INDEX

Alternative close technique, 133
Asking meaningful questions, 11
Awareness of declining interest, 98

Best interests of people, holding in mind,
71-72
Biases, sales and sales coaching, 1, 65
Bottom-line versions of sales conversa-
tions, 99
Brainstorming:
noticing buying cues, 124-125
respecting time factors, 102-103
Buying criteria, identifying, 27-28
Buying cues:
brainstorming, 124-125
engaging prospects in conversations,
125-126
importance of v=cognizing, 122-123
missing, 119-122
motivating for next time, 126
noticing, 124
preparation for recognizing, 128-129
sales coaching questions for, 126-128
watching and listening for, 123-124

Celine Effect, 160, 168
Choice, providing to clients, 100-101
Client-focus:

being self-focused, 47-50

in communications, 57-58

of CRM, 175

customizing needs, 56-57

demonstrating, 57

importance of, 50-52

preparation for, 60

questions for, 52--6

sales coachingquestions for, 58-59

traditicdic v sales approach compared to,
13/7-158

watching and listening for, 52

“luse, going for, compared to helping with

buying decisions, 137-138

Coaching:

allocation of time spent in, 8-9

baking cake compared to, 2

benefits of, 3-5

CRM setup for, 175-177

explaining why of, 164-165

leveraging CRM during, 177-180,
182-189

making sustainable, 159-168

mistakes in, 166

people, not numbers, 177-180

as right and privilege, 1

watching and listening for, 20, 37, 52,
68, 83,97, 111, 123, 135, 149, 180

Commitments, including in coaching, 163
Communication:

client-focus in, 57-58

follow-up, customizing, 153-154

of product knowledge, 73

stiff and scripted compared to well-
prepared, 83-84

Consistency and trust, 71
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Conversations:
engaging prospects in, 125-126
focusing on in coaching, 162
having profitable, 138-139
CRM:
buy-in, 173-174
client-focused, 175
company strategy with, 171
ease-of-use, 174
end-user adaptation, 172-173
implementation, 169-170
inter-department collaboration with,
171-172
leveraging during coaching, 177-180,
182-187
preparation for sales mistake preven-
tion, 187-189
priority given to coaching, 176
sales coaching setup, 175-177
setup, 170-173
systems, 176-177
time expectations of coaching, 175-176
usage, 169-170, 173-175
Culture, trust-based, 70-72, 139
Customizing client needs, 56-57

Decision makers:
clarifying role of, 23-24
focusing on decision-iraring processes,
20-23
identifying buying criteria, 27-28
isolating steps in decision-making pro-
cess, 25-27
misidentifying, 17-20
preparation for clarifying, 29-30
role of others in decision-making,
24-25
sales coaching questions for, 28-29
Definition of sales, clarifying, 74-75

E-mails, 57-58

Emotional reasons for buying, 39-40

Enemies, treating clients as. See Treatment
of prospects

Engaging clients in storytelling, 43

Exercises for sales coaches, 13—-14

Expectations related to time, managing,
101-102

Explaining why of coaching, 164-165

Feedback:
building into coaching, 166-167
CRM as tool for, 184-185
demonstrating understanding of,
98-99
Follow-up
to coaching, 163164
to communication, 153-154
Forgetting why people buy. C2e Reasons for
buying

Gladwell, Malcolmy;, Outliers, 81

Helping:
clierits with buying decisions, 137-138
team members, 162—-163

Hidden processes or procedures, objections

to, 87

[ll-prepared, being. See Preparation
Industry buying cues, 124-125
Information. See also Sharing relevant
information

supplying, 11-12

targeted, 88-89
Interest, declining, 98
Interrogation, avoiding, 162

Judgment zone, staying out of, 124, 126

Leveraging:
CRM during coaching, 177-180,
182-187
technology to determine information
need, 89
Listening:
assessing current level of, 9-10
to discover sales mistakes, 153
importance of, 8-9
in-the-moment feedback on, 10



to share relevant information, 112
trust and, 10-11, 71
Logical reasons for buying, 4041

Manipulative sales techniques. See
Traditional approach to sales
Mirror neurons, 70-71, 137-138
Mistakes:
being ill-prepared, 79-92
being self-focused, 47-60
forgetting why people buy, 33—46
missing buying cues, 119-129
not being clear who’s buying, 17-30
not sharing relevant information,
107-117
taking too much time, 93
taking traditional sales approach,
131-142
telling mistruths, 63-78
treating clients as enemies, 145-156
Mistruths. See Truthfulness
Motivating team members for next time;

126

Objections, helping clients with, 2§,
87-88

Opinions, giving, 83, 85-86

OSF (Oh-So-Familiar) Cycle, 6-7

Others, role of in.dec1sion-making process,

24-25

Pains, exploring, 54-55
Passions, exploring, 54
PERI sales story formula, 42-43
Pitch personality, 138-139
Power dynamics, engaging in, 87
Preparation:
answering questions, 86
being ill-prepared, 79-81
coaching for, 84-85
giving opinions, 85-86
importance of, 81-82
knowing what information clients want,
88-89
planning and, 91-92
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responding to objections, 87-88
sales coaching questions for, 90
stiff and scripted compared to well-
prepared, 83-84
watching and listening for, 83
Priorities, exploring, 54
Product knowledge:
discovering, 72-74
preparation for, 77-78
Prospect buying cues. See Buying cues
Ps of questions, 54-55

Quantum Coaching Effect, 5, 167168
Questions:
answering, 86
guidelines for, [51-165
Questions, 2sking meaningful
to dembnytiate competence, 55-56
to dis-over client needs, 52-55
aoeti-ended questions, 101
pain questions, 54-55
for sales coaching, 11, 160-161

Reasons for buying:
forgetting, 33-35
identifying, 38-41
importance of, 35-36
linking to products, 41
listening for, 38
preparation for remembering, 4546
sales coaching questions for, 44—45
transactions compared to sales, 36-37
watching and listening for, 37-38
Relationships with clients, building, 83
Relevancy. See Sharing relevant
information
Results from products, as reasons for

buying, 42-43

Sales, clarifying definition of, 74-75

Sales manager, role of, 181-182

Salesperson, role of, 181

Self-focus. See Client-focus

Sensitivity to time concerns. See Time
factors in conversations
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Sharing relevant information:
illustration of, 114
importance of, 110-111
listening, 112
not sharing, 107-109
preparation for, 115-117
providing belief or understanding, 113
sales coaching questions for, 114-115
watching and listening for, 111-112
Short versions of sales conversations, 99
Social media, 66, 89
Storytelling, 42-43
Stress and brain function, 69-70
Struggle, benefits of, 5-8, 160
Success, as contagious, 167-168

Technology, leveraging to determine infor-

mation need, 89
Theory, avoiding discussions of, 161-162

Thinking behind behaviors, focusing on, 1

Time factors in conversations:
accomplishing, 99—100
being specific with clients, 101
hearing feedback, 98-99
importance of, 96-97

managing client expectations, 101-102

meeting idea and, 102-103
preparation for, 104-10%

providing clients with <tivice, 100-101

sales coaching questiens for, 103104

taking too much time, 93-95

watching and listening for, 97-98
Traditional approach to sales:

developing trust compared to, 139-140

having profitable conversations com-
pared to, 138-139

helping clients with buying decisions
compared to, 137-138

preparation of alternatives to, 141-142

preventing, 136-137

problem with, 134-135

sales coaching questions for, 140-141

taking, 131-134

watching and listening for, 135-136

Treatment of prospects:

customizing follow-up communication,
153-154

as enemies, 145-149

example of, 150-151

as friends, 152-153

preparation for friendly rreatment, 156

sales coaching questisiis for, 154-156

watching and liscening for, 149-150

Trust. See also ‘Trutifulness

importeiic = of, 10-11
traditi ~nil sales techniques and,
3:-134, 139-140

Trodirulness:

admitting to lack of, 75

creating trust-based sales culture,
70-72

defining sales, 74-75

discovering product knowledge, 72-74

importance of, 66—68

preparation for product knowledge,
71-18

sales coaching questions for, 75-77

as situational, 69—70

telling mistruths, 63-66

trust and, 68—69

Voice messages, 57-58



