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additional value/information. See
something extra
advice, acknowledging, 150
Adweek, 43
apparel. See dress
assistance, offering, 116
association(s):
and credibility; 26
in produc: velue determination,
20-21
attitude(s):
of prospective customers, 69
in self-presentation, 94-96
August, Miss, 30, 85, 142
authority, 17-18, 24-25

bargain hunter customers, 56-58
barriers, removing, 111-112

naseline expectations, something
extravs., 133
behavior:
outside of business hours, 87
positive, 95
trust and consistency of, 139
Bogner, Norman, 128
Bond, O. B., 142-143
bonding, 111-112
bridging, from familiar to new,
119-120
Brown, Helen Gurley, 104, 142,
147
building customer relationships,
60-61
bumpy (imperfect) vegetables,
value of, 12-13, 100-101, 113
Buschmann, Tobias, 162-163
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Bush, George (H. W.), 42

“Business Entertaining” class, 92

business entertainment, 90-92

business experience, in
childhood, 165-166

buying, looking vs., 3

career coaches, 146-147
career satisfaction and security:
and authority, 19, 154-164
building niche careers, 163
and changes in profession,
156-157
and customer relationships,
60-61
and professional relationships,
156-160, 164-165
questions for evaluating,
160-161

and recommendations for jobs;

162
Cartier, 57
Casual Fridays, 89-90
childhood, business‘exnerience
in, 165-166
clothing. See dress
coaches, carcer. 146-147
commitment.
to excellence, 130-132
to training, 136-137
communication:
with indefinite prospects,
78-80
with indifferent prospects,
72-74
with interested prospects,
76-78

misunderstandings in, 121
as negotiation, 94
with objectors, 80-82
with prospects, 66-68
with rude prospects, 69-72
with skeptics, 74-76
connection, need for, 154
consistency, 138-139
contacts, offering, 138
corporate culture, 26, 159
Cosmopolitan, 34-36, 104-105, 108
cost-focused customers, 56-58
creating receptivity, 30-37. See
also five-touch technique;
speed 5mps
with appearance, 88
importance of, 34
for new ideas, 103-105
steps in, 32-33
with storytelling selling,
101-103
credibility, 19-20, 25-26
and behavior/appearance
outside of business hours, 87
and consistency, 138-139
and dress, 88
and expertise, 135
and offering contacts, 138
and packaging, 87, 96
and regularity of training, 136
with skeptical prospects, 75-76
social, 90-94
from staying current, 136
culture (business), 26, 161
current information, 135-136
customers, 3, 50-61. See also
prospective customers
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bargain hunter, 56-58, 174

building/maintaining
relationships with, 60-61

loyalty of, 60-61

program-oriented, 58-59, 174

quick and easy, 53-56, 173-174

relationship-oriented, 59-61,
174-175

selling from perspective of,
117-118

types of, 50-53, 173-175

Davis, Brad, 164
day-to-day tasks, in job
evaluation, 160-161
demand:
for product, 15-17
for your skills, 23-24
displaying product, 85-86
distrustful prospects, 74-76
dream jobs. See career
satisfaction and security
dress:
and credibility, 20
in evaluating prespective jobs,
158
in self-pres=ntation, 88-90

effort, saving, 18, 24

e-mail, 38, 74

empathy, 96

employers, hring methods of, 162

entertainment, business, 90-92

entrepreneurial culture, 161

etiquette, 84, 90-94

excellence, commitment to,
130-132

expectations, unreal, 78
expertise, 19, 24-25, 135
extras. See something extra

family (as mentors), 148

fashion. See dress

fear of rejection, 67-68

fitness, professional, 137

five-touch technique, 37, 39,
171-172

“fleas on the tail of a dead dog”
accounts, 106

Forbes, Malcolm_.'4.

friendships, mentsrships vs.,
148

generosity of spirit, 139
Girt lclk, 108
iladwell, Malcolm, 26
coals, reaching, 152
Going to Mount Vent, 71-72
Golden Apple action plan,
169-182
applying lessons of, 166
career choice strategy,
181-182
determining value, 169-171
mentors, 179-181
and possible customer
responses, 175-176
presentation, 177
recognizing customer types,
173-175
selling yourself, 170-171
something extra ideas, 179
speed bumps, 172-173
storytelling selling, 178
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Hanes Hosiery, 105-106
Happiness Patch, 2, 13-14
hierarchical culture, 161
hiring methods, 162

IBM, 106-108
indefinite prospects, 78-80
indifferent prospects, 72-74
information:
additional, providing customer
with, 134
on contacts/references/
introductions, 138
keeping up to date with,
135-136
integrity, 132, 133, 162
interaction styles, in job
evaluation, 160
interested prospects, 76-78
introductions, offering, 138

job creators, 167

job prospects, questions fcor
evaluating, 160-141

job relationships, 169-162,
181-182

jokes, rehearcing, 120

Kelly, Tom, 126
kid courage, 2, 6, 163-164
kindness, 93

Lauria, John, 130
Laven, Michele, 16
letters:
in finding mentors, 145
to indifferent customers, 73

Linker, Erich, 95-96
Los Angeles Times, 42
loyalty, customer, 60-61

maintaining customer
relationships, 60-61
manners, 84, 90-94
market, creating pictures of,
105-110
meals, etiquette for, 90-92
mentors, 142-152
desirable charact<ristics of,
148-149
finding, 144-147, 179-180
friends/faniily vs., 148
keeping, 150-152, 181
role models vs., 147-148
twoway relationship with, 144
Miys Manners, 91
raisunderstandings, 121

negotiation, communication as,
94
networking, to find mentors,
145-146
new ideas:
bridging to, 119-120
selling, 103-105
niche jobs:
building, 163
developing expertise for, 19

objectors (prospective
customers), 80-82

offering help, to find mentors, 144

Operation Desert Storm (as
crisis), 41
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packaging, 3
product, 85-87, 96-97
self-, 96-97
people, building career around,
158-162, 181-182
phone calls, 73, 74
pictures:
of market, creating, 105-110
in selling. See storytelling
selling
with words, 119
politeness, 84. See also etiquette
political astuteness, 92
positive behavior, 95
positive experience, 21-22, 26-27
postcards, 37
premium speed bumps, 40-41,
44-46,172-173
presentation:
of product. See product
presentation
of self. See self-presentatisn
price-focused customers; 56~58
product packaging, 85-&7, 96-97
product presentation, 85-87. See
also storytelling selling
to appeal ta =ach type of
customer, 61
credibility in, 19-20
credible facts in, 75-76
packaging in, 96-97
rehearsing, 120
seven-point structure for,
112-115
professional fitness, 137
professionalism, 26. See also self-
presentation

and social skills, 92-93
in use of speed bumps, 46
professional relationships,
156-164, 181-182
professions, changes in, 156-157
program-oriented customers,
58-59, 174
prospective customers, 66-82
communication with, 66-68
creating receptivity in, 36-37
indefinite, 78-80
indifferent, 72-74
interested, 76-78
objector, 80-82
possible rezronses of, 69-70,
1754175
rude,; (V-72
skeptical, 74-76
orespective jobs, questions for
evaluating, 160-161

quality in presentations, 96-97
quick and easy customers,
53-56

receptivity. See creating
receptivity

recommendations, employment
through, 162

references, offering, 138

rehearsing, for storytelling
selling, 120

rejection, 67-68

relationship customers, 59-61,
174-175

relationships:

with customers, 60-61
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relationships (continued)
with mentors, 144
professional, 156-164, 181-182
rent-a-mentor, 142, 146-147
replenishing yourself, 140
reputation, building, 129
research, for storytelling selling,
115-117
responses to sales approach,
69-82
role models, 147-148, 150
rude prospects, 70-72

The Sales Athlete, Inc., 155-156
credibility of, 25
and mentorships, 144
philosophy/ethic of, 4-6
and professional appearance,
90
and storytelling technique,
101-102
Sales Athletes, 2
attitudes of, 95
characteristics of, 4-2
early business experiences of,
165-166
as job creatcrs; 167
objections handled by, 81
self-improvement efforts of, 137
significance of term, 137
as storytellers, 121
as successes, 127
satisfaction, vocational. See
career satisfaction and
security

scenarios. See storytelling selling

Scheele, Adele, 151-152

security, career. See career
satisfaction and security
self-improvement, 136-137
self-packaging, 96-97
self-presentation, 84, 87-96
and attitude, 94-96
credibility in, 19-20
dress in, 88-90
empathy in, 96
outside of business hours, 87
packaging in, 96-97
professionalism in, 26
social skills and, 90-94
selling. See also creating
receptizity, storytelling
seliing
prepianning for, 37
ot vourself, 22-27. See also self-
presentation
September 11, 2001, 43
service extras, 133-134
seven-point presentation
structure, 112-115
Sex and the Single Girl (Helen
Gurley Brown), 104
skeptical prospects, 74-76
Skeptic Emergency Kit, 74, 75, 79
Slagter, Phillip, 94
slowing down people/traffic. See
speed bumps
social sensitivity, 92
social skills, 84, 90-94
something extra, 3, 126-140
additional information as, 134
baseline expectation vs., 133
as commitment to excellence,
130-132
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consistency in offering,
138-139

current information as, 135-136

expertise as, 135

generosity of spirit as, 139

integrity as, 133

introductions/contacts as, 138

at outset of endeavor, 129

regular training as, 136-137

and self-replenishment, 140

in services, 133-134

speed bumps, 31-34, 37-47,
171-173

in crises, 42-44

failure to use, 39-40

ideas for, 41

for indifferent prospects, 72-74

premium, 40-41, 44-46, 172

purposes of, 37

test of, 46

types of, 40

rehearsing, 120

to remove barriers/create
bonds, 111-112

research for, 115-117

rules for, 115-121, 178

by seeing through eye of
beholder, 117-118

short/to-the-point focus in,
120-121

success, 127

job criteria for, 161

and mentorships, 152

questions leading 0, 157

table manncrz J0-92

Table Nicnrers for Teenagers
(Tiitzny & Co.), 91

tecnaology, 23-24

Cit’any & Co., 87, 91

time saving, 18, 24

tolerance for others, 93

verbal, 40, 172

voice-mail messages as; 35
standards, consisterit; 139
staying current, 123-.134
storytelling selling, 100-121

training, commitment to, 136-137

transaction-focused customers,
53-56

“trotline” of business
relationships, 164

by bridging ivom familiar to
new, 119--120

by creating picture of market,
105-110

by creating picture with words,
119

creating receptivity with,
101-103

for new ideas, 103-105

presentation structure for,
112-115, 178

trust:
and consistent behavior, 139
engendering, 81-82
with skeptical prospects, 76

up-to-date information, 135-136

value (in general), 2-3
adding. See something extra
connection with customers as,
154
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value (in general) (continued)

defined, 2

of speed bumps, 39

and success, 14

value (of product), 12-22

carrying authority criterion for,
18-19

checklist for determining,
14-15, 170

credibility criterion for, 18-20

customers’ differing
perceptions of, 61

meeting demand criterion for,
15-17

positive experience criterion
for, 21-22

providing association criterion
for, 20-21

saving time/effort criterion for,
18

value (of self):
checklist for determining,
170-171
determining, 22-27
venting (by prospects), 70-71
verbal speed bumps, 40, 172
vocational security. See career
satisfaction and security
voice mail, 37, 38
volunteering, to find mentors, 144

Weber, Mike, 131-13%

Williams-Sonoma. 139

W magazine, 110--111

word-of-meurh referrals, 78,
138125

words, Creating pictures with, 119

Y7 Inc., 163
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