131–133

Closing techniques, manipulative,

127–128

Closing the sale

importance of capabilities and

insights to, 5–6

high pressure techniques, 11

negotiation, 127–138

Collaboration with client

codesigning buying process,

7, 15–16

on proposed solution, 124–125

Commitment

client’s, 51–52, 56, 129

seller’s, 150

Commitment strategy, 128–133

Commodity trap, 5

Communication
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about schedule, 105–106

with clients, 11, 14–15, 56, 70,

72, 87, 105–106, 126

persuasive, 166

productive interactions, 166

slow, 87

use of stories, 60–62

Compatibility with client culture,

72

Competence

client’s impression of, 14, 21,

150

demonstrating, 19–20, 157

Competitive battles

with client’s own team, 51

price, 5

against unseen forces, 51–52

Competitors

bashing, 122–123

invisible, 50–55

responding to, 86, 93–94

Conference calls, 124

Consensus building, 117–121

Contingency planning, 70

Contract terms and conditions,

134–138

Cooperation of clients,

51–52, 56

Cost, client concerns, 63

Credentials, 108

Credibility, 72

Critics, 121–124

Cynicism, clients’, 63

D

Data collection, 57

Data sources, 17

Deadline-driven close, 128

Decision influencers, 80, 88

Decision makers, 79–80, 91–93

Decision process, client’s, 54–55,

78

Deliverables, 103–104

Detractors, 121–124

E

Education, 41

Elevator speeches, 14–15

Emotion, 118

Engagements. See Projects

Evidence, necessary to prove

claims, 4–5

Execution risk, 68–69

Executive summary of proposal,

107–108

Expectations, seller’s, 132–133

Expected results (section of

proposal), 103–104

Expertise

demonstrating, 73–74

related to client’s issues,

120–121

subject-matter, 14, 108, 163

F

Fact finding, 39–42

Facts

disputed, 121–122

evidence of, 39

Failures, admission of, 123–124

Feedback, 120, 139–143,

144, 168

Financial risk, 69–70

First impressions, 13, 21

Follow up, 29

Fox, Jeffrey, on sales questions,

20

Funding for projects, 52–53
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G

Goal setting, 148, 170

Green light in negotiations,

133–134

Growth, culture of, 49

H

Handouts, 116

Harding, Ford, on client

relationships, 156

Hiring decisions, 174–179

Hiring mistakes, 181

Hypotheses, 26–27

I

Idea merchants, service

providers as, xiii, 20,

162–163

Indifference of clients, 63

Inertia, clients’, 62

Information gathering, 57

Initiatives. See Projects

Intellect, assessment of seller’s,

176, 177

Interview questions, 19

Interview styles, 25–26

Interviews

client, 23–34

for sales behaviors, 176–179

Introductions, 14–15

J

Jargon, 29, 108

K

King, Stephen, on writing to a

specific reader, 98

Knowledge base, building,

20

L

Leadership skills, 147

Likability, 8

Lines of inquiry, 19

Listening, 20, 29, 30, 39, 113

Loss review meeting, 140–143

M

Market intelligence, 139

Meetings

conducting, 11

fact-finding, 38–42

loss review, 140–143

preparation for, 16–20

Mentoring programs, 181

Message chunking, 117–121

Milestones, 68, 147–148

Motivation, evaluation of seller’s,

177–179

N

Negotiation

balance of power, 130–131

buyer objections, 134–138

to close the deal, 127–138

definition of value, 129–130

manipulative techniques,

127–128

recognizing buyer comfort,

133–134

seller value and, 132–133

shared commitments,

128–129

terms and conditions, 134–138

third-party negotiators, 138

tough issues, 134

value versus benefits, 129–130

walking away, 131–133

win-loss mindset, 130
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Networking events, 14–15

Networks, expanding through

client organization, 154, 166

Notetaking, 20

O

Objections, not a buying signal, 29

Ohno, Taiichi, on asking “why” five

times, 39

Operational risk, 70

Organizational dynamics, 43

Outcomes, 103–104

P

Patterns

identifying, 41

relying on, 42

Payment issues, 69–70

Performance issues, 41

Personal behaviors, evaluation of,

176–177, 178–179

Political dynamics, 43

Preconceived ideas, 37

Presentations, 113–126

answering detractors, 121–124

ask for the business, 125

audience participation, 115

client expectations, xii

collaboration with clients,

124–125

competitive, 125–126

consensus building, 117–121

handouts, 116

introduction, 115–116

message chunking, 117–121

objectives of, 113

order of, 125–126

preparation for, 114–115

prove all claims, 4–5

rehearsal of, 115

resistance to, 113–114

using conference calls, 124

using webcasts, 124

video feedback, 120

Price, 5, 90–91, 105–106, 143

Price reduction, 135–137

Priorities, clients’, 63

Problem analysis, 38–42

Problem identification, 35–42

Problem statements, 43–44

Processes

buying, 86

decision making, 54–55

deconstructing, 39

dissecting, 40–42

failure of, 41

integration of, 41

satisfaction with, 41

selling, 85–87

shifts in, 90

suitability of, 41

support for, 41

Procurement executives, xii, 132

Productive transactions, value of,

6

Professional development, 41, 148,

168–170, 180–181

Professional services

client-defined, xiv

definition, xiii

trends, xiv

Profit margins, 49

Projects

approach, revising, 88–89

direction, change in, 87–90

management, sales person’s role,

xii

schedule, 105–106
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Proposal presentations. See

Presentations

Proposals, 95–109

appendix, 106

audience for, 97-99

based on problem statement,

43–44

buyer win themes, 99–101

clarity and accuracy of, 24

client expectations, xii

clients’ stake in, 99

expected results section,

103–104

first reader, 98

five questions, 101–108

language to avoid, 96

last reader, 98

need for change section, 62–65,

101–102

people/team section, 104–105

prove all claims, 4–5

qualifications section, 106–107

requirements for, 98

scope and strategy section,

103

seven sections, 101–102

summary section, 107–108

three steps, 96

timing and fees section, 105–106

Public-sector clients, 91

Q

Qualifications. See Expertise

Questions

appraisal, 31–32

compare-and-contrast, 32

easy/introductory, 31

envisioning, 33

fact-finding, 31–32

to identify and clarify issues,

43–44

R

Rainmakers. See also Seven by

Seven Sellers

capabilities of, 13–14

evolution of skills, 161–162

identifying, 174–179

mindset of, 170–171

questions asked by, 20

traits of, 175–176

Readiness of client, 53

Recency effect, 125–126

Reference checks and calls, 68–69

Rejection, 139–143

Relationship managers, 157–158,

165–166

Relationships, 18

with clients. See Client

relationships

with colleagues, 180

earning trust, 72–74

strategic, 151–158

Research

about client’s competitors,

64

essential information, 17–18

Resistance

to change, 62–65

to presentations, 113–114

Responsiveness, 147

Risks

career, 70–71

client fear of, 63

execution, 68–69

financial, 69–70

mitigation of, 66–71, 74

operational, 70
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roots of, 67

talent, 68

trustworthiness and trust,

71–74

Roles for success, 161–162

business adviser, 3, 162–163

change leader, 165

communicator, 166

idea merchant, xii, 20, 163

project leader, 164–165

relationship manager, 157–158,

165–166

strategist, 164

S

Sales

closing rate, 49

ill advised/bad, 48, 49, 54

walking away from, 48, 55, 58,

131–133

Sales calls. See Client interviews

Sales mastery, seven skills for,

167–171

Sales presentations. See

Presentations

Sales process, client’s participation

in, xiv

Sales proposals. See Proposals

Sales strategies

“client focused,” xii

compelling stories, 60–62

to existing clients, 149–158

five elements of, 59–74

seller-centric, xii

Sales techniques, 10–11

Salespeople. See also Services

sellers

Schedule, 105–106

changes in, 88–89

Scope

changes in, 89–90

defining, 103

and fees, 91

Second impressions, 14, 21

Self assessment, 168

Seller value, 49–50, 132–133,

148

Selling skills, 167–171

Service delivery process/plan,

145–147

Service providers, as idea

merchants, xiii, 20, 163

Service sellers, roles for success,

161–166

Services

delivering, 144–148

value of, 9–10, 64–66, 75–84,

129–133

Services sellers, 23

competencies required, xii, 169

desired traits, 176–179

goal of, 3

high impact skills, 23

must prove claims, 4-5

professional capabilities of,

167–171

role of, xviii, 3, 11

skills for success, 162, 167–172

top performing. See Rainmakers;

Seven by Seven Sellers

Services selling

compared to product selling, xiii

as a consultative process, xv

new environment for, xiv

Seven by Seven Sellers, 161–171

Skills for success, 167–172

Solutions, client ownership of,

xiv
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Solutions to problems

designing, 42–43

presenting alternatives, 118–120

presenting recommendations, 120

Storytelling, 63–64

Storytelling, as element of sales

strategy, 60–62

Strategy for completion, defining,

103

Subject-matter expertise, 14,

73–74, 108, 120–121, 163

Success, roles for, 161–166

Support, of clients, 51–52, 56

T

Talent risk, 68

Team selection, 104–105

Third-party negotiators, 138

Three Cs of winning services sales,

xv–xvii

Toyota production system, 39

Training, 41, 180–181

Training tools, 169

Trustworthiness and trust, 71–74,

150

Andy Wood on, 72–73

during closing, 127–128

foundations of, 73

V

Value

ability to deliver, 21

versus benefits, 129–130

client perception of, 75–84

creating, 20

expected, 108

extending, 64–66

reduction in, 136

seller’s sources of, 132–133

shared definition of, 129–130

sources of, 49–50, 64–66, 82,

131, 136–137, 148

sustainable, 74

Valued-customer close, 128

Value-to-fee ratio, 143

Video feedback, 120

Vision for future, 101–102

W

Weaknesses, seller’s admission of,

123–124

Webcasts, 124

Win themes, 99–101

Win-loss mindset, 130

Winning work, 143

Wood, Andy, on trustworthiness

and trust, 72–73
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