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Accuracy, 119

Activation, 231-241

Advertising, 39

Agreement. See G.A.R.A. (grateful,
appreciate, respect, agree)

Alessandra, Tony, 48

Ambiguity. See F.H.A. (fog, haze, and
ambiguity)

Annan, Kofi, 53

Anticipation, 43-44, 226

Anxiety, 173

Appearance, physical, 193

Appointments, 72, 85, 119

arrival time, 159

Appreciation. See G.A.R./\. (gratetul,
appreciate, resjp:ct_agree)

Assumptive closes, 220

Assurance, 57

Attention, commanding, 154

Attitude, 12, 19-20, 200, 224

Audience, 142

Audio messages, 5, 108, 197

Authenticity, 119, 155

Bauer’s Rule of One Thousand, 126

Believability, 222

Benefits, 154155

Body language, 120, 142, 144, 145-147,
170, 172, 200

Bolded fonts, 111

Boyce, Jim, 32

Bracket isolation, 221-222
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Branding, 110-111,154

of self, 25
Branson, Ricka:d. 53
Brochureg, 1 11
Bullet peii s, 111, 129-130
Bush; George W, 53
Biviness cards, 39-40, 93-94, 98

o

2uyer’s Remorse Prevention Package

(B.R.P.P.), 104, 163

Calendar, Outlook, 70, 78, 180-181, 226

Callbacks, client, 174-176
Calligraphy, 5
Cancellations, 104
Cards, holiday, 38-39
Chamber of Commerce, 40—41
Chasing:

versus being chased, 82-84
Check marks, 162
Chocolate, 159-160, 181
Choice closes, 219

Chorus line, 158159, 162, 218, 223

Christmas cards, 38-39

Circle of Communication, 132-135

Clients:
addressing fears of, 173

chasing versus being chased, 82-84

creating bond with, 142, 172

determining personality style of, 54
with difficult personalities, 59-60

fears, 170

getting them to call back, 174-177
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Clients (Continued)
influences on, 24
lack of confidence, 201
penetrating awareness of, 37
reaching out to, 35
reasons for missing appointments, 72
selling and responding to personality
styles, 196-197
Client’s Believability Scale (C.B.S.),
149-155, 197, 222
Client’s Psychogenic Scorecard, 25
Closing, sales, 214-230
according to personality style, 56-59
assuming, 162
with clients with difficult personalities,
59-60
incentives, 62
professional closers, 15-16
quick tips for, 225-226
taking action to make it happen, 203
types of, 218-223
Clothes, 5, 193
Coaching, 6
Codependency, 82, 86-87
Cold calling, 182-186
Commission, 15
Commission Development Quiz:
Bauer Power Sales Tools, ' 13-116
Becoming a Sales S.T.17.D_,88-91
Closing Mastery, 22/-220
Communication Vlascery, 135-138
Don’t Procrastinate - Activate!, 239-241
Marketing Yourself Shamelessly, 45-47
Overcoming Objections, 209-213
Personality Selling, 64-67
Phone Mastery, 187-190
Presentation Mastery, 164-167
Sales Distinctions and Sales Traits,
20-23
Commitment, 72
Communication, 117-138
declaring boundaries on, 87
establishing ongoing system of, 28
by F.O.N.s, 16-17
lost, 81
nonverbal, 125, 142, 145, 170
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and personality styles, 128-132
by phone, 168-190
and relationship building, 215
speed of, 156
Competency, unconscious, 8-9
Complaints, 132-133
Concentration, 126-127
Confidence, 17, 84-85, 173, 195, 201
Conflicts, 217
Confucius, 150-151
Consensus building, 217
Consent with action, 220
Consequences, 74-75
Consistency, 17, 152, 154
Control, emotional, 128
Cooley, Dallas, 29, 47
Crilley, Jeff, 98
Cups of Kneuwleage, 59
Cure, Trev, 98
Cushia »<lose, 220-221

L.eadlines, 75-78, 195, 200-201, 226, 234
Decision makers, 201, 226
Decisions, delayed, 75, 225
Delay closes, 219-220
Delayed decisions, 75, 225
Desire, 11
Desperation, 84
Diana, Princess, 53
Directors, 52, 53-55
closing the sale with, 56-57
communication with, 129, 130-131
prevalence of, in U.S. population, 63
primary questions of, 61
strengths and weaknesses, 61
Direct smoke-out close, 221
Discipline, 8-9, 233, 234
Discussion, 155
Distinction, 32, 83, 215-216
defined, 2
professional, 216-217
quick tips for achieving, 12-13
sales, 1-23
and sales tools, 98—-100
and T.O.M.A. campaign, 30
twelve leaps to, 3-7
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Distractions, 9-10, 131

DocuSign, 163

Domain names, 94

Doubt. See F.U.D. (fear, uncertainty, or
doubt)

Dr. Seuss, 148-149

Dunn, Jeff, 36, 84

Ego-based personalities, 53, 55, 196-197
E-mail, 83
signatures, 108
staggering, 36
text-only, 5
Emotion, 151
Emotional control, 128
Employee mentality, 16
Engagement, 140-141, 155, 162, 172
Enthusiasm, 19, 57, 118, 155, 200
Envelopes, pink, 7, 34
Exaggeration, 119
Examples, 143
Excerpts from the Treasury of Quotes (Rohn),
32,33,34,58, 111
Exercise, 6
Eye contact, 31, 119, 127

Facebook, 40, 110

Facial expressions, 145, 170

Family, 55

Fast Facts Profile/ b.%.P.), 6364, 96-97,
161-162, 222

Fear, 84, 85, 170. See also F.U.D. (fear,
uncertainty, or doubt)

Feedback, 174

Feel/felt/found close, 222-223

Feelings-based personalities, 53, 196

F.H.A. (fog, haze, and ambiguity), 69

First impressions, 32, 58, 85, 113, 192-193,
215

Fishing, 78-82, 179

Fitness, 6, 17

Focus, 9-10

Fog. See F.H.A. (fog, haze, and ambiguity)

Follow-up, 3, 86, 120

precision-based, 172
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Index

F.O.N.s (Freaks of Nature), 15-20
and closing sales, 214
as communicators, 16-17
habits and attitudes of, 19-20
and sales psychology, 72
Fonts, bolded, 111
Freaks of Nature (F.O.N.s). See F.O.N.s
(Freaks of Nature)
F.U.D. (fear, uncertainty, or doubt), 17, 25,
123,155, 161, 225
and clients, 27, 201
eliminating, 25-26, 78

Galambos, Chris, 106

G.A.RA. (grateful, apprciate, respect,
agree), 217-218

Gatekeepers, 139-160, 181

Generalitvyyandering, 75

Gitomer. ; »ffrey, 139-140

Goal/Mastery Action Plan, 235-236

(ziaphacs, 111

Gratitude. See G.A.R.A. (grateful,
appreciate, respect, agree)

Greenspan, Alan, 53

Guarantees, 57

Habits, daily, 8, 19-20

Haze. See F.H.A. (fog, haze, and ambiguity)
Headsets, 183

Health, 6, 17, 216

Holiday cards, 38-39

Hope, 203, 224

House of Connectability, 123

Hydration, 170

iContact, 37, 41, 86
Ignorance, 18-19
Impatience, 131
Implementation, 9, 233
Incentives, 62

Inclusion, 72

Indirect smoke-out close, 221
Informality, 57, 131

Interest, 154

Interruptions, 123, 131
Intimacy, 50, 53-54, 123, 124, 157
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Kim, Young, 145-147

Lack-of-funds excuse, 199-200
Lang, Jeff, 86-87, 237
Langham, Steve, 6
Laser-focused phrases, 129-130
Left-brain people, 53-54, 63
LinkedIn, 40, 110
Listenable rate, 156, 157-158
Listening, 6-7, 16-17, 121-128, 140-141
assessing skills, 124-126
tactics to become better at, 126-127
Logic, 151-152
Lunch, 10, 12, 17-18

Mail:
expenses, 39
frequency of, 34-36
noticeable, 7
Priority, 181
special letters, 38
staggered campaign, 96
Main Point Card (M.P.C.), 98-100, 111,
159-160
Manicure, 4-5
Marketing, 63, 111
Marketing, self, 24-47
Marston, William Moulton, 50
Mass action, 33
Mays, Billy, 74
Memory, 44
Mercifully Brief Rear World Guide to Raising
$1,000 Gifis by Mail (Warwick), 37-38
Meyers, Bob, 60
Microsoft Outlook. See Outlook
Microsoft Outlook 2010 Plain & Simple
(Boyce), 32
Microsoft Outlook 2007 Plain & Simple, 32
Mirrors, 119, 170
Motivation, 198
Mozart, Wolfgang Amadeus, 53
MySpace, 40

Negotiations, 195, 206-207
Networking, 3-4

using social media, 4042
Newsletters, 37
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No, uninformed, 225, 226

Nonverbal communication, 125, 142, 145,
170

Note taking, 120

Objections, 236. See also Overcoming
Objection Sales Sheet (0.0.S.S.)
developing skills to overcome, 207-208
isolating, 198-199
overcoming, 101-102, 191-213, 217
to price, 199-200, 204-206, 221
troubleshooting, 202
Odems, Lee and Michele, 235
One-page sales sheets, 100-106, 143-144,
197
Organization, 154
Outlook, 30-32.41 /0, 78, 84, 86, 183
calendar Ta ite fteature, 180-181
Overcomir; Objection Sales Sheet
(D058, 101-102, 162, 194, 201.
Se> also objections
Cwrership mentality, 16

Patience. See P.S.P. (pause, silence,
patience)
Pause. See P.S.P. (pause, silence, patience)
PCs (professional closers), 15-16
P.D.R. (practice, drill, and rehearse), 182
Persistence, 224
Personality, 48-67, 120
client with difficult personalities, 59—-60
and closing the sale, 56-59, 225
and communication, 128-132
determining client’s style, 54
prevalence of different types in U.S.
population, 63
responding to client’s style, 196-197
styles, 50, 52-55
what the four types really want to know,
61-64
Personality Selling system, 49, 50-51
Personal life, 215-216
Personal Minimum Standards (P.M.S.),
236-237
Pesuard, John, 73
Peters, Tom, 25
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Phones, 168-190
Pink, 7, 34
Pink slips, 106-108, 109, 177-179
Plaxo, 40, 110
Pleasantries, 172
Poise, 128
Post-it notes, 162
Precision, 119
Pregnant pause, 148
Presentations, 139-167
during cold calls, 184
face-to-face, 159-163
by F.O.Ns, 17
speed of, 156-158
tips for effective, 154-155
using visuals in, 143
Price:
objections to, 199-200, 204-206,
221-222
Procrastination, 183, 231-241
Professional closers (PCs), 15-16, 83
Professionalism, 173, 193
Professional life, 215-216
Promise Makers/Promise Keepers Sales
Sheet (P.M.S.S.), 105, 236
P.S.P. (pause, silence, patience), 123,
148-149, 176, 205, 219, 225
Psychogenic Green Light, {22
Psychology, sales, 72
Public speaking, 139

Qualification, 73
Qubein, Nido, 4-5, 18, 146-147, 148
Questions, open-ended, 128, 155

Rapport, 53-54
Reading between the lines, 120
Reciprocity, law of, 33, 111, 171
Referral Response Card (R.R.C.), 106
Referral Response Sales Sheet (R.R.S.S.),
105
Referrals, 27, 28-29, 32, 62, 87-88, 105,
106, 184, 208
Relaters, 52, 53-55
closing the sale with, 57-58
communication with, 129, 131
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prevalence of, in U.S. population, 63
primary questions of, 61
strengths and weaknesses, 62
Relationships, 215
Respect, 32-33, 111, 223. See also G.A.R.A.
(grateful, appreciate, respect, agree)
Responsibility, accepting, 237
Revenue aversion, 159, 183
Right-brain people, 53-54, 55, 63
Rohn, Jim, 32, 58, 111

Sales Bible, The (Gitomer), 139
Sales jeopardy, 202-203, 219
Sales managers, 184-185
Sales Mastery Book of uctes (Bauer), 41, 111
Salespeople:
principles of these being chased, 84-88
types of 13-.9
Sales proc: ss, 7
Salev. chects, one-page, 100-106, 143144,
197
Qales S.T.U.D., 68-91, 226
Sales tools, 92-116
distinctive, 98-100
Schedules, 85
Seripts, 151-152, 169
Self-deception, 203
Self-fulfilling prophecy, 199-200, 224
Set policy, 103, 104
Seussing, 148-149, 157
70-percenters, 13-14, 232
Silence. See P.S.P. (pause, silence, patience)
Skill development, 86
Smiles, 119, 127, 145, 170, 200
Smoke-out closes, 221-222
Socializers, 52, 53-55
closing the sale with, 57
communication with, 129, 131
prevalence of, in U.S. population, 63
primary questions of, 61
strengths and weaknesses, 61-62
Social media, 40-42, 110
Speaking speed, 120, 148, 156-158, 176
Special Events Sales Sheet (S.E.S.S.), 105
Specific next step, 68-72, 226
Speech connectors, 120
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Stamps, postage, 37

Standard Sales Pitch Sheet (S.S.P.S.),
100-101

Standard Sales Pitch (S.S.P.), 151-152

Steinbrenner, George, 53

Stories, 143

Success traits, 1-23

Succinctness, 155

Support system, 6

Takeaway, 72-74, 226
Talking, 6
over people, 141
social, 58
Technology management, 161
Teeter-totter effect, 72
Tenacity, 9, 233
Test closes, 218-219
Testimonials, 143, 161-162, 197-198, 222
Testimonial Sales Sheet (T.S.S.), 103-104,
161-162, 222
Thinkers, 52, 53-55
closing the sale with, 58-59, 219
communication with, 129, 131-132
prevalence of, in U.S. population, 62
primary questions of, 61
strengths and weaknesses, 62—C3
Third party evidence, 143, 127--198, 222
Third party stories close, 222
30-percenters, 232
3-percenters, 15
Time and Money Chart, 42-43
Time management, 183
Titles, 120
T.O.M.A. (Top of Mind Awareness)
campaign, 28-30, 108, 111, 121, 163,
177,197
creating and enhancing campaign, 37-43
five stages of, 30-37
six rules for effective, 29-30
Tone of voice, 125
Tools, sales, 92-116
Top of Mind Awareness. See T.O.M.A.
(Top of Mind Awareness) campaign

Truth, 119, 217
27-percenters, 15
Twitter, 40, 110

Uncertainty. See F.U.D. (fear, uncertainty,
or doubt)
Unconscious competency, 8-9
Uninformed no, 225, 226
Urban advisory boards, 163
Urgency, 74-75, 226
lack of, 200-201

Value, added, 3
Vaughn, Kylie, 180
Vegetable mentality, 43
Video messages, 5, 198; 197-198
VIPs, 86
happy hour, 176
Visibility, 121
Visuairresentations, 143
Vaice:
indection, 145-147
quality of, 142, 144, 172-173
tone of, 125
Voice messages, 83, 87, 174-177, 181-182
Voice up, 171

Wandering generality, 75
Wardrobe, 5, 193
Warwick, Mal, 37-38
Water, 170

Webmasters, 94
Websites, 93-95, 106-108
West, Matt, 237

Why questions, 196
Winfrey, Oprah, 53
Words, 144-145

Words That Sell, 144
Work ethic, 19
Worst-case scenarios, 58

YouTube, 40, 110

Ziglar, Zig, 75



