Account development, 212
Account expansion, 10
Account management, 10
Action phase, 156
Actions
closing, 200-203
concepts in, 12-13
defined, 10
five whys, 110-111
knowledge for, 14
skills for, 14

Index

defined; $

inquiry and, 56

keyvo, 96

uricovering needs through,

66-99

Advocacy-inquiry balance

guidelines for, 101-103

overview of, 98-99
Afflictions

defined, 5-6

discovery of, 62-63

systematic approach to, 14-15 financial impact of, 73

Active listening
benefits of, 103

development of, 104—105

failure to, 225

uncovering of
advocating to, 63—66
importance of, 59—60
key aspects of, 69

in objection handling process, missed opportunities in, 62

184

rapport building with, 56

Adpversarial dynamics, 223
Advocacy
benefits of, 99—101

needs discovery in, 62-63
questions for, 63—66
reversing direction during,
67-69
Agendas, 100-101

262
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Index

Agreements, 111
AIDA framework, 116, 156157
Argyris, Chris, 235
Aspirations
defined, 56
financial impact of, 73
uncovering of
key aspects of, 69
needs discovery in, 62—63
uncovering, questions for, 63—66
Attention, principle of, 116-117
Attitudes, 22-23
Authority, 162

Banks, 192
BANT, 161-163
Belief, principle of, 120-121
Best practice approach, 164
Big picture, 100
Broad open-ended questions, 63
Budgets
asking for, 228
difficulties, 188—190
Building rapport
cultural aspects_of, 55-56
by establishing connections,
5657
personal characteristics for,
53-54
questions for, 58
Business-to-business firms, 205-207
Buy cycles
defined, 230
nonsupportive, 230-231
price lowering and, 231
Buyers. See also Clients; Prospects
boring of, 8
building rapport with, 51-52
cold call acceptance by, 159-161
common needs of, 209
disconnection from, 227

INDEX

263

effective advocacy for,
99-101

impact statements by, 146

mind-set modes of, 60—61

new reality and, 146

personal connections with,
54, 56

values of, 38

Buying

FAINT and, 147-150

personal chemistry and, 52

process, ignorance of, 225

reasons for, 28

Callbacks. 131
Can you Lelp me approach, 165
Capaklity
Zavocacy and, 99
approach of, 165
knowledge of, 209-210
Chatter
disadvantages of, 97-98
effects of, 95
overcoming, 225
reasons for, 96—97
recognition of, 104
Clients. See also Buyers; Prospects
banking, 192
defined, 13
retainers for, 232
testimonials from, 128
Close-ended questions, 65
Closing
defined, 197
key concepts in, 197-198
preparation for, 198-199
right actions and, 200-203
risk in, 198
techniques, 195-196, 197
Coaching, 103
Cohen, Daniel, 104-195
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Cold calls
acceptance of, 159-161
benchmark research on, 159-163
needs, 160
peer-to-peer, 161
push back responses for, 172—-176
voicemail and, 175178
Collins, Jim, 24
Commitments
principle of, 132-133
to success, 21-22
Commodity trap, 41-42
Communication
in closing, 200
listening skills in, 56
new reality, 8891
Competence, 224-225
Competition, knowledge of, 210
Concentration, 104-195
Confirmation, 187
Connections, 56—57
Consideration phase, 99
Conversation killers. See also
Rainmaking convercations
adversarial-associatea, 223
approval needs, 229=230
budget-associated, 228
buyer-associated, 227
categories of, 222
competence-associated, 224-225
emotional involvement, 229
follow-up-associated, 223
identification of, 235236
impact-associated, 225-226
irrelevancy, 228
listening too little, 225
money discomfort, 231-233
new reality associated, 226
nonsupportive buy cycle,
230-231
note taking associated, 227

INDEX

overview of, 221
peer dynamic-associated, 227
preparation-associated, 222
proposal timing-associated, 227
prospect-associated, 223
rapport-associated, 224
self-limiting record collection,
233-234
sort-of-win associated, 224
talking too much, 225
trust-associated, 226
understanding-associated,
224-225
unprofessionalisni=associated,
225
Core selling. goals, 67
Credibility
advocacy and, 100
buiiding, 84
Culture, reading of, 55-56
Curiosity, principle of, 117-118
Customer stage, 9-10
Customers
defined, 13-14
needs of, 43
targeting of, 43

Deals, winning
price cutting and, 190
reasons for, 197
requirements for, 99
Death of a Salesman (Miller), 58
Delivery, 212
Demand-driven offerings, 157
Demand-driving products/services
concept of, 158
prospecting for, 158
results from, 157158
Demonstrations
approaches to, 165
defined, 9
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Desire

phase, 156

principle of, 118
Disconnected buyers, 52
Domino strategy, 124

Effectiveness concept, 13
Effortful processing, 233
Eisenhower, Dwight, 146
Emotional impact

clarification of, 76

defined, 72

ROI and, 121-122
Emotional journey, principle of,

119-120

Engagement point, 143144
Envy, principle of, 119
Espoused theory, 235
Expectations, knowledge of, 208
Experience, 171
Explicit needs, 157
Exploration, 104
Exploratory discussions, 215

FAINT
closing and, 199
components f, 162-163
determination of, 147—-150
as objection response, 190
Financial capacity
determination of, 149-150
factors influencing, 75
in FAINT, 162
objections and, 184, 188-191
Financing, 191
Firms
accounting, 60
agendas, 100
capabilities, 209-210
capital-intense, 40
growing, 13

Index 265

relevance, demonstration of, 56
value propositions of, 208-209
First step approach, 165
Five whys
in action, 110-111
analysis of, 112
benefits of, 107
example problem for, 108-110
starter ideas for, 113
use of, guidelines for,
111-112
Follow-up
lack of, 23, 223
to meetings, 151-152
multiple, 22
questions, 104
scheduling, 67
Fauire seeking mode, 60-61

Genuine rapport, 5

Gerstner, Lou, 29

Goals
core selling, 67
crafting, 32
living by, 31-33
prospecting, 156—157
questions for, 33, 216-217
reasons for, 29
reviewing, 31-32
setting of, 30-31

Good to Great (Collins), 24

How Clients Buy
cold call acceptance research in,
159-161
personal chemistry research in,
52
purchasing decision research in,
208-209
Hsieh, Tony, 55
Hunter, John, 30
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IBM, 29
Impact

likeability principle in, 130
overview of, 115-116

buyers statement of, 146

clarification of, 73

defined, 7

financial, 73-76

lack of, 225-226

risk reduction and, 84

so what concept in, 71-72

tangible, 73-77, 84

types of, 72

urgency, demonstration of,
77, 82

Impact model

assumptions in, 74

cost factors in, 73

insurance archaeology and, 75

IT example, 7677

questions for, 7881

tangible aspects of, 73-77

Indifference

principle of, 130-132
reversing direction of, 131

Influence

attention principle in, 116—-117
belief principle 41:, 120-121
commitment priaciple in,
132-133
curiosity principle in, 117-118
defined, 8
desire principle in, 118
emotional journey principle in,
119-120
envy principle in, 119
inclusion principle in, 128
indifference principle in,
130-132
involvement principle in,
127
justification principle in,
121-122

INDEX

ownership principle of, 125-126
scarcity principle in, 129
stepping stone principle of,
124-125
trust principle in, 123
Information technology (IT),
7677
Initial introduction conversations
defined, 9
rating of, 44
Inquiry
active listening, 193
advocacy ana; 56
defined, 2
limits‘si; 99
reacvns for, 98—99
Insp.ration, 101
(nsurance archaeology, 75
nterest phase, 162
Internal conversations
building rapport with, 53-54
outcomes from, 24-25
questions for, 20-24
Investopedia, 36-37
Involvement, principle of, 127
IT. See Information technology (IT)

Jacobellis v. Ohio, 85
Justification, principle of, 121-122

King, Tim, 29-30

Knowledge
account development, 212
common customer needs, 209
competition, 210
defined, 11
delivery/service, 212
expectations, 208
firm’s capabilities, 209-210
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firm’s value proposition,
208-209

fluency in, 212-214

market context, 208—209

process, 211

product, 210, 213

strategies, 210

tactics, 211-212

top firms and, 205-206

Latent needs, 157
Layering strategy, 124-125
Likeability

concept of, 51

principle of, 130

real life example of, 52-53
Listening. See Active listening
Logic

five whys and, 111

price cutting, 190
Lyrical Ballads (Wordsworth), 119

Maister, David, 21
Market context, 208-209
Meetings
tollow up, 151-152
kickoffs for, 158—142
Mind-sets, 60
Money discomfort, 231-233

Neediness, 53-54
Needs. See also Afflictions;
Aspirations

cold calls and, 160
common, categories of, 209
explicit, 157
in FAINT, 162
latent, 157
objections and, 184
range of, 62-63
solutions to, 209-210

Index 267

Needs discovery
conversations for, 144—146
five whys for, 107-113
questions for, 63—66
systemic approach to, 62—-63
New idea approach, 165
New reality
before-after vision of, 89-91
benchmark, establishment of,
85-87
buyer stating of, 146
claims-oftering cifferentiation in,
91-94
clear view! ot,"226
communi-ation of, 88-91
couversition stage, 146147
core factors in, 93
creation of, 7
defined, 7
offers and, 91-94
questions for, 91
visualization of, 237-238
No money objections, 184
No need objections, 184
No trust objections, 183—184
No urgency objection, 184

Objections
common, 181
considerations for, 183
defined, 182
financial, 184, 188—191
handling, five-step process for,
184—188
preemption of, 200
types of, 183-184
unspoken, 191-193
Offers
concepts in, 43—44
demand-driven, 157
distinction in, 44

INDEX 9 February 2011; 16:26:11



268 Index
Ofters (continued) impact urgency and, 77, 82
new reality and, 91-94 qualified, 161-163
right, 163 reluctant, approach to, 57
series dominos in, 125 sales goals for, 216217
Ohno, Taiichi, 107 showing interest in, 53
Open-ended questions, 102
Outcomes Questions

agreements on, 111
from internal conversations,
24-25
next, planning for, 217
responsibility for, 23
Ownership, principle of, 125-126

Paraphrases, 104
Payment terms, 191
Peer dynamic imbalance, 227
Peer-to-peer cold calls, 161
Personal desire, 2021
Planning. See Sales call planning
Preparation, lack of, 222
Presentations
defined, 9
eliminations of, 143
Price cutting, 190, 231
Problem-solving méae
characterizatich of, 60—61
questions for, 6
Process, defined, 11
Professionalism, 223
Proposals, 227
Propositions. See Value propositions
Prospecting. See also Telephone
prospecting
defined, 9
focus of, 117
importance of, 13
Prospects. See also Clients
current situation of, 216
dying situations for, 223
financial value and, 82

INDEX

broad open-ended, 63

for building rapport, 58

call planning, 215-219

close-ended, 65

future envisioning, 26

incisive, 8

intern for internal conversation,
20-24

new reality. 91

open-ex ded, 102

preiiem-solving, 6

tersales goals, 33, 216217

50 what, 7

specific close-ended, 64—65

specific open-ended, 64

RAIN selling
components of, 4—7
core concepts of, 4
diagnostic phase of, 66—67
guide to, 4-10
influence role, 115-116
modus operandi of, 17-18
online resources for, 6
principles of, 4, 15, 17, 238
roadmap for, 16
training for, 6

Rainmaking conversations
for account management/

expansion, 10

common objections to, 181
customer stage, 9—10
ending, 131
generation of, 3—4
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initial introduction, 9, 36

internal, 20

internal conversations for,

2024

in presentations, 9

in product demonstrations, 9

prospecting, 9

purpose of, 3

sale stage, 9-10

stages of
FAINT, 147-150
follow up, 151-152
impact analysis, 144—146
meeting kickoff, 138—142
needs discovery, 142—144
new reality, 146-147
next steps, 150-151
rapport building, 136-138

types of, 9

Rapport
building of, 51, 136-138
defined, 4-5

genuine, 5
lack of, 224
RASP, 19

Rational impace, 72-73
Reagan, Naicy; 178
Reality. See New Reality
Record collection, self-limiting,
233-234
Referrals, 171-172
Relevance, 5657
Request for proposal (RFP),
192
Research
for phone calls, 171
on cold calls, 159-163
Results
demonstration of, 83
quantification of, 83
Retainers, 232

INDEX

Index 269

Return on investment (ROI),
121-122
Reverse directions
indifference use in, 131
process of, 67—69
Right amount concept, 12
Right offers, 163
Right thing concept, 12-13
Roadmaps
for goal keeping, 31-33
for RAIN selling, 16
Rogers, Robert, 20
ROI. See Returt. on investment
(ROT)
Role readiness
comporeats of, 10-18
défiied, 10
wraining programs and, 11-12

Sales
goals for, 216-217
playbooks, 211-212
post delivery/service, 212
risk in, 198
solution model, 93
stage, 9-10
Sales call planning
action questions for, 218-219
current situation questions for,
216
next outcome question for, 217
overview of, 215
sales goals question for, 216-217
strength question for, 217-218
vulnerability questions for, 218
Salespeople
approval needs of, 229-230
commitment of, 21
common presentation mistakes,
40-41
common problems of, 36
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Salespeople (continued)
defined, 13
economy and, 22
emotionally involvement by, 229
expertise of, 205-207
knowledge categories for,
208-216
skills gap among, 64
success, guide to, 12
written goals by, 30
Scarcity, principle of, 129
Schema, 233
Scripts, 233
Selection phase, 99
Self-limiting record collection,
233-234
Service
demand-driven, 157-158
knowledge and, 212
post sales, 212
Skills
defined, 11
gaps in, 64
importance of, 14
leadership, 110
listening, 104
So what concept, 71-72
So what questions, 7
Social proof, 128, 171
Solutions
crafting of, 87-88
presentation of, 92
to needs, 209-210
Specific close-ended questions,
64-65
Specific open-ended questions, 64
Statements. See Value position
positioning statements
Stepping stones, 124-125
Stewart, Potter, 85
Stockdale, James, 24

INDEX

Index

Story telling, 102, 120
Straight results approach, 165
Strategy and the Fat Smoker (Maister),
21
Strengths, assessment of, 217-218
Substantiation, function of, 121
Success
attributes for, 20—24
commitment to, 21-22
guide to, 12
perfection versus, 201
power boosters, 170176
System thinkers, 106
Systematic approaciies, 14

Targeting nrospect, 163
Teams, ©1°
Teleptioiie prospecting. See also
Cold calls
Dest practice approach to, 164,
166
can you help me approach to,
165, 169-170
cold calls and, 159-163
defined, 155
for demand-driven offerings, 159
for demand-driven services, 158
first step approach to, 165, 169
key concepts in, 163—164
new ideas approach to, 165,
167-168
overcoming reluctance to,
178-179
pauses in, 170
prospecting with, 159-163
with referrals, 171-172
straight results approach to, 165,
167
success power boosters in,
170-176
Theory in use, 235

9 February 2011; 16:26:11



Timing
in FAINT, 163
for proposal, 227
for propositions, 152
Touches
multiple, 164
variety of, 164
Training programs
consultation methods, 66
financial management, 213
focus of, 11-12
product knowledge, 210, 213
RAIN selling, 6
technical, 103
weakness of, 11-12
Trickery, 164
Trigger events, 170
Trust
establishment of, 226
killing of, 196
principle of, 123

Understanding
demonstration of, 224-225
in objection handling process,
185-186
Up-front analysts, 112
Urban Prep High School, 29
Urgency
demonstration of, 77, 82
objections and, 184

Value gaps
discovery of, 68

Index 271

initial, creation of, 62
true, 72
widening of, 62
Value position
cold calls and, 160
definitions of, 36-37
three legs of, 38—41
Value position positioning
statements
building blocks for, 43—46
common mistakes in, 40—41
composition of,~39
definitions of, 37/-38
evaluation/ot, 46—47
impact-tocus in, 41-42
mechanics focus in, 42
Value-ropositions
orms, knowledge of,
208-209
timing of, 152
Values
cold calls and, 160
thinking about, 163
Voicemail, 175-178
Vulnerabilities, assessment of, 218

Walking away, 202

Weaknesses, hidden, 24

What’s in it for me (WIIEM),
165-166

Who Says Elephants Can’t Dance?
(Gerstner), 29

Zappos, 55
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