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ABC—Always Be Closing sales 
training model, 93–94

Alhady, Geene, 23–24, 176–177
American Society of Training and 

Development (ASTD), 131
amygdala hijack, 68–69
analytics, sales call behavior vs., 

130–131
Answer to How Is Yes, The (Block), 164
Apple

B2B/B2C marketing-to-sales 
handoffs, 143, 145

Jobs, Steve, 43–44
sales training, 145
success of, 38, 46

Ash, Mary Kay, 186
award and incentive programs, 

186–189

“Bags fl y free” campaign, 31
B2B/B2C sales cycles, 142–145
behavior

eye contact and smiling, 176–177
internal talk, reframing with, 

173–180
internal talk tracks and, 81–83, 

160, 173–180

love, showing, 61–62, 85, 98–101
measuring your own, 177–178
NSP behavior, choosing and, 178
See also NSP mindsets; sales call 

behavior
believability. See credibility and 

believability
Block, Peter, 164
Boston University (BU), 173–76, 177
Bradley, Omar Nelson, 126
Bruce, Stewart, 25
Bunche, Ralph, xvi
Burnett, Leo, 137
business-to-business (B2B) sales, 

142–145
business-to-consumer (B2C) sales, 

142–145

call plans, 94–95, 203
Capital G Bank, 33–34, 63, 

169–170, 178
case studies

benefi ts of for sales, 135–136
sales narratives and storytelling, 

106–110
using to grab new markets, 

132–136

bindex.indd   223bindex.indd   223 22/10/12   8:47 AM22/10/12   8:47 AM

CO
PYRIG

HTED
 M

ATERIA
L

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



224 INDEX

CEOs, support from, 51–52
challenges, customer, 116, 117, 120, 

128, 194
Circuit City, 214
Citrix, 132–136
closing sales vs. purpose, focus on, 

93–94
CMIT Solutions, 25–26, 63
Collins, Jim, xix, 1, 34
commercials, sales calls as, 139–142
competitors, NSPs and, 60–61
confi dence, uncertainty and, 93–94
Connally, Jeff, 25–26
connection, human need for, 20–22, 

210–211
Constructive Confrontation, 154
Control Data, 168
courage and love, 100–101
credibility and believability

confi dence and uncertainty, 93–94
fear and losing customer trust, 76
reading moods and, 81–83
truth in NSP stories, 110

CRM (customer relationship 
management)

analytics vs. sales call behavior, 
130–131

customer-driven data, missing in, 
126–127

customer environment, goals and 
challenges, 128

sales calls, effect on, 127–130
customer environment, goals and 

challenges
data about in CRM systems, 128
knowing and understanding, 

116–117, 177
in presentations, 194

customer information
critical customer information 

categories, 116–119, 120, 128, 194
CRM data, 126–131
questions to ask for gathering, 

123–124
sales win rates, improving with, 

119–125
customer information categories

customer challenges, 116, 117, 
120, 128, 194

customer environments, 116, 120, 
128, 194

customer goals, 116, 117, 120, 
128, 194

customer view of success, 116, 
117, 120, 128, 194

customer relationship management. 
See CRM

customers, treatment of
disregard for, 37–38
emphasis on profi ts vs. customers, 

37–39
making a difference for, 20–21, 

47–52, 59–61
underestimating, 146

customer- vs. product-fi rst focus
in CRM systems, 127–129
in NSP mindsets, 85, 95–96
in NSP stories, 110

Cyrano de Bergerac, 149

data collection. See CRM; customer 
information

difference-making ideals
for customers, focus on, 20–21, 

47–52, 59–61
human desire for, 20–21
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Disney, 38
Disraeli, Benjamin, 114
“Do One Thing” exercises

about, 12
case studies for sales 

reps, 136
CRM, customer-driven data 

in, 131
customer environments, goals 

and challenges, 125
customer- vs. product-fi rst focus, 

150, 172
differences, making, 

35, 57
fear, fi ghting, 80
negotiation, 207
NSP behavior, choosing, 178
NSP in interviews, 191
NSP in training programs, 199
NSP mindsets, 101
NSP reward systems, 188
NSPs, creating, 64
NSP stories, fi nding, 113
presentation templates, 195
sales call plans, 203
6-P model, 46, 162

Dr. Phil, 78
Drive: The Surprising Secret 

about What Motivates Us 
(Pink), 7

Drucker, Peter, 6

Eckhoff, Ellie, 198, 199
Einstein, Albert, 90
Elmore, Kenneth, 

174–176, 177
emotions, in stories, 111
Enron, 38

environments, customer, 116–117, 
128, 177, 194

eye contact, 176–177

fear
customer reaction to, 71–76
failure due to, 79–80
leadership based on, effect of, 

71–75
lessons about, 71–79
lizard brain and, 68–69
shared commitment for courage, 

69–71
fi ght-or-fl ight response, 68–69
fi nancial gains. See profi ts; revenues, 

driving
Fitzgerald, F. Scott, 84
Franklin, Benjamin, 58

Gates, Bill, 132
getAbstract, 13, 26–27, 51, 63
goals

company goals and NSPs, 151–161
customer goals as focus, 116, 117, 

120, 128, 194
Godin, Seth, 181
Goethe, Johann Wolfgang von, 

173, 189
Goldfayn, Alex, 147
Goldman Sachs, 36–38, 39, 41
Goleman, Daniel, 68–69
Good to Great (Collins and Porras), 

xix, 1, 28, 34
Google, 32, 35, 63
Graham-White

Atlanta mass transit system 
story, 107

Canadian railroad story, 109–110
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226 INDEX

Cleveland rail system story, 
108–109

NSP behaviors, rewarding, 188
NSPs for, 13, 24–25, 62, 104
storytelling examples by, 

104–110, 111
taglines, 24

Grove, Andy, 154
Grow: How Ideals Power Growth 

and Profi t at the World’s Great 

Companies (Stengel), 29–31
Gruen-Kennedy, Traver, 132–136

Harris, Sydney J., 209
Heskett, James, 35
Hewlett, Bill, 111
Hoffer, Eric, 179
HP (Hewlett-Packard), 111

IBM, 46, 168–169
incentive programs, 186–189
Intel, 154
internal process development

incentive programs for, 186–189
people development, silos and, 

151–161
purpose as touchstone for, 

171–172
sales meetings and, 181–185
sales training for, 163–172
6-P model, 39–42, 154–159
Six Sigma model, effect on, 

165–168
internal talk tracks

bringing customers voice to, 160
reading moods and, 81–83
reframing with behavior, 173–180

interviews, NSPs for, 189–191
Irving, Washington, 17
It’s Not What You Sell, It’s What You 

Stand For (Spence), 30

Jensen, Scott, 14, 192
Jobs, Steve, 43–44

Kelleher, Herb, 30
Kelly, Gary, 31
King, Martin Luther, 65
Kipling, Rudyard, 102
Knight, Phil, 182
Koopman, Michel, 26–27, 51
Kotter, John, 35
Kroc, Ray, 111
Kuchta, Keith, 204

leadership. See internal process 
development; sales managers

lizard brain, 68–69
love

courage and, 100–101
mindset showing, 85, 98–101
showing in NSPs, 61–62

MacKenna, Stephen, 36
managers. See sales managers
marketing-driven sales scripts, 

139–142
marketing-to-sales handoffs, 138, 

142–145
market research, importance of, 140
McDonald’s, 111
McLeod & More, Inc., 

34, 63
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meaning, human need for, 20–22, 
210–211

meetings. See sales meetings
Mehrabian, Albert, 82
Merck, 38
Meridian Systems, 23–24, 62, 

176–177
Meyer, Chris, 130, 219
Millward Brown Optimor 

study, 34
mindsets. See NSP mindsets
mission statements, 29–32, 38
Molecular Power Systems, 135
motivation and incentive programs, 

186–189
Motley Fool, 35

narratives. See NSP stories; sales 
narratives

New York Times, 36–37
Nike, 46, 182
NSP coaching session sample, 

54–57
NSP exemplar awards, 188
NSP mindsets

about, 84–86
average vs. outstanding, 82–86
customer- vs. product-fi rst focus, 

85, 95–96
goals, holding two at once, 84–85, 

90–93
love, showing, 85, 98–101
marketing-to-sales handoffs 

and, 139
questions affecting, 49–50
reading moods and, 81–83, 206
sales training and, 87–90

selling skills, art vs. science of, 
86–87

success for everyone, 85, 97–98
10-Second Game Changer 

exercise, 99–100, 101
uncertainty and confi dence, 

93–95
NSPs (Noble Sales Purposes)

about, xvi–xix, 1–3, 65–66, 
179–180

for candidate interviews, 
189–191

connection, human need for, 
20–22, 210–211

cost of lacking, 5–7
creating your own, 58–64
fi nancial benefi ts of, 7–11, 35, 

53–54
importance of, 1–11
in incentive and reward 

programs, 186–189
long-term vs. short-term focus 

and, 187
negotiations, using in, 204–207
profi ts as main focus vs., 36–46, 

215, 258
questions prompted by, 42–46
shareholder values driven by, 

33–35
as strategic shift, 10
as taglines, 137–139
valuing customers with, 37–38
versatile uses for, 28–29

NSPs (Noble Sales Purposes), 
samples of

Capital G Bank, 33–34, 63, 
169–170, 178
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228 INDEX

NSPs (Noble Sales Purposes), 
samples of (continued )

CMIT Solutions, 25–26, 63
getAbstract, 13, 26–27, 51, 63
Google, 32, 63
Graham-White, 13, 24–25, 62, 104
McLeod & More, Inc., 63
Meridian Systems, 23–24, 62, 

176–177
Orange County Court, 26–27, 63
Sunovion Pharmaceuticals, 

41–42, 63, 196, 198–199
NSP stories

creating your own, 110–113
customer stories in meetings, 184
family stories for inspiration, 

112–113, 209–213
stories, power of, 102–104
storytelling case studies, 106–110

Orange County Court, 26–27, 63

Packard, David, 111
Parker, Sandi, 187
Peed, Robert, 168–169
people

overemphasizing, signs and costs 
of, 159

in 6-P model, 39–42
people development

fear, fi ghting, 67–76
sales meetings and, 181–185
silos, eliminating for, 151–161
6-P model for, 39–42, 154–159
See also sales training

P&G (Procter & Gamble), 29–30, 
38, 71

Pink, Daniel, 7–8

Pitman, Rebecca, 170
Porras, Jerry, 34
PowerPoint slides, 183–184
presentations and proposals

anchored by NSPs vs. products, 
192–193

customer goals in, 125, 194
demonstrating value in, 192–195
mistakes made in, 182–184
PowerPoint slides, overuse of in, 

183–184
PowerPoint slides in, 183–184
sales meetings, inspiring action 

in, 181–185
processes

overemphasizing, signs and costs 
of, 158

in 6-P model, 39–42
Procter & Gamble (P&G), 29–30, 

38, 71
products

in context of customer goals, 
97–98, 183–184

overemphasizing, signs and costs 
of, 158–159

in 6-P model, 39–42
profi ts

overemphasizing over purpose, 
signs and costs of, 36–46, 
158, 215

in 6-P model, 39–42
promotion

overemphasizing, signs and costs 
of, 159

in 6-P model, 39–42
purpose

cost of lacking, 5–7
human nature to seek, 7–9

bindex.indd   228bindex.indd   228 22/10/12   8:47 AM22/10/12   8:47 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



Index 229

in mission statements, 29–31, 38
positive mindsets and, 81–83
profi ts as main focus vs., 36–46, 

215, 258
at Southwest Airlines, 7, 30–31, 38
See also NSPs

Pyser, Steven Nevin, 38, 44–45

revenues, driving
as effectiveness test vs. purpose, 6
NSPs, fi nancial benefi ts of, 7–11, 

35, 53–54
for shareholders, 33–35

reward and recognition programs, 
186–189

Ridley, David, 31
Russell, Richard “Rick,” 41–42, 

196, 198

sales and marketing integration 
mistakes

commercials, sales calls as, 
139–142

“ideal” vs. actual customers, 
messages for, 138, 146–147

leading with NSPs and scripted 
calls, 138

marketing-to-sales handoffs, 
failing to shift, 138, 142–145

NSPs as taglines, 137–139, 
149–150

sales cycle, materials not made 
for, 138, 147–149

sales awards, 184
sales call behavior

analytics in CRM vs., 130–131
CRM data, effect on, 126–131
lizard brain and, 68–69

pre and post call sales coaching, 
200–203

scripted sales calls, 139–142
selling skills, art vs. science of, 

86–87
See also sales and marketing 

integration mistakes
sales cycles, 138, 142–149
sales disconnect, 3–16
sales managers

fear-based leadership, effect of, 
71–75

importance of, 47–52
in meetings, mistakes made, 

182–184
NSP coaching session sample for, 

54–57
sales meetings

effective meeting strategies, 
184–185

inspiring action in, 181–185
mistakes made in, 183–184
PowerPoint slides in, 183–184
See also presentations and 

proposals
sales narratives, 107–111

new organizational narratives, 
creating, 104–106

See also NSP stories
sales people

fear among, 67–68
lack of purpose, effect on, 5
reframing profession for, 14–16
staff development and silos, 

151–161
sales training

ABC—Always Be Closing model, 
93–94
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230 INDEX

sales training (continued )
call plans for, 94–95, 203
coaching conversations sample, 

54–57
for customer-focussed CRM 

systems, 131
customer goals, connecting with, 

97–98, 183–184
effective training techniques, 

198–199
improving, 196–199
incentive programs for, 186–189
for internal process development, 

163–172
mindset, impact on, 87–93
people development, silos and, 

151–161
6-P model, 39–42, 154–159
Six Sigma sales model and, 

165–168
visual anchors for, 91–93

scripted sales calls, 139–142
Sculley, John, 43
Segal, David, 145
selling skills, art vs. science of, 

86–87
shareholders

driving value for, 33–35
stockholders vs., 34–35

Shelley, Mary, 81
Shrader, Ralph W., 163
Silent Messages (Mehrabian), 82
silos

eliminating, 151–161
staff confl ict and cost of, 155–162

simplicity, 27–28, 110
Sinek, Simon, 147, 182n

Six Sigma sales model, 165–168
6-P model, 39–42, 154–159
skills practice, need for, 183
smiling and eye contact, 176–177
Smith, Greg, 36–37, 145
Snead, Durwood, 47–49, 52, 53
Southwest Airlines, 30–31, 38
Spence, Roy, 7, 30–31
Stengel, Jim, xix, 29–30, 34, 46, 51
Stevens, Wallace, 171
stories. See case studies; NSP 

stories; sales narratives
storytelling case studies, 106–110
success

celebrating customer and sales 
success, 183–184

customer view of, 116, 117, 120, 
128, 194

failure due to fear vs., 79–80
Sullivan, Shellie, 146
Summit, Pat, 200
Sunovion Pharmaceuticals, 41–42, 

63, 196, 198–199

team-building exercises
for customer-driven internal 

process development, 
168–171

to fi ght fear, 69–71, 80
that alienate, 183

10-Second Game Changer exercise, 
99–100, 101

3M, 44
training and development. See 

people development; sales 
training

Triangle of Truth, 92–93
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true believers (TBs), concept of, 
xix–xx

Truran, Ian, 33, 170
Tyco, 38

uncertainty, confi dence and, 
93–95

value, driving. See profi ts; revenues, 
driving

vision statements. See mission 
statements

visual anchors
in NSP stories, 111
for sales training, 91–93

Walton, Sam (Walmart), 111
Wenning, Todd, 35
Whole Foods, 35
Whyte, David, 65
win rates, improving, 119–125
WorldCom, 38

YouTube, stories on, 31
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