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Page references followed by fig indicate an illustrated figure; followed by ¢

indicate a table; followed by e indicate an exercise.

A

Abraham, J., 53, 135

Accountability: Prioritization and
Accountability exercise on, 25e—26¢;
selecting partner to help with, 279,
280

Accountability partners, 279, 280

Accounting/finance system, 31-32

Activity logs, 281

ADDIE structure, 413

Adobe Acrobat Connect Pro, 67

Advantages magazine, 310

Advertising Specialties Institute\(AZT),
309-310

Advisory proposal, 91

Agreements: behavioral coatracts, 151-
155, 156157, 244; Consequences of
No Agreement (CNA), 324-325fig,
327, 328-330; definition of, 150;
ethical issue of conspiracy related to,
392; ethical issue of tying, 392;
gaining agreement strategy, 150;
Sales Pros Who Open with, 156fig;
wish list for both sides, 330-333. See
also Negotiating

Alternative choice close, 247

American Society for Training and
Development (ASTD), 12, 310, 377,
402, 420

Analytical thinking, 78

Andelman, B., 271

Assumption close, 247

Atlanta Jourw!-Constitution, 68

“Attitude of Gratitude,” 284

Attitedes: appreciating who is helping
in the background scenario on,
359-360; Creating Heart and Head
Check Self-Tests exercise on,
361e-362¢; using gratitude to change
your, 363; importance of, 359;
Showing Gratitude exercise on,
360e

Authentic Happiness (Seligman), 364

B

Balance of power, 335
Bargaining for Advantage (Shell), 333
Bateson, G., 112
BATNA (Best Alternative to a

Negotiated Agreement), 321-322
Beat the Cops (Carroll), 133
Beckhard, R., 226
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Behavior contracts (BCs): advantages

of using, 156-157; closing and role of,

244; description and three aspects of,
151; establish rules of
communication, 153; gain a time
commitment, 153; importance of
having, 152; set a purpose or goal,
153; three examples of using,
153-155

Ben Franklin close, 247

Berne, E., 150, 151

Beyond Hofstede: Culture Frameworks for
Global Marketing and Management
(Nakata), 342

Bill of Rights of professional buyers,
394-395

Blackjack system of cold calling,
139-140

“Bogey” strategy, 340

Bonus close, 248

Book summary service, 282

Boundaries, 277

Bowling Green State University, 41

Boyd, J., 342

Brainstorming Digital Sources exercise,

136¢

Brainstorming How to Deal with
Gatekeepers exercise, 169¢

Brainstorming Ideas for Better Trade
Shows exercise, 311e

Brainstorming Print Sources exercise,
138e

Brainstorming tip, 281-282

Brooks, B., 204

Bryne, S., 41

Index

Budgets: financial management and,
278; for sales contests, 456-457

Business cards, 137

Business defamation, 391

Buyer decision-making behavior:
Discuss Buyer Dislikes exercise, 76e;
use of emotion in influencing, 81-82;
estimating speed of, 336; gender
differences, 77; how buyers manager
buying process, 81; motivation and
decision-making preferences, 80-81;
need to undeistand, 75-76; personal
or social'styles of, 78-79; preparing
the buyer for, 335-336; proposal cost
as'facior in, 99-100; scenario on,
73-75; Share Examples of Tough
Buyers exercise on, 76¢

Buyer Facilitation (Morgen), 81

Buyer types: Cheat Sheet for Different
Buyer Types, 220-221; DiSC, 78, 216;
Herrmann Brain Dominance
Instrument, 78-79; how to script a
conversation for each, 217-219; magic
question to identify, 219-220, 222;
Myers-Briggs Type Indicator (MBTI),
79, 216; two distinct, 216-217

Buyers: behavior and decision-making
by, 73-82, 99-100; beliefs about
communication skills by, 70-71;
better at buying than sellers are at
selling, 410; Bill of Rights of
professional, 394-395; changing
demands and sophistication of, 479—
480; concept: buyers move TO or
AWAY FROM your ideas, 216;
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Consequences of No Agreement
(CNA) for, 324-326fig, 328-333;
determining experience of, 334;
establishing rapport with, 109-117;
gaining clear understanding of
perspective of, 336, how closings are
experienced by sellers and, 242-245;
identifying negotiation tactics of,
337-338; increasing access to, 279;
learning to understand perspective
of, 7-8; researching your, 45;
understanding how they filter
information, 198-200; when products
do not match priorities of, 479. See
also Customers

The Buyer’s Perspective exercise, 122¢

C
Calculating Costs exercise, 99¢
Calendar close, 248
Cancellation clause template, 96-97
Canfield, J., 135
Car Dealership Example, 218t
Carnegie, D., 357
Carroll, A., 133
CAT Scan Diagnostic Tool, 152, 408-
409, 419
The Chally Group Worldwide, 476, 479
Chamber of Commerce, 46
The Change Formula: description of,
226-227; example of using, 228; Use
the Change Formula exercise on, 227¢
Checking Your Optimism exercise, 371e
Checklist for Resilience exercise,
367e-368e

The Checklist Manifesto (Gawande),
279

Chicken Soup for the Soul (Switzer), 53

“Chunking down, ,” 358

Clinton, B., 181

Closings: behavior contracts (BCs) role
in, 244; concept: on rejection and
what shall we do next?, 245; different
types techniques for, 247-251; as
natural end to the sales process,
245-246; scenario on misfired, 241-
242; what the buyer aind seller
experience during, 242-245

Clutter managerienrt, 279

Code of Condiici: company, 393;
company-¢hical code, 395-399; five
reasons o have a, 372-373

Cola cailing: benefits of mastering, 147;
hlackjack system of, 139-140;
conversation models for, 144-146;
Dan’s Ten Commandments of, 142—
144; debriefing component of, 146,
147; Planning Cold Calls exercise on,
146¢; scenario on, 139; seven bad
things about, 141; seven good things
about, 140-141; SPAM, 141

Collaborative proposal, 91

Collecting Questions exercise,
190e-191e

Collective brainpower, 281-282

Collusion issue, 392

Colorado State University, 41

Committing to Change Work/Life
Balance exercise, 353e

Committing to Goals exercise, 358¢
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Communication: behavior contract
(BC) establishing rules of, 153;
cultural differences impacting, 341-
342; Golden Rule of, 195; sales
contest and related, 454-456; self-talk,
104, 142; “you” versus “1” language
used in, 64. See also Conversations;
Language

Communication skills: buyers’ beliefs
about, 70-71; listening, 68-70, 193—
204; Secret Language of Influence
program on, 49-50; verbal, 56-68;
written, 51-56

Company ethical code, 395-399

Compensation: reinforcement system
component of, 448; sales contest cash
versus non-cash, 458-460

Competitive intelligence: how to chiain
valuable data, 40-41; scenario on
gathering, 39-40; where to ebiuin
data, 42-48

Competitor matrix charts: benefits of
creating, 43-44; Create a Competitor
Matrix Chart exeraise on, 44e—45¢

Competitors: designing matrix on your,
43-45e; researching your, 42-44;
SWOT analysis of, 43

Complex proposals. See Weiss proposal
model

Complex sales: characteristics of, 2—4;
training a sales pro to master, 4-6

Concepts: anchoring learning through
five different, 17-18; are you better
today than yesterday?, 269; buyers
move TO or AWAY FROM your

Index

ideas, 216; connect with clients
constantly, 260; don’t chase poor
prospects, 160-161¢, 275; don’t leave
money on the table, 263; get a
decision in the booth, 304, 311; great
selling is invisible, 260; insatiable
curiosity sells well, 195; know your
numbers!, 291; the longer your
homework takes, the faster you sell,
317; power questions reduce
objectives, 187; predicting the future,
28-38, 206-207; rejection: what shall
we do nexi?, 245; as Story, Concept,
Content, Exercise structure
component, 6-7; teaching sales pros
avout, 15-18; turn walls into
windows, 170. See also Sales pros;
Sellers; Selling

Confucius, 204

Connors, R., 280

Consequences of No Agreement
(CNA): calculated for your customer,
328-330; calculating your, 327;
description of, 324-325fig; illustrated
diagram of seller and buyer, 325fig;
incorporating wish list into, 330-333

Conspiracy issue, 392

Consultative proposal, 91

Conversations: cold calling, 144-146;
scripted for each type of buyer, 217-
219; scripting referral, 126-132e. See
also Communication; Language

The Corporate Athlete (Groppel and
Andelman), 271

Costco Connection magazine, 366
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Create a Competitor Matrix Chart
exercise, 44e—45e

Create Your Own Script exercise, 219

Creating Elevator Speeches exercise,
132e

Creating Heart and Head Check Self-
Tests exercise, 361e-362¢

Credibility, 389-391

Cross-selling: angry client scenario on,
261-262; attitudes to adopt for, 264—
265; concept: don’t leave money on
the table, 263; description of, 262—
263; Finding Ways to Up-Sell and
Cross-Sell exercise on, 265¢; reasons
to, 263-264

Cultural differences: ethical issues and,
392; negotiating style that
accommodates, 341-342; specific
types to be aware of, 341-342

Culture’s Consequences: Comparing
Values, Behaviors, Institutions, and
Organizations Across Nations
(Hofstede), 342

Customer advisory boards: description
of, 47; exercise for formir.g a, 47e—48e

Customer service system, 32

Customers: changing demands and
sophistication of, 479-480;
Consequences of No Agreement
(CNA) for, 328-330; generating
referrals from current, 125-129; when
products do not match priorities of,
479. See also Buyers

CUTE: as buying process, 81; as sales
approach, 3

07

D

D-I-Y mentality, 442, 457

Daily Performance Tips: energy
management, 270-272; on never
making excuses!, 284-286, 473;
personal productivity, 275-284; to
push you past the top, 270; sales
training inclusion of, 411; time
management, 272-275; Using the List
of Productivity Tips exercise on,
286e-287e

Daydreaming exercise.23¢-25¢

The Dayton Foundation, 481

De Bono, E., 16

“Death by Pevre:1’oint,” 67

Debriefing:-a: cold calling component,
146, 147, the sales call, 253-258

Decision making: estimating speed of
bu.yer, 336, motivation and
preferences in, 80-81; preparing the
buyer for, 335-336; proposal cost as
factor in, 99-100; understanding
buyer behavior and, 75-82

Defining Rapport exercise,
111e-112e

Dietmeyer, B., 323

DiSC, 78, 216

Discuss Buyer Dislikes exercise,
76e

Driving time management, 278

Drucker, P, 17, 97, 291, 382

E
Edgar Online database, 46
Ekman, P, 197
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Electronic sources: Brainstorming
Digital Sources exercise on, 136e;
online tips for prospecting using,
134-135; prospecting for leads using,
132-136; radio and TV tips for
prospecting using, 135-136

Emails: personal productivity tip on,
276; signature line for, 134

Emotion (or empathy) close, 248

Emotions: influencing buyers through,
81-82; negotiating and your, 336;
power question to evoke,

179-182

Empathy, 182

Energy management: scenario on
importance of, 270-271; tips for,
271-272

Erickson, M., 112

ES Research Group, Inc. (ESR):
description of, 422; ESR/Ingigiit on
sales effectiveness, 423427

Ethical Selling Framewuoil: (ESF): areas
of responsibility iri-selling, 382-385;
building trust and credibility, 389-
391; company code of conduct
included in, 393; company ethical
code, 395-399; definition of ethics in
context of, 379-381; ethics triad,
388fig—389; legal concerns of
stakeholders, 391-393; making the
case for an ethical code and, 382; the
need for an, 377-379; principles of,
393-395; professional buyer’s Bill of
Rights, 394-395; understanding
importance of, 381-382

Index

Ethics: challenges and case studies on,
399-402; definition in context of
professional selling, 379-381;
description of, 372; five reasons to
have a Code of Conduct, 372-373;
Questioning Ethical Standards
exercise on, 373e-374; for sales pros,
375-403; scenario on poor, 371-372

“Ethics for Sales Professionals”
(Lambert), 376-377

Ethics triad, 388fig—389

The Excuse Elirrination Diet, 473

Excuses: conirolling the habit of
making, 284-286; eliminating, 473;
list ¢t funny, 285-286; Speeding
t xcuses That Work (Carroll) on, 133

Exercises: Brainstorming Digital
Sources, 136¢; Brainstorming How to
Deal with Gatekeepers, 169¢;
Brainstorming Ideas for Better Trade
Shows, 311e; Brainstorming Print
Sources, 138¢; The Buyer’s
Perspective, 122¢; Calculating Costs,
99e¢; Checking Your Optimism, 371e;
Checklist for Resilience, 367e-368e¢;
Collecting Questions, 190e-191e;
Committing to Change Work/Life
Balance, 353¢; Committing to Goals,
358¢; Create Your Own Script, 219¢;
Creating a Competitor Matrix Chart,
44¢-45¢; Creating Elevator Speeches,
132¢; Creating Heart and Head Check
Self-Tests, 361e-362¢; Daydreaming,
23e-25¢; Defining Rapport, 111e-112¢;
Discuss Buyer Dislikes, 76¢; Finding
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Mentors, 300e; Finding Ways to
Up-Sell and Cross-Sell, 265¢; Finding
Why Poor Prospects Are Bad for
Business, 161¢; Form a Customer
Advisory Board, 47¢—48e; Identifying
Buyers for Referral, 128¢; Identifying
the Top Objections, 207¢; Learning to
Use Positive Self-Talk, 364¢; Listening
for Cues, 200e-201e; Listening for
Rapport, 115¢; Listing Comebacks for
Rejection, 350e; Match Your
Presentation to Your Proposal, 231e;
Observing Communication
Preferences, 201e-202¢; Outline the
Presentation, 230e; Picturing the
Prize, 359¢; Planning Cold Calls,
146¢; Practice Leaving a Voicemail
Message, 64e—65¢; Practice Your
Written Communication Skills, 54e;
Practicing Different Styles, 117¢;
Practicing Prioritization, 356¢;
Practicing Proposal Writing, 93¢ -94e;
Preparing for Questions, 103¢;
Prioritization and Accouritability,
25e-26¢; Prioritizing Your Activities,
274e; Questioning Ethical Standards,
373e-374; Recognizing Past Mentors,
298e¢; The Rep’s Perspective, 122¢;
The Revenue Perspective, 123¢;
Running the Numbers, 293e-295¢;
Searching Out Referrals, 130e; Share
Examples of Tough Buyers, 76¢;
Showing Gratitude, 360e; Simulating
a Real Conversation, 203e-204¢; Skills
Ranking, 25¢; Use the Change

Formula, 227¢; Using Systems for

Sales Success, 29¢e-33¢; Using the List

of Productivity Tips, 286e—-287¢
Exercise/workout schedule, 278-279
Eye contact, 341

F
Facebook, 134
Feldman, P, 281
50/50 compromise, 315

Final objection close, 248

Finance/accounting systeimn, 31-32

Finding Mentors exercise, 300e

Finding Ways totIp-Sell and Cross-Sell
exercise, 265¢

Finding Wiy Poor Prospects Are Bad
for Business exercise, 161e

First2nceting: advantages of behavior
contracts during, 156-157; behavioral
contracts during, 151-155, 156-157,
244; big bonus when using an
opening strategy, 155-156; gaining
agreement strategy of, 150; opening
strategy scenario on, 149-150;
psychologically sound strategy to
open, 150-155; Sales Pros Who Open
with Agreement, 156fig

Fisher, R., 317, 322

Following up sales: connect constantly,
260; scenario on, 259-260

Form a Customer Advisory Board
exercise, 47¢—48¢

Forrester Research, 402, 403

Frawley, J., 477

Free trial close, 248-249
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Friday work schedule, 282
FUSION Performance Marketing,
465

G

Gaining agreement strategy, 150

Gallo, C., 234-235

Garber, A. R., 67

Gatekeeper strategies: ask a question
they can’t answer, 173; ask to leave
voicemail for the decision-maker,
171; ask who owns the results of this
issue/decision?, 172; first call at the
highest level, 170-171; go around
them, 172; make them laugh, 172—
173; pitch the gatekeeper as a
decision-maker, 172

Gatekeepers: Brainstorming How to
Deal with Gatekeepers exercise or,
169¢; farmer’s gatekeeper doy
scenario on, 168-169; haidling
rejection by, 142; how e engage, 142;
learning to bypass, 169-173

Gawande, A., 27%

Gender differences in buyer behavior,
77

General Services Administration
(GSA), 75

Getting to VITO (Parinello), 15

Getting to yes close, 249

Getting to Yes (Fisher and Ury), 317,
318

Gleicher, D, 226

Global negotiating style, 341-342

Go To Meeting, 67

Index

Goals: Committing to Goals exercise
on, 358¢; mental health by setting
realistic, 357-359; Picturing the Prize
exercise on, 35%; sales contests and
overly aggressive, 461; SMART, 284,
359. See also Priorities

Golden Rule: of communication, 195;
ethics triad application of, 388

Google Alerts account, 42, 46

GotInfluencelnc.com, 228

Gratitude: “Attitude of Gratitude,” 284;
changing vour attitude through, 363;
Showing Cratitude exercise on,
360e

Greenstreet, K., 281

Cioppel, J., 271

Gschwandtner, G., 282, 291

H

Handshake close, 249

Harris, R. T., 226

Heiman, S. E., 81

Herrmann Brain Dominance
Instrument, 78-79

Hickman, C., 280

Hofstede, G., 342

Holmes, O. W., 419

Hoovers database, 46

How to Start a For-Profit Mastermind
Group (Greenstreet), 281

“How to Win Friends and Influence
People” strategy, 357

How to Write a Proposal That’s Accepted
Every Time (Weiss), 87, 230

How We Decide (Lehrer), 81, 180
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HR (human resources), 30

Human Performance Institute (HPI),
271,272, 351

Humor: benefits of using, 473; getting
around gatekeeper by using,
172-173; list of funny excuses,
285-286; negotiation and use of, 337;
voicemail messages which include,
62

“The hump,” 41, 348, 349, 476

Hutchinson, W., 5

The Huthwaite Group, 264, 422

“1” language, 64

Identifying Buyers for Referral
exercise, 128e

Identifying the Top Objections exercise,
207e

Imaginative thinking, 79

Impending event close, 249-250

Incentive programs: building a greay,
440-441; cash versus non-cash
awards, 458-460; commoa 1a1stakes
with, 460-465; impact of incentive/
recognition combination, 447fig—448;
key elements of successful, 449—-458;
recognition versus, 444-449;
reviewing different types of, 441-444.
See also Recognition programs;
Reinforcement system

Industry research, 45-47

Influence and Negotiation Strategies
Program, 316

Information systems, 31

o1l

Instant Income: 101 Strategies to Bring in
the Case, 135

Instant Income (Abraham), 53

Insurance NewsNet Magazine,
281

Interpersonal thinking, 79

Jeary, T., 58
The Josephson Institute, 373

K
Karrass, C., 75, 339
Keller, J., 67
Kennedy, D., 135
Kennesaw =tate University, 41, 348,
476
Kiley, B., 368, 411
“Yiling Me Microsoftly with
PowerPoint” (Keller), 67

Klayman, M., 339

L

Lambert, B., 6, 376-377, 387, 388,
402-403

Language: breaking down the
objection, 209-211; creating powerful
presentations through, 236-237;
developing skills in negotiation, 336;
“dialects” of, 198-200; VAK (visual,
auditory, or kinesthetic), 114, 236;
visual, auditory, and kinesthetic
filtering of, 199-200; “you” versus
“1,” 64. See also Communication;
Conversations
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LeadGenerationGenius.com, 53, 135,
137

Leading technique: building rapport
using, 112; description of, 116

Leads: cold calling, 139-147; electronic
sources for, 132-136¢; generating
referrals to get, 121-123¢; print
sources for, 136-139; thoughts on
impact of lousy, 120-121

Learned Optimism (Seligman), 364

Learning to Use Positive Self-Talk
exercise, 364e

Lebowitz, F., 195

Lehrer, J., 81, 180

Leonard, S. R., 101-102

Letter of agreement template, 95-96

Lie to Me (TV show), 197

Lifelong learners, 279-280

LinkedIn, 134

Listeners: characteristics of pect, 196;
what makes good, 196-195: why
people are poor, 195-19¢

Listening: keys to goad, 196-198;
visual, auditory;, and kinesthetic,
199-200; what to listen for, 198-200;
what to pay attention to when,
202-203

Listening for Cues exercise, 200e-201e

Listening for Rapport exercise, 115¢

Listening skills: benefits of having, 195;
concept: insatiable curiosity sells
well, 195; Golden Rule of
communication on, 195; hints for
increasing your, 68, 70; Listening for

Index

Cues exercise on, 200e—201¢;
Listening for Rapport exercise on,
115¢; Observing Communication
Preferences exercise on, 201e—202¢;
scenario on, 68; scenario on
practicing, 194; Simulating a Real
Conversation exercise on, 203e—204¢

Listing Comebacks for Rejection
exercise, 350e

Live Meeting, 67

Loe, T., 41, 348, 349, 476

Loehr, J., 271

The Loyalty Effect (Reichheld and Teal),
263

Luhication, 392

L«ch schedule, 277

M

Maltz, M., 117

Manufacturing system, 31

MAPSs (motivational and attitudinal
patterns), 468, 469

Marketing system, 32

Mastering the Complex Sale (Thull), 5

Match Your Presentation to Your
Proposal exercise, 231e

Matching (or Mirroring): building
rapport using, 112; types of, 113-114;
word cues to use for, 114¢

Maximize the Outcome of Your
Negotiations (Northwestern
University), 316

Mayo Clinic, 351-352

McCormick Place (Chicago), 306
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McKay, H., 265

Mental health: attitude and, 359-363;
concept: embrace a healthy head,
reject rejection, 347; ethics and,
371-374; learning to handle rejection,
347-350¢; managing cold call
rejection using self-talk, 142;
optimism and, 369-371;
procrastination and, 368-369;
resilience and, 366-368; using self-
talk to manage, 104, 349, 363-365;
setting priorities for, 354-357; work/
life balance, 350-354

Mental matching, 114

Mentors: finding a, 299-300e;
Recognizing Past Mentors exercise
on, 298¢; rewards of being a, 300-301;
scenario on needing, 297-298

Mercola, J., 278

Micklos, J., 441, 465

Miller Heiman, 3, 422

Miller, R. B., 81

Million Dollar Consulting (Weigs), 87, 94,
270

Mission Rehearsal “what-1i” scenarios,
102

ModelofSalesExcellence.com, 34, 194,
219, 469

Money, K., 339

Monochronic time orientation, 342

Morgen, S. D, 81

Moses and the burning bush, 176

Motivation and decision-making
research, 80-81

13

Motivation Show (Chicago, 2006),
43

Multicast Media, 136

Myers-Briggs Type Indicator (MBTI),
79, 216

N

Nakata, C., 342

National Association of Colleges and
Employers (NACE), 478

National Collegiate Sales Competition
(NCSQ), 41, 348-349.47¢

Negotiating: “bogey” sirategy using
lies, 340; chooging your team for,
338-339; concepi: the longer your
homewoilk takes, the faster you sell,
317; five styles of, 333-334; using a
globas style of, 341-342; King
Sclomon story on 50/50 compromise,
314-315; models of, 316-333;
remember to have fun when, 343;
“them versus us” mentality of, 340;
tips and techniques for, 333-343. See
also Agreements

Negotiation models: classic “principled
negotiating,” 317-322; overview of,
316-317; Strategic Negotiation
Process, 323-333

Negotiation notes, 339

Negotiation training, 315-316

The New Scientist, 359

No excuses!, 284-286, 473

Non-customer referrals, 129-132

Northwestern University, 316
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Numbers: concept: know your
numbers!, 291; finding creative ways
to increase your, 296, knowing your
important, 289-290; Running the
Numbers exercise on, 293¢-295¢;
scenario on having realistic goals for,
290; setting goals for your desired,
292-293; of your personal data,
291-292

Nutrition tips, 277-278

o

Objection response models: break
down the language inside the
objection, 209-211; build a book of
alternative responses, 208-209;
finding your voice, 211

Objections: An Awkward Tale scenasis
on, 206; basic rules for handling,
211-212; concept: power quesiions
reduce, 187; debriefing tlie sales call,
256; key tip for managing, 212-213;
overcoming price 235; power
questions regaiding, 189; top six,
207-208; The Ultimate Objection-
Handling Tool, 28-29, 205-213. See
also Resistance

Observing Communication Preferences
exercise, 201e-202¢

Ohai, T., 6

One final close, 251

OneSource Information Services
database, 46

Opening strategy: behavioral contracts,
151-155, 156-157; big bonus when

Index

using an, 155-156; psychologically
sound, 150-155; Sales Pros Who
Open with Agreement, 156fig;
scenario on, 149-150

Operations system, 33

Opportunity lost close, 250

Optimism: Checking Your Optimism
exercise on, 371e; power and value
of, 369-370; tips on generating,
370-371

Outline the Presentation exercise, 230¢

The Oz Principle (Hickman, Smith, and
Connors). 280

P
’acing: building rapport using, 112;

description of, 115-116

Parinello, T., 15

Peppers, D., 263

Perfect Prospect Profile: creating a, 161;
determining whether prospect fits
your, 162

Performance: Ability X Motivation
formula for, 463; performance
statements reporting on, 456;
recognition program and designated
groups of, 444fig—445

Performance improvement companies,
464-465

Personal productivity: examining ways
of improving, 275-276; stop making
excuses tip for improving, 284-286,
473; tips for, 276-284; Using the List
of Productivity Tips exercise on,
286e-287e
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Pessimism, 369-370

Phone calls management, 276-277

Physiological matching, 113

Picturing the Prize exercise, 359

Pizza company referrals, 123

Planning Cold Calls exercise, 146e

Pluth, B. P, 67

Polychronic time orientation, 342

Porcupine close, 250

The Power of Full Engagement (Loehr
and Schwartz), 271

The Power Presenter (Weissman),
234

Power questions: advancing the sale
toward the close by using, 176-178;
categories of, 188-190; Collecting
Questions exercise on, 190e-191¢;
concept: power questions reduce
objectives, 187; reasons for asking,
178-179; rules for asking, 179-187

Power questions categories:
commitment, 190; discovery, 18¢-189;
objections, 189; qualifying piespects,
188; vision, 189-190

Power questions rules: rule 1: evoke
emotion, 179-182; rule 2: lead with
softening statements, 182-184, 189;
rule 3: dig deeper, 184-185; rule 4:
identify the types and times for
questions, 185-187; rule 5: select five
power questions, 187

PowerPoint: progression in design of,
69fig; tips for creating slides, 6768

Practice Leaving a Voicemail Message
exercise, 64e—65¢

1%

Practice Your Written Communication
Skills exercise, 54e

Practicing Different Styles exercise,
117¢

Practicing Prioritization exercise, 356¢

Practicing Proposal Writing exercise,
93e-94¢

Pre-work: Mission Rehearsal “what-if”
scenarios on, 102; Pre-Work Template
for, 106; Preparing for Questions
exercise on, 103e; questions to ask
about, 102-106; scenziic-on,
101-102

Predicting the future: benefits of this
concept, 28=29, 33-35; how systems
facilitate, 55-38; overcoming
objec’ic1is by, 206-207; Using Systems
forSales Success exercise, 29¢—35e

Preparing for Questions exercise, 103¢

‘The Presentation Secrets of Steve Jobs:
How to Be Insanely Great in Front of
Any Audience (Gallo), 234-235

Presentation skills: landing the
appointment scenario, 224-225;
prepare and rehearse, 232-238;
structuring your presentation,
225-232

Presentation structure: the change
formula for, 226-228; Match Your
Presentation to Your Proposal
exercise on, 231¢; match your
proposal structure, 230-232; match
your selling system, 228-230; Outline
the Presentation exercise on, 230¢;
three ways to design, 225



Presentations: developing effective
sales training, 413; structuring your,
225-232; tips for delivery of your,
238-239

Presenting to Win (Weissman), 52,

234

Principled negotiating model: BATNA
(Best Alternative to a Negotiated
Agreement) and, 321-322; common
challenges of the, 321-322;
description and summary of, 317-
318; step 1: separate the people from
the problem, 318-319; step 2: focus
on interests, not positions, 319; step
3: invent options for mutual gain,
320; step 4: insist on using objective
criteria, 320-321

Print sources: Brainstorming Print
Sources exercise on, 138¢; prospeciing
for leads using, 136-139; tips ior
generating leads using, 137-138
Priorities: establishing negotiation, 338;
how we set, 355; rivental health by
setting, 354-357; Practicing
Prioritization exercise on, 356¢;
Prioritization and Accountability
exercise on, 25¢—26¢; reasons why we
set, 354; time management of,
272-275; what we set up as, 356-357;
when products do not match
customers,” 479. See also Goals
Prioritizing Your Activities exercise,
274¢

PR/media releases, 138
Procrastination, 368-369

Index

Productivity tips. See Daily
Performance Tips

Professional salespeople: adapting to
changing customer needs, 479-480;
changing buyer-seller dynamics
impacting, 478-479; development
opportunities available to, 481-482;
evolution of the, 480-481; matching
customer priorities to products,
479

The Promotional Products Association
Internationeal {PPAI), 309

Proposal cas:s: based on proposal
value formula, 99; based on salary
faimula, 98; based on sales quota
tvormula, 98; buyers’ perspectives on,
99-100; Calculating Costs exercise,
99¢; measuring the, 97-98

Proposal design: Practicing Proposal
Writing exercise, 93e—94e; return on
investment (ROI) for framing, 87;
sample checklist for, 88; sample of
complex, 89-93; Weiss model for,
87-97

Proposal options: advisory, 91;
collaborative, 91; consultative,
91

Proposals: cancellation clause template,
96-97; complex sales requiring
Request for Proposals (RFPs), 3; costs
of creating, 97-100; final thoughts on
dangers of preparing, 86-87; key
concepts on, 100; matching
presentation to your, 230-232;
reasons for creating, 85; sample



Index

simple letter of agreement template,
95-96; scenario on unsuccessful,
83-85; top ten reasons a prospect
demands a, 86; Weiss model for
designing quality, 87-97

Prospect qualifying/disqualifying:
concept: don’t chase poor prospects,
160-161e, 275; excavating clients
scenario, 164; Finding Why Poor
Prospects Are Bad for Business
exercise on, 161e; Perfect Prospect
Profile for, 161-162; scenario on,
159-160; turning your back on
disqualified prospects, 162-165

Prospect research: how to obtain
valuable data, 40-41; scenario on
gathering, 39-40; where to obtain
data, 42-48

Prospecting: cold calling, 139-147;
electronic and print resources for,
132-139; generating referrals,

121-132; thoughts on impact cf 1ousy

leads, 120-121. See also Sales-calls

Prospects: don’t chase poor, 160-161e,
275; making potent proposals to,
83-100; power questions to ask,
177-191; qualifying and
disqualifying, 159-165; researching,
39-48

Psycho-cybernetics (Maltz), 117

Q

Questioning Ethical Standards exercise,

373e-374
Questions. See Power questions

o7

R

Rackham, N., 264

Radio prospecting tips, 135

Rapport: Defining Rapport exercise on,
111e-112¢; Foot in Mouth Chokes Sale
scenario on, 109-110; Ghost of Dale
Carnegie scenario on failed, 357-358;
Listening for Rapport exercise on,
115e; Practicing Different Styles
exercise on, 117¢

Rapport-building strategies: Leading,
112, 116-117; Matching (or
Mirroring), 112, 112-114t; Pacing, 112,
115-116

Reciprocity, 392

Recognitioirprrograms: cash versus
non-cast: awards, 458-460; common
mistaxes with, 460-465; impact of
incentive/recognition combination,
447fig—448; impact of typical, 446fig;
incentives versus recognition-only,
444-449; key elements of successful,
449-458; performance groups
identified for, 444fig—445. See also
Incentive programs; Reinforcement
system

Recognizing Past Mentors exercise,
298¢

Reduce to the ridiculous close, 250

Referral mindset: characteristics of, 124;
maintaining your, 129

Referral script: creating your elevator
speech, 131-132¢; for identifying
buyers for referral, 128; writing the,
126-128
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Referrals: The Buyer’s Perspective

exercise on, 122¢; Creating Elevator
Speeches exercise on, 132¢; from
current customers, 125-129;
generating, 121-122; Identifying
Buyers for Referral exercise on, 128¢;
from non-customers, 129-132; pizza
company research on, 123; The Rep’s
Perspective exercise on, 122¢; The
Revenue Perspective exercise on,
123e¢; Searching Out Referrals exercise
on, 130e

Rehearsing presentations, 237-238
Reichheld, F., 263
Reinforcement system: cash versus

non-cash awards, 458-460; common
mistakes with, 460—-465; components
of a comprehensive, 448-449; key.
elements of successful, 449-458. Sie
also Incentive programs; Recognition
programs

Rejection: concept: embrace a healthy

head, reject, 347; concept: on rejection
and what shall we do next?, 245;
handling gatekeeper, 142; handling
mental health issues of, 347-349;
Listing Comebacks for Rejection
exercise on, 350e; self-talk to manage,
142, 349

The Rep’s Perspective exercise, 122¢
Reps You Should Not Be Training

assessment, 34

Request for Proposals (RFPs), 3
Resilience: Checklist for Resilience

exercise on, 367¢-368¢; factors that
identify, 367; spam scenario on, 366

Index

Resistance: concept: power questions
reduce, 187; do your homework for
dealing with, 337; overcoming price-
related, 338. See also Objections

Respect, 182

Return on investment (ROI): definition
of, 3; framing your proposal around,
87. See also Selling the value

The Revenue Perspective exercise,
123e

Rewarding yourself, 282

Riding the Waves of Culture:
Understaading Diversity in Global
Busiess (Trompenaar), 342

Rogers, M., 263

Pz ining the Numbers exercise,
293e-295e

S

Sale training preparation: issues to
consider for, 11; for new trainer hires,
no sales experience, 12-13; for sales
training professionals, 14-15; for
salespeople, no training experience,
14; for skilled trainers, no sales
experience, 13-14

Sales: closing the, 241-251; comparing
complex, 2-6; following up after the,
259-260; Miller Heiman’s CUTE
approach to, 3; up-selling and cross-
selling, 261-266

Sales & Marketing Management
magazine, 402-403

Sales approach: ESR survey used for
assessing your, 423-437;
methodology for, 425-432; training



Index

sellers in formal, 426-427; why
companies do not have a, 424-427

Sales approach methodology: assessing

sales training on, 432—-437; assessing

your current, 427-432; assessing your

team role in, 428; business partners
and, 431-432; demanding
management and generation, 428-

429; importance of, 425-426; ongoing

account management, 430—431;
opportunity planning and
management, 429-430; process
improvement, 432; sales support,
431

Sales Autopsy (Seidman), 110

Sales call debriefing: how sales
managers should look at, 258;
importance of, 253-254; scenario on,
254-255; seven agenda items for the,
256-257; teaching your sales
professionals to do, 255-256

Sales calls: opening the first meeting,
149-157; pre-work for the, 161-106;
simulated, 476-477. See a0
Prospecting

Sales Chaos (Lambert and Ohai), 6,
402

The Sales Comic Book (Seidman), 160,
284, 310

Sales contests: campaigns versus, 461-
462; incentive programs, 440-465;
recognition programs, 444-465

Sales Education Foundation, 476, 477,
481, 482

Sales forces: adding value challenge
facing, 477-478; changing customers

of future, 479-480; opportunities of
future, 481; professional salesperson
of the future, 478-479, 480-481;
training challenge facing, 477

Sales meetings: opening the first, 149-

157; practicing presentation skills for,
223-239; solution- versus
consequence-centered selling in, 215—
222; Story, Concept, Content, Exercise
structure for, 67

Sales pros: ethics for, 375-403; use of

humor for, 473; imagining your
future as a, 22-262; knowing your
numbers, 289-296; opportunities
available to, 4&1--482; predicting the
future, 2&<5; storytelling for, 472—
473; teaching concepts to, 15-18. See
alse Concepts; Sales reps; Sellers

Sales Pros Who Open with Agreement,

156fig

Sales reps: assessing sales aptitude of,

468-469; attitudes of, 359-363;
communication skills of, 49-71; Daily
Performance Tips for, 269-287, 411;
establishing rapport with buyers,
109-117; ethical responsibilities of,
382-385; how closing is experienced
by buyers and, 242-245; “the hump”
experienced by, 41, 348, 349, 476;
mentors for, 297-301; negotiating by,
313-343; opportunities available to,
481-482; professional salesperson of
the future, 478-479, 480-481;
“training is not always the answer”
adage about, 468. See also Sales pros;
Sellers
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Sales teams: challenge of assessing
your, 467-468; choosing your
negotiation, 338-339; sales approach
methodology and role of, 428;
“training is not always the answer”
adage about, 468. See also Sellers

Sales training: developing presentations
that work on, 413; incentive programs
connected to, 439-465; lessons learned

from, 419-420; necessity of investing

in, 477; post-training, 414; redesigning

your existing, 407-420; on sales
approach methodology, 432-437;
Story, Concept, Content, Exercise
structure of, 6-7; “training is not
always the answer” adage in, 468. See
also Trainers

Sales training game, 408

Sales training redesign: ADDIE
structure used for, 413; architacture
of, 411-415; the CAT Scas: Iiiagnostic
Tool for, 408-409, 419, content and,
409-411; post-trairing elements, 414;
trainer role in, £15-420

Sales Training That Drives Revenue
(ASTD), 420

SalesAutopsy.com, 6fig, 133, 304

Sandler Sales Institute, 217

Sant, T., 97, 98

Satir, V., 112

Schein, E., 226

Schwartz, T., 271

Searching Out Referrals exercise, 130e

Secret Language of Influence program,
49-50

Index

The Secret Language of Influence
(Seidman), 142, 194, 469

Seidman, D., 110, 159, 366

Seidman, W., 228, 412

Self-talk: baseball scenario on power
of, 363-364; Learning to Use Positive
Self-Talk exercise on, 364¢; managing
cold call rejection using, 142, 349;
managing your mental health
through, 104; three steps to healthy
and potent, 365

Seligman, M, 364, 365, 369

Sellers: attitudes of, 359-363;
comznunication skills of, 49-71;
Cdénsequences of No Agreement
(-NA) for, 324-330; Daily
Performance Tips for, 269-287, 411;
establishing rapport with buyers,
109-117; ethical responsibilities of,
382-385; how closing is experienced
by buyers and, 242-245; less
competent at selling than buyers are
at buying, 410; mentors for, 297-301;
negotiating by, 313-343; “training is
not always the answer” adage about,
468. See also Concepts; Sales pros;
Sales reps; Sales teams

Selling: cross-selling and up-selling,
261-265¢; ESR/Insight approach for
assessing your approach to, 423—437;
Ethical Selling Framework (ESF) for,
377-399; importance of sales training
for, 408-420; solution-centered, 216—
222; yin and yang, 422-423. See also
Concepts



Index

Selling Power magazine, 282-283, 291

Selling systems: HR (human resources)
as asset to, 30; matching presentation
to your, 228-230; predicting the
future by using a, 28-35; scenario on
using a, 27-28; stakeholders in
context of, 385-387fig; tips on
management of your, 280-281; twelve
ways that they make your life easier,
35-38; Using Systems for Sales
Success exercise on, 29¢-30¢, 31e-33e.
See also Systems

Selling the value: Daydreaming
exercise on, 23e—25¢; Prioritization
and Accountability exercise on, 25¢—
26¢; as sales force challenge, 477-478;
scenario on, 21-22; Skills Ranking
exercise on, 25e. See also Return on
investment (ROI)

Sequential thinking, 78

Share Examples of Tough Buyers
exercise, 76e

Shaw Industries, 291

Shell, G. R., 333

Showing Gratitude exercise, 360e

Silverman, J., 137

Simulated sales calls, 476-477

Simulating a Real Conversation
exercise, 203e—204¢

Situational power, 335

“Six Pillars of Character” (The
Josephson Institute), 373

Skills Ranking exercise, 25¢

SMART goals, 284, 359

Smiling practice, 283

o

Smith, T., 280

Social networking, 134-135

Softening statements, 182-184, 189

Solution-centered selling: Car
Dealership Example for, 218t; Cheat
Sheet for Different Buyer Types, 220-
221; Create Your Own Script exercise
on, 219¢; for distinct buyer types,
216-217; magic question to identify
type of buyer for, 219-220, 222;
scenario on painful pieces of, 216;
scripting conversatior. tor each buyer
type, 217-219¢

Space cultural differences, 341

SPAM, 141

Speeding Excuses That Work (Carroll),
133

SPIN Sclling (Rackham), 264

Stakeholders: four types of sales, 386;
legal concerns of, 391-393; of the
selling process, 385-387fig

Stein, D., 422, 437

Stevens, H., 476-477

Story, Concept, Content, Exercise
structure, 6-7

Storytelling, 472-474

Strategic Negotiation Process: blueprint
for using, 324, 325fig, 327; on
Consequences of No Agreement
(CNA), 324-325fig, 327-333;
description of, 323-324, 333;
determining what should be
included in agreement, 326-327; for
large and complex negotiation, 327;
wish lists for both sides, 330-333



922

Strategic Selling (Miller, Heiman, and
Tuleja), 81
Stress management: tips for, 351-352;

when professional help is needed for,

353
Subordination, 392
Summary close, 250
Switzer, J., 53, 135
SWOT analysis on competitors, 43

Systems: customer service, 32; finance/

accounting, 31-32; HR (human
resources), 30; information systems,

31; manufacturing, 31; marketing, 32;

operations, 33. See also Selling
systems

T

Teal, T., 263

Templates: cancellation clause, 96 97;
Pre-Work, 106; simple letter.of
agreement, 95-96

10 Simple Secrets of the Weoxld's Greatest
Business Communicators (Gallo),
235

10 Steps to Successful Sales (Lambert),
402

Testimonial close, 251

“Them versus us” mentality, 340

Thermometer close, 251

Think! Inc., 323, 325

This Week’s Sales & Marketing content
(RainToday.com), 134

Thompson, L. L., 317

Thrive (Weiss), 367

Thull, J., 5

Index

Time management: don’t chase poor
prospects rule for, 275; importance of
understanding, 272-273; Prioritizing
Your Activities exercise on, 274¢;
sample plan for, 274-275; tips for
personal, 273; tips for professional,
273

Time orientation cultural differences,
341-342

The Time Paradox: The New Psychology of
Time That Will Change Your Life
(Zimbardo-and Boyd), 342

Touch cultural differences, 341

Toxic weeple, 282

Trace associations, 46

Trade show problems/solutions: they
are acting like carnival barkers, 305;
they are sitting in booths, 304; they
are standing behind “barriers,” 304—
305; they ask “Can I help you?,” 305;
they don’t focus on a single goal for
interactions, 308; they don’t put on a
“show,” 309-310; they don’t schedule
booth personnel well, 308-309; they
don’t understand how many visitors
are time-wasters, 306-307; they
follow up too late to have impact,
307-308; they shouldn’t be working
the show, 305-306

Trade shows: Brainstorming Ideas for
Better Trade Shows exercise on, 311¢;
concept: get a decision in the booth,
304, 311; ten problems and keys to
dealing with them, 304-311; working
with other exhibitors at, 311



Index

Trainers: assessing instruction provided
by, 435-436; perform as a pro,
417-419; preparation like a pro, 416—
417; training role by, 415. See also
Sales training

“Training is not always the answer”
adage, 468

“Transactional analysis,” 150

Trial close, 251

Trompenaar, F., 342

Trump, D., 124

Trust: building credibility and, 389-391;
negotiating role of, 337

Tuleja, T., 81

TV prospecting tips, 136

Twitter, 134

Tying agreements, 392

U

The Ultimate Objection-Handling Tool:
anticipating the top six objections,
207-208; basic rules for handling
objections, 211-212; debriefirig the
sales call, 256; finding yocr voice,
211; Identifying the Top Objections
exercise on, 207e; key tip for
managing objections, 212-213;
predicting the future concept of,
28-29, 206-207; response models to
objections, 208-211

United Professional Sales Association
(UPSA), 377, 402

Up-selling: angry client scenario on,
261-262; attitudes to adopt for,
264-265; concept: don’t leave money

on the table, 263; description of, 262—
263; Finding Ways to Up-Sell and
Cross-Sell exercise on, 265¢; reasons
to, 263-264

Ury, W., 317, 322

Use the Change Formula exercise,
227e

Using Systems for Sales Success
exercise, 29¢-33¢e

Using the List of Productivity Tips
exercise, 286e—287¢

\Y4

VAK (visual, auditery, or kinesthetic)
language: as mental filters, 114;
presentatio:is using, 236

Valentine,; D., 233

Value - See Selling the value

Vurbal communication skills:
PowerPoint slides used with, 67-68;
practicing leaving voicemail message,
64-68; tips for improving your, 58-59;
Voicemail Jail scenario on, 56-58;
webinars, 67

Verbal matching, 113-114

Vienna Beef, 137

Vocal “appearance,” 62

Voicemail: Practice Leaving a Voicemail
Message exercise, 64e—65¢; strong and
traditional voicemail message
example, 60; tips for improving your
skills with, 59, 61-64; unique
voicemail message example of,
60-61; Voicemail Jail scenario on,
56-58
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w

Waldman, R. “Waldo,” 101-103

The Wall Street Journal, 46, 159

Wayans, D., 235

Web research: on buyers, 45; on
competitors, 42-43; prospecting
through print and, 132-139; on your
industry, 46

Web surfing tip, 279, 281, 283

WebEx, 67

Webinars, 67

Webinars with WOW Factor (Pluth), 67

Welil, A., 278

Weiss, A., 87, 88, 93, 94, 230, 270, 367

Weiss proposal model: acceptance, 93;
appraisal of the situation, 89;
cancellation clause template, 96-97;
joint accountabilities, 92; measuras £
success, 90; methodology and
options, 90-91; objectives, 89-0;
Practicing Proposal Writing exercise,
93e-94e; simple letter Of agreement
template, 95-96; tcims and
conditions, 92-25, timing, 90; value
of project, 90

Weissman, J., 52, 233-234

Welles, C., 325

WIIFM (What's In It For Me): personal
writing that includes, 52;
presentations that include, 234, 236,

Index

239; sales training material inclusion
of, 418; voicemail message that
includes, 64

Williams, G., 340

Willow Creed Association (WCA), 412

Word cues, 114t

Working out schedule, 278-279

Work/life balance: Committing to
Change Work/Life Balance exercise
on, 353¢; recommendations for
managing stress, 351-353; scenario
on importairce of, 350; vacation days
by couniry 351

Workout/exercise schedule, 278-279

Worid-Class Selling: New Sales
Competencies (Lambert), 402

World Vision, 360-361

Written communication skills: buyer-
centered element of, 52, 53; a call to
action element of, 53; Practice Your
Written Communication Skills
exercise, 54e; practicing your, 54-56;
scenario on, 51-52; time-sensitive
element of, 52-53

Y
“You” language, 64

y 4
Zimbardo, P., 342



