P1: OTA/XYZ P2: ABC
ind JWBT155/Brooks August 27, 2009 9:10 Printer Name: Courier Westford, Westford, MA

Index

3M, 49
80/20 Rule (Pareto Principle), 207, 211

Account management
vs. account maintenance, 210, 218
additional sales, 207, 216-219
collaboration with client, 212-214
developing relationships, 129-131,
208-210
essential elements, 211-214
keeping contracts, 208
quality assurance plans, 2°5:-216
quality and delivery, 29--34, 214-216
systematic, 106-107
time managemer.c, 10-11
tips, 217-212
Activity Based Cesting (ABC), 161
“Affectiveness,” 108-109
Allen, Woody, 9
All-in-One Media Directory, 56
Apple, 91
Association of Area Business
Publications, 56
Associationsdirectory.org, 55

Bacon’s Publicity Checker, 56
Bank of America, 69
Bettger, Frank, 104-105, 115
Bids

contract negotiation, 194-196

individual vs. team negotiations,
196-197

pricing, 189-193
break-<ven formula, 190-191
safecua-ds, 191-192
Stacking Formula, 193-194
realistic delivery and, 187
'IP/RFQ response, 192
spec writing, 187-189
tactical mistakes
avoiding, 198, 200-202
self-analysis, 198-200
Blue books. See Supplier guides
BMW, 103
Branding, 91-92
Brooks, William P. G, ix—xi
Brooks, William T., xi
Brooks Group, The
account management system,
107
branding vs. sales force, 91
diversity of services, 68-69
government contracts, 27
IMPACT Selling® System, 21, 27,
94, 106, 188
pursuing corporate clients, 9-10
sales team, 124, 180-181
sales training provider, x—xi,
68-69
small business, 37
values, 108
Bureau of Census of the Department of
Commerce, 56
Business Matchmaking (BMM), 47
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Centralized Commodity Management
(CCM), 161
Centralized purchasing departments, 71
Certified Purchasing Manager (CPM),
161
Chamber of Commerce, 58
Cheseborough-Ponds, 27
Client management. See Account
management
Client mix, balance of, 9-11, 13
Coke, 91
Competition, small business
perceptions of, 3—4
Contract negotiation, 194-196
Contract negotiation, team vs.
individual, 196-197
Corporate clients
public relations officers, 7
perception of, 18-21, 27-39, 65
prequalification, 7682
purchasing programs, 6-7, 45
reduction in base, 75-76
small business suppliers
benefits to, 4, 45-47
caveats, 11-13, 187
effects on, 13-14
support of, 5-6, 27-29, 45-47_ Y.
Corporate decision makers
buying
influence map, 148--15)
rationales for, 12+4.132
corporate executives, 153-154,
156-159
Decision Maker Pyramid, 132
expectations, 15-16
facility managers, 153-154, 159-160
identifying, 94-96, 131-132
perceptions of, 176-178, 176-177
purchasing managers, 72, 152-156,
162
Promise-Expectation-Experience
Chain, 15-16
questions for, 175-176
wants and needs of, 121-122,
143-148
Words That Sell, 151-160
See also Leadership roles
Corporate profiles. See Profiling
corporate clients
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Creativity, 110-112, 115
blockers

fatigue, 112
fear, 114
negative thinking, 113-114
routine, 112
scapegoating, 114

Customer buying motives, 29, 52-53

Decentralized purchasing departments,
71-72

Decision Makers. See Corporate
decision makers

Decision Maker Pyramid, 132

Delaney, Mike, 9

Department of Coramerce, 57

Department of Tavor, 57

Department ¢f 'y ransportation, 57

Direct Valu= Statement (DVS),
133134, 137

Dow Corning, 49

Dunn and Bradstreet’s Million Dollar
Directory, 56

Enterprise Resource Planning (ERP),
161
Enthusiasm, 103-104, 115-117

Facebook. See Technology, social
networking

Faulkner, William, 107

FedBizOpps.gov, 58

FMC, 6

Guale’s Encyclopedia of Associations, 55

Gebbie Press All-in-One Media Directory,
56

Goldsmith, Marshall, 90-91

Government and military clients, 27-28

Green movement, 89. See also
Sustainability

GSA Advantage, 58

Hewlett-Packard, 27, 30
HondaJet, 7
Honeywell, 5

Hoover’s, 54, 56

HSBC Bank, 30
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i2 Technologies, and real time
collaboration, 35
IMPACT Selling® System
client needs and wants, 121-122
creativity, 110
lasting influence, 188
military recruitment, 27
positioning, 121-122
presentations, 168
professional organizations, 101
systematic selling, 21, 94, 106
Influence map
creation of, 150-151
roles within, 148-151
sales strategy, 143-144
Influence, People of. See Corporate
decision makers
Institute for Supply Management,
65-68
Integration of marketing, sales, and
service, 15-16
Inventory
Just-In-Time (JIT) systems, 31, 36,
36,75,161-162
reserve and replacement parts, 3

Kleenex, 91

Leadership roles
delegation, 17-12
research, 17
sales and marketing, 17
setting goals, 17, 39-41
strategic planning, 17
See also Corporate decision makers
Lexus, 103
LinkedIn. See Technology, social
networking
Local economies and small
businesses, 7

Maintenance, Repairs, and Overhaul
(MRO), 162

Manufacturing Resource Planning
(MRP), 162

Maytag, 91

McDonnell Douglas, 50

Military and government clients,
27-28

National Association of Purchasing
Management. See Institute for
Supply Management

National Trade and Professional
Associations (NTPA) Directory,
55

Needs vs. wants, 144-148

Networking, 7-9

Nike, 91

North American Industry Classification
System (NAICS), 57, 162

Overseas suppliers, hidden costs, 32-33
Owens-Illinois, 49

Pareto Principle. .5¢e 80/20 Rule (Pareto
Principle)
Philip Mori:s; 50
Planng
organization, 14
woles
company leader, 16-18
salesperson, 18-19
self-review
finances, 20-21
operations, 19-20
sales process, 21
setting goals, 17, 39-41
Plaxo. See Technology, social
networking
Polaroid, 27
Positioning
competitive, 4
company, 4, 167
Direct Value Statement (DVS),
133-134, 137
introductions, 130-131
networking, trade shows and
professional associations,
127-129
personal, 122-124
negative qualities, 123
positive qualities, 124
self-analysis, 124-126
precall planning, 137-138
sales force, 4
sales strategy, 121-122
self-review, 124-126
Statement of Intention, 134-137
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Positioning (continued )
staying in touch, 130
tips on, 126-127
Presentations
checklist, 173-174
Convince Step, 178-179
importance of, 167-168
materials, 172-173
Meet Step, 167-168
perceptions by Decision Makers,
176-177
performance, 172-173, 179
precall planning, 169-171
Probe Step, 168
professionalism, 171-172
proof, 178-179
questions for Decision Makers,
175-176
slides, 172
Pricing
break-even formula, 190-191
customer buying motives and, 29, 36
safeguards, 191-192
Stacking Formula, 193-194
underpricing, 189
Product delivery, 29-32
Product quality, 29, 32-33
Professional associations. Sec T
shows and professionai
associations
Profiling corporate. clients
background research sources
annual reports and 10k reports,
54-55
business liaison office, 48
company newsletters and Web
sites, 48
contacting executives, 49
databases and newspaper indexes,
54-56
government sources, 56—59
libraries, 54
supplier guides, 48-50, 56
business matchmaking (BMM)
events, 47
essential elements of, 53-54
golden rules, 59-61
procurement procedures, 45-47

rade

professional and trade organizations,
55
SCORE® Counselors to America’s
Small Business, 47
Profiling government clients, 48-49,
58-59
Project team leaders, 73
Promise-Expectation-Experience
Chain, 15-16
Prospecting. See Profiling corporate
clients
Public relations and benefit of using
small business suppliers, 7
Purchasing departments
contacts within, 71-74, 94-96
description of, 67
organization ¢i,.71-72
Purchasing megazine, 36-37
Purchasing management. See Supply
mansagement
Purchiacing Manager (PM), 72,
152-156, 162
2urchasing procedures. See Supply
management, procedures
Purchasing vocabulary
Activity Based Costing (ABC), 161
Centralized Commodity
Management (CCM), 161
Certified Purchasing Manager

(CPM), 161

Enterprise Resource Planning (ERP),
161

Just-In-Time (JIT), 31, 36, 75,
161-162

Maintenance, Repairs, and Overhaul
(MRO), 162

Manufacturing Resource Planning
(MRP), 162

North American Industry
Classification System (NAICS),
57,162

Purchasing Manager (PM), 162

Statistical Process Control (SPC),
162

Value Analysis (VA), 162

Vendor Managed Inventory (VMI),
162

See also Words That Sell
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Ralph Lauren, 7

Raytheon, 49

Real time collaboration, 35

Red books. See Supplier guides

Red Prairie, and real time collaboration,
35

Request for Proposal (RFP), 65, 70,
179, 187

Sales calls
fishing, 47-48
navigating corporate organizational
structure, 47-48, 72-74, 92-93,
110-111
precall planning, 137-138
Words That Sell, 151-160
See also Profiling corporate clients;
Positioning
Sales meetings. See Presentations
Sales process. See Sales system
Sales system, 21, 94, 105, 102, 105-106,
121. See also IMPACT Selling®
System
SCORE® Counselors to America’s
Small Business, 47
Self-confidence, 102-103
Selling, terminology, 160-162. See also
Words That Sell
Semicentralized purchzsing
departments; 71
Silver Bullet Quesdouis. See Corporate
decision 1nakers, questions for
Small Business Administration, 57-58
Small Business Liaison Office, 49
Small business suppliers
attributes attractive to corporate
clients, 19-20
corporate assistance for, 6
corporate client expectations of,
19-22
corporate purchasing programs for,
5-7
finances, 20
flexibility, 19, 38
innovation, 19, 39
operating costs, 89-90
prequalification, 76-82
responsiveness, 19, 38
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services provided by, 28
speed, 38-39
unique qualifications of, 19-20, 27-39
Spec writing, 187-189
Staff
company leader, role of, 16-18
marketing professional, role of,
17-18
salesperson, role of, 18-19
Standard and Poor’s Register, 56
Standard Industry Classification (SIC)
codes. See North American
Industry Classification (NAICS)
codes
Standard Periodicais Directory, 56
Statement of Irteniion, 134-135, 137
Statistical Piccess Control (SPC), 162
Strategic/Account Management
Ascociation, 210
Strategic planning, 13-22, 87-88,
93-94. See also Planning
Ctrategic purchasing, 34-37

‘The Success Delusion, 90-91

Success, factors affecting
account management, 102, 106-107
“affectiveness,” 108—-109
assumptions, 101
branding, 91-92
complacency, 90-91, 170-171
creativity, 110-115
enthusiasm, 102-105, 115-117
environmental, 87-88
fear, 96
growth, 92-93
initiative, 8-9
rapport, 102-103
sales system, 102, 105-106
self-confidence, 102-103
social, 87-88
strategic planning, 87-88, 93-94, 102
technological, 87-88
values, 107-110
variable costs, 89-90
See also Creativity, blockers
Supplier base reductions, 75-76
Supplier guides, 47-50, 56
Supplier prequalification. See Vendor
prequalification
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Supplier qualification forms. See
Vendor checklist
Suppliers, domestic vs. foreign, 32-33
Supply management
collaborative role, 35
company decision-making role, 34
corporate client expectations,
35-36
customer relationship management
(CRM) tools, 35
definition, 65
enterprise resource planning (ERP)
tools, 35
key concerns, 36-37
performance factors, 67-69
procedures, 65-66, 69-71, 94-96
procurement processes, 69—71
purchasing departments, 67
reporting chain, 34
request for proposal (RFP), 65, 70,
179
supply chain, 66
supply chain management (SCM)
tools, 35-36
strategic function of, 34-37
trends, 34, 66-67
visibility, 35
Sustainability, 30, 89

Team Selling, 179-181
Technical staff, 73
Technology
collaborative supply chain systems,
88
social networking, 89
voice over IP, 88
Thomas Register of American
Manufacturers, 56
Time management, 10-11
Todd Shipyards, 5
Trade shows and professional
associations, 7-8, 73, 127-128
networking, tips on, 128-129
Travisano, Tom, 95, 151

Unifi, 9

U.S. Census information, 5657
U.S. Industrial Outlook, 57

U.S. Statistical Abstract, 57

Value Analysis (VA), 35, 162
Values, 107-108, 109-110
Vendor checklist, 46, 50-53
Vendor Managed Inventory (VMI), 162
Vendor prequalification, 50-53, 69-70,
74-82
creating a corporate profile, 53-54
documentation, 69-70, 76-82
financial capability, 81
labor relations, 79-5¢
management experese, 79
market served, 77
ownership, /6-77
plant an<! equipment, 80
priee, §1
products and services, 78
Ju.lity assurance, 80-81
recent projects and activities, 78
research capabilities, 79
security, 82
See also Corporate profiling
Vital Salesperson, 94
Volvo, 9, 69, 89

Walker Information Group, 208
Wall Street fournal Index, 56
Walmart, and sustainability, 30
Wants, types of, 147-148
Wants, vs. needs, 144-148
White House Conference on Small
Business, 9
Words That Sell
to corporate executives, 153-154,
156-159
to facility managers, 153-154,
159-160
to purchasing managers, 152-156

Xerox Corporation, 75, 91



