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abundance, culture of, 208, 211
acceleration of capacity/velocity,
190-193, 204
accounting systems, 119
account managers, 219-220
action items
beaching phase, 204
capturing phase, 158
celebrating phase, 243
harpooning phase, 108
honoring phase, 225
knowing phase, 63
riding phase, 130
seeking phase, 86
sewing shut phase, 182
additional value
as ambergris, 247
searching for, 50, 236-242, 248
advocates
attributes of, 234-255
cultivation of, 195, 225
function of, 155, 233
sources of, 233-234
affinity networks, 234
agendas, 162, 163
control of, 127
Air Force, U.S., 170
airline industry, 11
ambergris

definition of, 236, 247

searching for, 50, 236-242, 243, 248

analysts’ reports, 78

annual reports, 76, 78

aperture of perception, 94-95, 108
assertion selling, 37
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assessment. See lessons leained review
assets
classification of, 2.3-216, 215t
in current business relations, 240-241
identificatien ¢f; 213, 214, 240-241
auto-alerts Iniemet), 85
automo! ' le industry, 9

“basi to Baja” (whale migration), 103-105,
108, 146
Lbarnacles (dissonant employee behaviors),
221-225
control of, 224-225
beaching the whale, 183-204
action items, 204
collaboration acceleration in, 190-193
company preparation for, 188-189
external communication and, 203, 204
intake document preparation for, 194,
195-200
Inuit culture analogy and, 24-25, 184-185
meritocracies and, 200-203
new account intake process for, 193-195
new account on-boarding for, 185-189
overload concerns for, 187—-188
benefits
brand-related, 27
definition of, 37-38
as sales proposal’s emphasis, 152
Berra, Yogi, 187
big company, 15, 16, 31, 116-122, 123
small company vs., 246
See also business growth; village
“big show” staging, 160-168, 182
follow-up to, 164
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“big show” staging, (continued)
implementation of, 163
preparation for, 161-163
whale celebration and, 229, 230

big vs. small company, 246

blame assignment, 235-236

blogs, 85

board of directors
as cross-functional team, 135
hunting dossiers and, 79-80
as raven (advocate) source, 234

boat (cross-functional team)
barnacles’ interference with, 221-225
capturing process and, 131-158
collaborative activities for, 135, 237-238
definition of, 135, 247
failed hunts and, 180-181

Inuit culture analogy and, 3—4, 88-89, 122
launching of, 110-112, 126-130, 138, 242

powering of, 122, 124-126, 130
sales process mapping and, 134-144
training members of, 248
See also harvesting; hunting the whale;
oarsmen; team approach
brand benefits, 27
brand differentiation, 36—40
brand promises, 3540, 44, 46, 57
brochures, 40-41, 47
bureaucracy, culture of, 210-211, 212
business cycles, 104-105
business data, sources of, 73-74
business environment, 210
changes in, 8-12, 31
impact of, 12-14
business growth, 12-14
fast-growth culture < nd, Z07-216,
233-235, 245-246
wealth management and, 46-51
business networking. See networking
business press, 79, 83
buyers’ table, 14-16, 31
aperture of perception and, 94-95, 108
business cycles of, 104-105
capturing phase and, 134, 149, 153
celebration of, 228-233
desirability of, 249
factors and strategies for, 241t
fears at, 120-122, 123, 130, 161, 166
harpooning phase and, 90-99, 107-108
hunting stage and, 112-115

long-term relationship with, 236-242
personal presentation of sales
proposal to, 153
point of agreement with, 248
ravens’ counsel and, 233-235
riding phase and, 112-116, 125
services checklist for, 197-199¢
sewing shut phase and, 178
specialization and, 113, 115, 124,
171,172
spoiler anticipation and, 171, 172
target filter creation and, 51-52
visits from, 160-168, 229, 230
See also new accounts; prospects

camouflage barnacle, 222
capacity, 207
acceleration of, 190123204
“big show” demonstiation of, 160-168, 182
new account of.-bcarding and, 187-189
capturing the-whale, 131-158
action ifcies, 158
Inuit cultuie analogy and, 22, 23, 132
motion vs. movement in, 144-147
pregcessive discovery/disclosure and, 133-140
proposal creation and, 151-153
requests for proposals and, 153-158
sales process maps and, 132-144, 147-151
sales-step criteria for, 145
time frames and, 140-144, 150, 153
Castaway (film), 201
celebrating the whale, 227-243
action items, 243
cycle completion and, 242
Inuit culture analogy and, 24, 25-26, 228
lessons learned review and, 235-236
purpose of, 228-230
ravens and, 233-235
sample celebrations and, 230-233
shared knowledge about, 236-242
CEQ (chief executive officer), 69, 173-176,
179-180
competitive internal environment and, 210
See also chief
change
events as target filter, 52
fast-growth cultures and, 212, 223
fear of, 118, 121, 161
as future asset/liability, 241
“way we were” barnacles and, 223-224



charismatic leaders, 27-28
charting the waters, 35-40, 50
hunting dossiers and, 79
See also whale chart
cheapskate barnacle, 223
chief (CEO/president)
boat team involvement of, 30-31, 40,
173-176, 182, 247
capturing phase and, 140-141
celebrating phase and, 242
charisma of, 27-28
deal flow and, 140-141
definition of, 247
failed hunts and, 179-180
fast-growth culture and, 212
harpooning phase and, 90, 91
judicious use in deal-making of,
173-176, 182
new account intake and, 194
new account on-boarding and, 186
as shaman, 69
as target filter, 52
choices, in sales proposal, 152
client. See buyers’ table; contract; harvesting
the whale; new accounts; sales
close ratio, 49
cold calls, 48
collaboration
in asset/liability identification, 240-242
beaching phase and, 189, 190-195
bureaucratic companies and, 211
as business buzzword, 12
definition of, 208
in fast-growth culture, 208-209, 210, 211,
212,213
handoffs and, 124, 220
internally competitive companies
and, 210
Internet use for, 191-192
reasons for failure in, 213
sales process map and, 135
searching for ambergris and, 237-242

in “See through the Fog” exercise, 237-240

See also team approach
college interns, 71
commitment
aperture of perception and, 95, 108
capturing process and, 158
CEO demonstration of, 175
fear alleviation and, 118-119
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new account on-boarding and, 189
time frame for, 146-147
common knowledge, 237
communication
of celebratory gratitude, 243
collaboration and, 191-193

Internet provisions for, 10, 85, 178, 191-192

meritocracies and, 202
with new accounts, 203, 204, 217
in plan implementation, 86
in sales process, 145-146
as shaman responsibility, 248
as small company advantage, 176
whale signs and, 82
company. See big company; village
company culture. See culture; fast-growth
culture
competition, culture of, 211

competitive advanage, 36, 38-40, 60, 68, 117

RFP process an i, 158
unique <z pabiiities for, 40t
of wha'e hunters, 49-51
comyletitive environment (ocean), 37-38,
12,63
iriternal, 210-211
competitors
demonstration of key differentiation points
with, 126
identification as future asset/liability, 240
incumbent providers and, 81, 170-171, 172
market growth and, 49-50
small businesses and, 12, 13
spoiler anticipation and, 170-171, 172, 182
See also competitive advantage
conference calls, 78
conflict, fear of, 118, 121, 161
consideration, 230
contact information, 128
harpooners and, 93, 108
hunting dossiers and, 79-80, 86
raven’s aid with, 234
scouting dossiers and, 76
whale charts and, 74
contract, 160, 186
capturing phase and, 138, 151
communication prior to start date of, 217
“fast yes” warning and, 151
harvesting phase and, 24, 25-26,
227-243, 248
management of, 176-177
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contract, (continued)
ramp-up provisions and, 181
spoiler anticipation for, 170-173
contract salesperson, 234
conversion rates, 39, 48
coordination, lack of, 126
core values, 247
costs, harpooning phase and, 105-106
courtesy, 95
credibility, building of, 168-170
credit checks, 151
Crew Technical Services, 115-116
cross-functional team. See boat; team approach
culture
definition of, 247
fast-growth, 207-216, 233-235, 245-246
as future asset/liability, 240
whale hunting, 31
See also Inuit culture
culture change, 30-31
failed hunts and, 181
meritocracies and, 200-203
shamans and, 69
culture grid, 209-210
company’s location on, 211
customer. See buyers’ table; whale headings
customization, 133, 149, 246
cycle completion, 242, 243
cycles
buying, 104-105
product development, 11

D&B (Dun & Bradstreet), 73,83
“darn-near-done-deal” (DNDD?, 140
databases, 73-74
deadlines, missed, 150
deal
flow of, 140-141
judicious use of chief in, 173-176, 182
protection of, 159-182
risk management and, 216-221
timing and, 216-217
walking away from, 103-105, 150
See also sewing shut the whale mouth
decision making, 15, 30, 173
agility in, 210, 211
big companies and, 115
collaboration and, 191, 209, 210
fast-growth cultures and, 212
hunting dossiers and, 79

identification decision makers and, 247-248
process as future asset/liability, 240
declining cultures, 210
deficits
elimination of, 214t
identification of, 213
delivery dates, 177-178
predelivery summit and, 220, 225
demand, 16
depth, aperture of perception and, 95, 108
digital portfolios, 80
direct sales, 39, 48
discovery/disclosure, progressive, 133-140,
158, 161
process diagram, 135
DNDD (“darn-near-done-de<1"). 140
documentation. See written document
doomsday barnacle, 224
dossiers, 68
“big show” staging and, 162
harpooners.and, 91, 93
for huntiag. 2, 76, 78-80, 86
ongnit g urdating of, 82, 240
scouciig and, 72, 75-18, 86
Drun' % Bradstreet (D&B), 73, 83

»arnings predictions, 80

earn-it trap, 99-103

Echo Supply, 147, 169

economies of scale, 27

e-mail, 178, 192

emerging cultures, 209-210

employees
engagement of, 214-216
as fear buster, 120, 122, 161, 166
morale and growth of, 27
problem creation by, 221-225
as whale hunt support, 180
See also harpooner; oarsmen; scout; shaman;

team approach

enthusiasm, 95

entrepreneurial companies, 117
culture of, 209-210, 211, 212
growth and, 27-29
marketing messages and, 35-36

executive management team, 49, 69
hunting dossiers and, 79-80
riding phase and, 112-113
whale signs and, 81

executive summary (sales proposal), 152



experience, as fear buster, 120, 122, 161, 166
expertise. See subject matter experts

fact, shared knowledge about, 237, 238, 239¢
failure
doomsday barnacle and, 224
fear of, 118
of whale hunts, 178-182
“farmer” salespeople, 180
fast-growth culture, 207-216
“back to Baja” decision by, 103105
barnacles’ hindering of, 221-225
building of, 212-216, 225
key variables of, 208, 211
ravens and, 233-235
sustaining of, 245-246
fear busters, 120-122, 123, 130, 161, 166
fears
big companies and, 15, 16, 31,
116-122
of conflict, 118, 121, 161
honoring phase and, 217-218
sewing shut phase and, 161, 166
tactics for overcoming, 120-122, 130
financial buyers, 113
financial stress, 8, 9
“five whys,” 45
flexibility, 176, 188-189, 213
flowchart. See sales process map
FOG (fact, opinion, gossip) exercise, 2:7-240
ways to see through, 239t
follow-up
contract signings and, 178
prospect visits and, 16+
Ford, Henry, 9
free consulting, 474
future orientation, 192

“giving forward” concept, 235
global culture, 210
Google, 79, 85
gossip, shared knowledge about, 237, 238, 239t
graphs, 79
great questions, 96-99
characteristics of, 98
inappropriate questions vs., 125-126
guides. See ravens

handoffs, 178, 194-195, 219-220, 225
harpooner (salesperson), 87-108
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action items, 108

aperture of perception control by, 94-95, 108

“back to Baja” and, 103-105

beaching phase and, 194

capturing phase and, 134, 138, 140-151

celebrating phase and, 242

CEO as, 176

creation of sales proposal by, 151-153

cross-functional team management by, 90,
94, 134, 138, 180, 247

deal optimism of, 140-141

definition of, 30, 247-248

earn-it trap avoidance by, 99-103

failed hunts and, 180, 181

functions of, 30

great questions posed hy, 96-99

harpooning phase and. $0-99, 107-108

implementation pericd and, 217, 219-220

Inuit culture analogy and, 3, 4, 18, 20,
21-22, 8C-8?

making.contac: and, 93-94

missea deadlines and, 150

anlzoiny sales efforts by, 106-108

Gperations staff and, 186

waven (advocate) guidance and, 233

reconnaissance by, 89-93

riding phase and, 110, 111, 112-113

sales process costs and, 105-106

seeking phase and, 69-72, 82, 85, 86

sewing shut phase and, 171

shaman supervision of, 29, 69, 70, 90, 248

whale signs and, 82

harpooning the whale. See harpooner
harvesting the whale

beaching phase and, 24-25, 183-204, 204

celebrating phase and, 24, 25-26,
227-243

definition of, 248

honoring phase and, 24, 25, 205-225

Inuit culture analogy and, 5-6, 18,
24-26, 184-185, 206, 228

investments required for, 112

lessons learned review and, 235-236

seriousness of prospect and, 149

subject matter expert and, 247, 248-249

headquarters infrastructure, 162, 163, 168
honoring the whale, 205-225

action items, 225
barnacle fighting and, 221-225
fast-growth culture and, 207-216
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honoring the whale, (continued)
Inuit culture analogy and, 24, 25, 206
risk management and, 216-221
Hoover (data source), 73
human resources, 249
“hunter” salespeople, 180
hunting dossiers, 72, 76, 78-80, 86
hunting the whale, 109-182
activities of, 50-51
additional value and, 50, 236-242, 247, 248
advantages of, 27
big company fears and, 15, 16, 31,
116-122, 123
business growth and, 1314, 46-51, 233-235,
245-246
candidate companies for, 14
capturing phase of, 22, 23, 131-158
chief’s final say in, 247
competitive advantage of, 49-51
core principles of, 27-31
definition of, xvi, 13
failures in, 178-182
harpooning phase and, 90-99, 107-108
Inuit culture analogy and, 1-8, 3-5, 17,
18-26, 22-24, 28, 29, 110, 132, 160,
214-215
lessons learned review and, 235-236
nine-phase model of, 17-18, 28
overview of, 16-18
process and (see Whale Hunters’ Procésc.:
process control and, 217-218
process map for, 132-144, 147-131. 158, 248
raven (advocate) cultivatior ana; 155,
233-235
riding phase of, 22-23,139-130
search for ambergric and, 236-242, 248
sewing shut phase of, 22, 23-24, 159-182
strategy concerns in, 26-31
subject matter expert and, 30, 107-108, 111,
161, 248-249
target filter and, 51-62, 68, 247, 249
team techniques and, 29, 111, 113-116, 122,
124-130, 134-138

See also boat; village

image, 95

implementation
lessons learned review and, 235-236
postimplementation planning and, 220-221
predelivery summit and, 220, 225

risk management and, 216-221
as sales process mapping phase, 148
teams for, 196
inappropriate questions, 125-126
incumbent providers, 81, 170-171, 172
industry studies/reports, 78, 80
information
customization of sales map with, 149
managing flow of, 134
in RFP pursuit, 155-156
as saleable good, 11
information technology, 8, 10-11, 249
insight, of ravens, 234
intake process, 193-200
document creation, 194, 195-200
intermediary, 234
internally competitive companies,
210-211, 212
Internet, 10, 85, 178, 19.-192. See also
Web sites
Inuit culture, x —xv1; xvii
ravens’ fui.ctions in, 155
whale beacning and, 24-25, 184-185
whaie capture and, 22, 23, 132
wi.al¢ celebration and, 24, 25-26, 228
viiale harpooning and, 18, 20, 21-22,
88-89
whale harvesting and, 18, 24-26,
184-185, 206, 228
whale honoring and, 24, 25, 206

whale hunting overview and, 1-8, 17, 18-26,

28,29, 214-215
whale knowledge of, 18-20, 34-35, 51
whale migration pattern and, 103-104
whale mouth sewing and, 22, 23-24, 160
whale riding and, 22-23, 110
whale seeking and, 18, 20-21, 66-67
inventory, 8-10
investors, 27
invoices, 173, 186

job description, 202
just-in-time (JIT) inventory, 8-10

kaizen, 219
knowing the whale, 33-63
action items, 63
charting the waters and, 35-40, 50
failed hunts and, 179
Inuit culture and, 18-20, 34-35, 51



knowing own company and, 4041
market assessment and, 41-46

oarsmen and, 248 (see also subject matter

experts)
sharing knowledge about, 237-238
target filter creation and, 51-55, 68
target filter refinement/calibration and,
55-62
wealth management and, 46-51
knowledge
aperture of perception and, 95, 108
common vs. shared, 237-238
questions indicating lack of, 126
sales process discovery/disclosure and,

134-140

Langham Logistics, Inc., 57, 59-60, 230-232

benefits overview, 165t
big show tour of, 164-166
language, 70
clarity of RFP responses and, 157
See also written document
launching boat, 110-112, 138, 242
key rules of, 126-130
leadership, 30-31, 40
charisma factor in, 27-28
fast-growth culture and, 212
as target filter, 52
See also chief
lean manufacturing, 219
legal issues
contracts and, 151, 172, 17¢-17
subject matter experts ard, 249
lessons learned review, 235-236, 243
key principles of, 236
letter of agreemen: 17.1. See also contract
LexisNexis, 73
liabilities, in current business relationships,
240-241
libraries, 73-74
Linked In, 80
listening, importance of, 133

Machine Specialties, 170

management plan, 141-143

managing the hunt, 50

manufacturer’s representative, 234
manufacturing, 9-11, 119, 249

mapping. See process map

market assessment, 4146, 71, 73-75, 241
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self-assessment document and, 43
target filter and, 51-62, 68, 249
whale chart creation for, 72-73, 249
See also scout
marketing messages, 35-36, 41
market offering, as target filter, 52
market research. See market assessment
market standards, 37, 38, 49-50
meetings
agendas for, 127, 162, 163
CEQ involvement in, 174-175
collaboration acceleration and, 191,
192,193
debriefings at, 129
harpooning phase and, 93-99
note taking at, 128-12%
opening and closing .4, 129
pre-gathering contocr, 128
preparation for, 124, 161
prospect vis.ts «nd, 160-168, 229, 230
riding phase aid, 127-129
seatjnig arltangements at, 128
Sec alse'sales meetings
memnvership associations, 74
1 ergers and acquisitions, 81
weritocracies, 200-203, 204
culture of collaboration and, 211
Midwest Mole, 169
missed deadlines, 150
mistakes, fear of, 121, 161
model building and testing, 192, 217
motion trap, 144-147
movement vs., 147

My Life and Work (Ford), 9

NAICS code chart, 73
navigation tools (sales proposal), 152
networking, 48, 83
Internet, 80
as raven (advocate) source, 234
Networking for Professionals, 80
new accounts
bringing on board of, 185-186
communication with, 203, 217
intake document preparation for, 194,
195-200
intake process for, 193-195

internal collaboration and, 189, 190-195

internal concerns and, 187-188
internal preparation for, 188-189
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new accounts (continued)
preimplementation summits and, 220-221
See also prospects

new product offerings, 80

newsletters, 178

news reports, 78, 79

nostalgia, 224

note taking, 128-129

oarsmen (subject matter experts), 30,
107-108, 248
areas engaged in by, 249
definition of, 248
Inuit culture analogy and, 3, 4, 18-19, 22-25,
30, 88, 132
launching boat and, 127-128, 247
sales process map and, 141
ocean (competitive environment), 37, 38, 42,
63,210-211
online communication. See Internet
Ontario Systems, 91
sales process implementation by, 147-148
sales process map of, 138-140,
141-143
operations, 249
operations staff, 186
opinion, shared knowledge about, 237,
238, 239t
organizational alignment, 52
organizational culture. See culture

performance
meritocracies and, 201-203
metrics for, 85, 86, 130
monitoring of, 124
thresholds for, 119
personnel. See employees
planning
of hunt, 50, 67-68, 72
postimplementation, 220221
policies and procedures, 240
Power Direct, 38—40, 196-200
core capabilities of, 40t
sales processing mapping and, 135-138
PowerPoint presentations, 4041, 153
power positions, 124
power statements, 125
power tools, 122, 124-126
meaningful questions as, 126
predelivery summit, 220, 225

preparation
for “big show,” 161-163
for meetings, 127
for new account on-boarding, 188-189
questions indicating lack of, 126
See also planning
presentations, 40-41
proposals and, 153
prospect visits and, 163
president of company. See chief
press releases, 78, 80, 178
price
identification as future asset/liability, 240, 241t
negotiation of, 175
in sales proposal, 152, 153
strategic response to RFP cuctes and, 156
pride, 168, 175
print portfolios, 80
private company dossics, 76
problem employees, 221-225
process
as fear buseer, 120, 122, 161, 166
inapniopriate questions and, 126
new cient and changes in, 180
processcontrol, 217-218
process map, 132-144, 147-151, 158
creation of, 132, 134
definition of, 248
diagram of, 135
procurement, 105-106, 119
product development cycle, 11
production of goods, 10, 11
product prototype, 138, 217
quality tests, 217
progressive discovery/disclosure, 133-140,
158, 161
process diagram, 135
promise making and keeping, 217-218, 225
propaganda avoidance, 152
proposals, sales
creation of, 133, 151-153, 158
request for proposals/request for qualifications
responses to, 153-158
winning ingredients in, 152-153
prospects
communication with, 145
letting go of, 103105
ravens’ usefulness in cultivating, 233-235
sales process and, 131-158
selection of, 14



whale predefined criteria for, 249

whale terminology for, 249

winning approach to, 133-153

See also buyers’ table; hunting the whale;

Whale Hunters’ Process

protection of deal, 159-182
prototype development, 138, 217
public company dossiers, 76, 78
purchasing departments, 105-106
pyramid, wealth, 47-49

qualifications
of prospects, 138, 161
request for, 83, 106, 153
quality
aperture of perception and, 95, 108
tests for, 217
quality control, 8, 10, 11, 12
questions
at buyers’ table, 108
great, 96-99
importance to sales proposal of,
125-126, 133, 134
inappropriate vs. meaningful, 125-126
key for sales meeting, 146

R&D, 210, 249
ramp-up provisions, 181
ravens (advocates)
attributes of, 234-235
cultivation of, 155, 235, 243
functions of, 155, 233
shapes and forms assumed Ly, 233-234
Really Simple Syndicaticn (RSS) feeds, 85
recalibration of targe: fiicer;, 55-62, 247
ReferenceUSA, 72
referrals, as target filter, 52
refreshments, prospect visits and, 163
rehearsal, prospect visits and, 163
reports
analysts’, 78
annual, 76, 78
as power tools, 124
See also written document
reputation, 240
requests for proposals (RFPs), 12-13, 106
problems with/responses to, 153-158

requests for qualifications (RFQs), 83, 106, 153

requirements scope document (RSD), 148
research, market See market assessment
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research and development, 210, 249
resources
beaching phase and, 188-189
big company fears concerning, 118-119
bureaucratic companies and, 210
definition of, 208
in fast-growth culture, 208-209, 212
launching boat and, 111-112
planning hunt and, 50, 70
sales process mapping and, 140
respect, 95, 230
results, focus on, 211
revenues, 13, 52
reward systems. See meritocracies
REFPs (requests for proposals), 12—13, 106
problems with/responses w0, 153-158
RFQs (requests for quaiifcations), 83, 106,
153, 157
riding the whale, 109-130
action item:. 170
big comnany tears and, 116-122, 123
buyess ravle and, 112-116, 125
Tnuit culture analogy and, 22-23, 110
powering of boat for, 122, 124-126
rules of boat for, 126-130
as transition from scouting to hunting,
110-112
risk management, 216-221
handoffs and, 219-220
implementation period and, 216-221
promise making/keeping and, 151,
217-218
RFP process and, 154
risk reduction, 156
RSD (requirements scope document), 148
RSS (Really Simple Syndication) feeds, 85

safety, 117, 156, 162
sales, 131-158
acceleration of, 246
business environment change and, 12-14
closure of, 247
criteria for steps in, 145

deal flow and, 140-141

growth of within existing accounts, 236242

market assessment and, 41-46, 71, 73-75
motion trap in, 144-145

process improvement guidelines for, 147-151

process mapping of, 132-144

proposal ingredients and, 133, 151-153, 158
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sales, (continued)
structure as target filter, 52
subject matter experts and, 247
traditional vs. whale hunting approach to,
133-140
wealth pyramid and, 4749
winning strategies with RFPs and, 154-158
written documentation and, 149
See also harpooner; subject matter experts
sales calls, 94
sales managers, 29, 69, 144-145
sales meetings, 144—146
key questions posed in, 146
salesperson. See harpooner
sales process map, 132-153
customization of, 133, 149, 246
examples of, 136-137t, 139t, 142-143¢
implementation of, 148
as improvement tool, 147-148
proposal ingredients and, 151-153
sharing of, 148-151
steps included in, 138, 140
sales proposal, 151-153
key ingredients of, 152-153
sales prospects. See prospects
scalability, 189
scarcity, culture of, 211
scope of project, approval of, 138, 148
scout (marketing person), 66—-86
celebrating phase and, 242
definition of, 248
dossier creation and, 72, 75-78,.6&
failed hunts and, 180
FOG exercise and, 240
harpooning phase and; 12, 21-22,
87-108, 89, 91
identification of, 71-72, 86
Inuit culture analogy and, 2-3, 5,
18-22, 25, 66-67, 184
knowing phase and, 18-20, 33-63, 179
performance metrics for, 85, 86
planning and, 67-68, 72
seeking phase and, 18, 20-21, 63,
65-86
whale chart creation and, 73-75
whale signs and, 80-82, 85
searching for ambergris (SFA), 50,
236-242, 243
definition of, 248
seeking the whale, 18, 63, 65-86

action items, 86
dossier templates and, 68, 72, 75-80, 82
hunting dossiers and, 76, 78-80
Inuit culture analogy and, 18, 20-21,
66-67
scout identification for, 71-72, 86
scouting dossiers and, 75-78
scouting plan and, 67-68
shaman selection for, 68-71
whale charts and, 68, 72-75
whale signs and, 68, 72, 80-85
See also scout
“See through the Fog” exercise, 237-240, 239t
services
client checklists, 197-199¢
identification as future asset/iiability, 240
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“poiler anticipation and, 170-173
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handoffs and, 194, 219, 220
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new account on-boarding and, 186
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sincerity, 95
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recycling of, 242
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waching for, 80-82
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