
Index

avoidance of loss 36–9

Benefi t Maps 58–9
benefi t selling
 benefi t for whom 39–42
 creating objections 43–4
 making everything identical 

45–7
 platitudes 42–3
 unworkable 39–47
brainstorming 54, 79
buying criteria 145–6
 barriers to purchasing 148
 customer expectations 147
 emotional considerations 

148–9
 people involved 146–7
buying process
 analysis of risk 121
 attitude to risk 117–18
 decision making unit 122–7
 example 120
 individual concerns 118–19
 people involved in 117, 118
 sales organization 127–8

 understanding 117–28, 183–4

closing 1, 3, 31, 112, 175
 commitment 176, 181, 184
 limited period 178
 making suggestions 182–3
 myths 176–9
 persistence and pressure 177, 

179
 understanding buying signals 

183–4
 winning business 179–81
commitment 176
 agreeing 184
 small steps 181
competition 4, 5–6, 45, 46, 76, 88, 

91, 92, 97, 99, 133, 169
concerns/objections
 individual 118–19
 managing 171–3
 pre-handling 169–70
 preventing 167–9
 understanding 165–7
 using testimonials 174
conversation development 52–3
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conveying possibility 74–5, 93
 embracing new ideas 26–8
 fi nding appropriate solution 29
 fundamental to selling 23–4
 passive response 24, 25
 proactive response 24–5
 problem creation 28–9
 recommendations 25–6
 talking 156, 157
cost effectiveness 69–70
customers 4–5
 acting in their interest 31–3
 being in control 111–16
 buying appropriately 26
 complaints 13
 emotional engagement 90–1
 expectations 147
 fear of failure 107–9
 feeling comfortable 109–10
 involvement of 143–5
 moving out of comfort zone 26–8
 persuading/being persuaded 

16–17
 profi ling 87–9
 reaction to benefi t selling 43–4
 targeting 88, 90
 understanding primary motives 

41
 working with 157–9

decision making unit (DMU) 122–3
 composition of 123–5
 gatekeepers 124–5
 infl uencers 124
 procurement 124
 traditional decision maker 123–4
 users 125

 working with 125–7
deodorant effect 60–2
doctor-patient relationship 31, 32, 

129–34, 155–6

emotional selling point (ESP) 75–6
 ensuring consistency in use 77–9
 keeping competitors at bay 76–7
emotional value 72–4
emotions 20, 28, 148–9
empathy 142–5
empowerment 142–5
 buyer fears 106–9
 customer control 113–16
 importance of 111–13
 making buyer feel comfortable 

109–10
 seller fears of rejection 105
 understanding risk 110–11

fear of failure 106
 being laughed at or criticized 107
 being left disappointed 107
 fear of change 107–9
 paying too much 107

Internet 5, 82

marketing, see also routes to 
market

marketing departments 41, 82
mis-selling/over-selling 7, 13, 43, 81
motivation
 avoidance of loss 36–9
 buyer’s 35–9
 pleasure or pain 35–6
 primary 36–9
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needs 41–2
network of contacts 75

objections see concerns/objections
operational change 8–9
opportunity creation see pipeline of 

opportunities

pipeline of opportunities 81–2
 customer profi les 87–9
 emotions 90–1
 engaging the customer 89–91
 identifying prospects 88
 moving from prospects to 

potential customers 91–3
 responsibility for 82–4
 storytelling 89–90
 understanding sales fi gures 84–7
 whole company involvement 

83–4
platitudes 42–3
problem creation 28–30
Problem Maps(TM) 53–4
 buying process 120–1
 clarity in sales message 62
 compared with brainstorming 54
 creating 54–7
 emotional aspects 56
 examples 55, 57
 multiple 56–7
 open and closed questions 

138–45
 problem solving 104
 targeting 88
 value added 56, 69
problem solving 19–22, 104
 cost effective 69–70

 decision-making 50
 emotional or practical 20
 example 21–2
 implicit and explicit problems 59, 

60–2
 impulse buying 22
 risk involved 49–51
 status and aspiration 22
 value added 51–2
public relations 100–1
 see also routes to market

questions
 anything else? 152–3
 clarity using Problem Maps(TM) 

138–45
 doctor/patient relationship 

129–34
 fallacy of open and closed 

questions 135–7
 getting questions answered 

138–9
 importance of paraphrasing 

151–2
 listening 153–4
 never assume 150–1
 problems and solutions 145–54
 useful 149–50

relationship building 6, 7–8, 33, 61, 
177

 after sales 189
 continuing the relationship 

185–7
 contributing value 188–9
 developing 187–8
 keeping in touch 189–90
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reputation 6–7
risk
 analysis 121
 assessment 49–51
 attitude towards 117–18
 aversion 37
 changing perception of 71–2
 potential 70–1
 removal of 71
 understanding 110–11, 162–3
routes to market
 advertising 96–7
 alliances 97
 choosing 95
 competitions and promotions 97
 direct mail 97–8
 door-to-door leafl eting 98
 e-mail marketing 98–9
 exhibitions 99
 networking 99–100
 podcasts and blogs 100
 promotional items 100
 public relations 100–1
 public speaking 101
 referrals 101
 strategy for 95–6
 telemarketing 102
 viral marketing 102
 web marketing 102–3
 work of mouth marketing 103
 writing articles 104

sales fi gures 84–7
sales organization 127–8
Sales Therapy®
 antithesis of transactional model 

30–2
 conveying possibility 23–9

 defi nitions 19, 23
 empowering and ennabling the 

customer 17
 fi rst 12 steps 191–3
 helping people 16, 30, 31–2
 making customer feel 

comfortable 109
 new approach 2–3
 problem solving 19–22
 relationship driven 73–4
small businesses 3–4
 customer complaints 13
storytelling 7, 89–90, 152, 159–62

talking 155–6
 adding value 156–7
 explain everything 163–4
 making suggestions 159
 reassurance by understanding 

risk 162–3
 telling your story/developing a 

narrative 159–62
 working with customer 157–9
targeting 31, 32, 80, 88, 90
testimonials 174
transactional model
 added value 12
 antithesis of Sales Therapy® 

30–2
 closing hard 30–1
 dictionary defi nitions 12–17
 hand over in exchange for money 

12–15
 lack of integrity 29
 limited solutions 13–15
 out of date 1–2, 8–9
 persuade or infl uence 15–17
 pervasiveness 11
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 selling to not with customers 
73–4

 win-lose situation 12–13
trust 15, 31–2, 75, 77–8, 103, 131, 

134, 140, 156, 165, 179, 188

unique selling proposition (USP)
 access to information 64
 asking a better question 64–8
 copying 63–4
 focus 68

 misuse of 63

value
 bigger picture 73–5
 cost effective solutions 69–70
 emotional 72–3
 quantifying risk 70–2
value added 51–2
 talking 156–7

winning business 179–80
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