
Index

A
Access to building, 176
Achievability, of stake-in-the-

ground story, 24
Acknowledging, addressing

vs., 10
Acronyms, 60–62
Adrenaline, 112
Advertising agencies, 139
Affection, communicating, 100
Agenda, veering from client’s,

28–29
Analogies, 24, 32–33
Anecdotes, see Story, telling a
Animation, using, 145–146
Answering questions:
common mistakes in, 88–90
considerations in, 88
and eliciting the reaction, 94
guidelines for, 93–95
by multiple participants, 89
and not knowing the
answer, 95

“Appear” function, 145–146
Apple, 22, 136–137

Aristotle, 12
Arms, using your, 116
Ashken, Ian, 156–158
Assertions, backing up, 154–155
Assumptions, making, 89
Attention, getting audience’s, 8,

66–67
Attire, 182
Audience. See also Questions

(from audience)
“champions” in, 99
getting attention of, 8
motivation of, for asking
questions, 87

reading along by, 8
researching your, 123–130

Audio, 163

B
Bad news, trying to hide, 57
Bank of New York, 105, 185
Bar charts, 152–153
Baron, Eric, 5, 54, 71
The Baron Group, 5, 54
Behavior(s), xv
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coaching and changing,
109–110

consistency between message
and, 181

Believability, of stake-in-the-
_ground story, 23

Benefits, features vs., 71–72
The Big Day (downloadable

tool), 191, 205–206
Big Three messages, 26–29,

37, 144
BMW, 22
Body language (of teams), 99,

113–117
Boring sales presentations,

xi, 77
Bragging, 100
“Brag sheets,” 102
Brands, 22, 147–148
Braun, Lloyd, 34
Breathing, 112
Broadridge, 84
Burnett, Mark, 34
Business cards, 169, 181
Buying committee(s), 9, 18
anticipating questions
from, 88

asking, about what is
important to them, 56

dynamics of, 124–125
and entering the room,
175–176

and language, 62

learning about individual
members of, 125–130

and number of team members,
106–107

and senior executives, 103
Buying decision, role of emotion

in, xiv, 17–18

C
Cadwalader, Wickersham & Taft

LLP, 120–121
Carnie, Dana, 114
Chair, height of, 116
Change, resistance to, 134–135,

139
Characters, using, 79
Charts and graphs, 151–153
Chase Bank, xi–xii, 59, 103,

127, 164
Chemistry, team, 98
Churchill, Winston, 13
City of San Francisco, 51–52
Clauses, power, 64
Client(s):
cost of existing vs. new, 39
developing stories for,
35–40

introducing the, 53–56
listening to the, 88, 93
“making it all about the,”
3–10

motivation of, for asking
questions, 87

rolling out red carpet for, 169
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veering from agenda of,
28–29

Client needs:
identifying, 14
our strengths vs., 14–15

Clip art, 150
Close:
importance of, 184
and rule of three, 16–17

Closings, e-mail, 174
Coaches, building your customer

intelligence with, 123
Coaching:
professional, 113
of teams, 109–112

Cole-Fontayn, Michael, 105–106
Collective experience,

enumerating years of, 47, 50
Comfort zone, 112, 139
Communication:
of affection, 100
post-presentation, 185
pre-presentation, 174–175
and sales leadership, 108

Communispond, Inc., 103
Compelling, making it, 71–85
with conviction, 83–84
and defining the problem,
84–85

with enthusiasm, 81–83
with the “experience,” 75–77
and features vs. benefits,
71–72

with numbers, 69
with stake-in-the-ground
story, 23

with storytelling, 77–81
with “three-O’clock-in-the-
morning” language,
73–75

Compelling benefits, 72
Competitors:
presentations of, 135
and questions from
audience, 87

and stake-in-the-ground
story, 23

strengths/weaknesses of, 15
Complexity, of numbers, 68
ConAgra, 51
Confidence, instilling, via

coaching, 110
Consistency:
between behavior and
message, 181

of numbers, 68
Context, of numbers, 68, 69
Conviction, making it

compelling with, 83–84
Cortisol, 115
Cramming in information,

11–12
Creativity, 50
Credibility, numbers and, 67
Critical points, 29–30
Cuddy, Amy, 114–116
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Customer experience, focusing
on, xii–xiii

Customer intelligence, 123–125

D
Daley, Kevin, 103
Dallas Sheraton, 170
The Debrief (downloadable

tool), 191, 207
Debriefing (of teams), 120
Decision, patience in waiting

for a, 185–187
Decision makers, storytelling

and reaching, 85
“Deck drama,” 145
Defensiveness, 90–91
Design, importance of, 136–138,

141
Detail, including, 145
Differentiation:
and fear of change, 135
points of, 30–31

“Dirty laundry,” 82
Dress (of presenters), 182
Duarte (firm), xiii
Dynamic(s):
being, 122
of buying committees, 124–125
creating the right, 121

E
Earrings, 182
Effort, showing extra,

187–188

E-mail, 174–175
Emotion(s):
and buying decisions, xiv
incorporating, into
introductions, 49

role of, in buying process,
17–18

and storytelling, 79
Emotion words, 63–64
Engagement:
of buying committee
members, 126–127

of team members, 99
Entering the room, 175–176
Enthusiasm:
making it compelling with,
81–83

and presentation opening,
179

of team, 180
Ernst & Young, 170
Existing clients, developing

stories for, 35–40
Experience, sales presentation

as, 75–77
The Experience Economy (B.

Joseph Pine II and James H.
Gilmore), xiii

Extra mile, going the, 187–188

F
Facilitation, 43–56
of client introductions,
53–56
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person responsible for, 43
of presenter introductions,
46–53

redirections and, 45
and role of facilitator, 43–44
team approach to, 44–45

Facilitator, role of, 43–44
Features, benefits vs., 71–72
Feedback:
avoiding overwhelming
recipient of, 112

getting, 8–9, 14–15
getting, when answering
questions, 89

for team members, 108
and teams, 50

Filler words, 110–111
Financial advisors, 3–4
Fire alarms, 184
Flash drives, 167
Flip charts, 164
Follow-up, postpresentation,

185
Follow-up questions, asking, 9
Framing, 6, 74, 77–79
Frito Lay, xiv

G
Gangi, Denise Byrd, 84–85
Generational jargon, 61
Gifts, 169, 187–188
Gilmore, James H., xiii
Going the extra mile, 187–188
Goldman Sachs, 164

Google, xiv, 31, 137
Gore, Al, xiii
Graphs and charts, 151–153
Greeting people, 176–177

H
Hammer, Ray, 170
Hands:
shaking, 112, 177
using your, 116

Harrison, Bill, xi–xii
Headlines (for slides),

146–147, 154
Hopkinson, Ron, 120–122
Hotel industry, 170–171
Humor:
and personality, 111
with teams, 99

I
IBM Global Services, 84
Ideas, presentation slides and, 142
Images (on slides), 148–150
I’m on LinkedIn: Now What?

(Jason Alba), 123–124
An Inconvenient Truth (film), xiii
Index cards, using, 107
Information:
clarification of, 87
cramming in, 11–12
overanswering by providing
too much, 89

providing too much, 154
questions for eliciting, 90–93
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Inspiration, 81
Intelligence, customer, 123–125
Intelligence list, 190, 195–196
Intermediaries, 8
Intimidation, 48
Introduction(s):
of client, 53–56
example of powerful, 52–53
of presenter, 46–53
of teammates, 99–101
writing down information
from, 54

IPads, 162
“It’s all about them,” 3–10

J
Japan, 181
Jarden Corporation, 156–159
Jargon, 59–63
Jobs, Steve, xii, 136
Job titles, 60–61
Johnson, Kathleen, 105
Jokes, 99
JPMorgan Chase, xii

K
Key messages, identifying,

15–19
Knox, Linda, xii–xiii

L
Land Rover, 75–76
Language, 59–70

and acronyms, 60–62
emotion words, 63–64
and jargon, 59–63
and numbers, 66–70
power words, 63–66
and trust, 62

Leadership, sales, 107–108
Leave-behinds, 165–168
Leaving the room, 184
Lewis, Barbara, 170
LinkedIn, 123–124
Listening, 88, 93
Logos (on slides), 147–148

M
Mackay, Harvey, 83
The Mackay MBA of Selling in the

Real World (Harvey
Mackay), 83–84

Material(s), xv, 159–171
amount of, 85
business cards, 169
flip charts, 164
gifts, 169
iPads, 162
leave-behinds, 165–168
multimedia, 163–164
personalized touches,
170–171

“Presenter Tools” option,
161–162

slide advancers, 160–161
tent cards, 168–169
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whiteboards, 164
and your message, 180

McDonald’s, 185
Meaningless words, 61
Message(s), xv
Big Three, 26–29, 37, 144
consistency between
behavior and, 181

key, 15–19
materials and your, 180
and storytelling, 79

Metaphors, 24, 27, 31, 32
Microsoft, 31
“Moles,” 123
Monroney, Mike, 170
Motivation, of teams, 108
Moving around, 112
Multimedia, using, 163–164

N
Names, using:
in storytelling, 79
in teams, 99

National Geographic
Channels, 33

Needs, identifying client, 14
Negativism, 82
Nervousness, 49, 112
Neuromarketing, xiv
Nordstrom, 181–182
Notes:
taking, 105–106, 167–168, 183
using, 107

Numbers:
on slides, 150–155
using, 66–70

O
Objections, questions that

mask, 90–93
Objective proof points, 30
Opening, 179
Outsourcing, 139, 141–142
Overanswering, 89
Overrehearsal, avoiding, 58
Owens, Howard T., 33–34

P
Paper quality, 181–182
Parking, 176
Passion, storytelling and, 79
Patience, showing, 185–187
Pepsi, 31
Percentages, using, 69
Personality:
and coaching, 110–112
showing, in introductions, 49
of team, 180

Personality styles, 174
Personalized touches, 170–171
Photos, team, 182–183
Phrases:
for answering questions, 94
power, 64

Physical contact, 112
Pictures, 148–150
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Pie charts, 153
Pine, B. Joseph, II, xiii
Places, storytelling and using, 79
Podiums, 114, 116
Points of differentiation,

30–31
Postpresentation follow-up, 185
Power clauses, 64
Power phrases, 64
PowerPoint slides, see Slide(s)
Power poses, 114–116
Power words, 63–66
Practicing:
for introductions, 50
with scripts, 63

Preamble, presentation, 7–10
Precision Sales Coaching and

Training, 7
Preparation (by teams), 107,

117–118
Presentation room:
entering the, 175–176
greeting people in, 176–177
leaving the, 184

Presentation skills, coaching
team members on, 108

Presentation tools,
downloadable, 190–191

Presentation Zen
(Garr Reynolds), 137

Presenter(s):
attire of, 182
introducing the, 46–53

“Presenter Tools” option,
161–162

Problem, defining the, 84–85
Product names, 61, 62
Professionalism, 174, 179–180
Proof points, 30
Prospects, making it all about

the, 3–10
“Protecting the deck,” 155–156
Prudential Real Estate and

Relocation, 170
Prudential Retirement, xii–xiii

Q
Quantitative proof points, 30
Questions (from audience),

87–96
common mistakes in
answering, 88–90

guidelines for answering,
93–95

motivation for asking,
87–88

not being able to answer, 95
types of, 90–93
yes-or-no, 94, 126–127

Questions, asking follow-up, 9

R
Reading along (by audience), 6
Rebids, 35–40
Recognition, offering, 127–128
Redirections, 45
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Referencing other team
members, 99

Rehearsals, 117–118, 191,
203–204

Reilly, Kent, 4
Remote participation, 176
Researching your audience,

123–130
Respect, showing, 128–129
Reveille LLC, 33
Reviews Exercise, 18–19, 37
Reynolds, Garr, 137
Rhetoric (Aristotle), 12
Right dynamics, creating the, 121
Right- vs. left-brain thinking, 139
Robotic, acting, 49
Role-playing, 88, 149
Room, presentation, see

Presentation room
Rule of three, 12–15

S
Sales leadership, teams and,

107–108
Salesperson(s):
as facilitator, 43
and senior executives, 103–105
and teams, 108

Sales presentation checklist,
190, 193

Sales presentation experience,
components of, xiv–xv

Salutations, 174

Scheduling, 176
Screen, where to sit relative to,

177–178
Scribing, delegation of, 45
Script(s):
focusing on the, 48
practicing with, 63

Senior executives, on teams,
102–106

Setting up, 175–176
Shaking hands, 112, 177
Silverman, Ben, 34
Similes, 32
Simplicity, of stake-in-the-

ground story, 24
Site visits, 188
Sitting:
location for, 177–179
standing vs., 113–114

Skills:
development of, via
coaching, 110

facilitation, 43–44
presentation, 108

Slide(s), 133–156
abbreviated, 168
analyzing your current,
140–141

common complaints about,
133–134

copy of, as leave-behind,
165–166

headlines for, 146–147
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Slide(s) (continued)
identifying purpose of each,
57–58

images on, 148–150
logos on, 147–148
as memory crutch, 138–139
numbers on, 150–155
pros and cons of projecting
your, 160

and “protecting the deck,”
155–156

reasons we keep using,
134–139

and storyboard, 141–145
and support for speaker, 133
too many vs. too few, 142
using animation in, 145–146

Slide advancers, 160–161, 183
Smiling, 114, 149
“So what?,” “What” vs., 71, 75
Space, taking up, 116
Specific, coaching and being, 110
Stake-in-the-ground stories,

22–25
Standing, sitting vs., 113–114
Starting with the end in mind,

11–19
Starwood, 170
Story, telling a, 11, 21–34,

111–112
and critical points, 29–30
for existing clients, 35–40
guidelines for, 79

making it compelling by,
77–81

Howard T. Owens on, 33–34
and points of differentiation,
30–31

power of, 31–32
as proof point, 85
stake-in-the-ground stories,
22–25

and three levels of story,
21–22

and topics, 27–29
use of metaphors, analogies,
and similes in, 32–33

and value proposition, 22
Storyboards, 26–31, 141–145,

190, 199
Strategy sessions, 117–118, 190,

201–202
Strengths, assessing our, 14–15
Successes, focusing on, in

introductions, 50

T
Takeaways, 187–188
Team(s), xiv, 97–122
and anticipating questions
from buying committee, 88

and body language, 113–116
coaching, 109–112
composition of, 106–107
debriefing, 120
facilitation by, 44–45
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Ron Hopkinson on, 120–122
and key messages, 15–16
motivating, 108
personality of, 180
preparation by, 117–118
role-playing by, 88
and sales leadership,
107–108

“selling” your, 99–102
senior executives on,
102–106

and supporting your
teammates, 98–99

and timing, 118–119
warm-up sessions for, 98

Team photos, 182–183
Technology, 142
Tent cards, 168–169
Testimonials, 163
Testosterone, 115
Three, rule of, 12–15
“Three-O’clock-in-the-morning”

language, 73–75
Timeline (downloadable tool),

190, 197
Time management, 9
and fixing the presentation
deck, 136

and professionalism, 179–180
and rehearsal, 118
with senior executives,
104–105

with teams, 118

tracking the time, 44–45
Titles, avoiding, 49
Tokens of appreciation, 188
Tools, downloadable

presentation, 190–191
Topics, presentation of,

27–29
Toyota, 76
Transitions (between team

members), 100–101
Transparency, 57
Trust, and use of plain

language, 62

U
“Uhs” and “ums,” 110–111
Unexpected, handling the,

183–184
Urgency, level of, 139

V
Value proposition, 22, 25–26
Videos, 163
Visits, site, 188
Volvo, 22

W
Warm-up sessions (with teams),

98
Whiteboards, 164
W Hotels, 22
William Morris (agency), 33
Wolf, Dick, 33
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Words:
emotion, 63–64
meaningless, 61
power, 63–66

Word use, differentiation
via, 31

Y
Years of collective experience,

enumerating, 47, 50

Yes-or-no questions, 94,
126–127

You, 65–66
Yourself, being:
and enthusiasm, 82–83
in introductions, 50

YouTube, 114–115, 164

Z
Zajonc, Robert, 114
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