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ABOUT THIS E-BOOK

This e-book is a collection of works from various authors whose articles are
featured at SalesPractice.com, a member-driven sales training
community and information center. All articles in this eBook are copyright
© protected by their respective authors.
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“Money Objections: It’s Never About The Money”
by Sharon Drew Morgen

View Profile | Visit Website

After having several conversations with a new prospect and his team, we all
decided to move forward and get them trained in Buying Facilitation. As per our
agreement, I wrote up a contract and sent it out to “Joe”. Then I got an email
from him saying he needed to put the program on hold for six months at least,
so that his new hires could prove their value and start earning money.

“How can they start earning money if they won’t get their training for several
months? And what skills will you offer them, given they will now be learning
Buying Facilitation after they’ve already begun selling the conventional way?”

My prospect gave me very short, almost unintelligible responses. Finally, he
admitted that the COO called him in as my contract come over his desk, saying
that if they were going to spend ‘that kind of money’ on sales training, they had
better have a team in place that was worth it and had earned it. Joe was both
angry and embarrassed: he had thought he was the decision maker, given it
was his own budget, etc. and “Frank” hadn’t exhibited any interest in sales
training before this.

For me, what appeared to be a ‘closed’ sale, had just become a money
objection from a “C” level executive who had no idea who I was, what I was
offering, or how to put a value on it.

Joe and I put our heads together, and decided to have Frank call me to discuss
it. We believed that if I could lead Frank through the Buying Facilitation
Method® system, he’d be able to decide for himself.

I knew I’d have to handle both the money objections and the phone objections,
as Frank believed that no business could be handled on the phone. I also had to
walk an interesting line in re Joe: indeed, Frank was stepping on Joe’s toes and
superseding Joe’s authority as a seasoned VP of Sales.

Here is what happened. Here is the call, and I’m including commentary for
those times during the call when I had decisions to make. To help you follow
along the Buying Facilitation Method®, the questions are, for the most part,
Facilitative Questions, and the summaries are Presumptive Summaries.

THE CALL
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As per arrangement, Frank called. His voice was tough, crisp, and in charge.

“I understand you’ve been speaking with Joe about doing some training. I’m OK
with that [If he were “OK with that” we wouldn’t be having this conversation.].
He’s got his own budget, but with so many new folks, it’ll have to wait until they
prove themselves. And if you want to have a discussion with me about it, you’ll
have to come here to visit us (a three hour drive each way). It would probably
be a good idea for us to meet anyway. I’m curious to meet someone who
charges that much for a training program.”

“Gosh, I hate to drive. Hmmmm. How ‘bout if we meet halfway – we’ll each
drive one and one half hours,” I said.

“You want ME to drive??”

“Oh. You hate to drive also. Hmm. I have an idea. Since neither of us want to
drive, how ‘bout if we spend a few moments on the phone, and see where we
stand. We might end up hating each other and there won’t be any need for
either of us to drive.”

“Sounds reasonable,” said Frank.

SDM: I hear you are having thoughts about my prices.

F: Well, they are higher than I’ve ever heard of for sales training. But of course, if
we end up getting fair value for it, it would have been worth it.

SDM: Given you don’t know who I am, what I’ve developed, what your folks
would learn, what it is about the system that is worth more than conventional
training, or how to know upfront if you’d get value from it, you must be
uncomfortable.

F: Not uncomfortable, exactly, because I trust Joe’s decision making [He
obviously didn’t trust Joe enough!]. But you’re correct. I’m not happy spending
that kind of money for something I believe I can get cheaper. [Good for him.
He’s put his cards on the table. Shows a certain level of trust.]

SDM: So how would you know that Buying Facilitation – the new paradigm
selling model I’ve developed and will be teaching Joe’s folks – offers a new set
of skills that would actually give you the type of ROI that you’re seeking?

F: I wouldn’t. I’d just have to take Joe’s word for it. [I recognized that he didn’t
offer to read or learn anything. That gave me an interesting dilemma: he was
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leaving me no opening, wasn’t taking Joe’s word, and didn’t offer any opening
to change his opinion.]

SDM: I wonder if there is a way that you could get to learn enough about Buying
Facilitation to give you comfort, get you to recognize its value, and see if it’s the
sort of model that would make it possible to get your numbers up to where you
want them to be. What would need to happen for us to figure out a way for you
to get comfortable here?

F: I suppose I should know something about the Model. Is there something you
can send me so I can learn about it? [Ah. An opening.] Obviously if Joe is willing
to use his entire training budget to bring this in, it must have value and it would
probably be good for me to learn about it. What else would you suggest I do? [I
must take care to continue helping his decision making process. If I pitch now,
I’ve lost the beginnings of the trust he’s offering because he still doesn’t know
how to choose me; giving him information here will be moot.]

SDM: I can send you some essays, and Joe has a copy of my ebook you can
read. I hope you enjoy them. I understand that before we move forward, you’d
have to figure out what my value is. [I’ve moved the conversation from ‘trusting
Joe’ to the real issue: why would he be willing to pay a lot for something he
perceived he could get cheaper?] How would you know that my program is
worth what I’m charging?

F: I probably wouldn’t know until after the program.

SDM: And then it becomes like a Bungee jump – you won’t know if it’s going to
work until after you’ve jumped. And then it’s too late.

We all laughed.

SDM: So, what would you need to understand about Buying Facilitation that
would help you understand that it would give your people a new set of tools to
double their numbers, as you’ve required?

F: You’re saying that it’s a different model from sales? That’s interesting. [I hadn’t
told him that, but my Facilitative Question implied it.] I guess if we kept using the
same selling model we’d keep getting the same results. Different from sales. Hm.
And I’ll be able understand the Model from what I’m going to read? [Although I
was absolutely dying to give a pitch somewhere in here, Frank never asked me
to explain anything. All of his learning criteria were based on reading something,
not hearing something.]
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SDM: Correct. And it seems that prior to moving forward, you would like to
understand the Model, who I am, and what the material will do for you. [I was
pushing a bit here so I could name his apparent criteria for him, since he just
gave me a bit of leverage.]

F: You’re right. But I bet Joe did his homework already, and has this under
control? [His level of trust was now pretty high for both me and Joe. But he
evaded my question again, so I had to let him off the hook to stay in rapport.]

SDM: I think we all hope you’re right.

We all laughed again.

SDM: What would need to happen for you to get comfortable enough for us to
move forward in the time frame that best suits your company given the revenue
increases you’re seeking for next year?

F: Tell you what. I’ll read whatever you send me. If it’s as good as I assume it must
be for Joe to go out on a limb like this, given that he’s had to do some hard
thinking to figure out how to meet the objectives I’ve given him, I’ll give Joe a
tacit agreement to move forward when he thinks it would suit him best. [It seems
I’ve proven myself, and the money objection is gone.] But I’d like to call you with
questions if you don’t mind. And, when we’re ready to sign the contract, let’s do
it over lunch – my treat – and we’ll drive up and meet you half way.

Joe and I burst out laughing. After a moment Frank starting laughing too.

F: I suppose you just used the model on me, right?? You haven’t sold me a thing
– no pitch, no presentation. You just helped me decide how to choose you. And
I’m hoping this is what you’re going to teach my folks. Not only did I not want to
sign the contract when I began, but I didn’t believe it was possible to use the
phone for anything more than getting an appointment. This conversation will
also get me to reconsider my predisposition to using the phone only for making
appointments. Thanks, Sharon Drew. I’m excited. And I’ll even pay for lunch
when we meet.

MONEY OBJECTIONS

Objections happen only when someone’s criteria are being pushed; money
objections occur when folks don’t understand value. And telling them what the
value is by pitching, handling objections, or presenting, doesn’t help.

When two things appear equal, the only differential is money. When value is
understood, money is not the criteria.
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In this conversation, I had to deal with several things: 1. Frank’s fear of spending
‘that kind of money’ on something he understood to cost a lot less, over-rode his
trust in a senior executive; 2. because Frank couldn’t say that he didn’t trust Joe,
he used the excuse of working with a ‘proven’ team and moved the training
forward several months – and we know what would happen then, given they’d
be using the same sales skills they used when they weren’t getting the success
he wanted; 3. he hated doing business on the phone; 4. he had no idea who I
was, and was so confident in his understanding of the necessary criteria (i.e.
‘sales training’ cost X) that had no criteria around figuring out why I might be
worth it.

If you go back to the conversation, you’ll note that I never made a pitch, that I
kept going back into the issues and making Frank make his own decisions that
would lead him to figuring out for himself how to choose me and my material.
And although I never made a pitch, the way I worded my Presumptive
Summaries and my Facilitative Questions led him to understand what I was
selling, and my value as a Partner.

Also, it was a very ‘pushy’ dialogue. The conversation might appear at first
glance to be soft, but indeed it was very controlled and relentless: I kept leading
him into making the decisions he needed to make.

At no point did I defend my price or change it – we never had to get into that.
Note that if I started pitching product, and defended price, the conversation
wouldn’t have gotten very far. Price wasn’t the issue: it was his discomfort not
knowing how to spend ‘that sort of money’ for something that was new to him.

I just lead Frank to all of the decisions he’d need to make to justify my price to
himself. He had to recognize his own criteria – which he never really shared –
and make a quick, internal, judgment call as to whether or not it was being met.
I had no way of knowing if he successfully did this except by hearing how he
eventually accepted my agreements with Joe. It was all hidden from me, and
even if I understood what was going on for him, it wouldn’t have mattered. HE
needed to understand, and make some sense of it all. And he did.

Once he found a route through, he could go back to trusting Joe’s decision. All I
did was to facilitate his decision. I didn’t sell a thing.

BUYING FACILITATION

In terms of the parts of Buying Facilitation that I used, I did a lot of Presumptive
Summaries that showed Frank his unspoken beliefs, and then led him to the
decisions he had to make to trust me and Joe. And most importantly, I taught
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him how to decide what ‘value’ he might get, even though he had no content
to work from.

I operated out of the following assumptions:
that any COO wants what’s best for his/her company;
that Frank would have preferred to trust his VP, all else being equal;
that money is an objection only when a product seems the same as other
products in the same category and there is no means to differentiate;
that if I could get Frank to figure out for himself how he needed to figure it out,
he’d make the best decision (and telling him what I thought he needed to know
to figure it out wouldn’t get either of us very far);
that no matter where it went, I had to work with it: it wasn’t about my product,
my price, or my delivery.

Frank was smart. He figured it out. I didn’t pitch, present or propose. I didn’t
have to handle objections or prove my value. I used the phone to help him
make a six figure decision and didn’t have to meet him in person. All I did was
lead him through his own decision criteria to his own best decision.

That is our new job as sellers: help our buyers make their own best decisions,
using their own criteria, and use our Facilitative Questions to help them position
our product as their own solution. It’s ethical, based on win-win, truly supportive
of a collaborative Partnership, and uses no manipulation or influencing
strategies. Ultimately, it trusts that the Buyer will come up with his/her own best
answers, and if me and my product fit into the Buyer’s solution, I’ll be chosen.

Would you rather sell? Or have someone buy.

ABOUT THE AUTHOR: Sharon Drew Morgen, author of New York Times Business
Bestseller Selling with Integrity and maverick innovator of the decision support
model Buying Facilitation, is now offering opportunities in the States for small- to
mid-sized training companies to license her innovative material and join a group
of international Licensing Partners.

View Profile | Visit Website
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“Imagine That! (The Role of the Imagination in Buying
Decisions)”

by Skip Anderson
View Profile | Visit Website

A few years ago, a friend of mine had been asked out by a new guy in
her life. After their date, she provided a review of the evening. “I know it
sounds crazy to say this after only one date,” she insisted, ”but I could see
myself marrying this guy!”

Being married myself, I believe marriages occur first in the partners’
imaginations, and then—if fate and practicality cooperate—in reality. At
some point during my friend’s first date with this guy, her imagination
“software” began running. This software let her picture herself in a
marriage relationship with her new acquaintance, even though the two
had just met. This “software” is the imagination.

Customers are like that, too. Just as a single woman who wants to be
married keeps her eyes open to possibilities (and yes, men do it, too),
prospects keep their eyes open as they shop around. Prospects explore
the possibilities, and when they do, their imaginations are active and alert,
and often intense. When selling, imaginations are a force to be reckoned
with.

Enter the EEG: Electroencephalography

The EEG is a device that uses electrodes attached to a subject’s scalp to
measure electrical activity in the brain. But what does this have to do with
selling? Or with buying?

Let’s imagine you are a real estate agent who is working with a couple
who is shopping for their first home. And let’s say your prospects’ heads
are connected to EEG units which will provide a way to see their brain
activity as they shop.

As the couples’ afternoon of house hunting begins with home number
one, we can see the electrical activity within the brain accelerate, thanks
to the EEG unit. The couple looks around this house - their eyes darting
about - while they unknowingly involve their imaginations in the process.
Their active brainwaves are obvious. Their imaginations are titillated as
they explore.
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The Shopping Experience

Our couples’ olfactory systems (the smelling mechanism) are being
bombarded with the smells they encounter in the home, both good and
bad. As they continue their walk-through, their ears perk-up as they hear
the creek of a loose floorboard. The solid sound of kitchen cabinet
drawers shutting as they try them out several times also registers in their
brainwaves. Their eyes are in the process of evaluating the many visual
features of the home, such as the style of windows and the stone of the
fireplace. Fingers and hands go into action as they feel the wood railing
and the kitchen countertops. As they manipulate the faucets and light
switches, they imagine what it would be like to own this home.

As they tour, the prospect’s mentally place their existing furniture inside
the family room and master bedroom. Questions me to mind: Will their
sofa fit? How about the dining table? Will the beige walls do? Or would
they prefer a bolder design statement that Tandy Red or Persimmon Mist
paint would provide?

The shoppers’ brainwaves are hyperactive now. The couple imagines their
children frolicking in the family room in front of the fireplace on a chilled
winter day, the family dog hopping from child to child. The shoppers
picture family and friends hanging out in the kitchen before a perfect
meal that includes their famous Rigatoni al Carbonara. As the shoppers
peer into the backyard, their imaginations hold the promise of many
summer cook-outs, and thoughts of playing with their kids. Preliminary
plans for a new patio with a fire pit begin to take shape in the
imaginations of our prospects.

The Evaluation

During all of this activity, the couple has been imagining what it would be
like to live in this home. With the tour complete, the couple will now
evaluate how well their imaginations have indicated to them that this
house will fit their needs.

If their imaginations provided enough inspiration, the couple may discuss
making an offer to purchase the home.

The Role of the Salesperson

During the sales process, salespeople can help ignite the imaginations of
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would be like to own and use your product or service, you will sell more.

ABOUT THE AUTHOR: Skip Anderson is a recognized expert on consumer
selling. He is the founder of Selling to Consumers, a B2C sales training and
consulting company working in the areas of retail sales training, home
improvement sales training, and real estate sales training. He is a frequent
speaker on maximizing sales opportunities. Get the free Selling to
Consumers Sales Tips Newsletter at www.SellingToConsumers.com.

View Profile | Visit Website
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“Hit or Miss Does Not Work in Selling”
by Alen Majer

View Profile | Visit Website

Many sales are lost because salespeople assume they know what the
customer wants. Sales people like to made assumptions of knowledge
about what the buyer wants and needs, or sometimes more important
why the buyer might be motivated to buy. Using one’s instincts and sixth
sense is fine in the equation of success, but it should be only part of your
expertise.

Consequently, through unorganized, hit-or-miss methods, his cost of selling
is high simply because his methods are not as efficient as they should be.

This does not mean you shouldn’t use your instincts and training well. But it
does mean that your sales assumptions must be based in a finding of
facts, not guesses.

Using the dart game in the sales profession can lead to failure. You have
limited time on your sales call to a prospective buyer and your darts must
hit their mark. It’s even more crucial when you use the phone for your
sales prospecting activities: many telephone sales calls miss their mark as
being off-the-shelf calls that aren’t developed with a specific buyer in
mind. Dartboard selling is a quick way to go broke.

Top notch salespeople advise that 75% of a successful sale is due to the
pre-flight work. You must make sure you know what direction you want to
go in, and you have to ask precise questions that will lead you to confirm
needs you recognized through trigger events. You must know what
direction to fly before your takeoff.

Most sales people out there are making a huge mistake meeting (or
talking over the phone) with their clients unprepared. They think it is
enough to schedule the meeting and they will work their magic and close
the deal. They will try to break the ice with the customer by talking about
the stuff in his office. Then the next misstep is to ask a few questions and
not even wait for the answers, but to start with the same old sales pitch.

This kind of salesperson knows all the answers and few features and
benefits later they will ask for the business. After hearing few “No’s” from
customer they may give up and leave the office with the promise of a
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follow up a few days later. Unfortunately, the down side is that the
customer will probably never return their calls.

Big number of sales people does not take the time to have a conversation
with their customers, because they assume that every other customer is
like all the others. You will discover that your previous assumptions in sales
were fatal many times. Keep those times in the past. It was necessary for
you to learn a lesson every salesperson needs to learn, and now is the
time to grow and develop your skills and knowledge. You will do so in
developing your knowledge about trigger events. It is time to replace
assumptions with research.

When you start learning how to recognize trigger events, rather than trying
to assume or guess at them, will not only enhance your professional sales
career and knowledge, but will increase your sales savvy to what the
customer needs.

It is mind-boggling to receive a sales telephone call and the caller spits
out a menu of mechanical words. The customer isn’t even, it seems,
invited to be part of the conversation. It’s all about the need of the seller.
Now when you contact your customers with information collected from
recognized trigger events, you will have right questions to ask them, and
all you need to do is listen to their answers and reshape your presentation
accordingly.

Start with understanding customer’s actual situation and have their needs
on your mind, but also find the way to put them on the market by making
them realize their yet uncovered needs.

I hope you realize how often you barked up the wrong tree in your
prospecting activities, talking to companies without the real need,
following up and leaving numerous messages to someone who doesn't
see the value in your product. It is time to move on. Of course, at one time
when we were starting sales, we all may have wasted our time that way,
calling people from the long list of unqualified prospects we got from our
manager, simply because they were in our territory or vertical market.

Now you will have a very powerful tool to change your approach to
selling.

You have to understand the positioning of the company, what are they
needs, does not matter if they are hidden or visible to public eye.
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You need to do this ahead of the first contact as part of your trigger
events research. You have to know the customer’s situation better than
perhaps they know it, because at the time of presentation of your
product, you will have their needs on your mind and prepare your sales
presentation accordingly to information you hold.

Think value. Give to the customer what they ask for; give them what they
need and more, drive the conversation to the customer's wants and
needs.
Impress them with the depth of your understanding of their position on the
market and recent events that can trigger buying process, and they will
sign on dotted line.

Very often you can hear how selling is a form of art, how sales people
need to be creative and use their imagination, but I am not agreeing with
that – sales is more science than anything. Yes you can use imagination
and creativity, but after using tools available to you. With the proper tools
and techniques you’ll replace guesswork with success.

Even if your company does not have automated system to generate new
leads for you, when you learn more about trigger events from this book,
you will be able to find your next customer by your own. This will send the
message to your manager that you care about your job and you really
want to develop your career further, without waiting for someone.

Becoming best in team is an achievable goal and your self-confidence is
growing as you establish a competitive advantage towards your colleges
and towards your competition.

You don’t need to use old sales excuses anymore, like “territory is too
small”, “need more training”, “inadequate sales tools”, “marketing
provides no leads”, “we are over priced” etc.

Numbers of sales people who lose their jobs or miss their quota each year
are not really important to you anymore, because you are more
confident that you know what you doing in your sales role and all thanks
to getting new customers from trigger events.

Now you are becoming a real Sales Professional. And it is a good feeling
having control over your sales career, isn’t it?

Read more about Selling in 21st Century and about trigger events (where
to find them and how to use them) in my book "Trigger Events - How to
Find Your Next Customer".
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ABOUT THE AUTHOR: Alen Majer consults businesses on a variety of topics
ranging from improving sales processes and developing better customer
relationships to improving internal sales forces skills. He knows the secret of
sales and is sharing it, and after over 15 years in sales he still believes this is
the most exciting, best payable, and most secure job position in the world!

View Profile | Visit Website



“When The Going Gets Tough, Go Back to Basics”
by Anne Miller

View Profile | Visit Website

By Two things are on my mind this month. The first is surviving in a tough
market. The second is an unexpected sales reminder that I experienced
on my recent trip to South Africa.

Surviving in a Tough Market

What goes up must inevitably come down, although none of us likes to
believe that truism when we're up in the clouds. But what do you do when
budgets are tightening and buyer confidence is uncertain? Don't panic.
Instead, get back to basics, become more disciplined, and be more
creative than ever:

· Review every existing account. Remember, your best prospects are your
best customers. Get face time with key players at more than one level.
Make sure you are up to date on their current challenges.

· Assume nothing. Don't think that your accounts know all about you, your
services, your new products, your markets, your competitive strengths.
Even if they can't buy from you right now, use this time to build your brand
and to show you're there for them in all kinds of markets, so that you are
the first call when conditions improve.

· Know your own products, services, and markets cold. That way, you can
be responsive to clients' needs. It's a good time to visit other departments
in your own organization to find out what they are seeing, hearing, doing,
creating, experiencing. I can't tell you how many times I've heard
salespeople admit that they didn't realize what was available from their
own research, marketing, product development, or technical people.
Meet with colleagues to share and borrow sales ideas and techniques.

· Play the numbers. The more contacts you have with accounts, the more
likely you'll win business. Set specific weekly goals for face-to-face calls
with current clients, new business calls, and number of proposals sent --
and stick to those goals.
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· Leave no stone unturned. Connect with past accounts. Needs change.
People switch jobs. Mergers happen. Management philosophies change.
You could be the solution to someone's problem and not know it.

· Think creatively. Network at off-beat but related conferences. Send
attention-grabbing new-business letters. Read your clients' press
opportunistically. Prospect smarter; for instance, call the names of people
listed as contacts in corporate ads or mentioned in articles. Skip the
traditional information/benefit presentations, and add more dramatic
touches to build perceived value for your product/service. (Hire me to do
an "Outrageous Thinking & Other Acts of Sales Wizardry" seminar for you.
Now, that's a good idea!)

· Hone your skills. As in golf or tennis, when you stop practicing and taking
lessons, your game tends to deteriorate. Your sales game is no different.
It's time to sharpen your prospecting, preparing, questioning, presenting,
closing, negotiating, follow-up, and creative-thinking skills.

Over-the-transom business is history. Sloppy selling is an unaffordable
luxury. The formula for surviving -- and in fact thriving -- in a weakened
economy is this:

· Get back to basics.

· Be superdisciplined.

· Think creatively.

South Africa

So we taxi out onto the tarmac for our 10-minute flight to Skukuza for a
connection to Johannesburg, from which we would go to our next
destination, Victoria Falls. We're in a six-seater. We're full of expectations
and taking our last look at our send-off party, a group of zebras lined up
at the edge of the airstrip, which is no more than a tar road in the middle
of an open field; but we quickly realize that the pilot (who looks all of
about 21) is having trouble getting the second of the two engines to start.
He guns it a few times. The propeller spins, the engine sputters, and both
stop dead. He tries again. Nothing. He gets out of the plane to investigate
more closely. He gets back into the plane. He guns it again. Silence.
Resisting the urge to scream, "Let us outta here!" we all anxiously wait for
his verdict. Finally, to everyone's relief, he declares the plane out of
service.
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However, canceling the flight presents a new problem. We still have to
get to Skukuza. That 10-minute flight becomes a very bumpy, one-hour
Land Rover ride over a single-lane, rutted, dirt-and-stone road,
occasionally interrupted by an impala sighting. The result: We miss our
flight to Victoria Falls and are now unexpectedly stuck in Johannesburg at
2 p.m. with nothing to do until the next flight the next morning.

Here comes the sales lesson.

We call our local agents at Afro Ventures who had booked the plane for
us, explain the dilemma, and ask them to book us at one of the airport
hotels for the evening. We resign ourselves to a fairly boring afternoon and
a lost half-day of vacation.

However, they do much better than that. They arrange for all transfers as
well as dinner and room fees, and they put us up 30 minutes away at a
beautiful hotel connected to a mall so that we have something to do for
the rest of the day.

Talk about customer service beyond the call of duty! The result is that we
have a lovely afternoon and evening, see a suburb of Johannesburg we
would have never seen, and feel somewhat better about missing half a
day in Victoria Falls.

I don't know what it cost Afro Ventures to give us that evening, but I can
tell you that they earned it back many times over in our gratitude,
satisfaction, and eagerness to refer them to others -- which I will do in a
moment.

Sales lesson: Although business is measured by the bottom line, sometimes
it is better business to bump the bottom line for the service line.

Indeed, for the thousands of you who most likely have never heard of
South Africa–based Afro Ventures, and for the few of you who will one
day need a travel agent for your vacation to that country, I
enthusiastically refer you to www.afroventures.com.

For the record, I've been all over the world for business and vacations and
can say unequivocally that South Africa is one of the best places in the
world to go on holiday. Email me if you'd like specific suggestions.

Until the next time, successful selling!
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“How to Lead and Influence Change”
by Anne Warfield
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You know for years we have held the majestic eagle as our sign of a good
leader. It soars so high above everyone else, has a beautiful wingspan,
eyes that can see it's prey from miles away and uncanny accuracy in
getting it's food. Definitely a leader. Definitely something we should
admire and look up to. Definitely the way we should be if we want to
lead, right? Wrong!

I think eagles are one of the worst animals we can model after as leaders.
You see, they don't play as a team. They build their nests in cliffs where no
one has access to them. They take care of their young only. They do
everything for their young and when they feel they are ready they just
push them out of the nest and say, "fly or die" Now I ask you, is that a
warm environment to work in?

We need a new way to look at leadership. You see, leadership is no
longer a position, it is a way of thinking. So whether you are a secretary, a
foreman, a sales person or an executive you all should be leaders. You
should feel you are the master of your workspace every day. And every
day you should ask whether you would hire yourself tomorrow if you were
the owner.

In order to be a good leader there are several key traits you need to
exhibit. First you need to be a clear communicator. You need to have a
clear vision that you can share with others. Most companies I meet with
have a long mission statement that even the CEO can't remember. A
good mission statement should be one you can wrap your arms around
and use to judge whether you did a good job today. When Les Wexner,
Chairman of Limited designed Victoria's Secret his mission was "to design a
store where Cybill Shepherd would love to shop for lingerie". This gave his
people a clear vision of what to look for as they designed the store. Bill
Gates mission is to "put a computer on every desk". This is something
tangible that every person can see and can act in accordance with. One
telephone company I worked with switched their mission statement to
"your best friend's on the line." This way every person could make sure their
voice tone, and actions matched what they would do for their best friend.
Within 3 months their sales rocketed to the highest they had ever had.
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Now, you might be saying, but wait that is the CEO's job to come up with
our mission statement. Not so. You should get together with the other
people in your department and decide what is the one key reason you
are all there. What is the one result you all want to see and then come up
with a mission statement that fits that goal and gives passion to your
team.

The second key ingredient in a leader is they are very "WE" focused. They
see themselves as supporting others and working towards a united
outcome. They are willing to take all blame and share all victories. They
don't worry about how to make their job easier, they worry about doing
what is right. If you are a true leader you will share information you have
with others. You will want to draw out the best in others. Job descriptions
become irrelevant. What is most important is what needs to be done to
get the result you desire. You will think outside the box and work for
solutions never thought of before. Finger pointing doesn't happen with
true leaders. They instead want to know how the problem can be fixed.
They want to know what caused it so people can learn from it and not
repeat it. They do not shame or embarrass others. They are the first to
point out good things that others do.

Good leaders lead as well as follow. They don't worry about how others
perceive them. They know that some of the best ideas can come from
others around them so they keep their ears open. They know that in order
to lead they need to continually learn so they see themselves as teachers
and students at the same time. They welcome new ideas and suggestions
from others.

"A leader is not someone you look up to because they are the best. A true
leader is someone that looks in to you and draws out your best." Anne
Warfield

And lastly, good leaders are willing to set guidelines. They know that in
order to do a good job people need to know what is expected of them.
They need to know the outcome they are working towards and they need
to know what flexibility they have with decisions. Good leaders will share
all that needs to be shared so people can achieve results. They look to
shatter paradigms and see things in a new way.

So ask yourself, do you lead or do you follow? Do you take risks at your
company or do you strictly follow policy? Are things going on at your
company that you think should change? If so, have you taken the time to
offer your ideas and suggestions? Do you take charge and work as a
team?
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I would like to see a new mode of leaders. Not eagles, that can be loners.
From this day on think of yourself as a goose. You see, geese fly in a V
formation. And since the lead position is tiring, the lead goose will fly to
the back and new goose will take the front position. Because their
outcome has been clearly communicated they don't worry about flying
off course. If one goose gets hurt, then two geese fly down to take care of
the wounded goose. They never leave one goose out to struggle on its
own. Just imagine how your company would soar if it was full of geese as
leaders!

ABOUT THE AUTHOR: As the leading Outcome Strategist, Anne Warfield
shows people how to present their ideas, products and services so people
WANT to listen to you. Her communication formula is easy to apply and
produces proven results. Fortune 500 companies around the world have
utilized her expertise and her work is published around the world.
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“Sales Success: It's All About Emotion”
by Alan Rigg
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Do you have trouble convincing prospects to make the time to speak with
you? Is your sales opportunity pipeline full of stalled opportunities? Do you
find it difficult to close sales?

Each of these challenges can result from a single flaw in the sales process
-- failure to engage your prospects' emotions.

Why is engaging your prospects' emotions so critical to sales success? Let's
answer that question by looking at each challenge individually.

1. Difficulty Booking Appointments

Do you think your prospects sitting around thinking, "Gee, I hope some
salespeople call me today?" Of course they aren't! Your prospects are
very busy people. They have a lot of work to do, they have personal issues
to deal with, and they are constantly being bombarded by marketing
messages, e-mails, phone calls, cell phone calls, etc.

How can you break through what your prospect is focused on when they
pick up the phone and grab his or her attention? Will droning a bland
overview of your company and its capabilities do it? Will rattling off a list of
features and benefits do it? Or, do you think it might be more effective to
use emotionally compelling words that help your prospect visualize
painful problems and actually feel the pain in their guts?

NOTE: Direct marketing campaign analyses have repeatedly shown
response rates to be higher for campaigns where advertisements focus on
problems rather than solutions.

2. Stalled Opportunities

Do you know what the #1 issue is that causes sales opportunities to stall?
Most opportunities are never qualified properly in the first place!

Most salespeople enjoy managing sales cycles more than they enjoy
prospecting. If a prospect expresses even the slightest interest in a
product or service, these salespeople are delighted to jump through any



Featured Articles – SalesPractice.com 26

number of hoops to try to turn the "opportunities" into sales.

What's the problem? The problem is there are only so many selling hours in
each day. Plus, most companies have limited resources they can apply to
supporting sales cycles. If a prospect does not have one or more truly
compelling business problems, and key decision makers do not feel
significant pain from those business problems, what are the chances they
will decide to invest to solve the problems?

One of the most effective actions you can take to minimize stalled
opportunities is to learn how to do an extraordinary job of opportunity
qualification. How many business problems does each prospect have that
you can help them solve? How compelling is each business problem? Do
the key decision makers really care about the problems? Does the
company have the financial wherewithal necessary to pay for solving the
problems?

If you find that a prospect's business problems are not very compelling, or
you find they may have trouble financing a solution to their problems,
don't waste your time! Instead, apply your time to looking for better
prospects! If you only invest time in serious prospects who are emotionally
engaged in the sales process, you will minimize the number of stalled
opportunities in your pipeline.

3. Opportunities That Don't Close

If a prospect's emotions are not invested in solving a problem, how likely is
it that they will make solving that problem a priority?

Of course, if you do not also provide a sound financial justification to
support a prospect's buying decision, you may run into another problem,
buyer's remorse. Still, getting a prospect emotionally engaged is the
critical first step in motivating them to take action.

Isn't Engaging a Prospect's Emotions Manipulative?

No, it isn't. If you are going to be a true sales professional, you need to
choose carefully where and how you invest your time. Who wins when you
invest your time in prospects that don't have the kinds of problems you
can solve? No one! Who wins when you invest your time (and your
company's resources) in helping prospects solve problems that are so
compelling that both the prospect's company and your company are
justified in investing time and resources to explore possible solutions?
Everyone!
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Conclusion

If you want to increase the number of appointments you book through
your prospecting efforts, you need to come up with compelling answers
to the following questions:
What can I say to a prospect in 20-30 seconds that will engage his or her
emotions?
What are the most painful problems that I can help my prospects solve?
How can I help my prospects relive the pain that is caused by these
problems?
If you want to minimize the number of stalled opportunities in your sales
opportunity pipeline and maximize your close rate, put extra focus on the
quality of your sales opportunity qualification by answering the following
questions:
How many business problems can you help each prospect solve?
How compelling is each business problem?
Do the problems elicit emotional responses from your prospects?
Remember, engaging your prospects' emotions is critical to the entire
sales process, from sales prospecting through closing sales. Learn how to
focus on engaging your prospects' emotions, and watch your sales
production soar!

ABOUT THE AUTHOR: A 20-year student of selling and sales management,
Alan is the author of “How to Beat the 80/20 Rule in Sales Team
Performance” and “How to Beat the 80/20 Rule in Selling”. He is the
president of the Arizona chapter of the National Speakers Association and
has delivered his unique insights into sales and sales management via live
and recorded speeches, workshops, web conferences, and radio talk
shows.
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“How to Make Cold Calling Opportunities Out of Voice
Mails”

by Ari Galper
View Profile | Visit Website

Turn voice mails into a cold calling journey of discovery!

Most people who still use the traditional cold calling mindset look at
voicemail as a dead end. They say to themselves, “Oh well, I may as well
leave a message and hope he calls me back.”

This almost never happens, and we know it. But we’re often so relieved
not to have to talk with someone, that we leave a message anyway. We
avoid dealing with another person’s potential negative response to us
and we avoid being challenged by the receptionist as well.

By the time the day is over, we might feel good because we’ve played
the “numbers game” and made a lot of calls. But our productivity has
been minimal. And over time that can make us feel frustrated by our
experiences in cold calling.

With the new approach to cold calling, voicemail is an opportunity for
discovery. It leads us beyond voicemail. Voice mail becomes a starting
point for you begin the process of locating the person you’re trying to
contact.
Our objective is not to pursue people to make a sale in this new way of
cold calling. It is to uncover the truth of their situation and to be okay with
the outcome, whether it’s a “yes” or a “no.”

So we can begin to feel more comfortable hitting “0” when we get
someone’s voicemail. Because we then have an opportunity to go back
to the receptionist and begin a dialogue based on asking for help.
Here’s how the dialogue might go:

“Hi, maybe you can help me out for a second? I’m trying to get hold of
Mike and I got his voicemail. Would you happen to know if he’s at lunch,
or on vacation, or in a meeting by any chance?”

Here, you aren’t just asking to find Mike. And you’re also providing
possible solutions to finding Mike. This helps the receptionist feel as if he or
she is part of the problem-solving process.
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The receptionist is likely to offer one of two responses. The first is, “Yes, he’s
in a meeting (or at lunch or on vacation) and I’m not sure when he’ll be
back at his desk.”

This answer has just given you a lot more information than you would have
if you had just left a voicemail. Now you know your contact’s
whereabouts in real time and you can call back at a more appropriate
time.

The second response is, “No, I don’t know where he is.” In this case, you
would reply, “That’s not a problem…” This low-key statement diffuses any
possible pressure that the receptionist might be feeling about not being
able to answer your question.

You can then continue with, “Would you happen to know anyone whose
desk or office is near him or who works in his area who might know where
he is?” Again, you’re offering another option for solving the problem. In
many cases, the receptionist will then transfer you to a colleague of your
contact who can help you determine his or her whereabouts.

The receptionist may also reply, “No, I don’t know anyone in his area.” You
then say, “That’s not a problem…” and offer, “Would you happen to have
a paging system or his cell phone number by any chance?”

If the receptionist replies, “Sorry, we don’t have those,” then at that point
you can say, “Thank you very much. I really appreciate your help. And
then hang up, and call back another time.

Does the idea of paging potential clients or calling them on their cell
phone make your stomach clench up? Are you thinking that you can’t
cold call people that way because they might reject you?

That fear is only to be expected if your agenda is to sell something to the
person. In other words, if you’re still using the traditional sales mindset. But
once you master the new cold calling perspective, you’ll feel comfortable
calling anyone, any time, using any mode.

As long as you’re 100 percent focused on your potential client’s world,
you’ll find that people will be receptive to you. You can easily navigate
throughout an organization with the type of dialogue described above,
because you’re asking for help in a relaxed manner and you never put
anyone on the spot.
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“Do’s and Don’ts for Prospecting and Cold Calls”
by Art Sobczak
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If you’re an outside salesperson, your income probably relies on getting in
front of new prospects. Yet, many reps would rather have their fingernails
removed slowly than make cold calls. And it’s no wonder; with the
abundant number of resistance-inducing techniques out there,
salespeople set themselves up for failure.

Here are some common sense "do’s and don’ts" to help you set more
quality appointments on cold calls:

1. Do get information first
The more you know about your prospect before placing a cold call and
speaking with him, the better your chances of an appointment. It will help
you prepare a more customized opening and better questions, plus it
impresses the prospect.

Conversely, if you have to ask, "Uh, what do you guys do there?" you’re
labeled as a time-wasting, self-interested peddler. Work with the screener
or anyone who answers the phone:

"I hope you can help me. First, I’m looking for the name of the person
there who handles the exterior maintenance and landscaping for your
building. (After getting the name, continue.) Thank you. So I’m better
prepared when I speak with him, there’s probably some information you
can help me with, first."

You could get almost all of your qualifying questions answered by people
other than your decision-maker on your cold calls.

2. Don’t send information before the cold call
Busy decision-makers toss unsolicited, bulging packages of literature with
form letters (regardless of how many times your word processor mail
merged their names into the body). Starting out a cold call with, "I sent
you a letter, didja get it?" rarely elicits a response like, "Oh, yeah. You’re
that guy. I want to meet with you!"

3. Don’t believe cold calling is just a "numbers" game
The lottery is a numbers game. Cold calling for appointments is a quality
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game. Approach each with an attitude of accomplishment and desire.
Don't burn through the list of prospects as fast as you can with the
expectancy that your number will be drawn eventually.

4. Don’t ask for a decision in the opening of a cold call.
Never open the call by including the goofy phrase, ". . . and I would like to
drop by Tuesday at 2:00, or would 4:00 be better?" People are resistant
when faced with decisions before they see any value. Also avoid the
equally inane question, "If I could show you a way to ___, you would,
wouldn’t you?" No one likes to be "techniqued." The only way they’ll
consider investing time with you is if they see some value in doing so.

5. Do have an interest-creating opening on your cold call.
Here’s one you might be able to adapt:

"Ms. Bigg, I’m ____ with ____. My company specializes in (fill in with the
ultimate result customers want and get from you, i.e., ‘helping garden
centers generate more business during the off-season’). Depending on
what you’re doing now, and your objectives, this might be something
worth taking a look at. I’d like to ask a few questions to see if you’d like
more information."

6. Do ask questions on the cold call.
Some pundits suggest going for the appointment on a cold call quickly
and never divulging information. Bunk. Those are likely people who are
insecure with their (in)abilities to communicate by phone. If someone
doesn’t have potential, I want to find that out now from my office rather
than schlepping across town (or country) to learn the same thing. And if
the prospect is qualified and has interest, I can pique his curiosity a bit by
phone and pre-sell him on what we’ll speak about when I arrive. For
example:

"Pat, based on what you told me, it looks like you could show quite a
significant labor savings with a system like ours. The best thing to do would
be for us to get together so I can ask a few more questions about your
operation and show you some of our options to see if we have a fit. How
about next week?"

Then narrow down a convenient time for both of you.

7. Do make a confirmation call after the cold call.
Some might suggest this gives them a chance to cancel. That’s right. And
if they’re of this mindset, they either wouldn’t be there when you did
arrive, or they wouldn’t give you the time of day. A phone call gives you a
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chance to address either situation and save time.

8. Do keep cold calling
And don’t let a "no" get you down. The last call has nothing to do with the
next unless you let negative feelings strangle your attitude. Talking to
people generates income, but avoiding the phone, stuffing envelopes
and walking around do not. Set a secondary objective, one you can
accomplish on every call, such as simply qualifying someone as a
prospect or not, so you can have a success of sorts on every call.

ABOUT THE AUTHOR: Art Sobczak helps sales pros use the phone to
prospect, service and sell more effectively, while eliminating morale-killing
"rejection." He presents public seminars and customizes programs for
companies. Art has a number of books, CD's to help sales reps. See free
articles and back issues of his weekly emailed sales tips at
www.BusinessByPhone.com. Also ask for a free copy of his monthly
Telephone Prospecting and Selling Report newsletter by emailing
SteveL@BusinessByPhone.com, or calling (402)895-9399.
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“Voice Mail Can Be Your Buddy”
by BIG Mike McDaniel
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Voice Mail is a classy name for "answer Machine". Problem is, people at
home had answer machines long before most businesses. When the
answer machine industry finally figured how work to their machines into
business systems with more than one extension, they called it "Voice Mail"

This article focuses on what you say TO the voice mail, not the welcome
greeting you might put on your voice mail. You can leave two types of
voice mail messages. A message to a person you already have a business
relationship with, and a message to a person you hope to establish a
business relationship with (a cold call).

Most people don't answer machines or voice mail. If you have an answer
machine at home you have listened to that recorded silence while the
non-speaking person breathes, then hangs up, having decided not to
leave a message. Most answer machine message begin with a pause
because the person on the other end was not prepared to leave a
message and does not think on their feet like you and me. In business, the
pause can kill you.

Voice mail can be your buddy. Be prepared to meet it head on without a
moment's hesitation. Just like you worked out your one sentence unique
selling proposition and practiced the quick draw of your business cards for
networking, you can be ready with several canned voice mail message
and not miss a second when the thing beeps at you.

Time is money. You took the time to make the call, so you should make
every effort to make it pay for off for you. What you say is what makes the
difference.

There is some research that says the average executive gets over 300
messages (mail, eMail fax and more) each day, not to mention the
bombardment of advertising messages from billboards, TV, radio, cable
and newspapers. That's a lot of clutter to penetrate. And if your message
is ho hum, or starts with a pause... fahgettaboutit!

Your message must attract attention right off or you go down with the
delete button. Leaving messages for friends and family is a snap, a
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spontaneous act. Not so at work. You need to prepare your message.Be
ready before you dial.

What do you say?
You have to plan this in advance. Scripting is not a bad idea. I am not
saying you should read from a script, but if you write and organize what
you are going to say and read the script out loud enough times, it will
sound like a natural when you recite it to the machine. Just like you
rehearsed your Unique Selling Proposition (USP) so you don't have to
remember, it just comes out naturally when someone asks "What do you
do?"

I know of one eager saleslady who recorded her voice mail response on a
little cassette machine hooked to her phone with a Radio Shack
interface. When she gets the tone, she pushes the play button and sends
it down the line. Another sales type, (let's call him "Bif") had a guy at the
radio station do up a fancy 30 second commercial complete with
production effects and music. There is a line you cross and Bif may have
crossed it.

Goals
Your message should be targeted at building credibility, so when you call
again and the party is in the office, you can get through.

How can you build credibility with a voice mail message? For starts, you
don't leave a lot of ahhs, gulps, and uuhs. When you begin without
hesitation, in a clear, concise, upbeat manner you are telegraphing a
positive image of knowledge and confidence, even when you get the
"unexpected" voice mail prompt.

As you deliver your rehearsed script over and over, take care not to
speed though with little or no emotion in your voice. Remember how you
feel when the place you call is answered by a bored, unhappy
receptionist who speeds through the spiel with the "I don't care if you can't
comprehend what I am saying" attitude. Your Voice mail pitch must be
warm, and slow enough to sound as if it is coming from your heart, not
your recorder on high speed.

Here are BIG Mike's Tips for leaving effective Voice Mail

DON'T BE PREDICTABLE
Everyone leaves the same tired message. You get tuned out the minutes it
starts, Example of same ol same ol: "Hi this is Bif, we haven't met but I
thought I'd call to see if you would be interested in hearing about my



Featured Articles – SalesPractice.com 36

new..." UGH! Make your messages so compelling folks have to call you
back. And don't drone on and on, make 'em short enough to entice, but
long enough to incite.

IT'S NOT ABOUT YOU
This phrase pops up in every aspect of marketing, from advertising all the
way down to answer machine and voice mail messages, Its Not About
You.

Take a poll. No one cares about you. No one cares that your mug shot is
15 feet high on a billboard across town. No one cares if you are doing
your own radio commercials and sound worse than the high school
announcer. No one cares if your dealership has sold more cars than all the
dealers in Central Montana. And NO ONE CARES when you leave a
message about you, or your company. Its not about you. WIIFM.

WIIFM is not a radio station, is the acronym to remind you they don't care
about you, instead they ask "What's In It For Me?" WIIFM??

SELL THE BENEFITS
The key ingredient for successful sales and marketing works for effective
voice mail as well. What can you say that will lead the listener to know
and believe that you have
something of value for them? Prospects return calls if you convince them
you may have something they want...and, soon.

ASK FOR THE ORDER
Voice mails have been asking callers to "Leave a message" for years, yet
fully three quarters of those who do respond to the beep only leave name
and phone number.

Your voice mail message gives you a perfect opportunity to call for action
on the part of your listener (Remember you are competing with 300+
messages and the horrid reputation of telephone sales pitches
(telemarketers).

Go for the close with a call for action. Ask them to do something. To Call
You, To be on the lookout for a package from FedEx. To check records to
see if you are not right on target. Ask and you'll get.

Voice mail response can be an effective sales tool. Voice mail is one of
many tools the professional uses to get the job done, right.
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“Create Trust, Gain a Client”
by Charles H. Green
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Nothing improves business development more than gaining the trust of
the potential client. Yet few consultants do what it takes to be trusted. We
sell in ways that destroy rather than create trust because we
misunderstand the buying decision.

Clients talk as if they focus only on features and price, but that’s not how
they really decide. In contrast to the one-dimensional, linear models of
the sales process that we all learn, their decisions are the result of a two-
step process. The first step is screening, which is done fairly rationally. But
the second step, selection, is much more emotional. Clients are not just
rational decision makers calculating discounted present values and
minimizing downside risk. They are also human beings, and human beings
buy with their heart and then justify it with their head.

Our Errors

We undermine our efforts to build trust by making four basic errors:

We are overly rational. We forget that buying is an emotional as well as
cognitive process. People need not only to be convinced but also to feel
comfortable with their decisions. Above all, they need a consultant who
listens to them.

Being right is vastly overrated. Earning the right to be right is where the
action is and where most consultants fall down. An ounce of listening—
paying attention, paraphrasing, conveying empathy, going where the
client goes—is worth a pound of correct answers, references, and
credentials.

To convince clients rationally, we must also approach them emotionally.

It’s too much about us. Clients usually ask us to tell them about ourselves.
They don’t really mean it. They just don’t know what else to ask and don’t
want to look ineffectual.

Imagine going out on a blind date with someone. Would you want to
hear the person talk about the last 17 people he or she went out with? Of
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course not. Yet somehow we expect clients to be enthralled with all our
past relationships. But their favorite subject is everyone’s favorite subject—
themselves. Talking about ourselves doesn’t make us trustworthy. Talking
about them, and particularly hearing about them, does.

Clients pay attention to us only if we first pay attention to them.

We are control oriented. Most sales training programs say to set goals for
each meeting. Most consultants are delighted to take that advice. We
say, “Just wait a bit, I’ll get to that in the next section.” We look at our
watches when the client is talking about something other than our
objective. If the client wanders to other topics, we gently but firmly bring
the discussion back to our objectives. If we’re running out of time, we
abandon lively client-driven conversations in order to get to our
objectives. And if we walk out without our objectives achieved, we feel
we have failed.

There are only two good objectives for every sales interaction. The first is to
move the relationship forward, and the second is to help the client. If you
have achieved the second objective, you’ve almost always achieved the
first.

You gain the most control by giving it up.

We focus too much on the transaction. Most approaches to business
development come from sales models for nonconsulting industries and
are rooted in competition-based views of selling, in which the whole
emphasis is on “getting the deal.” This is wrong for the consulting industry.
Instead, the emphasis should be on “doing the next right thing for the
client.” Getting the engagement becomes just another point in a
developing relationship.
The best transactions happen when we do not focus on transactions but
on relationships.

Our Emotional Resistance

While buyers are partly emotional, consultants are even more so. Even our
resistance to the idea of selling on trust is itself largely emotional. There are
several reasons for the emotional resistance that lies at the root of the
sales process errors noted before.

We overrate content mastery. Most consultants work in subject areas that
require in-depth technical competence. We’ve been hired, trained,
compensated, and promoted almost entirely on the basis of technical



Featured Articles – SalesPractice.com 40

mastery since the second grade. And so we reject selling based on
“simple” or “soft” approaches because it sounds too “easy” or it “doesn’t
seem to make sense.”

But that rejection has nothing to do with ease and everything to do with
unease. We’re just not comfortable with processes that don’t depend on
cognitive mastery. Our comfort zone is intellectual complexity. We distrust
and are ill at ease with the messy emotional aspects of personal sales. We
want to “think” our way into effective selling.

We focus too much on competition. The reigning paradigm in business is
competition, not collaboration; me, not we; competitive advantage, not
shared destinies. The competitive paradigm is ingrained. Think of the two
most common metaphors for business: athletics and war. In neither is there
a client. The very language of business reflects a preoccupation with
competition. It’s difficult for anyone to leave such unconscious biases
behind.

Many consultants haven’t sorted this out and are at odds with themselves.
A part of them believes that selling is unethical; hence the desires for
euphemisms like “business development” (phrased in the passive voice, as
if to distance ourselves from any tainted intent). Those of us who feel this
way become suspicious of trust, fearing that, if we use it, we might
become manipulators. This view doesn’t give our clients much credit for
thinking independently.

We’re unable to think paradoxically. Most consultants are linear thinkers.
The ideas of dialectical logic (“we are never so alone as when in the
middle of a crowd”) or paradox (“you gain the most influence by not
seeking influence; to be heard, first listen”) is very difficult to accept.
Paradoxes violate our comfort zone model of thinking, and thinking is
something in which consultants are—paradoxically—very emotionally
involved.

We cannot give up control. Most consultants desire control and dislike
being controlled. But a need for control conflicts with transparency,
collaboration, and client focus—three fundamentals of trust-based selling.

As long as a consultant believes the purpose of business development is
to get sales (engagements), trustworthiness is at risk. The key is to reframe
“sales” to mean the professional obligation of a consultant to help clients
envision an alternate, preferable reality and then to help them get there.
If we can see how things can be better for our clients, it would be
unprofessional not to point it out to the client. That, by another name, is
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selling, which can be done in a way that creates trust during the business
development process itself.

The Principles of Trust-based Selling

The only way to be trusted in consulting is to be trustworthy. Intent matters;
there are no shortcuts. You can use the business development process to
build trust by adopting the following four principles:

1. Client orientation for the sake of the client, not the consultant.

“Client focus” for the seller’s sake is the bogus focus of a vulture. True
client orientation means we seek to address the client’s best interests, in
the sales process as in all else. If that means another firm is best for the
client, we say so, knowing that in the long run we get credit from present
and future clients for being client focused for the client’s sake.

2. A medium- to long-term perspective.

Focus on the relationship, not the transaction. Perhaps we should say,
“The relationship is the client.” Acting with a medium- to long-term
perspective in mind also solves the usual sellers’ concern about the
economics of trust: It means the economics of a particular project or
transaction should be discussed in terms of fairness in the long run, rather
than in competitive terms. A couple in a marriage quickly compromises
on who takes out the garbage rather than belabor it to get the best deal.
There is much more at stake in a serious relationship than getting the best
deal in each transaction.

3. A habit of collaboration.

Business developers demonstrate trustworthiness by constantly involving
the client-to-be. Don’t speculate about what clients are thinking—ask
them. View the proposal-writing process as something that can be done
collaboratively rather than as a competitive exercise in putting the best
face forward. Value meetings over phone calls, and phone calls over
letters and e-mails. Practice putting all issues on the table for joint
discussion rather than negotiating from competitive positions.

4. A willingness to be transparent.

Nothing destroys client trust faster than the consultant who appears to be
withholding information or trying to control the client. When you don’t
know something, say so. When you haven’t got the perfect staff, say so.
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Be willing to be open about your pricing policies, leverage structures, and
even staffing procedures. What you lose in control over perceptions is
more than compensated for by the goodwill you get for being
transparent.

Trust-based selling is not a sales process model but a powerful way of
creating shared value for client and consultant alike. It is the application
of these four principles to whatever process model you happen to use, as
well as to the key aspects of business development: pricing, qualification,
branding, staffing, dispute resolution, project management, and cross-
selling

Addendum: How to Create Trust During Business Development

Write your next proposal sitting next to the client.

Instead of using FedEx or pdf files to submit your proposal, write it while
sitting next to the client. Bring all your required information, and ask the
client to do the same. Leave the room only when a joint proposal is
finished, one understood by all and representing the best effort possible
by one particular client and one particular consulting firm. Then detach
yourself from the results, knowing you’ve done your level best to help the
client.

Listen by paying attention.

A lot of what passes for listening in the consulting world is just waiting for
the client to finish talking so we can start looking smart again. And, while
we wait, we are thinking about what we are going to say to achieve that
goal. We camouflage it through a variety of behavioral techniques—
mirroring, head nods, and other nonverbal actions—but the fact is, our
thoughts are elsewhere. The myth of multitasking is just that. Sadly, our
clients know the truth when we nod knowingly (and absently) as they talk.

The most powerful way to listen is, very simply, to pay attention and to
drop all else from the conscious mind. This does not just mean put the
Blackberry away. It means stop thinking about what you’re going to do
with what you’re hearing and just be there, fully, to hear what your client is
saying. Period. Make listening a gift of your attention, not a skill you
practice to use on others.

Think out loud.


