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PREFACE: HOW THISBOOK WILL HELP YOU BECOME NEW-
BUSINESS DRIVEN

Thisis not arehash of some salesbook you've aready reed; rather, it was designed from scratch with
you in mind. Thisbook offers you a systematic approach to sdlling, one that has proved to be ared
winner for people who sall services (rather than tangible items).

| wrote this book to help you and other professional service providers avoid the pain and suffering |
experienced in the process of building my business. The skills and strategies presented will work for
any professiona service provider, including architects, accountants, doctors, attorneys, engineers,
consultants, and those selling professiond services for companies. Even those interested in changing
jobswill benefit from this book. | created it to show you how to become amaster of the art of salling
professiond services.

| wrote it for people who hate sdlling—as | do—but who haveto do it anyway.
Specificaly, in thisbook you'l discover how and whereto:

* Sdl more business by being a better qualifier, presenter, and closer

* Spot many more sales opportunities

* Outsdl| the competition in acompetitive Stuation

* Boost your closing percentage to over 90 percent

* Get buyersto dose themselves

* Find new businessright now
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*» Overcomethe pain of failure and rgjection (findly!)

* Write custom-designed proposals that the buyer will want to see and buy immediately

* Get beyond sdlling on fees

* Create custom-designed presentations that will win the sale for you

* Find out, specificdly, what the buyer's motives are without guesswork

» Get people to open up to you

» Determineif people are committed to action, and how to create that commitment

* Closethe sdlein away that's painlessfor you and the buyer (and invisible to the buyer, too)
* Stay motivated

» Emulate the ways in which the top business producers in the professions have built their practices
* Use the telephone most effectively

 Determineif people can do businesswith you, or if you're wasting your time

* Build persond chemistry, and have people want to buy from you

» Discover and influence the decision-making process

* Ligenin such away that peoplewill tell you exactly how to sdll them

And much more, including showcase dialogues to hel p you witness how these techniqueswork in redl
sdling Stuations.

Why Should You Read ThisBook?

That'sfor you to determine for yourself. After fourteen years of training thousands of consultants and
people from dl of the other professions, I've found that the ability to persuade someoneto buy isthe
greatest kill inthe world. In the end, it determineswho will makeiit to the top of hisor her profession.

After reading this book, you'll know more about selling professiona services than 99 percent of your
competition. | promise.

Wheat are your career goals? Thisbook will help you reach them.
Rainmakers and Divining Rods: Selling What You Don't See

New businessisthelifeblood of every professiona service firm. Some firms are going out of business,
being forced into mergers or bought
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out, or dowly disintegrating before the owners eyes because not enough new clients and new work
arecoming in.

Today, asthe founders and rainmakers of numerousfirmsretire (or hopeto), many seethat their
partners and staff smply aren't interested in or capable of growing the business.

Most firms were started and grown by entrepreneurs. Work was sold because it had to be in order for
the founder to eat. Often, these entrepreneurs did such agood job of bringing in work that they had to
hire others to help them with the workload. Customarily, those hired were not entrepreneuria by
nature, but technical—they became service providers because they liked the kind of work the
professions offered, not because they wanted to sell business.

The purpose of thisbook isto help you avoid some of the pain and suffering | and others have had to
endurein the process of learning how to sell professond services effectively. My god isto assst you
in becoming much more comfortable with and successful a what | consider the Greatest Skill in the
World. | hopeto give you amuch different perspective on what selling servicesredly is.

My Promise

If you diligently follow the suggestionsin this book, your sales successratio, based on the experience
of otherswho have done so, will improve to over 90 percent. Y our pain of faillure and fear of rgection
will be permanently removed. And you will produce agrest ded of new businessin avery short
period of time.

Why? Because thereis no theory in this book. Over the past fourteen years as a sales, marketing, and
client-retention consultant, I've had the good fortune to work with and get to know some of the best
business developers (rainmakers) in the professions. In this book, you'l learn, systematicaly, what
they and other highly successful business generators do to sall much more business than their
competitors.

First, Some Background Information

| hate selling—with apasson! However, | do like it when people buy my services. Have you ever
worked in aretail store?| have. Thereisadefinite differencein theway retall busnesses sl their
products as opposed to the way professiona service firms sdll their services. Besides having the
customer come to them, theretail salesperson has
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something tangible to show the customers. They can seeit, fed it, smell it, touch it! They can identify
the superiority of aproduct. Service providers who are sdling and marketing are at adistinct
disadvantage because they are not able to effectively show or present their intangible services.

After college, | worked in outsde saes, which was quite different than retail. In outsde sales, | had to
find customers who didn't necessarily want to see me. Worse, people tried to manipulate me, lieto
me, didn't show up for appointments, cancelled orders, and had bad credit. Face it, people treat
salespeople differently than they treat other human beings! | felt used and abused.

Sdespeopleface alife of emotiona ups and downs: the thrill of the sde, the agony of rejection and
feature. It'sthisemotional roller coaster that causes gpproximately eight out of nine people who enter
thefield of sdestoleaveit. | did, too.

After acouple of years of misery, | went back to school at night. In 1976, | passed the CPA exam. At
that point, | wanted to get asfar away from customers and sdlling as | possibly could.

But was| shocked! From the very beginning of my career in public accounting, | found out that not
only would | haveto bring in businessto attain the level of partnership, but | was sdlling every day!
CPAs—and other service providers—whether they realize it or not, are dways promoting their ideas
to the client ("I think you should consider doing something about this excess inventory you havelying
around."), to their bosses ("I need araise."), to their co-workers ("Can | please get thistyped?'), and
tothe IRS. Let'sfaceit: who makesit to the top in any firm? Those who bring in business!

In 1980, | went into business for myself. It dawned on methat salling wasakill, just like public
accounting and tax consulting. And, since | had become quite good at these ills, | felt that the skill of
selling aso could be learned and made easier. | bought every book and tape | could find on the
subject. | took al of the courses, read dl of the magazines. | was determined to learn how to sll.

The Greatest Skill

In November of 1980, | redized that selling isthe " Greatest Skill inthe World." Y ou may recdll that
that was when we eected one of the greatest salespeople of this century, Ronald Reagan, to the
presidency. It's generally accepted that he was not eected based on any specia technica expertise
that he had demonstrated as governor of



Cdifornia(whichisagood saling lesson for al service providers), but because we liked him better
than the other guy.

Mr. Reagan, you'll remember, |eft office with one of the highest satisfaction ratings of al time. Hewas
such agood saesman that George Bush was el ected president on something called "repeat business.”
That'sright: 80 percent of the votersinterviewed in the exit pollswho had voted for Reagan in 1980
voted for Bush. Y our clientswould kill for that kind of repeat business!

Using the Wrong System

Littlethat | read about selling worked for me. | wasn't positive, enthusiastic, or eloquent in the way |
gpoke or in my presentations. | had never been popular in school. My ideaof agood timeis being left
aloneto think and read—1 don't really careto talk. | didn't consider myself a"people person.” | was
an accountant and a consultant. Because of thosetraits, | needed to creaste amethodology that | could
fed comfortable with, and still get the job done.

| redlized that every "professond™ sdlling system | came acrosswasiinitidly developed to help
salespeople sdll tangible products, like office copiers, to purchasing agents and office managers. What
I'd seen and heard had basically been schmoozed up, given technical language, and made more
complicated. It seemed like those teaching "professiona sdlling” had basically exchanged theword

sal esperson for the word professional.

| was selling an intangible product, consulting services, to business owners, CEOs, and managing
partners of professona firms. Using theincorrect selling system was aswrong as hiring a corporate
attorney to defend you for murder inajury trid.

In selling services, you must redlize that people buy other people, not professond firms. Thereisno
copy machine or computer for clientsto see or touch. No matter what firm you work for, prospective
customers buy because of theindividuals who will be interacting with them—they have no other source
of reference.

Firmsthat are much more qualified to do the work, big-name firms, often lose to less competent or
lesswell known competitors because clients wouldn't know a good audit, piece of software, or legal
brief if it hit them in the face. Clients can only gauge results, and the way the serviceis ddivered. And
the results can't be evaluated until after the professiond is hired.

Therefore, instead of salestraining per se, | began to study those masters of the art of selling services:
physicians. Doctors don't s,



you say? Boy, have they got you fooled! Even though they don't ook like salespeople, act like them,
or put on flashy presentations, doctors are selling al of thetime. In addition to al of the unnecessary
surgery that is performed in this country, doctors are congtantly selling their patients on their
trestments.

| studied medica journds, interviewed physicians, and read articles on the way doctors conduct
patient interviews. Today, sdlling isvery different for me. Rather than me hustling to sell my services,
my prospective clients do much of thework, in aprocessthat is quite comfortable for everyone.

The Good News

In this book, you'll learn how to conduct a sales examination, a systematic approach that is often
much the opposite of the outdated and ol d-fashioned sales techniques created for salling products. It's
designed to have the prospective client do more of the work, be time effective, and be adjustable to
your own style. It will aso put you in total control of the sales process.

Itismy belief that we service providers have the best possible toolsto be highly effective bringing in
business (skillsthat only the very best sdlespeople have). All we need to do is enhance and shift those
skillsto a business-devel opment mode (see Exhibit 1).

A Special Request

Thisisnot aconventiona sales book. Many of the ideas may be new to you. My god isnot to turn
you into a salesperson but to help you become highly effective a closing more sales systematicaly and
painlesdy. Therefore, | request you to approach the contents of this book with an open mind.

Professonasare highly intelligent people. We also tend to be quite suspicious and critical. We're good
investigators and are generally dways|ooking for what'swrong. That's the nature of our work: Find
out what's wrong and fix it. In this book, look for what's right, instead.

Sincethis book was written for al people who sdll intangible services, the various sample
conversations included are drawn from anumber of different professons. At first glance, you may
think that there aren't enough examples for your particular situation. Please!
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USE YOUR ALREADY ADVANTAGES
| at Business Developmen

CONSULTANTS TOP BUSINESS
PRODUCERS

¢ Empetd il

*  Inquisitive and curious
by nature

: i

*  Persistent and Consistent

*  Accustomed to asking

questions —=Y
*  Nonthreatening
*  Trustworthy

*  Organized/systematic
L Perceived as business
experts

*  Already have powerful
contacts in community

*  Project oriented

*  Should know their clients’

hurts, ability to pay, and
decision-making process

Exhibit 1.
Shifting your professional skills to a businsss development mode.
Source:Copyright 1994 Allan S. Boress. All rights reserved.
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Look for the smilarities, not the differences. I've trained every possible kind of consultant, attorney,
engineer, accountant, interior designer, job hunter, and so on. What you will learn here works! Of
course, there are dways unique quirksin each professon, but I've found that this selling system applies
todl.

Beawarethat | have helped thousands of professona service providers become much more
successful a selling over the last fourteen years. Let me coach you, too. Using the tools and techniques
in this book, you have adivining rod, a point of departure leading to new business.

A Preview

To giveyou an idea of how the sdlling plan in this book works and to motivate you, | haveincluded a
copy of acommunication | recently received from aclient. The client isamanaging partner of aCPA

firm and the memo in Exhibit 2 is one he circulated to hisfellow partners. It describes how the sdlling

plan detailed in this book worked successfully in an actua Situation.

Study, enjoy, and sell more business!

MEMO
TO: Mike, Jerry, Randy, Gwen, Jim, Kris, Pete, Joan, Allan
FROM: MFS
RE: The Sales Technique

The following is an example of how we recently sold a client our ser-
vices. Had Pete and | not used Allan's techniques, we probably wouldn't
have gotten this engagement.

This company received our name from an existing client and called
us. Based on a couple of questions that | asked, the caller talked for
about ten minutes concerning his business. His comments were then
used to prepare expanded questions for our initial meeting.

Exhibit 2. How these techniques helped a professional sell more business.
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Inour initial meeting, we did very littletalking and alot of listening. The client probably talked for 80 to
90 percent of thetime. Hetold usthefollowing:

1. Hewas not getting any tax planning from his current accountant.

2. Hisgenera ledger was not being properly utilized.

3. Hisin-house bookkeeper had accounting and computer deficiencies.
4. Hewas not getting timely service.

Before we left, | indicated that we could begin work immediately. However, he wanted to know more
about our fee structure and wanted to receive aproposa. We walked out of there with afirm
commitment to spesk in two daysin order to set up our next mesting.

For the second meeting, we took the painsthat were expressed in the first meeting and designed a
four-step proposal to meet the company's needs. When we set up the meeting, however, we were not
able to be the last people in. Had we known the importance of being the last onesin, we would have
tried adifferent gpproach in setting up the meeting. During this meeting, we asked if there were any
additional questions and then did a quick review of our proposal. We again attempted to close the
dedl at that session, but he indicated that he was not going to make a decision for another three or four

days.

The new client caled usin four days and said that we were selected. He dso indicated that he wanted
to let me know why we were selected. His comments were asfollows:

1. We were not the most moderately priced firm that he had talked to; however . . .
2. Welistened.
3. Wewere the only onesto address his needs.

In summary, we took the things that we learned at the first meeting, since they were obvioudy his
pains, and structured our proposa accordingly. In my mind, thereis no doubt that we let this new
client sdl himself. Had we used our traditiond techniques, we probably would not have gotten this
company as aclient since we would have been perceived as no different than anybody else and since
our fees were not the lowest. :skr
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PART ONE—
PROFESSIONALSAND SELLING



1—
Why Service Providers Don't Sell M ore Business

Most service providers dose about 20 percent of the business opportunities they get, but they redly
could be dosing 90 percent or more. These service providers are losing this new business dueto their
ignorance, inertia, and inaction.

Most professionas don't understand sdlling, athough they may think they do. In order for you to
become more effective at selling professional services, let'stake alook at what holds professiond
service providers back from sdlling more work. These explanations reflect input from discussonswith
thousands of consultants, attorneys, engineers, architects, designers, accountants, and other
professionas over the last fourteen years.

"] Have No Timeto Sdll"

Chances are that answer spilled right out of your mouth! After al, who's got time to sell? We're
supposed to be billable—that's how many of us are compensated. When | first got started in public
accounting, my boss wanted me to be charged out 110 percent of thetime.

Indeed, lack of sparetimein oneswork day isthe foremost judtification for not bringing in more work.
Anditisavalid reason. After all, professionas aren't salespeople. Salespeople are supposed to be
gpending dl of their time sdlling and servicing their customers. We have work that must get finished.

Of course, the lack of time does give those not inclined to sdl ahandy excuse. In fact, there are very
busy professionaswho do find the time to sall, even during their busiest time of the year, because they
redly want to.



Thereisapart of every work day that is an absolutely perfect timeto sal more business: lunchtime!
For important psychologica reasonsthat I'll get into later, lunch isone part of every day that isusualy
spent alone or with one's partners or staff. Even during our busiest days, we usually find time to edt.
Why not invest some of those lunchtimes with clients, referrd sources, prospective clients? Not every
day, perhaps. Consider utilizing four-to-twelve lunches (or breakfasts or dinners) amonth to sell more
business. Chances areit'll be four-to-twelve times more than me great mgority of your competition.

" Personal Marketing SkillsAren't Required for Partnership or Advancement in My Firm"

Even in today's competitive environment, there are still some firmsthat promote staff who don't have
the dightest disposition to bring in business. In those cases, what the firm often winds up with are Saff
members earning partnership saaries without bearing the burden of contributing new lifeblood to the
firm.

Be careful about the message you are sending to your staff. Are they abundantly awarethat in order to
attain partnership or ownership they will have to prove that they can bring in business? Don't wait for
them to be motivated to do so once they are made partners. By then it could betoo late.

"1 Don't like Sdlling"

No fooling? Maybe that's one reason you became a consultant, engineer, or dentist. If you loved
sling, chances are you would have pursued a career in sales.

| hate sdlling. In thisbook you'l find adifferent way to sdll, one that won't turn you into a " salesperson”
and has been custom-designed for professona service providers.

"1 Don't Know How to Sell Myself Effectively”

We professiona s tend to be quite risk-averse by nature and only embark on those pursuits we fedl
confident about. My god isto give you the skills to be much more confident about your ability to sl
more effectively, immediately upon finishing thisbook.



"TherelsNo Novocaine for the Pain of Failure'
Areyou fond of failure? As professionalswe're not alowed to fail—or we could wind up getting sued.

Unfortunately, the message of "No falure dlowed" usudly permeatesthe firm a every leve, for every
function, including bringing in business. Professionalswon't take riskswherethereisalikely posshbility
they will be condemned for failure.

Insdlling professond services, one must fail to succeed. The more you fail, the more business you will
s, So, fallureto bring in business must be dlowed, and even actively promoted, to give professonals
the freedom to succeed a sdlling.

"1 Assume My ClientsKnow What They Need and Will Ask for It When They're Ready"

Many of us are reluctant to approach our clients about what we fed they need for fear of damaging the
relationship. Thisfear isnot without bas's; people, in genera, do not like being "sold.”

However, by not gpproaching clients for additiona work, we leave them wide-open to

interl opers—outsders who sometimes wind up getting the kind of work we could do just aswell. For
instance, your client may consult with an outsider asto what computer system to buy, yet who knows
the client's records and systems better than you?

By not being forthcoming with our clients when we should be, we are opening the door also to
outsiders who have their own coterie of professionasthey like working with. They can, and often will,
introduce competitorsto our clients.

In addition, when we're not proactive about suggesting other services, our clients businesses may not
be as hedlthy and successful as they should be. Maybe our clients would be less concerned about fees
if they made more money, too. We must be proactive to be successful. Don't assume your clients
know what they need; presume that they need what you think they do, and work from there.

"] Have No Set Action Plan"

Professondsliketo create lists, we need systems and action plans. Without alist of activitiesto
follow, we generdly stdl and do little or nothing.



Imaginetrying to accomplish a consulting engagement, ajury trid, or any type of professond service
without a plan of action; the job probably wouldn't run smoothly or be as successful asit could be.
The same holds true for accomplishing a persond saes plan.

Set goasfor the number of face-to-face contacts you will have every week with clients, prospective
clients, and referra sources. Start with three aweek. At the end of ayear, you will have had over 150
opportunities you might not otherwise have had.

"I'm Not Held Accountable”

In oneregard, we professonas arelike children. Unless we're held accountable by our firms, little
businesswill be devel oped except by those who are good at it and therefore enjoy it.

Those firmsthat have the highest participation by the partnership and staff in bringing in businessare
either blessed with acollection of people who are good at selling or their people actively hold each
other accountable for bringing in work. Some firms tie compensation directly to the amount of new
business brought in.

"TherelsNo Support or Recognition from the Firm"

Mogt service providers aren't motivated to change their behavior by money unlessit representsavery
materid part of thetotal compensation package. Firms have tried, and often failed, to motivate (usualy
staff) through bonuses or awards.

Fortunately, the professions generdly afford us acomfortable means of support. One important way to
motivate staff and partnersis psychologically. Make business devel opers the heroes of the firm.
Shower attention and admiration on them. Publicize their efforts generoudy.

"There AreNo Firm-Wide Goals"

If your firm doesn't have aset god for growth or new business brought in, any expansion will be by
accident. People like to participate in team efforts where everyone is on the same wavelength. They
need to know what is expected and wanted of them.

Oneof my clients, aregiona engineering firm, had stagnated for



years, but the principals couldn't figure out why. We discovered the problem was that everyone was
doing their own thing—the principas had never taken the time to organize the firm's business
development efforts or to set goasfor the next few years.

Once that was done, the goals were broken down per principa (partner), and each had apersona
marketing plan-of-action to help reach the gods. The firm goadsfor each year were publicized to
everyonein the firm and congtantly reinforced through al of the in-house newdetters and at principd
and staff meetings. In addition, each person carried his own god written on apiece of paper in his
wallet so he could refer to it constantly.

After only nine months, the firm had reached its first-year god of a 16 percent increase in business
over the previous year. This happened because everyone was on the same path: ashared goa that
was constantly emphasized to the entire staff crested the momentum, drive, and strategies necessary to
increase business.

"TheFirm LeadersDo Not Participate’

Sometimes, firms bring mein to work only with their saff to bring in more business. The partners
aren't interested; they consider business-devel opment to be beneath them.

Forget it! That approach doesn't work; partners must lead the way. Staff will follow the lead of the
managing partner and partnership asto bringing in business. If the partnersdo it and it iswell-
publicized (and expected), otherswill aswell. If the partners don't, nothing much will happen.

Diagnosis and Rx: Schedule a Daily Business Development Wor kout

In this chapter we have looked at € even reasons why professionals don't sell more work:
1. They havenotimeto sl.

2. Persond marketing skills aren't required for partnership or advancement.

3. They don't like sling.

4. They don't know how to sdll themsdlves effectively.

5. Thefirm doesn't provide any "novocaine’ for those who fail.



6. They presume clients know what they need and will ask for it when they're ready.
7. Thefirm has no set action plan.

8. They are not held accountable.

9. Thereisno support or recognition by the firm.

10. Thereare no firm-wide goas.

11. Thefirm leaders do not participate.

Perhaps I've missed some. The point isthat these are not acceptable reasonsfor failing to sell more
business. Theseare Smply "excuses' that may be holding you (and othersin your firm) back. You
must forget these, if you want to succeed.

Your Sales Prescription: The" | Hate Selling” Action Plan

* Even with your busy schedule, you must creste the timeto sell new business by meeting clients,
prospective clients, and referra sources for breakfast, lunch, or dinner. Set appointments today for the
next four weeks. Do not be afraid to set these kinds of appointmentsfor far in the future—your most
precious asset istime and you need to plan these mestings.

* Technica skillsare not enough anymore; to succeed in thelong run, you haveto bring in new
bus ness. Become committed, starting today, to being as proficient at selling asyou arein your
technicad and professond kills.

* You don't haveto like sdling, you just haveto do it. So, stop complaining and start doing! Y our
sling skillswill improve draméticaly with the tactics learned in this book.

* Believeit or not, asaprofessiond, you aready have the skills you need to be a great salesperson;
you merely need to apply these skills to business development.

* Intrying to sal more business, you will fail; nobody sells everybody. The sooner you accept this, the
eader it becomesto brush off regjection and move on to the next prospect.

* Dont assume your clients know what services they need and will ask for them accordingly; rather,
presume that you know what they need and make sure to discuss your recommendations with your
cients.

* Just as you would create aplan for completing ajob, use the same concept to create a systematic
action plan to bring in business. Make alist right now of people you should be talking to: prospective
clients, existing clients, and referrd sources.



» Make sure your associates and your firm hold people accountable for bringing in more business.
People who generate business should be well compensated and lauded as heroesin the office.

 Set firm-wide and individual gods. Publicize these goasto dl staff members and emphasize what
each individua must do to achieve these gods.

* Partners and principals must lead the way in emphasizing and carrying out bus ness-devel opment
efforts, because staff will only follow these leaders. If the partners aren't involved in bringing in more
business, nothing much will happen.



2—
The Eight Universal Traits of the Top Business Producersin the
Professions

When you want to learn anew skill, how do you go about it? Do you strive to "recreate the whed" or
solicit the advice of the average Joe? Or would you want to learn from someonewho is already
eminently successful inthat area?

Happily, | redized early in my quest to master everything important about the skill of selling
professond servicesthat | could learn alot from the people who were already doing it well. As| got
to know these powerful rainmakers, | found that they are dikein many ways.

Common Character Traits

The numerous rainmakers I've interviewed and worked with over the years are quite Ssmilar to each
other in several aspects of their persondities, although they're certainly not clones or typica
salespeople. Let's examine what persondity traits these people have in common and seeif those top
business producers you know share these attributes. Here are the eight common traits I've discovered
in the best business developersin dl of the professions.

1. They know that new business is the lifeblood of the firm. There are quite afew gurusto the
professons who travel the country telling people how to run more profitable practices. Often, the core
of their adviceisto make the busines smdler by cutting staff and the "less



desirable” clients. That makesalot of sense, marketing-wise, doesn't it? Isn't that what thefolksin
Detroit did in the 1970s and 1980s, especialy when the Japanese targeted the compact car market
and the vaue of the dollar plummeted in relation to the yen? Didn't Detroit decide to make fewer, but
more profitable, cars? And didn't the car makersfdl on someterribly difficult times doing that?

You seg, it seemslogical to consolidate your practice and eliminate al but the cream of the crop. But
when you do, you are aso cutting your market share, your word-of-mouth advertising, and your
influence in the marketplace. If you are looking to do |less business, then consolidation isagood choice
for you, because you can manage yoursdlf right out of business by consolidating.

Professonas are notorious for concentrating on profit margins and the bottom line, while ignoring the
top line or gross revenues. That can be great news for you—if you decide not to consolidate, but
rather to build up your own book of business. If much of your competition islooking to cut back,
you've got awide-open marketplace for yourself and a handful of others.

The top business producersin the professions know that nothing stays the same. Y ou're either moving
forward or moving back. To cut back on businessislike infecting the body mechanism with cancer—it
negatively affectsthe attitude of everyonein the firm and the hedlth of the business. Thisgenerdly
resultsin the eventual deeth of the entity.

New business provides enthusiasm and new learning. It creates new opportunities, alowing you to
keep the best people over the long term so that they don't leave and become your competitors. Sure,
it's harder to manage a growing practice than ashrinking one, and you're not going to want every piece
of new businessthat comesin the front door. But whoever said success was easy?

2. They are positive and optimistic with existing and prospective clients and with referral
sources. Thisattributeis generdly the opposite of many good professiona service providers, they tend
to be critical, negative, and skeptical—characteristics that help make them good at their jobs but can
hurt them in client relationships. The rainmakersin the professions have learned that they need to be
positive around their clients, but critical about the issues facing their clients businesses.

Prospective clients are much more attracted to positive people, because postive fedings rub off on
those around them. These fedings tend to give the clients a sense of hope, which they will greatly
appreciate!
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Sincethe very nature of the professionsinvolves|ooking for what's wrong and then fixing it, negatives
are considered good and positives are |ooked upon with caution. Consider the computer consultant
who discoversthe hidden glitch in her client'sinvauable computer operations—by bringing it to her
client's attention, she will be rewarded for ajob well done. Consider the accountant who discovers
employeetheft at his client's premises—again, the client would see valuein this discovery. However,
clients seelittle value in the pess mistic service-provider when there's nothing wrong.

At least 90 percent of al professionals I've met are critical and negative by nature. But thistype of
persondity does not attract prospective clients or keep existing clients happy most of thetime. It'sa
fact: People are attracted to positive people, and the true business devel oper understands theresa
timeto be pogtivein hisor her business.

Jll isatop producing partner a anationa law firm. Although she was handed alarge amount of
business when a partner retired three years ago, she has sincetripled it. She explains how she was
ableto do this "My dlients and future clients have enough problemsin their livesasitis. | go out of my
way to look for what's good about their business and personal situations, and tell them about that too.
Thisbooststheir self-esteem and makes them fed better about themsalves and about me astheir
service provider. My competitors don't even think of looking for anything beyond what's wrong. |
attract business because | give my clients and referra sourcesthe psychologica support and
reinforcement they often don't get at home or at work."

The good newsisthat this quality of the top business producersis one you can easily acquire. No
additional coursework or study is necessary—you merely have to decide that you want to be positive
and optimistic around your existing and prospective clients. Asa CPA and consultant, | used to think it
wasmy job to tell my clients constantly where they were messing up. Now, | make a conscious effort
to take amuch more positive gpproach in dealing with them.

3. People feel comfortable around them. Although they may strike terror in the hearts of those who
work for them, rainmakers—no matter how tremendoudy successful they are—have the ability to
make people they meet fed at easein their presence.

In the beginning, | thought that it would be very difficult to work for and consult with the managing
partners of professiona service firms—they're so successful! But just the opposite occurred: These
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powerful individuas have been among the nicest people I've met. They make mefed at home and
treat melikeroyalty. It'svery likely that this skill of creating acomfortable atmosphere is one reason
they rose to the top.

People generdly only hire and do businesswith people they like and are comfortable with. Also, from
asdling standpoint, it isthisvital skill of putting people at ease which prepares and dlows prospective
clientsto open up and tell the service-provider what the real issues are—how they can, infact, be
sold.

The good newsisthat thisisaskill you can develop; it will be covered in Chapter 6.

4. They laugh at themselves. One of my mentorstold methat sdling was merely hysterica activity on
the way to the grave. Rainmakers tend to put the proper perspective on sdling. It's not the end of the
world if they don't get the next client or sall the next project; they don't lose alot of deep over it. Sure,
you say, it would be easy to adopt this attitude if one was aready successful. Nonethel ess, they
adopted this attitude early on in their salling careers. It gives them the freedom to press forward
without ruminating on their defests (which are many if oneisactively sdling).

The good news isthat you can make the decision to adopt this attitude of the best business
developers. You can learn to laugh at your setbacks more often, if you want to.

5. They are very good listeners. Ever notice that you didn't learn very many success-oriented skillsin
school? Did you leam how to set god's and accomplish them? Did you learn how to maintain and
improve persond and business relationships? How to run asmal business? Did ingtructors even teach
you how to study? Probably not. Unfortunately, we were left to our own devicesto learn (or miss)
many of the skills necessary to be productivein the rea world.

School didn't teach us how to be effective listeners, either. Listening is one way rainmakers separate
themsalves from their competition; they give clients and prospective clients the freedom and space to
talk frequently, and about anything. It isthis behavior, which one usudly could expect only from one's
best friend or aloved one, that attracts other people to do business with them. Always remember in
sdling professional services, people buy other people.

The good newsisthat thisisa skill you can improve, and it will be covered in Chapter 6.

6. They're givers, not takers. The best business producers tend to be team-builders. They care
deeply about their clients and are con-
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cerned with how they can best serve them. They're not the back-stabbers one might expect from
someone who bringsin alot of business. They look out for the interests of those who work for them
and for their referral sources. They aim to give and keep on giving and then, perhaps, to receive.

When | frequent "networking events," it seems everyoneis out to get something for themselves. That's
not the behavior of many of the rainmakersthat I've met in Stuationslike that: They attend in order to
give, not to receive. They use socia opportunitiesto direct businessto their clients, to play
matchmaker for areferra source, or smply to help someone. They believe that what they give avay
they will receive back tenfold. It isthis giving attitude that attracts people to them, including

prospective clients.

7. They arerighteous believersin their ability to perform and the value of their services. There's
no other way to put it—the top business producers I've met are totally convinced of their ability (and
that of their staff) to do the absolutely best job for the prospective client. They believe that people who
don't select their firm to do the work are crazy!

It'sthis attitude that also often removes fee objections and compromises, because top producers
believe they are worth every cent that they are paid (and then some). Always remember that you are
paid in direct proportion to what you believe you are worth.

Much of our communication is nonverba. Often, it's not what we say that comes across most strongly;
rather, the prospective client will most likely pick up on what we fedl and unconscioudy project.

Rainmakers sell more than their competition because they are more confident about the servicesthey
and their firms perform. If the seller is unsure, the buyer will easily pick up on this, causing the saleto
belost asthe buyer becomes afraid of afailed project. If the rainmaker is not confident about his or
her ability to perform a particular service, he or she will bring dong an expert to the meeting who is.

Thefirst sdle you have to makeisto yoursdf. Y ou have to believe and be sold first. Y ou have to be
100 percent convinced that, if you werein the buyer's shoes, you would buy the proposed service at
the offered fee. The good newsisthat you can become more confident about and more successful
with what you haveto sdll. I'll discuss how later in the Rx section of this chapter.

8. They enjoy what they do and the people they work with. The best business developerslove
what they do and wouldn't changeiit for the world. Of course, some might prefer to work fewer
hours—because they tend to have alarger client load than those who don't bring in
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much work. But, overal, they are happy in their vocation and with their co-workers.

It'sadmost impossible to sall work that you don't want to do or will have to perform with people you
don't like. The good newsisthat this characteristic of the best business developersis under your
control aswell. Y ou have the power to take anew and fresh look at your work and decideto like it
and gppreciate it more.

Diagnosisand Rx: Become a Fit Business Developer

In this chapter | have discussed the universal traits of the top business producersin the professions.
Remember: the more you emulate the characteristics of these rainmakers, the more likely you areto
sharetheir success.

Review thesetraits and try to adopt and adapt them in your professiond life:

* They know that new businessis the lifeblood of the firm. As| stated in Chapter 1, there are no
acceptable excuses for not sdlling business. In these competitive times, you will never reach ahigh leve
inyour professon unlessyou are ableto bring in new work. So, accept the fact that sellingisa
necessity, and gpply yoursdlf to getting the job done.

* They are positive and optimistic with existing and prospective clients and with referral
sources. Useyour critical skillsfor unearthing client problems, but make an effort to be positive and
optimigtic in your client relationships. Clients are people too—they don't want to hear only the bad
news. Here's a practice pointer for you: When meeting with clients to update them on their Situations,
make yoursdlf use a"good news, bad news' format—al ong with the bad news, give them the good
news (find some!). The more you look for the silver lining, the easier it will be. Someday, you may
even find yourself giving good newswithout bad news—that's okay! Y our clientswill appreciate your
positive attitude, and it will lead to more business.

* People feel comfortable around them. Although they are successful and powerful, rainmakers
have away of putting people a ease. They are gracious and see others as human beings, not just as
numbers or machinery. They make othersfed important—without licking their boots.

Try to think of Stuations where you felt comfortable; what
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sort of treatment put you at ease! Wasit the environment? The attitude? Probably some of each. Do
your best to treat people well and to make them comfortable with you.

* They laugh at themselves. Top producers are very dedicated and earnest about the qudity of the
work they do, but they don't take themsalvestoo serioudy. Every time | talk with successful service
providers about their office environment, they invariably say something like, "It'sagreat place to work.
Everybody works hard but has fun. We give alot but get alot in return.” Thisattitude isvery
conduciveto bringing in business. So, remember to lighten up and laugh at yoursdf oncein awhile;
have somefun. That demeanor will serve you well with internal and externa customers.

* They are very good listeners. The best business producers listen much more than they talk. They
know that by being quiet they'll Ilearn more about other individuals and their needs. Also, clientsand
others grestly appreciate being listened to, which helps establish agood relationship and leads to more
business. If you do more than 20 percent of the talking in asalling Situation, you're doing something
wrong. Y ou must do whatever it takes to keep yourself from dominating the conversation. Instead of
blabbering away, ask relevant questions, and then Sit back and take notes while the client gives you the
information you need to makethe sde.

» They're givers, not takers. Y ou might think that the most successful business producers are focused
on"What'sinit for me?' Actudly, the oppositeistrue. These rainmakerstend to be deeply concerned
about the best interests of their clients, referral sources, co-workers, and people in genera. For
example, when they attend a networking function, they tend to focus on finding business for their
clients. Thisattitude brings them great rewardsin thelong run.

Try to focus on how you can enrich the lives of others. What can you do to make life better for your
clients, co-workers, and so on? If you adopt this giving attitude, prospective clients and others will
naturaly be drawn to you, and your practice will thrive.

» They arerighteous believersin their ability to perform and the value of their services.
Rainmakers are supremely secure in the knowledge that they can get the job done well, and this
attitude comes across as they relate to others. Most communication is nonverbal, so it's not necessarily
what they say that expresses this confidence and ability. That'swhy it's so important that the
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first sle you make be to yourself: you must be 100 percent convinced that if you werein the buyer's
shoes, you would buy the proposed services at the offered fee. If you have sold yoursdlf, your
certainly and self-assurance will intringcaly help you sl otherstoo.

Heré's an exercise I've used successfully with thousands of professionals just like you. Stop what you
are doing and write down twenty-five reasons why people must do business with you. Forget reasons
like"good service." Everybody saysthat. Instead, be specific by considering the successesyou've

hel ped provide your clients or employersin the past.

Use the REVRB (pronounced reverb) method to fully discern your value and to have your clients see
it too. Write down your twenty-five reasons with respect to:

* Relationships. The nature of the rel ationships you have with your dlients

* Experience: Y our experiencein their industry with businesses or stuationsliketheirs
« Vadue: Thevaueyou provide

* Reaults: Theresults you helped them producein their businesses

* Business: The ways you've hel ped their businesses grow

Thisexercisewill sdll you on the value of your services, and it's the foundation for sales presentations
that sall. (I'll discuss presentationsin depth in Chapters 10, 11, and 12.)

* They enjoy what they do and the people they work with. The best business developerslove what
they do and wouldn't change it for the world. I1t's almost impossible to sall work that you don't want to
do or will haveto perform with people you don't like. So, take afresh look at your work and office
environment and decideto like it and appreciate in more. Change whatever you need to in order to
makethispossble.
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3—
Selling Ain't Marketing—But You Need Both to Survivein the 1990s and
Beyond

Last year, | conducted some full-day programs for a professional association on the campus of aloca
college. Wandering into the campus bookstore, | found a handsome marketing text filled with four-
color glossies; it was approximately 400 pages|ong. Since the copyright was the current yesr, |
presumeit was state-of -the-art—it certainly looked it. Guess how many of the 400 pages were
devoted to the marketing of professiond services. 200? 150? No—just one. That'sright, one whole
page was dedicated to marketing professiona services. And the authors idea of professiona service
firmswas credit card companies and airlines.

A Little Background

The art of marketing and sdlling professona servicesisardatively new one. Although professonds
have aways had to market their services because of the transactional nature of their business, it isonly
inthelast fifteen years or so that the professions have been dlowed to actively promote their services
viathe mediaand through active solicitation of prospective clients. Procuring clientsis now an open
fidd, limited only by onesimagination, time congraints, drive, and budget.

A lot of mistakes have been made in marketing professona services. Many firms till market and sl
their services asif they were
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tangible goods, like computers. Unfortunately, it's not that easy. In saling and marketing services, there
isnothing to see, fed, taste, or smdll.

All we have to market and sdll as professionasis oursaves! No matter what firm you work for,
people buy other people; they buy the individua s they interact with. This explainswhy we sometimes
lose businessto less-qudified firms. It dso explainswhy you don't have people ordering your services
over the phonewith their credit cards. Do you get alot of wak-in traffic?

It'simportant to create a distinction between marketing services and salling services because they are
very different in purpose. We don't want to expect results from marketing that can only be
accomplished through active sdling.

Marketing Defined

Heres my definition of marketing professond services:

Marketing isanythinghat puts you in front of someone you want to do business with.

This perception frees you to be cregtive; it recognizes that any contact you have with clients,
prospective clients, and referrd sourcesis marketing. The only marketing | have ever found that works
on aconsstent basisis persona marketing. All the fancy brochures, ad campaigns, and even TV
commerciasthat you see can only act as an adjunct and a support to effective persona
marketing—not as a replacement. And good marketing can only provide the opportunity; people till
have to be sold by a human being.

Many service providers have become disenchanted with marketing because they expected businessto
increase substantialy if they smply hired amarketing director, advertised, distributed handsome
brochures, and/or sent direct mail. These techniques work for products, like soup or television sets,
but they aren't effective for services. Sadly, all marketing can be expected to do is provide the
opportunity. If marketing guaranteed sales, you wouldn't need to read thisbook! All you would have
to dois set asde acertain percent of gross revenues for advertising, and you could expect agood
return on investment.

I've seen professiond service firmswaste tens of thousands of
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dollars (in oneingtance, over amillion) on seminars and other marketing efforts with no results at l.
That'swhy sdlling is so important.

What Selling IsNot

Heréswhat sdling isnot: Sdlling is hot convincing someone to do something. Have you ever tried to
convince someone to do something? How effectiveisit? Are you married? Do you have children?|
rest my case.

You see, insdling, asin physics, for every action thereis an equa and opposite reaction. One of my
mentors taught me that you cannot convince anyone to do anything; they have to discover it for
themsalves. Y ou cannot convince anyone to buy something, either. They have to seethe valuefor
themselves and want to buy for their own reasons.

Y es, you can drive people crazy over aperiod of time by pestering them, and they may eventuadly give
up. But they will usualy resent you for it and often will back out of their commitment. Thisisnot avery
time-efficient or effective approach!

Sdling is not talking either. Some people think that the more you talk to someone, or at someone, the
more likely they areto buy. Please absorb this early on: People couldn't care less about what you have
to say! People care most about what they have to say. The problem isthat most people who sell don't
give prospective clients the opportunity to talk because they think that selling istalking.

Selling Redefined

Herearefour definitions of sdlling that I'd like to review with you. They aredl different, but they work
together nicely. | request that you put aside your aready existing beliefs and opinions and maintain an
open mind, because these definitions work:

1. Technically, selling is what we do once we arein front of a prospective client. Marketing gets
usthere; selling is our behavior once were there.

2. SHlingisjust a conversation. That'sright, selling isjust aconversation, Smilar to many other
conversations you have during the day. One of the reasons professionas are held back in their selling
ability istheir fear of the sales process. I've discovered that selling isakin to
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many chats you have every day. However, instead of thetitle of this conversation being " Sports' or
"Reationships” ifs"The Posshility of Doing Business"

3. Sling isa sorting process. That'sdl sdlingis—it'sasort. In sdling, dl you want to do is sort the
yessfrom the no'sas quickly, effectively, and painlessy as possble.

Y our god isto sort those people who will do business with you from those who will not. Some will fall
intheyes pile, somewill fal inthe no pile. That's okay; nobody sells everybody. Even Rondd Reagan,
"the Great Communicator,” did not get everyone'svote, and relatively few people drive Chryders
despite the efforts of the best salesperson in that business, Lee lacocca

Marketing provides the opportunity to get in front of progpects, and selling is the manner in which you
determine which of them will become your clients. In a sense, marketing isthe strategy that will bring
you the opportunity for more business, and sdlling isthe tactic that—employed properly—will actudly
grow your practice.

4. Sling isan examination. In keeping with the andogy of the physician asthe idea role mode for
being effective a sdlling, | would like you to begin looking at selling as more of an examination of
someone's ability to buy rather than anything ese. In thisbook you will learn how to "examine' a

prospective client.

It took me along timeto figure out, but | findly redized that al of the people who had done business
with me over the years possessed certain qualifications. In each instance, there were certain
determining factors that had to exist for me to makethe sde.

In every sdlling Situation you were ever in, in every sae you've ever made, the prospective client
displayed certain characteristics and abilitiesthat facilitated the sale.

| discovered that if these quaifications existed, or if | could facilitate their being—based upon my
examination of the sdlling Stuation—the result of the sale had very little to do with my ability as sdler,
and my dosing percentage of successwasway over 95 percent (remember, nobody sells everybody).
If there was an exception to my sdlestest, the sale couldn't be made.

This discovery made mefed quite good. It removed so many of the fedings of fear and rgection | had
suffered in the past when people told me no. | knew that my job was now to effectively test the selling
Situation to determine whether prospective clients were qudified, whether they had the ability to do
busnesswith me. If | did agood job of testing the selling Situation and they didn't buy, | could dways
trace the reason to an exception on my sales examination.
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Don't be concerned if thisis confusing; Part Two will guide you to the successful implementation of the
sdes examination tests.

Diagnosisand Rx: Understanding What AilsYou Will Lead toa Cure

* The need to market and sell isrelatively new for professonas. However, don't fool yoursdlf into
thinking that your skillswill sdl themselves; in this competitive marketplace, persond marketing and
sdling are absolutely necessary in order for you to survive and thrive in the 1990s and beyond. Y ou
must learn how to wisdly invest your marketing budget (another necessity) and how to close more
business. By reading this book, you're well on your way.

» Marketing isanything that putsyou in front of someone you want to do businesswith. Thisincludes
such things as advertisements, sending relevant articlesto clients, seminars, being involved in business
and socia groups, volunteer work, and so on. The most valuable marketing is persona
marketing—anything that putsyou in direct contact with aclient, potentia client, or referral source,
because when purchasing professiond servicesthe customer or client isredly buying you. The
personal contact you have with important individuas grestly expedites and facilitates the buying
process. That is, the more targeted people you meet (target individuasin the industries and income
levelsyou are most comfortable working with), the more clients you are likely to have.

» Technicaly, sdling iswhat you do once you arein front of a prospective client. Selling can al'so be
thought of asa conversation (wherethetopicis"The Possbility of Doing Business') and a sorting
process (you're merdly sorting the yessfrom the no's). Findly, sdling isan examination; atest of a
prospective client's ability to do business with you. Note that none of these definitions require you to
change your persondity in order to sall more business; it'simportant that you be yoursdf in asdling
Stuation. However, you must dso learn and follow an organized sdlling system in order to get the best
results.
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4—
The Three Biggest Mistakes Professional Service Providers Make—and
the Easy Way to Avoid These Costly Blunders

Over theyears, | have observed the mistakes of many professiond service providersin sdlling
Stuations, that is, in Stuations where they were trying to acquire anew client or engagement. Let's
examine the three most common and critica errors professional s tend to make when sdlling. If you can
learn to avoid these errors, your sales effectiveness will improve dramatically—your dosing ratio
should sky-rocket to amost 100 percent.

Mistake 1—
They Don't Know When the SaleIsMade

Ever tak yoursdlf out of a sale? Have you walked out of asdlling situation thinking you had anew
client, but nothing ever transpired? Who hasn't?

Heresthe single biggest mistake professonals make in the selling Situation: They don't know when the
sdeismade, and they either neglect to secure adecision from the client or they keep gabbing and
wind up talking themsalves out of asde.

Professionals who wouldn't dream of approaching a project or
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task without awork plan, find themsaves ad-libbing or going with the flow to make the sde. They
alow the prospect to control the selling process. They often leave the sdes interview without knowing
where they are because they don't know where they've been and have no clue asto what the next step
isto get the engagement.

Following a specific systematic sequence and controlling the steps through this processisvitd to your
successin acquiring new clients and getting more business from existing ones.

Sdling isamatter of timing. Prospective clients haveto be "closed”; that is, agreements have to be
findized when the progpective clients are positive and most inclined to do so. If the engagement is not
secured, even by a handshake, when the prospective client is positive, there is only one way they can
swing when you leave: negative.

Utilizing asystemattic approach to salling and conducting asales examination iscritical. 1t will tell you
whereyou arein the sales process and inform you if and when to close the sale or secure
commitments

Mistake 2—
They Assume Answer s Rather Than Ask Questions

Today's professionals seem to have the solution to every business problem., In fact, many firmsno
longer merely offer plain old consulting or other professiond services but instead are in the business of
"providing business solutions.”

Unfortunately, most professionas monopolize the precioustime they have in front of a prospective
client with their repartee, often only alowing the prospect to listen (whether or not it'sinteresting). I've
seen many professiondstry to tell the prospective client the solution before they have adequately
diagnosed the problem.

Professional's need to ask many more questions to ensure a complete understanding of the prospect's
perspective. They need to take the conversation out of the intellectua and into the emotionad, because
people buy for emotiona reasonsfirst and then justify their decisonsintdlectudly (moreon thisin
Chapter 7). If other professondswere held liable for their solutions as often as physicians are, liability
insurance premiums would skyrocket!

In sdlling professiona services, people buy other people. Also, prospective clients care less about
what you have to say compared to what they have to say. Thismay not be your opinion on the
subject.
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Y ou may believe that the more information and expertise you bestow on prospective clients, the more
likely they areto buy. Although this might be true at times when dedling with other consultants and
professondls, it is definitely not true most of the time when dealing with entrepreneursand
businesspeople. They aren't interested in the endless details; they only want the job doneright. The
exception occurs when they are not true buyers after dl, but merely interested in tapping your brain for
free so they can givetheir existing service providers your great idess.

Thereisatime and placeto offer solutions, and it does not come early in the sdlesinterview.

Mistake 3—
They Plead for the Businessand Often Wind up Giving It Away Unnecessarily

Do dl prospective clients buy gtrictly on price? Ashard asitisto believe, evenin today's difficult
economic climate with competition never greater, more people than you think buy the servicethat is
not the cheapest.

Many service providers, usualy because they aren't very successful at selling, often find themselves
hoping, wishing, and even begging for the opportunity to just show their expertise and then maybe
make asde. Some even do this by offering free engagements.

Thisisunlike the highly successful professiona who views her time as extremely vauable, is confident
in her firm's ability to do thework, and is not interested in every progpective client that comes along.
The best business devel opersin the professions are sl ective about who they do businesswith and the
type of work they do—even when businessis down. They redlize their services have merit and expect
to be paid in accordance with that value. This attitude does not come from being successful but rather
causes success—because peopl e like doing business with people who are successful. Progpective
clients often back away from the service-provider who needs the business so badly that he cutsfees
over and over again.

The Physician As Role M odel

| had adifficult time accepting the role of salesperson for professona services. For some reason,
sdling has away's been unpleasant to me.
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| certainly don't like salespeople in generd, nor being pressured, told what to do, or "sold."

| do find that | like helping people and "prescribing” answersto their concerns. Therefore, | adopted
the physician asarole model. In order to be more successful at selling professona services, and to
ease the pain and suffering of failure and rgjection, Start looking at yoursdlf asa'business doctor” (see
Exhibit 3).

Do doctors look like salespeople? Do they act like salespeople? Do they give presentations? How
would you fed, and what would you do, if your doctor started selling you? Probably leave!

That's one of the beauties of thisandogy. Many doctors are highly successful at selling additiona
servicesto ther existing patients and to new patients without looking, acting, or sounding like

NEVER SELL.....

BE A DOCTOR INSTEAD!

Exhibit 3.
The physician as role model.
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sdlespeople. That'swhat aidstheir credibility! They are low-key and nonthreatening. They ask
guestions, perform tests, and prescribe solutions.

But the patient comes to them, you say? Some of us remember when doctors still made house calls.
And you or your firm have had prospective and current clientsvisit your office who sill weren't sold.

Do you go to the cheapest doctor in town? Of course not! Then why do we expect clientsto beat us
up on fees? If we approach the client relationship correctly, we are their business doctors. Many of
your clientsfed their businessistheir baby that sometimes takes precedence over their family and their
personal hedth. So why shouldn't they pay accordingly?

Thefirst sale you have to makeisto yoursdf. Thereis something about the medica professon, the
legd profession, and the respective learning programs and processes that imbue physicians and
attorneys with the philosophy that "I am worthit! My services are valuable!” Most of usweren't
mentdly prepared like that in school.

Y ou will never be paid more than what you think you are worth.
Avoiding the Pain and Suffering of Rejection

We can use physicians asarole modelsin helping us sell more effectively by being detached
emotionaly from the sales process. To be more successful at sdlling, you have to guard your sdif-
esteem judicioudy. Y ou must keep your spirits up, or you won't be successful.

The good physician has a caring-but-detached attitude toward her patients. Sure, she wants her
patientsto bewell; it's part of her professond pride. And her patientswill speak highly of her when
she cures them. But do you think doctors spend alot of time worrying and besting themselves up
when their patients don't follow their recommendation or "buy"? Of course not—they'd go bananas.
Thismay explain why thereisahigh incidence of suicide among psychiatrists— those who can't remain
detached become depressed and unhappy, too.

Detachment isavery vauable lesson you can learn from doctors. If your client is"well"—if he doesnt
think he has a problem—no maiter how often you tell him what his problemis or how convincingly
through e oquent presentations, he won't take action. If he does not fed the hurt himself, nothing can

happen.

All you can do is be agood business doctor and perform your examinations and tests to the best of
your ability. Thisatitude will
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make salling much easier, increase your closing percentage, and alow you to charge and receive
higher fees.

Diagnosisand Rx 1—
For Healthy Sales, Avoid These Three Mistakes

» Mistake 1: They don't know when the sdleis made. Many professionalsdon't realizewhen the sdeis
made. So, they either leave the sdlling Situation before getting a commitment or they keep on blabbing
away and talk themsalves out of asale.

This mistake can be prevented if you go into asdlling Stuation with a systematic plan that details what
should occur at each step of the process. Since sdlling isamatter of timing, agreements must be
finalized when the prospective clients are most inclined to do so. If you use the sales examination
prescribed in this book each time you attempt asae, you'll know exactly what needs to happen and
when it needs to happen. Using this plan, you'll dways know if and when to close the prospect.
(Chapter 5 details one such sales plan).

» Mistake 2: They assume answers rather than ask questions. Today's professionas seem to have the
solution to every business problem, and they want to share it with the prospective client as soon as
possi ble—often before they've actudly taken the time to discover the red issuesinvolved.

To sall more business, you need to ask more questions. When you've secured an appointment with a
potentia client, don't monopolize the conversation by chattering on about what you know and your
brilliant solutionsto their problems. Instead, take the time to ask questions and redlly listen to what the
prospect hasto say. Even if you wereright in thefirst place about what was wrong, taking thetimeto
listen to the prosgpect will provide you with much more information and improve your working
relationship. Thereisatime and place to offer solutions, and it does not come early in the sdles
interview.

» Migtake 3: They plead for the business and often wind up giving it away unnecessarily. Y ou may find
this hard to believe, but many prospective clients do not buy strictly on price. If they see superior
benefitsin working with you, they will pay morefor your services.

Thetop producersin the professions are selective about who they do business with. They redlize their
services have merit
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and expect to be paid accordingly. This attitude is attractive to prospective clients—they prefer to
work with someone who is dready successful.

Don't make a habit of cutting your feesto attract more clients. By lowering your prices, you are taking
vaue away from your work. Instead, focus on making your services more val uable and uniqueto the
prospective client; maintain an attitude that you don't need the business (you'd like the businesson
appropriate terms, but you dont need to get it in order to survive). By the way, evenif you do need
the business, having an attitude of successwill serve you better than an gppearance that you're begging
for business (which person would you rather buy from?)

Diagnosisand Rx 2—
Act likea Doctor and Be Cured

* Doctors are good role models for successfully selling professional services because they are highly
successful at selling additiondal servicesto new and exiting patients without ever looking, acting, or
sounding like salespeople. They are low-key and nonthreatening and have tremendous credibility.

Think about your last doctor vist. How did the physician tak to you? Did you end up buying more
than you thought in the way of products (x-rays, tests) or services (additiona visits, therapy)? Did you
fed like you were being sold?

* Y oumay fed more comfortable with "prescribing” than selling. Like doctors helping their patients,
service-providers are in the business of fixing problems and diminating pain (the prospect's mental
anguish and gtress). Think of yourself as adoctor next time you're in asdling Situation, and conduct
your "patient interview" accordingly. Just like doctors, we are experienced at performing tests,
diagnosing problems and concerns, and offering solutions. But—Ilike a doctor who fears

mal practice—remember not to prescribe any solutions until you've heard everything the customers
have to say and are sure, based on their explanation, that you understand what the real problemsare.

* Doctors have the right pergpective on fees: They truly believe their services are valuable and that they
should be paid accordingly. Act like asuccessful person, and you will betreated like one. Be
confident about your abilities, and project this confidence to the people you meet. Remember: Y ou will
never be paid more than what you think you are worth.
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» Physicians have a caring-but-detached attitude toward the selling process. Y ou can sell more
effectively and maintain a better attitude by being detached emotionaly from the sales process. When
doctors give advice, they hope patientswill follow it. However, if the patients don't, the physician can't
worry about it. If patient X doesn't quit smoking, his doctor isn't going to take that as a persona insult.
The doctor gave his best advice; it's up to the patient to follow it.

Y ou should apply this caring-but-detached attitude to your salesaswell. In sdlling, you truly want to
offer your clients and prospects the best services. But, if they turn you down, you can't takeiit
personaly; it hasvery little to do with you and alot to do with them.
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PART TWO—
THE SALESEXAMINATION
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5—
Conducting a Sales Examination: The Six Diagnostic Teststo Determine
Whether a Client I's Sold 90 Percent of the Time

Onthefirst day | worked in public accounting, when | arrived at the client's location, the manager on
the job reviewed his audit program with me. An audit program is aseries of tasks, examinations, and
tests performed in a certain order to produce a specific result. This systematic process put the
manager in control of the engagement.

When | firgt started sdlling professiona services, | practiced a somewhat haphazard process. Basicaly,
| tried to get peopleto like me, | asked afew questions, told them what | did and how it could help
them, and | asked them (sometimes, when | wasn't afraid) to engage my services. Then, | would be hit
by dl sortsof stalls and objections (Y our fees aretoo high,” and so on). | felt that the sales process
wastotally out of control, and | wasn't very successful at securing new clients. | was depressed.

But, being the good auditor that | was, | analyzed each sdles cal by reviewing what went wrong, what
was missing, and what was said (or not said). My first discovery wasthat | was lacking many eements
of asuccessful sale because | forgot to cover certain important items, like fees or the decision-making
process. Maybe you've had asimilar experience after asalesinterview: "Gosh, | forgot to ask them
when they'd planned on doing something!™
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Asan accountant, | hated to make mistakes or be out of control. | realized that if | conducted each
sdesinterview following an outline of al of the important points that needed to be covered, | might be
more successful at salling. And, if | discovered and addressed those stalls and objections (reasons for
not doing business) early on in the process, | could save myself alot of timeand grief. So, | decided to
write an action plan that | would follow every time | wasin front of a prospective client.

Was| surprised! The very first time | followed the plan, covering al of theimportant bases, | secured
anew client! Using this gpproach, my closing ratio quickly zoomed to 70 percent of the peoplel
interviewed, to over 90 percent of the people that passed some of my tedts.

As| monitored my sales progress, | noticed that people would not become my clients unlessthey had
certain characteristics, unless they passed certain tests. Those people who didn't become my clients
faled the tests and therefore didn't "qudify™ to be my clients. No matter what | did, beit elaborate
forma presentations, articulate and detailed proposals, lobbying, or follow-up, if the prospective client
couldn't or wouldn't pass my salestests, | wouldn't get hired. And whether | was engaged or not had
little to do with me and more to do with the prospective client (thereby removing the fedings of failure
and regjection). Thus, the sales examination was born. | hope you will utilize the tests described below
inevery sdling Stuation.

The Sales Examination

Thefollowing isan overview of the steps needed to conduct asaes audit. Detailed ingtructions for
each step are in ensuing chapters. If you perform the audit to the best of your abilities, and your
prospective client passes the examination, you will have a sale approximately 90 percent of thetime:

Step 1: Test for Persond Chemistry

Step 2: Test for Emotiona Needs, Wants, Desires, or Musts

Step 3: Test for Commitment to Action

Step 4: Test for Ability and Desire to Pay

Step 5: Test for Knowledge of the Decision Making Process and the Ability to Influence That Process

Step 6: Test to See If aPresentation or a Proposal |s Necessary, and Determine What 1t Should
Look Like
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If the prospective client passes these tests, we are then in aposition to go to the final two steps:
Step 7: Prepare a Custom-Designed Presentation and/or Proposal

Step 8: Findize the Agreement

How the Steps Must Progress

In this systematic selling plan, each step must be completed in order. If astep does not go well, it may
be your cue to cease that sales examination and go on to the next prospect.

Fulfilling Step 1—
Test for Personal Chemistry

Tofulfill thefirst step, you need to have good persond chemistry with the buyer. Few saes of
intangible professional services are made when buyers and sdlers don't hit it off. The client wants
someone she can relate to, fed comfortable with, and even like.

Conversdly, the physical item itsdlf drivesthe sdle of atangible piece. Y ou could be madly in love with
the car salesperson, but if he doesn't have what you want on the lot or can't get it, you'll go someplace
ese

If you can't achieve good chemistry with the prospective client, you may aswell save your time and
stop the sdles cdll right there. And that's okay; nobody hitsit off with everybody. It may be wise at that
point to turn that person over to someone else who may be able to develop arelationship with the
prospect. Usudly, however, if you follow the methods of establishing chemisiry as taught in this book
(learned from the top business producersin dl of the professions), you will hit it off with the vast
majority of buyersmogt of thetime. In thelast fourteen years of sdling in this manner, I've only failed
to develop some kind of chemidtry five times—out of approximately 1,500 sdesinterviews.

Please remember that chemistry can be as much as 50 to 80 percent of making the sale. Y ou can be
the greatest technical geniusin the entire world of your profession, win the Nobel Prize, be published
in an gppendix to the Bible, but if people don't fee comfortable or like you, you till won't get the
business.
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Reaching Step 2—
Test for Emotional Needs, Wants, Desires, or Musts

Once you have achieved a good chemistry with the prospective client, you need to proceed to second
base. | cdl dl of the needs, wants, desires, or musts "hurts' or "aches," because those are what a
physician would be testing for.

Most salespeople never find out where it hurts. They'relooking for "hot buttons' or some other such
nonsense; these things exist only on the surface. Y ou'll be searching alittle deeper, under the skin. In
Chapter 7, I'll show you specific waysto find out whereit hurts. I've never read another book or
listened to atape that explains how to do this specifically and diagnostically. In order for you to
proceed, these emotional needs, wants, desires and musts have to exist in the buyer.

Step 3—
Test for Commitment to Action

But you must also attain Step 3, because some people who have hurts are merely complainers. You'll
learn how to do that in Chapters 7 and 8.

If your prospective buyer doesn't have any hurts and/or they aren't committed to action, you should
stop the sales call—and that's okay, because nobody sdlls everybody.

I've discovered that these first three stepsredly drive the entire sde. If you can truly grasp and
administer these steps, your closing ratio will skyrocket. And Steps 2 and 3 prope the remaining six
seps—if they are applied effectively.

Getting to Step 4—
Test for Ability and Desire to Pay

Onceyou are satisfied that the patient does indeed have symptoms that need to be treated, and that
they want to be cured, you can advance to Step 4. Thetimeto test for money isright after you find out
whereit hurts. People have atotaly different capacity for listening to "whet it'sgoing to cost" when
they've redized what their hurts are and know that they want to fix them. Stalls and objections vanish
into the air when you discuss fees at thispoint in the sales call.

If the prospective client doesn't passthistest, you should end the sales call.
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Closing the Sale: Steps5 and 6

In order to get the business, you have to cover Step 5: Test for Knowledge of the Decison-Making
Process and the Ability to Influence that Process and Step 6: Test to See If aPresentation or a
Proposal Is Necessary, and Determine What 1t Should Look Like.

Unfortunately, so many sales have been lost that should have been won because these two areas were
not handled effectively. I'll show you how to so thoroughly test these steps, that you will have an
advantage over the competition that no one will ever take away.

Completing the Process: Steps 7 and 8

After you have completed these steps, my experience, and that of thousands of people I'vetrained, is
that you will have asale over 90 percent of thetime.

The remaining two steps—Step 7: Prepare a Customized Presentation and/or Proposal and Step 8:
Findizethe Agreement—are the easiest parts of the sde, if you have conducted thefirst Six steps
thoroughly and accurately. I'll show you everything I've learned that's been proved to work in selling
professiona servicesin order to help you do that.

The Advantages of the Sales Examination over Conventional Techniques
Hereswhat conducting a sales examination accomplishes for you:

* Turnsasalescal into an interview

* Givesyou control of the sales process

* Avoidstime-wasting traps

* Decreases the likelihood of being used as areference library or free consultant

* Removesthe pain and suffering of failure and rejection

* Differentiates your behavior from that of your competition

* Involvesthe client emotionaly

» Tranamitsto the prospective client the behavior and attitude of a caring professiona

* Provides athorough anaysis of the client's problems, needs, wants, and desires, which then enables
you to provide the best prescriptions
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* Eliminates bottlenecks, stals, and objections early in the sales process

* Helps you make a presentation and/or proposal, when necessary, that is customized for the Situation
and thus more likely to succeed

» Removes pressure from you as seller

» Makes prospect fed at ease because heis being interviewed, not sold

* Establishestiming of presentation when people are most willing to listen and act

* Givesyou atrack to follow to avoid mistakes

*» Usesthe sdler decision pointsto determineif it makes senseto stay in the sales process
* Gains commitment as the process continues and makes closng seem naturd

* Leads more clients to close themsalves

Diagnosisand Rx: Use This Eight-Step Workout to Help You Grow Your Business

To achieve maximum bus ness devel opment results, you must follow this plan, step by step. If a any

time, you find that you cannot complete astep, stop the sdles cdll. Detailed instructions for each step
arein ensuing chapters. If you fulfill these stepsto the best of your ability, and your prospective client
passes the examination, you will have asale approximately 90% of the time.

Step 1: Test for Personal Chemistry. Make sure that prospective clientsfed at ease with you (one
indication that they do isthat you fed comfortable with them).

Step 2: Test for Emotional Needs, Wants, Desires, or Mugts. If your prospective clients don't have
these underlying aches, they're not going to buy anything from you.

Step 3: Test for Commitment to Action. Y our prospective buyers must have aches, but, if you want to
make asde, they must aso be committed to doing something to cure them.

Step 4: Test for Ability and Desireto Pay. Even if your prospects have many problems and want to fix
them, you must aso make sure they have the money to pay your fees. If not, you're out of there.
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Step 5: Test for Knowledge of the Decision-Making Process and the Ability to Influence that Process.
After you'vefound aches, commitment, and money, you still need to find out exactly who will make the
decision to hire you, and then do your best to contact the decision-makers and control the process.

Step 6: Test to Seeif a Presentation or a Proposal |s Necessary, and Determine What 1t Should L ook
Like. Sometimes presentations and proposals are necessary. If S0, you must have the prospect tell you
exactly what these items should look likein order for you to get the sdle.

If you are able to reach Step 6, you can then choose to proceed to the final two steps:

Step 7: Prepare a Custom-Designed Presentation and/or Proposal. If you have successfully taken the
prospect through the first Six steps and he or she wants a presentation or proposal, you must now
create a custom-designed piece—if you want the business.

Step 8: Findize the Agreement. In thislast step, you need to resolve dl the relevant issues, such as
when thework will begin, payment schedule, and so on.
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6—
Testing for Positive Chemical Reaction

In order to sall more business, you must be adept at testing for and creating agood relationship with
prospective clients. Therefore, it's critical for you to know how to test for chemistry, improve
chemistry, and even create chemistry where it does not automaticaly exist. Thisis Step 1 of the sdes
examination. Y ou'll need to conduct thistest and improve chemistry from the moment you meet
someone through the close of the sdle.

Why Chemistry IsImportant to Successful Selling

Sdling intangible servicesis more difficult than sdling tangible products. If you go to purchase an
automobile, acompuiter, or ahouse, your desire for the tangible item will override any lack of persona
chemistry you have with the sdlesperson. A buyer isunlikely to turn down agood ded on acomputer
just because she doesn't like the salesperson.

But, in sdling intangible services, the progpective dlient isbuying you. Very few peoplewill hire
professiond service providerswhom they don't like or don't feel comfortable with. That's one of their
testsin deciding whom to hire: "Can | get dong with this person? Will hefit in well with my saff? Do |
likehim?'

Improve chemisiry and conduct athorough examination of thisstep in order to:

1. Create special feelings for you. Many of us havelost salesto competitors who were probably
less qudified to do the work than we were. If persona chemistry iswesk or lacking, it isamost

impossble
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to make the sale. On the other hand, prospective clients often will go out of their way to hireyou if
they like you.

By testing for and then creating specid fedingsfor us, we can separate oursel ves from competition
who may not give this subject much thought or effort. Also, clients are much morelikdly to refer
businessto and buy additiona servicesfrom their professond service provider when chemistry exigs.
Strong persona chemistry can be 50 to 80 percent of making the sale.

2. Have people feel comfortable with you and open up to you. It'simperative as business doctors
that we have the prospective client (the patient) tell uswhat isreally bothering them rather than give
some superficia reason for discussion.

Very often professonaswalk into a selling Situation where the prospective client isjust looking.
Y ou've heard perfunctory statements like this before: "We're consdering doing something . . ." or "We
decided it wastimeto review our professiond relaionships. .. ."

Just like a physician, we need to conduct athorough examination of the client in order to prescribe
correctly. To do that, prospective clients must fed comfortable with us. Without good persond
chemigtry, thiswill not happen.

3. Have them trust and respect you as one of their awn. Think about where you live, what kind of
car you drive, how you dress, what your hairstyle lookslike, how long your sideburns are. Human
beings have avery basic desreto fit in. We tend to trust people much more quickly if they are very
smilar to us. Do you wear leisure suitsto work? What color shirt do you wear? What length is your
skirt? Do you dress conservatively or abit on thewild side?

The same holds true for our prospective clients. Although we may not dresslike our clients, chances
are we share many of the same beliefs, goa's, and moras. Having people trust you is tantamount to
getting hired. Without solid persona chemidiry, trust cannot exist.

4. Test for and create an equal adult relationship. Ever fed like some of your clientslook down on
you? Do you look down on some of them? Our clients should see usas equals. Then it ismore likely
they will respect us and treat us the way we want to be regarded. And they will be morelikdly to
abide by our prescriptions and pay our fees!

5. Make sure they never see you as selling something. We never want the prospective client to fed
asif you aretrying to sal them something, because that createsfear, distancing, and distrust. Anytime
someone perceives they are being sold, they will put up psychologica
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and even physical barriersto the sales process. For example, most people are scared to walk into
auto dedershipsfor fear of being taken advantage of. By using the physician approach and adopting
me behavior dmost the exact opposite of what one would expect from a salesperson, you will get by
these barriers. And people will tell you just how to sdll them during the sales examination.

How to Create Personal Chemistry

Some people are naturals at having people like them and fed comfortable with others from the get-go.
These are the same people who were popular in high school. Unfortunately, the rest of us haveto
work &t it. Following are some proven ways, which I've learned from the top business productsin the
professions, to create persona chemistry.

Clear the Decks

It'salmost impossible to get someone's attention and build personal chemidtry if there are distractions.
Those who have attempted to conduct business where the prospective client isinterrupted by a
secretary, isbusy answering calls, or is upset or indisposed because of aproblem will know exactly
how difficult thisis,

People tend to act very differently and are more prone to open up to us once they are off their
"throne." Also, prospective clients are much lesslikely to open up to usin their offices because "the
wallshave ears.” Therefore, it isimperative to creste a selling Stuation where there will be no
digractions; in thisway, you'll set the correct ambiance for a productive meeting.

The best time to conduct asdesinterview, especialy an initia meeting, isover lunch. Thereis
something specia about arelaxed atmosphere away from the office that gives prospective clientsthe
opportunity to open up and share their true concerns and desires. Sure, there are distractionsin a
restaurant, but they are temporary and unimportant to the buyer.

Y ou can establish the best location for the sales interview when you make the gppointment over the
phone. Ask the prospective clients when they would like to meet for lunch to discusstheir Situation.

Why conduct meetings at lunch? Generdly, it isthe onetime of your day that is open. And the same
holdstrue for your future clients. Give them the courtesy of not taking too much time away from their
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work. Everybody likesto be treated to lunch. Beware: The prospective client who istoo busy or
uninterested in meeting for lunch may not be abuyer after dl. And eating isasocia occasion—it
makes for amore relaxed atmosphere. Also, if people are hungry, theré's no way you'll be able to
capture and keep their attention throughout the sales process.

Some professionas don't want to spend the money taking a client to lunch. But remember, you don't
have to dine at the most expensive restaurant in town; the best place for ameeting may be near the
client'soffice. | look a lunchesasavita investment and an inexpendve way to rent an officefor an
hour. But, you say, shouldn't you want to see their manufacturing plant and/or offices to show your
interest in them? Sure, but do so before or after lunch. If you cannot get the prospective client out of
the building for lunch or coffee, seek to commandeer a conference room on their premises.

Remember, serious and smart buyerswant your undivided attention, too. Setting up the wrong
environment for a sales meeting will hurt the end result. And chances are your competition hasn't
thought of it; thisis one more way to distinguish yoursdf from them.

Start at the Beginning

If you are so fortunate as to be referred into a salesinterview from aclient or other source (banker,
attorney, insurance person), mention that connection at the start of the meeting to refresh the buyer's
mind and secure his atention.

Say something like, "It was nice of Sue Jonesto bring ustogether. Did she happen to tell you anything
about us when she made the referra or why she referred us?!

This question reestablishes how you and the buyer have come together. There are three answersto
thisquestion, dl of which are okay, because, a the very least, we have gained their attention:

1."No."
2."Yes, but I'veforgotten.”

3."Yes. She mentioned that you are the engineers on severa of her projects, and that you had agreat
ded of experience with stuationslike ours." (Or something like that.)

It isworth asking the question just for the possibility of response number three. With this response, the
sdesinterview starts off on the best foot.
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Engagein Small Talk-But Be Careful!

Everyone knowsthat small talk can be agood way to break the ice with a prospective client—if oneis
good at it and the buyer isreceptive. But be careful: My experienceisthat you have about eight
seconds to capture the prospective client'sinterest and attention. Talking about the wegther, last night's
football game, something unique about their office, or the sailfish on the wal can create anxiety rather
than relieveit. In today's hurried world, many people smply don't have the time or temperament to
chitchat for twenty minutes about nothing. And sometimes thisinnocuous chatter can carry on
throughout the entire salesinterview without anything being accomplished.

If you are dready talented at thisart, by all means keep employing it. If you're not, take the other
person'slead. If they start smdl talk with you, by all means engage with them or you'll appear
arrogant.

The Eight-Year-Old's Approach

In order to master agiven skill, you must ook to learn from anyplace you can. Fortunately for you, the
great majority of your competition have their eyes, ears, and minds shut to being masterful, or even
competent, at creating chemistry. This method was taught to me by an eight-year-old girl, who
obvioudy knew aheck of alot more about the subject than | did!

| was at afriend's house for a barbecue, when his daughter walked up to me and said, "When | grow
up, | want to marry someonejust like you." Wow—I don't get those kinds of compliments every day.
Here, kid, take my wallet. Whatever you want that | haveis now yours. | want to make you the
beneficiary of my entire etate!

The lesson to be learned in creating chemidtry is, if the opportunity presentsitself, tell someone
something you know they absolutely want to hear. Sadly, most saespeople abuse thisidea and march
into the buyer's office and proclaims something like, "Oooh . . . isthat your bowling trophy, sir? Are
you readly abowler? Wow!" Or "What beautiful officesyou have." How many times have you heard
that before?

No, this message must come from your heart—you have to redlly mean it and say it with emotion. One
of the nicest pieces of business| ever sold was assuredly dosed when | told the founding partner, "I
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bet you had more than afew deepless nights building this business by yoursalf.”
Employ Active and Empathetic Listing

Abraham Lincoln said, "People don't care how much you know, until they know how much you care.”
Good old Abe knew human beings, all right. He understood that people wouldn't pay attention to your
prescriptions, solutions, advice, or credentia's unless they knew you were truly concerned about them.

I've left the most successful method of establishing chemidtry for last. Peoplewill fal inlovewith you if
you ligen to them! | use the term listening in this context to embrace a certain connotation. Here,
listening meansto interact with someone S0 they get the fedling that you truly care about them and that
what they say isimportant to you.

Clientswant professional service providerswho will listen to them; people care much more about what
they have to say than what you have to say. Unfortunately, they rarely find themselvesin front of
someonewilling to listen without interruption. This need to be listened to is so vita that some people
utilize the services of psychiatrists (and pay adandy sum doing s0) just to have someone attend to their
concerns. And no matter how young you were, no matter how strong the sexua attraction was way
back when, you never would have married your spouse if he or she hadn't listened to you! Does your
best friend listen to you? Of course, otherwise he or she would not be your best friend!

If you can tune up your listening skills, you will sall more work, have better rel ationships with your
clientsand referra sources, and totally separate yoursalf from the competition. Fee objections, too,
will not be as prominent.

One of my CPA clients had problems for many yearswith one of his clients about fees. The CPA's
client was dmost brutal about yearly fee reductions. He asked me what to do, because the annual
audit was coming to a close and he would soon have to sit down with the client and negotiate
adjustments and fees.

| suggested that he take his client out to lunch and say hardly aword; just givethe client the
opportunity to let off some steam and find out why he was aways so concerned about paying too
much. What wasthe real problem anyway?

It turned out that the CPA's client was Japanese. By keeping his mouth shut, the CPA learned that his
client saw it ashisduty to bargain over fees asamatter of honor to his company. There was nothing
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wrong with the services rendered; in fact, the client was ddlighted with the timdiness and
professionalism of the CPA over the years. What was lacking was a rel ationshi p between the two,
which was established that day by alowing the client to talk at length about hisjob, his career, and his
concerns. When the meeting was drawing to a close, the CPA asked his client what to do about fees.
His client said no adjustment was necessary!

Surprised? Don't be. Asin al other professions, the rainmakersin the accounting profession regularly
charge higher feesthan their competitors and have a higher redlization than their associates because
they are giving their clients something they want: a CPA who truly cares about them and their business
and who does much more than just drop off or mail the financia's once aquarter.

Another client of mine (Lou, a phenomenally successful consultant) had been trying to securea
particular client for eight years. Every time they got together, Lou could never dosethe dedl. Findly,
after two days of my training with hisfirm, Lou decided to take the guy out to lunch. He called me
immediately afterward with the good news—L ou had secured his businessright then and therein the
restaurant.

Listening iscritica from acontrol standpoint aswell. Many people think that the talker controlsthe
sdling stuation. Not true; the talker dominates the conversation, but the listener or interviewer directs
the meseting. Watch 60 Minutes some Sunday evening, and you'll seewhat | mean!

The Twelve Keysto Active and Empathette Listening
Here's how to become much better at the skill of listening.

1—
Always Take Written Notes

What doesit say about someone who takes written notes during asaes interview? Doesn't it say that
heis concerned, effective, and organized? Won't the buyer get thefeding that what heissayingis
important (and that he, too, isimportant)?

Many of ustry to communicate these qualitiesto the prospective client with our banter. It ismuch
more effectiveif the buyer perceivesthem himsdf by noticing our actions. | generaly ask the buyer's
permission before | gart taking notes; this puts them at ease. It dso reinforces the fact that what they
areteling meisvery important.
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Written notes also provide the evidence, details, and history we need to refer to in the process of
securing aclient; this data smply cannot be remembered. So, don't be afraid to take notes—in over 1,
500 sales calls, no one has ever asked me not to.

2—
Never | nterrupt the Client

People lovetotak and tak. . . . Unfortunately, most professionals are in too much of ahurry to stop
and listen. Chances are, however, that no onedsein theclient'slifelistens, either.

Never interrupt anyone in asdling interview—except in case of fire or nuclear attack. If the
prospective client babbles on and strays off the subject, you can always direct him back with a
guestion. How do you feel when you're interrupted? Rainmakers often close many more salesthan
their competitors by smply listening more and interrupting less than the competition does.

3—
Give Verbal and Visual Signals

Too basic, you say? I've been on dozens of sdlesinterviews, observing professona service providers
who sit blank-faced.

Y ou must |et the buyer know that they are being listened to or they will stop talking. Nod your head,
say thingslike"l see" or "Uhhuh" to let the buyer know you are on-line with their spoken thoughts.

4—
Presume and Act As If Whatever the Prospective Client Says | s | mportant

Sometimes you have to pretend that what the buyer saysisimportant, because you may have had a
hundred clients in the same exact situation and heard the same concerns expressed before. However,
these are specid issues to the buyer, and they will be disappointed unless you hear them out.

5
Don't Think

Write down thoughts and questions that come to you. If you spend time thinking, you are not
listening—and the buyer will know that.

It isinevitable that thoughts and more questions come to you while listening. Greet! That will be agood
way to keep the conversa-
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tion going when the buyer stopstalking. Merely note these thoughts and questions on the paper where
you aretaking notes.

6—
Deal with I mprecise Words

Some people make statements such asthey are "fairly pleased” with their current provider or Situation
or "Thefeesaretoo high" or "We're not getting the kind of service wewant." What do these words
and statements mean? Heck if | know.

In order to be a better listener (and a better seller), find out immediately. Don't let inexact words or
statements pass you by, or you won't find out what the buyer's true motives are or diagnose the
Stuation correctly.

Don't be amind reader! Say something like, "When you said that you were fairly pleased with your
current attorney, what did that mean?' or "Why do you say that her fees are too high—isit because of
lack of service or something ese?' or "Can you expand or give me an example of what you mean by
'not getting the kind of service you want?"

Afraid to pursue vague statements or words? Don't be. The buyer often does not realize what she has
said. And we were dl taught from childhood to redefine our assertions.

In fourteen years of asking people to expand upon what they have said, no one has ever refused me. If
they ever did, it would indicate alack of persond chemigtry.

7_
Be Curious

Remember the time before you started kindergarten? If not, how about before your children started
school ? Preschool-age children are very curious about everything. "Oh, Daddy, look at thetruck!" As
we get older, we tend to stop noticing things.

However, prospective and existing clients love it when others are curious about them and their jobs,
interests, and lives. Too few othersin their lives show much of an interest.

Belikethat little child when you meet with the client and walk into their plant or office. Let your
curiogity take over. People will be much more apt to like you, be open and honest with you, and be
comfortable.

8—
Leave Your Brochuresin the Office

No matter how much your firm hasinvested in itsfancy brochure, chances areit looks and readslike
everyone else's. | bet your brochure
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has pictures of professondsinit, appearing asif they are doing work. Or perhaps, pictures of your
office. And it saysthat you are much more than mere consultants, architects, designers, or whatever;
rather, you are business experts providing solutions based on the network of resources you have at
your fingertips, blah, blah, blah.

Worse, some professionas often expect the brochure to do the selling for them. People don't buy
professional services from brochures. Don't detract in any way from the interview: If you havea
brochure handy, the buyer will start reading and quizzing you on it, thus taking control of theinterview.
S0, leave the brochures at your office.

Brochures are somewhat necessary today only because everyone else has one. They provide an
excdlent accompaniment to a persond thank-you note sent immediately after the interviev—which
provides one more exposure for you. People love persond thank-you notes, and your competition
won't take the time to write them.

9—
Hold Yourself Back

Professiond service providers think they are supposed to offer solutionsimmediately when they hear a
concern from the buyer. Thisisnot how doctors and many of the best business generatorsin the
professons sl.

Thereisatime and placeto offer solutions. It is not when you hear a hot button; it islater in the selling
interview after al of the buyer's needs, wants, desires, and musts are on the table. If you start
answering concerns as you hear them, you will be doing far too much talking and will interrupt the
good flow that the buyer isfeding.

Worse, you'll sound just like salespeople and your competition. Ever have conversation like this?
The buyer W e aren't receiving our financial statements on time from our current CPA.
The CPA:No problem! W e'll get you the financials when you want them!

The buyer That's what our last CPA said.

Remember, what you say about yoursdf isyour opinion and carrieslittle weight. Wait until the
appropriate timeto answer al of the buyer's concerns (covered in Chapter 10).

10—
Be Yourself

Some professionals adopt another personawhen they meet with prospective clients. They start acting
like they think they're supposed to—asiif they were on afirst date.
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Let the buyer meet the real you. Be open and vulnerable; be yoursdlf. If they hire you but never meet
thereal you until afterward and don't like you, they'll hire someone else anyway. Ifs only by being open
yourself that others can be accessible to you.

11—
Don't Answer Unasked Questions

People do not buy firms, they buy individuals. Don't answer alot of unasked questions about your
firm. I've seen people go into along dissertation about when their firm was founded, how many
professionalsthey have, blah, blah, blah.

Buyers couldn't care less. They care about getting their needs, wants, desires, and musts met. If you
have to say something about your firm and your experience, make it short and sweet. The best timeto
discussyour firm and qualificationsisin Step 6 (see Chapter 10).

12—
Use " Expanders’

Psychotherapists have ways of encouraging people to open up. Next time you're in the shrink's office
or even your regular physician's or dentist's office, pay attention to how they keep you talking. Smart
doctors use words that act asastimulus for the patient to amplify and develop his or her thoughts and
statements. They are looking for the causes of the problems, so that they can offer the correct
solutions or prescriptions.

Your god, asasdler of professond services, isto get people taking about their Stuation as much as
possible. In over 1, 500 sales cals these past fourteen years, I've learned that thereisadirect
relationship between the amount that people talk and the likelihood of their hiring you.

Here are some of the expandersI've learned, and successfully used, over the years. I've included as
examplesrea responses to the expanders on my own saes interviews and those I've attended with
clients using this technique. Notice how expanders turn short or even one-word answersinto vauable
explanations and hurts:

A_
"Because...?"

Buyer:W e use three different architectural firms for our buildings.
ArchitectBecause?

Buyer:W e've never found one firm that can handle our range of projects.
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ArchitectW ould you prefer to work with one firm, or doesn't it matter that you have to deal with all of
these different people?

Buyer:We'd love to work with one firm—it would make our lives so much easier.

B—
"Why Is That?"
ConsultantDo you have a dose working relationship with your consultants?
Buyer:Not really.
ConsultantW hy is that?
Buyer:Gosh, we never found anyone that took a personal interest in us.
Graphic Designerts there anything you dislike about your current graphic design firm?
Buyer:Well, they could be coming up with some more original-looking materials. All of their stuff is
starting to look the same.
Graphic DesignerW hy is that?
Buyer:Most likely because they've had the same person on our account for years.
Graphic DesignerHave you talked to them about it?
Buyer:Sure. They say that they don't have anyone else available at this time.
Graphic Designeryou think that this situation has impacted your business in any way?
Buyer:Yes we do. We send alot of direct mail. W hen the materials coming through the mail start looking
all the same to our buyers, they ignore new products and special deals. W e think it's cut into our response
rate.
C—
"And...?"

Computer ConsultanHow much turnaround time does it normally take for you to get back on-line with
your current computer consultants?

Buyer:Normally they take about two to four hours to get here, and we're usually up and running within
the day.

Computer Consultanind . ..?

Buyer:And they disrupt our entire operation. The people they have working for them have no experience
in working with people,

49



only machines. They're prima donnas and the whole department is upset by the time they're done.
D—
"What Happened?"

AttorneyHow did Minton and Bore handle your most recent contract negotiations?

Buyer:Okay, | guess.

AttorneyW hat happened?

Buyer: We really had leverage on that deal, but they assigned one of their junior people to the
negotiation. | really think we could have worked out a much better arrangement.

AttorneyAnd ... ?

Buyer:And it cost us plenty in the end!

E—
"Such As...?"

Financial ConsultantHave you had any problems with the advice you're received from your current
financial advisor?

Buyer:Yes.
Financial ConsultantSuch as...?

Buyer:Such as the time she told me it would be okay to co-sign aloan with my son. Yes, he wouldn't have
been able to buy that new car he wanted, but then he wouldn't have been able to default on it either. | got
stuck paying off a car that he couldn't afford in the first place, and he still owes me the money.

Building Chemistry with a Teammate

| strongly encourage team sdes callsfor establishing chemistry with prospective clients. Evenif thereis
only one buyer, your chancesincrease by bringing someone else. If the buyer doesn't likeyou, itis
possible hewill like your associate. But don't bring the whole office.

Testing for persona chemistry on ajoint sdescdl isquite smple: Watch to see who the conversation
isbeing directed to. If you're asking the questions and the answers are going to your associate, she has
the better chemistry and should take over.

In Chapter 11, welll discussthe rules of team selling.
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How to Test for Personal Chemistry

In thisimportant step, you will have done dl that you can to arrange for the best possible environment
for aproductiveinterview. Y ou have tried your best to establish apositive chemistry with the

prospective client.

Now you need to test thislevel of chemistry to decide how to proceed. If chemistry issordly lacking,
you can dedde to terminate the sale or bring in others who will better interact with the client.

Don't forget, it'samost impossible to sall aprospective client if there isn't redlly good persona
chemigry!

Thetest for personal chemistry is quite smple: How do you fed with the client? Are you comfortable
with them?

Human emotions feed off each other. It'samost impossbleto fed comfortable with someonewho isn't
comfortable with you. Do they like you? Ask yoursdlf if you likethem! If you fed put-off or distanced
and are not particularly fond of them, guesswhat? They fed that way, too. However, if you fed
comfortable with the buyers and like them, they've passed thefirst step.

Now you can proceed to Step 2: Test for Emotional Needs, Wants, Desires, or Musts.

Diagnosisand Rx: Achieve a Good pH Balance with Your Prospects

* Sdling intangible servicesis very different from salling tangible products. When you sdll services, the
prospective client is buying you—you are integral to the sde. That iswhy personal chemistry isso
important.

* In order to create persond chemidtry, there are severa things you must do. The first isto dear the
decks; you need to create a sdalling Situation where there are no distractions. The best placeto do this
isout of the prospect's office; idedly, you should take the prospect to lunch (or breakfast or dinner). If
you cant get your prospectsto leave the building, at least get them to leave their offices; ask them to
reserve a conference room for your mesting.

* If you were referred to a prospect, mention that connection at the start of the meeting, to refresh the
buyer's mind and secure his attention.

* Be careful about making smdll talk; it may make the prospect
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uneasy. If you are aready talented at this, keep doing it. If not, take the other person'slead: only
engagein smdl tak if the buyer doesfird.

*» Onelesson to belearned in creating chemistry isthat, if the opportunity presentsitsalf and you're not
at risk of appearing hokey or ingncere, tell someone something you know he or she absolutely wants
to hear. It'sgood to pay compliments, when they are genuine.

* Y ou should spend most of your meeting listening to what the prospective client hasto say.
* There are twelve keysto active listening which you should follow:

1. Alwaystake written notes.

2. Never interrupt the client.

3. Giveverbd and visua sgnasthat show you're paying close attention.

4. Presume and act like whatever the prospective client saysisimportant.

5. Don't think.

6. Ded with imprecise words.

7. Becurious.

8. Leave your brochures back at your office.

9. Hold yoursdlf back from offering solutions.

10. Beyoursdlf.

11. Don't answer unasked questions.

12. Use expanders to draw the prospect out. Expanders are phraseslike "Because . . . 7' and
"Why isthat?"

* | encourage you to make team saes calls; they help in establishing chemistry, because a prospect
may have better chemistry with one particular individud. Y ou may want to go on asales cal with one
or two very different co-workers, but don't bring the whole office. By the way, it's easy tor you to tell
who the prospect fedds most comfortable with; it's whomever the prospect is directing the conversation
to. If you're asking the questions and the answers are going to an associate, she has better chemistry
and should take over.

52



7—
Tender Loving Care: Satisfying Emotional Needs, Wants, Desires, and
Musts

In this chapter, you will learn how to form aquestioning strategy to discover the information necessary
to correctly diagnose a prospective client. And you'll learn how to test the prospective clients for the
emotiona needs, wants, desires, and musts necessary to make asde (Step 2 of the sales
examination). This portion of the book teaches you the equivalence of how to conduct aphysica
examination on a patien.

Why People Buy

In order to sl effectively, you need to understand why people buy. Animportant selling ruleto
remember: People buy for emotiond reasons and then justify their purchasesintellectualy.

Theintent of any purchase can dways be traced to the satisfaction of ahighly emotiond irritant (or
irritants), whether a passionate need, want, desire, or something that must be done. To better
accommodate the physician analogy, we can refer to these emotional causes as the buyer's hurts.

Therefore, the god of Step 2 isto find out amply "Where doesit hurt?* and to determine whether the
patient is committed to becoming "well."
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Selling Rule: If the patient is fine, and—despite your thorough
examination—no emotional needs, wants, desires, or musts have been
uncovered, a sale cannot be made.

We professiona service providers have such high expectations of ourselves that we often "best
ourselves up" when aclient isn't procured. This step diagnoses whether the client can be secured or
not, whether the patient wants to and can be healed.

All of us havefriends or relatives who should stop smoking or lose weight because these activities are
endangering their hedth, but they refuse to do so. Does a physician lose much deep when someone
doesn't take his or her prescription? No; doctors are taught in medical school the concept of emotional
detachment from their patients.

And so it iswith some of our clients and prospective clients. Some have issues that should be
confronted and solved, but, for whatever reason, they decide not to fix these things. Be abusiness
doctor: don't be upset when someone doesn't take your prescription for success.

If you do agood job in conducting the diagnostic review in Step 2, if you have set the meeting up in
the best possible environment for afree-flowing discussion, and if you have attempted to create a
good persond chemistry with the prospective client, you can be very proud of that despite the results
of thetest. Therest isup to the patient.

Remember, you cannot convince anybody to do anything; they haveto seeit for themselves. People
buy for their reasons, not yours. Y ou will want to use aquestioning strategy to elicit information, as
well asthe client'semotional needs, wants, and desires, in order to:

1. Avoid wasting time. Y our time to market and sdl islimited and, therefore, highly vauable. You
don't want to invest this asset with people who have alow probability of buying. All too often
professionds create proposas, thus giving away freeideasthat are then turned over to the existing
internal or externa service provider. Or professionals do presentations for prospects who were redlly
"sugpects’ with no intention of buying in thefirst place.

2. Create special feelings for you. People buy other people. Serious prospective clientslike it when
they findly find someone who iswilling to listen to their concerns at length, without interruption.

3. Separate yourself from the competition. Chances are excedlent that your competitors till sl the
same way salespeople do. They will most likely conduct their interview in the buyer's office amidst dis-
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tractions, ask afew questions, and then go into alengthy dissertation about their firm and how brilliant
and great they are.

The client will recognize the dramatically different gpproach you useasa'"physcian” versusthetypica
sales approach of your competition.

4. Improve your client relationships by listening to their hurts. Y our relationships with many of
your clientswill improve as you pay more attention to them and listen more closely for the emotiond
issuesthey face.

An Example of the Hurt Analogy

Listen to the script of aninterview | recently conducted with anew client (*Mr. Smith") at one of the
CPA firms| consult with:

Allan: Thank you for agreeing to this interview. The purpose of our conversation is to discuss why you
chose my client, XYZ & Co., as your new CPA firm. How long were you with your previous CPA firm?

Smith: About five years.

Allan: W as there any particular reason you can point to that caused you to change firms?
Smith: Oh yes. Their fees were way out of line.

Allan: In what way?

Smith: Well, | never really saw the person in charge of my account. Although they promised personalized
service when we started with them, the only person | ever saw was a junior-level person who did the work.

Allan: How did you come to hire them in the first place?

Smith: Our bank had made some comments over the years about preferring to see a big-name firm on our
financial reports. | wanted to keep them happy. So, | switched from the CPA | used to have to a very well
known firm. But then | never saw anybody!

Allan: Would it have been important to interact with the partner in charge of your account?

Smith: Sure. Nobody ever sat down and explained these financial statements to me. I'm not an accountant;
| run an auto dealership. Even if | was an accountant, | don't have the time to sit down and figure out what
the heck is going on—I've got businesses to run and cars to sell. All they did was mail me the financials
and my tax returns.
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Allan: Is there any specific situation that you can look back on that caused you some problems because
of this lack of contact?

Smith: | knew that business was down because of the economy and that | had more cars than | should've.
W hat | didn't know was how bad my cash-flow situation really was and that my inventory was much, much
higher than the previous year at the same time. | got late on some of my bills, and my vendors started
screaming at me for cash. | went to my bank and all of a sudden they became real cautious about lending
money because of the bank crisis, and | couldn't get more credit to stay on the good side of my vendors. A
lot of good changing CPAs did me.

| had alot of sleepless nights, I'll tell you. Almost couldn't meet payroll one week. | wound up taking a
bath on most of my inventory just to generate some cash. Thank goodness we squeezed through! But that
was the last straw with those other accountants; | was relying on them. If | just could have known how
serious things really were, | would have taken some precautionary measures before things got so bad.
They almost cost me my business.

Allan: So | guess it boils down to the real reason you switched to XYZ & Co. was that the other firm
almost cost you your business, not necessarily that their fees were too high? W ould you have paid even
higher fees just to get the kind of service you needed to make the right decisions at me right time and
avoid the problems you had?

Smith: Damn straight.

Asmentioned earlier, people buy for emotiond reasons and judtify their purchasesintdlectudly. As
you'll recal, when | asked Mr. Smith initidly why he had switched firms, he said that the previous
firm'sfeeswere "way out of line." However, the real reason he changed wasthat, in his eyes, the
previousfirm "amost cost me my business’ (ahighly emotiond issue, indeed).

Thered problem was not fees. That was hisintellectud justification, on the surface, for why he
switched firms. Mr. Smith's hurt was the pain and suffering he endured because hisbusinesswas put in
jeopardy.

Thisiswhy it isvitd to hold yoursdf back and search for the patient's hurt. If this had been asdlling
gtuation and my client had responded to Mr. Smith'sinitial (Stated) concern that his CPA firm'sfees
were too high, they would have made an incorrect diagnosis and offered the wrong solution. If they
had sold into high fees, they might
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have decided to put amore junior staff person on the job with less partner involvement in order to
save the progpective client money. That would have been exactly the wrong solution, and they would
havelogt the sde.

Only by delving deeper, searching for where it hurt, were they ableto correctly diagnose why Mr.
Smith was replacing his CPAs. And the issue wasn't fees.

Another Example of the Hurt Analogy

Sharon had wanted a Mercedes convertible for years. She even dreamed about how she'd look
driving it: She could smell the upholstery and fed the leather seats and the power as she accelerated.
Her brother Bob, a successful attorney, had owned severd. Every holiday, heéld tease hislittle sister,
dangling his car keysin front of her and asking her when she would be ableto afford acar like his.

Sharon's husband, Rich, could never understand her intense desire for an expensive car. Hewas
extremely cost-conscious and utilitarian by nature. He drove a Nissan Sentra because it took him to
and from work.

Findly the day came when Sharon was promoted to the partnership of a consulting firm. She had
worked diligently for twelve yearsto get to that point in her career. Her reward? Y ou guessed it. Right
after work that day, she marched over to the closest Mercedes dedlership and drove out with a
present to hersalf, anew fire-engine-red convertible. Cost? Roughly $ 80,000.

Emotionaly, she had craved this car for years. Even her big-shot brother didn't own the latest modd;
would he be shocked! Intellectudly, shetold hersdf that she had deserved thisreward for her tirdless
effortsto reach this zenith of her professiona career.

However, she knew she wasin trouble the minute the tires hit the pavement. What would shetell
Rich? That she wanted one? To show her brother? An $ 80,000 reward?

She needed to create alist of intellectua reasons (ak.a. excuses) for purchasing the Mercedes. Here's
thelist that she came up with:

» Now that she was asuccessful partner, she would have to look the part to her clientsand referra
sources. [Pretty good, but Rich was dso a partner at hisfirm and he drove an $ 11,000 car. She
needed more.]

* She deserved it as her reward for hard work. [Also pretty good,
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except that they didn't celebrate Rich's promotion at al because he didn't want to waste the money at
afancy restaurant.]

» She needed a car that wastotdly reliable. Asawoman, she feared being stranded in the wrong
neighborhood. [ That was better; her safety was a concern of Rich's. However, wouldn't ardiable car
a one-sixth the cost do equally aswell?]

» Mercedes automobiles do not depreciate in value that much, and, depending on the movement of the
dollar, might even appreciate in vaue. [But that excuse was weak because Rich managed their
investments and the conversation would turn to opportunity costs of money not now being invested
because it had been spent on acar.]

* The car was built like a miniature tank—much sturdier than a Japanese sedan. [More safety.]

That was dl she could come up with. Rich was not pleased, to say the least. However, she strongly
believes the Mercedes purchase went better with Rich than if she had smply told him she had wanted
it desperately. Her excuses did lower the negative impact (especidly the safety excuses). The one that
put Rich over the top was "Would you rather | get crushed to death in another car?'

People buy for emotiona reasons (hurts) and then justify their purchasesintellectudly. In thisexample,
Sharon's hurtsincluded her brother's flaunted success and her positive pain of redly wanting a
luxurious car to commemorate her promotion. These were the real reasons she bought the Mercedes.
However, Sharon knew her husband wasn't going to be satisfied with these explanations. Therefore,
she created intellectud justifications for buying the car. To him, these justifications were much more
acceptable than "Bob hasonel” or | realy wanted it!"

In order to sall more effectively, you must understand that thisis how people buy. They buy for
emotiond reasons, then judtify their purchasesintellectualy.

How to Test for Emotional Needs, Wants, Desires, or Musts

There aretwo distinct partsto Step 2 which need to be conducted in sequence: diciting information
and finding out whereit hurts.
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Part | —
Eliciting Information

In Chapter 7, | mentioned that the best way to establish good persona chemidiry isto listen intently.
Unlessyou are naturdly gifted at the art of small talk, asking informationa questionsisthe perfect way
to commence asdesinterview. Also, starting with informationa questions alows you to bein control
of the conversation, making it more likely that the conference will be productive.

The object of this part of Step 2 isto find out al the relevant information you need to assess correctly
the gtuation for the probability of asae. Also, asking for information is nonthreatening and startsthe
prospective client talking.

Preparation for thelnterview

Don't make the most common blunder in this step: Never trust to memory or luck the informationa
questions that you will ask the prospective client in your salesinterview.

Recently | had the opportunity to review course materias from a program taught on the West Coast.
This program was supposed to teach consultants how to sdll. In the materids, the ingtructor indicated
that it was vital to have two questions prepared for the salesinterview before going into the
presentation of how you can help the buyer.

Excuse me—two questions? That'll take about two minutes or less of the interview because you start
spilling your guts about how greet you and your firm are, and thustotaly lose control of the sadleand
thelikelihood of making that sale! No wonder things are so tough out there—people are taking this
man's course and nobody's sdlling anything to anybody!

No! No! No! Y ou need to have aminimum of twenty informational questions prepared ahead of time;
you could have as many asforty. These questions are vitd: They enableyouto digup dl the
information you need to determineif the buyer is qualified to purchase, and, most important, to take
total control of the sale and get them talking continuoudly. Ninety-nine percent of al the buyersi've
ever run into loved the sound of their own voice more than mine.

And, yes, you will need to have prepared the hurt-generating questions | will teach you later oninthis
chapter. In about three years, you may want to take the chance of not having written questions
prepared. Until then, why risk the loss of the sale?

A student in one of my courses asked, "What will the buyer
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think if he seesyou reading questions off a sheet of paper during the sdlesinterview?' My experience
isthat the buyer will think you are well-prepared, unlike the mgjority of foolswho try to sl him stuff
every day, who haven't taken the time to write questions down.

Controlling thelnterview

Aswith aphysician conducting aphysical examination, you must bein control of the sales process (the
sdesexamination). It isvitd to take command of the interview from the get-go. Sometimes people will
hit you right off the bat with the"What are your fees?' question. Just like adoctor, you must not
discuss fees before you diagnose your patient. How can you tell someone how much it costs before
you've had a chance to examine them?

Begin theinterview by asking the buyer for alittle background information concerning the situation that
you are mesting about. AsK "who, what, when, where, why, and how" questionsto keep the
conversation going. If the prospect does ask about your fees, here's your defense against that deadly
line of questioning: "Stella, I'll be happy to answer dl of your questions. | just would like to get some
background information firs."

Afraid to ask questions? Only five peoplein the last fourteen years—out of more than 1,500
interviews—have refused to answer my questions. This step makes agreat ded of senseto the serious
prospective buyer because they also want the best solutionsto their problems.

A great way to get peopletalking, to create theright fedingsfor you, and to have them eventudly tell
you exactly how to sl them isto create a question that you fed they are absolutely dying to answer.
In order to invent this golden question, ask yoursdf the following: "What question would this person
redly liketo answer?' In the example below, note which question the consultant asks the buyer that
redly createsthe mood that will fecilitate the sde.

How theInterview Will Sound

A typicd informationa questioning strategy would sound like thisred-lifeinterview | attended with one
of my dients

Consultant:John, I'm so glad you could meet me for lunch. It was nice of Joe Dokes to refer you to me.
Did he say anything about our firm, by chance?

60



Buyer:Not really. He just told me that | should meet with you before | make any final decision on who to
give our computer consulting work to. Evidently you work for some of Joe's other clients as well.

ConsultantYes. | believe we work with eight of Joe's clients. I'd appreciate it if you could give me some
background information about you and your company so we can get a better idea of what you do.

Buyer:W e were founded by my dad shortly after he returned from World War Il in 1947. Dad had been a
fastener salesman before the war and wanted to work for himself. He saw a need for a specialty fastener
manufacturer. Dad retired in 1973, and | took over.

Consultant Exactly what kind of fasteners do you make?

Buyer:W e primarily make custom nails for roofing and fascia, although we have even made some
specialized bolts for the NASA Apollo program. Our screws were on the moon!

ConsultantReally? Congratulations! How did you manage to get that I8 [sa key question that

will separate thisconsultant fromhiscompetition and shift the sale into hiscorner. It isbeyond the
scope of a normal salesinterview and will put the buyer on the edge of hisseat ashe answersit. Thisisa
key question for the consultant to ask because he knowsthe buyer can't wait to]Janswer it

Buyer:W e have quite a reputation for quality in the industry. W e competed against eighteen other
companies over six months of intensive interviews with NASA's purchasing people and testing engineers.
Gosh, it was tough to accomplish, but it was well worth it.

ConsultantHow many people do you have working for you?

Buyer:W e've got thirty-seven people in the plant making the fasteners and seven people in our office
including our data processing manager.

Consultant:Any locations besides the one here in Podunk?

Buyer:W e did have one in Peoria, but we had to close that one down because so many of our midwestern
customers went out of business. Right now we have a new facility in Coral Springs, Florida, for our
customers in the Sun Belt.

ConsultantHow do you get your business? Is it mostly old, established accounts, or do you constantly
have to hunt down new business?

Buyer:A lot of the old mainstay businesses we dealt with have fallen by the wayside. It's been only
recently that we've seen much
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growth, particularly from Japanese automobile manufacturers building cars in the U.S. They're very picky.
W e can build to their specs much more consistently than some other fastener makers.

Y ou get the idea. People loveto talk about their businesses and themsalves. They rarely get the
opportunity—until you show up and keep your mouth shuit.

Many of the consultants, engineers, appraisers, CPAS, atorneys, architects, and other professional
sarvice-providers| train tel methey're afraid of making the wrong impression. They fed they must
know everything about a prospective client's company before they walk into asaesinterview.

Whileit helpsto have an idea of the situation before you walk in (athird party's assessment of the
buyer's hurtswould be nice), | am dead-set againgt spending alot of vauable time researching a
company beforeasales call. Not only isyour time a scarce asset, but if you know everything about a
client before you walk in, you'll be much lesslikely to ask questions at the interview.

Once you get the patient talking about information, you have accomplished thefirst part of Step 2.
However, make sure you don't dicit only information. Y ou can't sell into information becauseit is
intellectud by nature, not emotional.

Part I1—
Finding Out Where It Hurts

After you have succeeded at getting the prospective client talking, you should proceed to determining
the extent (or lack) of the buyer's emotional needs, wants, desires, and musts.

There are severd proven methods you can useto find out whereit hurts.
The Natural Progression Method

Thisistheformulal use predominantly. If you are patient, if you keep your mouth shut, and if you've
set the meeting up in the right place, you will find that thereisanatura progression of conversation
from information to whereit hurts. If you're listening to the buyer, you should notice the shift from
intellectual and factua information to emotion-laden statements.

The buyer's hurts often appear in their stories about their Stuation: "I'll never forget thetimethe
engineers called looking for our updated blueprints. Our architect had been late with them and then
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kept only acopy for herself. She was on vacation and nobody could locate them. We had to stop

work right in the middle of the project! Turned out that the drawings were sitting right on top of her
desk...."

Mark these emotiond statementsin your noteswith acircled "H" (hurt) for future reference. Refer to
Exhibit 4, amock-up of notesfrom atypica salescdl. If you follow this gpproach, you can watch
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Exhibit 4.
A professional's notes from a sales Interview.
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as your notes progress from information and facts down the page to the prospective client's hurts.
The PlugMinus Approach

Hereésavery useful way for beginnersto find the hurts. Utilizing this method, you will test for what's
working with the buyers current consultant or existing state of affairs and what they like about the
relaionship or the Stuation. Then you will test for what they don't like and what's not working (their
hurts).

Y our progpective clients are inundated with salespeople attempting to sell them things. Mogt, including
your competitors, generally ask about problemswith the current vendor, product, or service
provider—if they bother with a questioning strategy at dl before going into their pitch.

Problem-seeking questions asked early in the selling situation are persona and too threatening to the
buyer. They should be avoided until you and the progpective client start fedling comfortable.

Too many times I've seen professionas start their questions with, "What problems are you having with
your computer system?" And, taken aback at thisintimidation, the buyer invarigbly says, "Problems?
Who said anything about problems?"

The plus/minus gpproach is much more effective, gpplied after you have asked the patient some
nonthreatening informational questionsto get them talking. Also, the prospective client doesn't expect
competing service providersto ask what he likes about the current Situation.

The plug/minus approach is aso agood approach because it bleeds out those people you shouldn't
wagte time with. If they are overly positive about their current service provider or situation, why would
they want to switch? They might smply be on afishing expedition for free advice.

Continuing from the information-gathering part of the conversation with a prospective client:
Consultant:John, what would you like to accomplish in our conversation today?
Buyer:I'd like to find out about your firm and how you might help me with my business.
Consultant\W ho are you using now for your computer consulting?

Buyer:W e're using Black, W hite, and Green.

64



ConsultantW hat do you like about working with them? That information would help me get a better
handle on how we might help.

Buyer:Not much. Oh, they've given us good work through the years, | guess. But Jack Black, who used to
handle our account, retired two years ago, and they gave us one of their junior people. W e never see this
guy at all. Jack used to sit down with me on aregular basis and discuss what was going on in the
business. He's the guy that came up with installing a just-in-time computerized inventory control system
and then pursued Japanese car makers as customers. I've kept the old firm out of respect for Jack. But this
new guy doesn't give me any input at all. W orse, he speaks in Fortran, not English. | need someone to
bounce ideas off of. They sic me with their junior staff and my DP Manager spends her time training their
people!

ConsultantW hen you discussed this situation with them, what did they say?

Buyer:Oh, they've made lots of promises, but little has changed. | feel like a second-rate client.

Bingo! Using this approach, we've started to find out where it hurts. We didn't even get achanceto
ask about what wasn't working in the relationship. As happens quite often with a serious buyer, he
couldn't wait to tell us his hurts, aslong aswe kept our mouths shut and didn't interrupt him.

Let'slook at the other side. If, for instance, the buyer had responded that he was pleased with his
current consultant and that there were no burning issuesto talk about as to what wasn't working, we
would have apatient in front of uswho wasfine. Although we could proceed further in looking for
whereit hurts, chances arethis buyer isjust "browsing” and isn't redly abuyer at dl. Snceyou arein
control of the slesinterview, you might choose to terminate the conversation politely at that point,
rather than waste your time.

Nobody's Per fect

Got atight-lipped buyer in front of you? Hearing alot of yes/no answers? Try this approach to open
her up:

ConsultantSally, nobody's perfect. If there was one thing you would change about your current
attorney, what would it be?

Buyer:Well, | haven't been pleased with the person they have doing the research work on our litigation
this year. In the past, we dealt

65



with Jenny, but she got pregnant and isn't coming back to work. Their new guy hasn't said a word since he
started, and his bills, which aren't broken out in any way, are much highier than hers were. W henever he is
here, he spends a lot of time using our phone for personal matters, and he always talks down to me.

The reason that this method works nicely isthat everyone knows that nobody, or nothing, is perfect.
Warning! If you gtill don't feel any hurt coming from the buyer, you probably don't have aserious
prospective client in front of you.

Another reason this gpproach is good is that you can useit to discover hurt about any Stuation. Use it
with your current clientsto find out about additiona servicesthey might need. That might sound like
this

ConsultantNothing's perfect, Bob. If there was one thing you could change about your payroll system,
what would it be?

Client: | wish we could get our computer to process our payroll in less than four passes.
ConsultantW hat effect is that having on your DP department?

Client:| tell you, these people are putting in all sorts of crazy overtime, and it's costing me a fortune.
Ahal It hurtsin the computer department. Can you prescribe a solution, doctor?
Take Them into the Ozone

All too often, conversations with prospective clients and current clients about new work center on
fees. If only we could find out what they would redly like to have done for once, without regard to
fees, then we could do the job that should be done!

Now you haveit. Thefollowing question and ensuing interaction is designed to take the buyer into the
outer limits, into the rhetorical, and away from fees. Thisway we can find out what al of their hurtsare
and have them begin to eiminate fee objections for themsdves. That'stheided sde, when the client
slshersf.

Consultant:Jane, what role would you want your marketing consultant to play if fees really weren't an
issue?

Jane: | hadn't really thought about that. W e're just looking for a new
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set of brochures. Gee, if fees weren't an issue, | could really use some outside input on my advertising on a
regular basis.

Consultant:Aren't you getting that now?

Jane: I'm afraid not. Every time we sneeze, our advertising agency charges us for saying "Gesundheit"!
Our rep even has the nerve to charge me for his time when he invites me out to lunch. | don't like being
taken advantage of, so | have as little contact with him as possible. Please don't get me wrong; I'm not
looking for free work. | just need to not be afraid that every time we have contact, you're going to charge
me by the minute.

ConsultantHow would this additional feedback and contact help you in running your business better?

Jane: Needless to say, I'm not an marketing expert. People in your business have the ability to give us
outside feedback for important advertising decisions we face. You see alot of other businesses and are in
the marketplace a lot. W e need that kind of input from someone that isn't emotionally involved with our
business.

ConsultantAre there any other areas where we might be of service?

Jane: W e need someone to take a look at our cold-calling program. . . .

By taking the buyer's concentration away from fees, we have freed her up to discuss her pressing

busi ness problems, needs, wants, and desires. The more she talks, the more she will redlize that she
needs our help. And, since we aren't interrupting her with our mindless banter, she has found someone
who obvioudly cares about her and her business. Why should she hire anyone el se?

TheTdl Them Wherelt Should Hurt Method

At times you might not be able to think of a question to keep the conversation moving, or the
prospective client may be answering in monosyllabic grunts. That's agood opportunity to inform the
buyer about where it should hurt, and then test to seeif it does, indeed, hurt there. Thisisakinto
having a physician poke you in places around the abdomen looking for abad appendix.

ConsultantPhil, often when | meet with prospective clients, | hear the same concerns expressed over and
over again about their existing situation. Usually | hear things like their consultant isn't responsive, or they
never see the person they hired, or there are
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mistakes being made repeatedly despite conversations with the person in charge of the account. Often,
they complain that there really isn't much communication outside of the time the consultants appear to do
the actual work.

Do any of these concerns hit home with you? Is your situation similar?

Phil: Oh yes. Our current firm has made one mistake too many this time. Don't be mistaken; we don't like
shuttling between service providers. It's so time-consuming! But this time we were embarrassed before our
board of directors because the strategic plans weren't on time for the board meeting. It made us look very
bad...."

If the buyer were to respond with "Not redlly,” without taking the bait to open up, you would be
meeting with anon-buyer. In that case, you could say:

Consultant\W ell, then what are the areas of concern with your existing circumstances that we should
discuss?

If that doesn't help the prospective client access his emotiona wants, needs, desires, and musts, you
can now decide to leave or continue on with alikely shopper (not abuyer). Y ou arein control.

"AreFeesYour Only Consideration ... ?"

| always suggest that professiona service providers not be afraid to approach the tender subject of
fees, for many reasonsthat we will discussin the next chapter. Addressing thefeeissueinthisstepis
vauableto help you avoid price shoppers and to find out what the buyer's hurts are.

ConsultantLou, I'd like to find out early what your concerns are about hiring the right health benefits
firm. Are fees your most important consideration in making the decision whomto go with?

Lou: Absolutely! W e see no reason to pay any more than we have to.

Now what? Y ou are in control. Y ou can decide to buy the business by being lowest bidder. If you
don't like competing on price, you could still continue, probing for the buyer's other concerns,; after al,
what have you got to |ose? Y ou might proceed:
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ConsultantLet's get this straight. All you're interested in is the lowest possible price. Timeliness, quality
of work, input as to how to perhaps better run this area of your business, dealing with a firm that your
insurance carriers respect, those aren't concerns of yours, right?

Y ou might hear in response:
Lou: | never said that. . . .
Consultant:Then what are your major concerns and why?

Lou: Of course, all of the things you mentioned are important to us. Every firm we've ever dealt with has
been no more than glorified and expensive clerks. W e've never received any worthwhile help from any of
them. If we could be assured that we would receive "X" .. ., then fees wouldn't be the most important
issue.

ConsultantHow can we help you then?

SIS

Or you might hear:

Lou: I never said that, but fees are the predominant issue. All health benefit firms are the same. . . .

Y ou can now decide if you want to compete on pricein that Situation, or you can leave. You'rein
control.

Conditions of Satisfaction

Asyou know, managing client relationships from the very beginning is highly important to keeping
clients. Here isthe other method (beside the Natura Progression approach) that | use. Thismethod is
effective a finding out where it hurts and discovering whet it will take to have avery satisfied client.

Also, using this method, we can detect beforehand whether the client's expectations are reasonable
and can befulfilled. It is better to manage expectations before, rather than after, the client is

disappointed.

This subject can be approached anytime after the buyers are comfortable with you and have been
answering your informationa questionsfor awhile:

ConsultantW hen | bring new clients into the firm, | like to find out very early on what it is going to take
to satisfy them. | call these client expectations " Conditions of Satisfaction."

69



Although you may have not thoroughly considered this subject, what evidence will you need to see six
months down the road to determine whether you have made the right decision if you decide to hire us?

Buyer 1:You're right! We haven't given this subject a lot of discussion or thought, perhaps because no
other person has ever asked how we'd be satisfied after they started working with us.

For me personally, as controller | would be satisfied by seeing as little interference with our daily work as
possible. The last two CPAs we've used have looked upon their audit as the most important event in the
world. They've disrupted me and my staff constantly. | think there must be a better way to accumulate
information and conduct an audit than barging into my office anytime someone had a whim.

Buyer 2:As CFO, I'm not involved in the day-to-day accounting work or the annual audit. | could use
much more advice in the areas of our benefit plans and taxation. I'd be happy if we could finally get our
inventory under control and improve our cash position.

Buyer 3:'m not an accountant and don't really understand—nor care to—the daily goings-on in that area.
As president, | must be focused on how to bring in more business, how to motivate our sales management
team and salespeople. The best way to make me content is to keep those two out of my hair regarding
problems with their audit.

Consultant:So, if we could accomplish those items, you would be satisfied?
Buyer 1:Yes.

Buyer 2:Absolutely.

Buyer 3:Yes.

Consultantis there anything else that we've missed?

Buyer 2:Yes, now that I've had a chance to think about it, would you. . ..
Let's step back for amoment and find out what we have accomplished by asking just one question:
1. We have found out whereit hurtsfor al of the buyers. Note that they each had different hurts.

2. Welve planted the ideafor afuture meeting after being hired to discuss how the client relationship is
going. Thiswould be asuperb timeto dicit areferra or two, if the client is satisfied and we have
managed the project appropriately.
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3. We have separated ourselves from the competition. | promise you that nobody has asked your
prospective clients this question before. Ninety-nine percent of al professiona service providers and
salespeople out there are much more anxiousto tell the buyer how greeat they and their companies are.

4. They have dready started using our services, subconscioudy! By asking this question, we have
placed the prospective clientsin the psychological postion of having used our servicesfor Sx months.
They have passed that point of fear of decision and we're aready working with them!

5. Conditions of Satisfaction can be dicited in any Stuation, discussing any possible sale of service,

Diagnosing the Patient

Now let's diagnose this Situation as to the probability of acompleted sde. If the buyers have told you
what it will take to be satisfied, if you clear fees (Chapter 8), if thereis good chemistry between you,
and if you can find out exactly what the decision-making processis and make sure that you arein front
of people who can make a decision, why wouldn't they buy you? They'd have to be neuratic.

Y ou need to stop looking at buyers through the eyes of a professona service provider and consider
that prospective clients may well bein aposition to buy without researching every firmin the Western
Hemisphere.

Much more often than not, CEOs and other businesspeople are results-oriented and tend to have
great influence over their subordinates. In many instances, buyers find the process of hiring a consultant
very tedious and time-consuming; it takes them away from more important dutieslikeincreasing sales
and keeping the customers happy. When you get to deal with find decison-makersinasdling
Stuation, you must be prepared to walk out of their office with the business. Y ou must be mentdly
equipped to enroll anew client every time you meet with one.

And Now, A Word about Money

Inmy illustrations, | have concentrated mostly on circumstances where fees were not the primary
issue. Of course, we both know that
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fees are often amgjor concern, even if they're not the buyer's primary interest.

My god isto have you redlize that fee problems are most often a symptom of some other hurt and not
thered problem. However, money isapainful subject in today's economy. Y ou should remember that
by using this doctor's approach to systematic selling you arein control. Y ou can decide whereto
compete on price. You can also delve deeper to find out what the real problems, needs, wants,
desires, and musts are, and take the conversation away from fees.

Y ou will certainly find that the more hurts, needs, wants, desires, and mugtsthere are, the more willing
the buyer will be to pay fees. How much would you pay to save your child'slife?

This physician's approach does not look for hot buttons, which are on the surface and often easy to
solve. Y ou must look much deeper, and listen much more thoroughly, before tossing out solutionsto
problems and desires. That'swhy you aren't ready to do a presentation at this point. More
qudification is necessary.

Step 3—
Test for Commitment to Action

After you have succeeded at finding out whereit hurts, you must progress to determining the extent (or
lack) of the buyer's commitment to be healed.

The purpose of Step 3 isto separate complainers from action-takers and to avoid wasting time and
effort in Stuationsthat only result in leaving abad taste in your mouth.

Selling Rule: People can have all the pain in the world, but unless they are
committed to doing something about it, nothing will happen.

There are acouple of wayswe can test to seeiif the progpective client has commitment:

A. Ligen for sgnsof commitment like sarting dates:

Buyer:W e're going to have this in motion by the thirty-first in order to meet the deadline with the board of
directors.

B. Ask for commitment.

Consultant:Jane, thank you for sharing your concerns with me. Sometimes | come in contact with people
who have issues that
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need to be dealt with, but, for whatever reason, they procrastinate and the situation tends to get worse.
Are you folks serious about taking care of this right away? Do you have any target dates or a deadline?

Jane: Oh yes. We can't let this go on much longer.

As mentioned previoudy, you must be prepared to be hired at any time. Y ou will find, as| and many
of the best business developersin the professions have, that you may be hired at the completion of this

step.

Do not offer to do aproposa! Y ou must be comfortable with securing the client now, if you want
them. Sometimes, there is so much hurt and the chemistry is so good, that the client will decide to
engage you immediately. Don't talk yoursdlf out of asde!

Let'srecap Steps 2 and 3 and decide whether to proceed in the salesinterview. In these important
steps, you have done dl that you can to have the prospective client share with you their emotiona
needs, wants, and desires, and you have tested for commitment. Asking questions and listening without
interruption have a so boosted the personal chemistry with the buyer.

Now you need to determine how, and if, to proceed. Test the amount and nature of the hurts you have
listened to. Was the prospective client emotiondly involved? Did they speak openly and fredy? Are
they committed?

If hurts and commitment are lacking, you can decide to terminate the sale at this point. And why not?
Unlessyou are looking for more practice salling and being used as afree resource for idess, now isa
good timeto decideif it'sworth the effort to stay involved. Save that precious commodity known as
your salf-esteem.

Remember: One of the most important wordsin salling more professiona servicesis"Next?"

If the prospective client has passed Steps 2 and 3, we can now proceed to Step 4: Test for Ability
and Desireto Pay.

Diagnosisand Rx: Find Out Wherelt Hurts

* In order to sdll effectively, you need to understand why people buy. Animportant selling ruleto
remember: People buy for emotiond reasons and then justify their purchasesintellectualy.

* If you make athorough examination and discover that the buyer

73



isfine—the buyer has revedled no emotional needs, wants, desires, or musts—a sae cannot be made.

* When questioning/examining your prospect, you must dig deep; don' accept what they say at face
vaue. If the buyer states she is changing providers because her current one charges feesthat aretoo
high, don't assume that's the real problem. Ask her to tell you about it. Hold yourself back from
offering solutions, and search for the buyer'sred hurts.

* There are two distinct parts to the examination process that must be conducted in sequence; thefirst
oneisdiciting information. Ask informationa questionsto start the conversation. Keep asking themin
order to discover dt the rdlevant information you'll need to correctly diagnose the buyer's problem and
to assess the Situation for the probability of asae. Y ou should have aminimum of twenty informationa
questions prepared for each salescall.

* Once you get the buyer talking, you should move on to the second part of this step: finding out where
it hurts. There are several methods you can use to discover whereit hurts: the buyer's emotiona needs,
wants, desires and musts.

1. The Natural Progression Method. Buyerswill often drift naturdly from providing mere
informetion to teling you more va uable details about their businesses. Listen carefully to their
answers and stories, and take special note when they make emotion-laden statements.

2. The Plus/Minus Approach. Start by asking your prospective clientswhat they like about
their current supplier, and then patiently work your way to what they dont like (often you
won't have to ask; the buyerswill get around to telling you eventualy, if you keep your mouth
shut).

3. Nobody's Perfect. When you've got atight-lipped buyer in front of you, try this approach
to open him up: "Fred, nobody's perfect. If there was one thing you could change about your
current designer, what would it be?"

4. Take Theminto the Ozone. If you're having trouble steering the conversation away from
the fee issue, you might say, "Jane, what role would you want your accountant to play if fees
redly weren't anissue?’

5. The Tell Them Where It Should Hurt Method. If you are having difficulty thinking of a
guestion, or the prospective client is answering in monosyllabic grunts, it's agood opportunity
toin-
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form the buyer about where it should hurt, and then test to seeif it does, indeed, hurt there.
(Thisissimilar to having a physician poke you in places around the abdomen looking for abad

appendix.)

6. "Are Fees Your Only Consideration?" Never be afraid to discuss fees. If the prospect is
truly buying on price done, you should be aware of that; then you can decideif you want to
compete on price or leave. Also, remember: the deeper the hurt, the more willing the buyer
will beto pay; delve deep to find out the real problems.

7. Conditions of Satisfaction. Y ou should find out what the buyer's expectations are in order
to determineif they areredistic and if you can—or want to—satisfy them.

* After you have succeeded in finding out whereit hurts, you must progress to determining the extent
(or lack) of the buyer's commitment to be healed. There are two waysto do this:

1. Listen for signsof commitment, like starting dates.

2. If none are obvious, ask the buyer if he's serious about taking care of the situation right
away, if he hasadate planned for implementation, or some such question.

* By going through this examination procedure, you have found out where the buyer hurts, you've
planted the seed for agood working relationship, and you've separated yourself from the competition.
If the buyer doesindeed hurt and has a desire to do something about it, you're well on your way to
making thesde.

75



8—
Conducting a Financial Diagnostic and Nurturing the Desire to Pay

In this chapter, you'll learn how to determineif prospective clients are willing to pay your fees—before
you get too far dong in the sales process. Thisisimportant because the longer you wait to discuss
fees, the more emationdly involved you become, which increases the odds that you will cut feesto
dosethesde.

Why Step 4—
Test for Ability and Desireto Pay |sImportant

Assuming your patient does have hurts, and that sheis committed to having them cured, you now need
to find out if she hasthe ability and willingnessto pay to be hedled. Thisisakin to the doctor who
checksto seeif the patient has insurance coverage before he starts operating.

Of course, feesare abig issue today because of the economy and the increasingly competitive nature
of the professions. Some competitors seem to be giving their services away because they are
desperate just to generate cash flow. However, using the sales examination to its fullest advantage, you
arein control. You decide if you want to compete on price. The sales examination is composed to
help the buyer fed whereit hurts and see you as the savior—and thus be willing to pay more for your
services.

Physicians know that the best time to discuss payment is before the operation or cure. People who are
cured have less motivation to pay your fees. Y et many professiona service providers curethe pro-
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Spective patient during the salesinterview for free. Then they wonder why they can't closethe sde, or
why the patient decided to stay with his current provider or do it in-house (using the prospective new
provider'sidess, of course).

Here are the reasonsfor determining ability and willingnessto pay early on in the sales process:

1. Avoid wasting time. Y our timeto market and sdl islimited and therefore highly vauable. Don't
invest this asset with people who have alow probability of paying the fees you need to produce quaity
work.

2. Eliminate fee objections early in the selling process. Very often professona service providers
wait too long in the sdlesinterview to discussfees. They waste time with people who weren't qudified
buyersin thefirst place or wind up cutting their price when they needn't have if the sale had been
conducted correctly.

3. Use emotional momentum to your advantage. Picture achild on aswing. There are basicaly
three positions that the child can bein onaswing: "up” (positive), neutrd (at rest), or "down"
(negative). These positions gpply aso to your prospective clientsin the salling Situation; they are on an
emotiona swing and can be positive, neutrd, or negative a various points in the process.

Mogt of the time professonaswait until the end of asdescal to discussfees, or they avoid the topic
atogether. Ninety-nine percent of al proposas have feeslisted on the last page.

Outdated sdlling techniques have taught you to wait until the end of the sdleto talk price, because the
customer will be so excited that hewill gladly pay what you want. Today's sophisticated buyer knows
that game dl too well.

Using the child's swing as an andogy, you can seethat if the buyer is up, he has only one way to go,
and vice versa; abody in motion tendsto stay in motion. Therefore, a positive buyer isin adangerous
position for you, because he can only go negative.

Too often, many of us have lost the sale at the end of the conversation or later, when the buyer swung
back to neutral or negative. In those Stuations where the buyer has become less positive, it isvery
difficult to move him back up.

By discussing feesin the middle of the conversation, you can use the emotiona swing to your
advantage.

An Example of the Swing Analogy

Most of us have had the usudly unpleasant experience of buying an automobile. That intense desireto
have anew car issmilar to the
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fedling of wanting anew toy when we were children. We are positive on the emotiond swing.

S0, you trudge into the dealership, wary of any sales-typeswho stand ready to pounce on you. Y ou
look around. Ahal Thereit is. the new Eliminator, the car of your dreams! Slowly, in awe, you stroll
over toit. You know what awaits. the outrageous price. As you gaze upon the price sticker, you swing
wildly negative. Ifs even worse than you thought it would be! These dedersareinsane! Y ou are now
negative on the emotiona swing.

A very smart salesperson approaches delicately. She doesn't want to scare you off. She asks softly if
you have driven the new model of the Eliminator and hands you the keysfor atest spin by yoursdlf.

Asyou enter the car, you alight on the soft leather seets. Oh, they fedl so good! Y ou turn the key and
hear the purr of the engine. In anticipation, like achild unwrapping anew toy on Christmas morn, you
speedily drive off the lot and into the street. VRRROOOMMM !

Y ou accelerate quickly. The car is so powerful, so strong, so safe. Y ou start saling the new car to
yourself: "l deservethiscar. | work so very hard, | need some pleasurein my life. . . .I'll be much safer
in this car—no more worry about getting to my clients. . . .I can afford an extra couple of thousand
dollarsfor this. Ooooohhhhh."

Asyou pull back into the dearlership, you have returned to positive on the emotiona swing. The
salesperson awaits. Because she has learned her lessons well, she knows not to turn this Situation into
anegotiating war. She wants to remove your defensesto facilitate the sale and keep you postive.

Y ou wak in, and she directs you into aroom and makes you fed like aguest in her home. She offers
coffee and, redlizing you are in adangerous position on the emotiona swing, closesthe dedl as quickly
and gingerly aspossible. Y ou drive home happy with your new toy.

In this example, you can see several powerful sdlling strategies at work. Y ou, the customer, are
dlowed to sdl yoursdlf. There was terrific emotiona involvement by the time you wereforced into the
unpleasant experience of negotiating price with acar dealer. The salesperson was smart enough to
know that she had to keep you positive by dlaying your defense systems and dosing the dedl as

quickly aspossible.

Please understand that, becauise the way this selling situation was set up by the intelligent, experienced,
and successful salesperson, you were virtually magnetized to the positive sector of the emo-
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tional swing. Y ou sold yoursdlf before Sitting down to battle over price. The swing had gone so far
positive that the ded would gill be made to the benefit of both.

How the Swing Affects Professional Service Providers

Prospective clients are much more likely to pay higher feesif they are emotiondly involvedin the sales
process. The swing can become magnetized if you start to discuss fees at the right time, and clients will
be morelikely to pay higher feesthan they would have otherwise. Also, thereis till timefor the swing
to come back to postive, if fees are parlayed early, rather than asthe last issuein the interview or
avoided altogether.

Of course, you cannot often give the prospective client a solid fee estimate without further discusson,
examination, and analysis of timeinvolved in aproject. But, just like the sticker on an automobile, you
can give them the opportunity to start selling themselveslong before the sdesinterview isover.

TheWrong Way to Sl

Usudly, the customer never getsthe opportunity to sall himself in agtuation like the car-buying
example above. Automobile salespeople are notorioudy impatient and try to battle over price before
the customer is sufficiently emotiondly involved. End result? They wind up losing the sde that should
have been made. The customer's emotiona swing never getsto the extreme positive, the customer
swingstoo far negatively for the deal to be made, or the customer |eaves the dedl ership to shop
around until hefindsacar helikes at the absolutely lowest, rock-bottom price.

An Important L esson

Shopping for the lowest possible priceis how you buy cars, right? | bet you probably can't imagine
anyone buying acar right off the showroom floor without haggling for days over price.

One of thesignificant selling lessons | have learned from the best business generatorsin the professons
isto stop and redlize that you are probably looking at the world through the eyes of a professional
service provider. Be careful! Those of usin the professonstend to be
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highly intdlectud, very anaytica, and not asin touch with our emotions as most of our prospective
clientsare.

Many of the people we sl professional servicesto are not accountants, consultants, engineers, or any
other professional service providers. There are many different persondity types (which wewill review
in Chapter 9), and each should be sold to differently. Many of the clientswe sdll to are leaders,
Norman Schwarzkopf typeswho are interested in one thing: results. They are not interested in details,
and if properly sold, priceis secondary. In this step, use the emotional swing to your advantage by
discussng fees early, after the client isemotionaly involved.

L et the Prospective Client See the Behavior of Someone Who IsVery Successful

People like to do business with people who are successful. If the professional is recognized by the
prospective client as being asuccessin her fidd, the client islikely to sal himsdf by coming to the
conclusion that the reason the professiona is so successful isthat sheis very good at what she does.

Much of what we do and how we act represents us better than what we say. Thewordswe say area
very smdl part of our tota communication. The science of neuro-linguistic programming (NLP) reveds
that only approximately 7 percent of our communication isthrough the words we speak. Thirty-eight
percent of our communication is through the tones in which we speak, and afull 55 percent of our
communication is through how we act, how we come across, to others.

Thisisan important saling lesson to learn; it explains one reason why Ronad Reagan was so
successful as president. Not too many people can remember much of what Mr. Reagan said when he
was president. However, didn't he look like a president? Didn't the words he spoke sound great? He
didn't carry his own suit bag onto Air Force One as Jmmy Carter did. The president is the most
powerful person in the world; he should look and act the part!

Buyers are afraid to deal with people who need the business. Highly successful professionaswho
bring inalot of busnessto their firm do not waste alot of time dillydallying around fees. They are
confident in their abilities and expect clientsto pay for their valuable services. They redizetheir own
vaue and are sold themsalves on their fees. By discussing feesrelatively early in the sales process, you
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are giving the prospective client the behavior of someone very successful.

Keep Control of the Selling Process

Ah, control; that isavery important word to a professiona service provider. Many professionals have
apassion to control everything. Every i must be dotted, every t crossed. Where's the to-do list? We
must not | et the project get out of control!

And soitiswith the sles process. Y ou must bein control of this delicate procedure, or accidents may
happen which can cause you to fail. Y ou must discuss fees after discovering the client's hurts because
it keepsyou in control, enabling you to guarantee the best possible outcome.

The Trandgtion from Step 3to Step 4
Let'sreview whereyou arein the salesinterview:
* Y ou and the progpective client have been devel oping a comfortability and chemistry with each other.

* Thedlient istelling you his emotiona needs, wants, desires, and musts, aswell as the background
information necessary for you to diagnose the Situation.

* The buyer is committed to action.

Now, we need atransition to discuss fees:

ConsultantBob, thanks for discussing these issues with me. | believe | have a good perspective on your
situation. Usually, | find that now is a good time to discuss our fees. | don't want to waste your time. Is
that okay with you?

Buyer:Sure.

In fourteen years of approaching buyers at thistime about fees (after listening to where it hurts for
forty-five minutes to an hour or s0), no prospective client has ever said that it wastoo early to discuss
fees. It just makes too much sense; in thisway, you're not leading people on. Usualy, I've found that
we professionals are the oneswho are afraid to approach the subject.
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How to Perform Step 4
Here are five ways to approach the subject of fees. Select one or two that you feed comfortable with:

1. Ask for a budget.

ProfessionalDo you have a budget for this project/engagement?

Sometimes people will share their budget with you; other times, they won't. I've found this depends on
theleved of chemistry (and ensuing trust) between you and the prospective client. Buyersusudly havea
budget, especidly if you are discussing a project.

Some people will say to you "aslittle as possble." That's okay. Option 2 isagood way to follow up
that remark.

2. Ask, "Are fees your most important consideration?" Smoke 'em out early, | say. Y ou should
maintain control and decide whether you want to buy the work and deal with people who are only
interested in fees.

Consultant Betsy, are fees your most important consideration in hiring a new consultant (or completing
this systems project)?

Betsy:Yes. W e want the cheapest we can find.

You'rein control in Step 4, and now you know what you're dealing with. Thisis before you've
become emotionally involved, spent agreat ded of time, or done alot of work on aproposd or a
presentation. Y ou can decide if and how to proceed:

Usudly, however, thedidogue will golikethis:
Consultant Betsy, are fees your most important consideration in hiring a new consultant?

Betsy:No. Of course, fees are a consideration, but we're very concerned about getting this project done
on time and getting our building finished. The longer it takes to complete, the more we lose on rent and
credibility to our investors and future tenants. And we want the easiest transition from our old architects,
with the least disruption of staff.

Good. Hopefully you have flushed out the fee issue. Y ou have discovered some additional information
(or if you've done your job
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correctly in Step 2, averification of whereit hurts). My experience, and that of my clients, isthat Betsy
islikely to pay more for the right person who she perceiveswill perform vaiantly to solve her hurts.

3. Throw a ballpark figure at them. Thisis my favorite method to discussfees.

CPA:Jonathan, based on what we've discussed so far, you're looking at a range of $ 8,000 to $ 12,000 for
our fees. That estimate could be somewhat high or low. Unfortunately, | can't be more precise at this time
because | haven't inspected your books and records and calculated the hours needed to complete the
project. But that's a good ballpark figure. Should we continue talking?

Y ou have just closed the buyer for fees. If he saysyes, you should go forward, because he has passed
Step 4. If he saysno, he hasfailed to qudify for fees. Y ou could then find our what he wanted to pay
and decide whether you desire the business at that price, or whether you should smply thank him for
histimeand leave.

Some professiond service providers say they do not like using aballpark figure. After dl, they need to
caculate, recaculate, analyze, discuss, think about, mull over, and contemplate what the engagement
entails. Ah, baloney! Givethe buyer aballpark figure and don't waste your time. Y ou heed to move on
with the sdlesinterview. Now's the best time to get the feeissue under control.

4. Ask the buyer, "What are you paying now?"

ProfessionalStacy, what kind of fees are you paying your current firm?

If the buyer won't answer this question, be on dert. She should fed comfortable by now and trust you.
If sheisn't willing to tell you, sheis playing games because sheis afraid of being taken advantage of. At
thispoint, it isadanger sgnd if the buyer refusesto tell you what sheis paying.

5. Tell the buyer, "We're rarely cheapest and might be more expensive. Should we continue?’

ProfessionalChris, thank you for discussing your situation with me. Usually, | find that this is a good
time to discuss fees, as | don't like leading people on.
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In most circumstances like yours, we're rarely cheapest and might be more expensive—should we
continue?

Chris: Okay.

SISO

Again, if you discover that the buyer isonly interested in fees, you are till in control and can decide if
and how to proceed.

Buying the Business

The purpose of the sdles examination isto put you in tota control of the selling process, just the way a
physicianisin control of the examination process. By being in control, you can dedde with whom, and
how, you want to do business.

Unfortunately, the only way many professionads know how to sl isby cutting fees. I've met some
service providerswho are so bad at sdlling that they literadly couldn't give it away; that's right—they
couldn't get the prospective client to take it for free.

And, fortunately for you, lessthan 5 percent of your competition would even consider reading a book
likethis. The professiona service provider who knows how to sdll can redlize their dreams of financia
success and freedom. Y ou have much less competition than you might think.

There are going to be times, however, when you may want to consider buying the businessin order to
open anew market or get aspecific client. It hasto be your decison. Just don't make it a matter of
habit in your sdlling.

The very firgt large consulting client | procured way back when was sold on the condition that | work
for half of my normd fee. | took that offer—with the up-front contract that they would act asareferra
source. | did that because | knew that having aclient like them in apostion to give me referrals and be
ashining point for future prospective clientsto see would be well worth it. That one mgjor client jump-
dtarted my career to the nationd level, and | worked with them for several years. Even though I cut
fees, | will dways be grateful for that opportunity.

Many of the smartest professiona firms buy market share and exposure in this way—just make sure it
isyour decison to do so with the understanding up-front that the client will act asareferral sourcein
the future.
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How to Proceed in the Sales I nterview

In Step 4, you have tested the patient for willingnessto pay to have his hurts cured. Now you need to
determine how and if to proceed. Are you comfortable with how the prospect viewsfees?Ishea
serious buyer or merely abrowser? Isthis sdlesinterview and prospective client worthy of pursuit?

If the buyers passed Step 4, we now proceed to Step 5: Knowledge of the Decision-Making Process
and the Ability to Influence that Process.

Diagnosisand Rx: Don't Operate Without I nsurance

» Assuming that your prospective client has pain and is committed to hedling, you must dso ascertain
that she has the ability and willingnessto pay for acure.

* The best timeto discussfeesis before you've offered any solutions; people who are cured have less
motivation to agree to pay your fees. Discussfees early in order to:

1. Avoid wadting time. Don't spend your precious saes time with someone who is unwilling or
unableto pay your fees.

2. Eliminate fee objections early in the salling process. Thiswill help you to avoid unqudified
buyers and the need to dice fees.

3. Use emotiona momentum to your advantage. If the prospect has an objection to the fees,
you're till early enough in the sdle to discuss the problem, dleviate the objection, and keep going.

* You will find that prospects are much more likely to pay higher feesif they are emotiondly involved
in the sales process. Be sure that you have reached the real issues that concern your prospect during
your sales examination.

* Although we professional service-providerstend to be very sdlective and price-conscious, most of
the businesspeople we sl to are not.

* Successful professionds do not waste alot of time quibbling about fees; they are confident in their
abilities and expect clientsto pay for their valuable services. Act like you are successful, and you will
be perceived as successtul.
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* After you've established chemistry, found hurts and commitment to be hedled, you should make the
trangition to discussing fees, there are five waysto do this:

1. Ask for abudget.

2. Ak, "Arefees your most important consideration?”
3. Throw aballpark figure at the prospect.

4. Ask the buyer, "What are you paying now?"

5. Tdl the buyer, "Wererarely chegpest and might be more expensive. Should we continue
taking?'

* Y ou should not make ahabit of cutting feesto buy the business. However, you may want to make an
occasiona concession in order to open anew market or acquire a specific client. If you do, make sure
that you have an up-front agreement that the client will act asareferrd source for you in the future.
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o—
Anatomy of the Decision-Making Lifeline

In this chapter, you'l learn how to uncover al the viable information about the prospective client's
decision-making process. Y ou aso discover how to ascertain whether you can influence that process
to your benefit. Thismakes up Step 5: Test for Knowledge of the Decison-Making Process and the
Ability to Influence that Process.

Why Testing the Decision-M aking Process | s mportant
Testing the decison-making process will enable you to:

1. Ascertain the decision-making process. In this step you need to find out everything that you
possibly can, in order to avoid spending time interviewing the wrong people. Asyou interview different
people, you will find that each has his or her own set of priorities. Sdling into the wrong set of
objectivesis disastrous and will cause you to fail. Also, professona service providers often find out
who the true decision-makers are when it'stoo late, after their presentation or proposal is made.

2. Avoid masting time. Y our timeto market and sdll islimited and vauable. Don't invest this asset
with people who have alow probability of making adecison in the near future or are unlikely to
decidein your favor. Y ou need to decide if you want to pursue clients who will not let you access the
red decision-makersor will not tell you how the decison will be made.

3. Acquire a mentor who will guide you through the sale to a successful result. Two heads are
better than one, especidly in sdlling. In each sale, you want to find someone who can lead you through
thesde
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and tell you what it will taketo get it. Thismentor may be (hopefully) on theinsde of the buyer's
company, in your own firm, or someone you respect as being highly successful a sdlling.

4. Eliminate your competition, if possible. Inthis step, you will attempt to diminate all or most of
your competition, in order to put the selling odds in your favor.

5. Jockey for last position. A good rule-of-thumb regarding the decision-making processis "He who
islast, wins." Thelast impressionisvery powerful. We have dl lost sales we thought we had won to a
less-qudified opponent because we got "lost in the shuffle’ when the person who followed us made a
more lagting impresson.

Different Personality Types That Affect the Decision-M aking Process

Not everyone makes decisonsin the same way. It will help you to better perform Step 5 if you
quickly discern what persondity type you are dedling with in the selling Situation.

There are Six basic persondity types you need to be concerned with. Y ou can quickly size people up
by observing their behavior, postion in the company, and environment.

1_
The Leader

Most of the business owners (entrepreneurs) and CEOs of fast-moving, aggressive companies are
leaders. Leaders are confident and direct, love challenges, and are willing to take charge and go into
action. They areinterested foremost in results and like to make things happen. Leaders are god-
oriented, salf-motivated, aggressive, and problem-solvers.

These people are action-oriented and dissatisfied with the status quo. Their businesses are adirect
extenson of them. Many leader clients don't even know how much money they make, year to year.
Their motivation for going to work isthe thought of playing Monopoly for real. They are not interested
in details and are prone to making quick decisions based on their instincts so they can get onto the
next battle or issue. They areimpatient. If you dillydally about securing adecision, you will losethem
because they will have moved on to some other fire to put out.

Norman Schwarzkopf, Mike Ditka, Lee lacocca, and Margaret
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Thatcher are consummate leader persondity types. People like them could not care less about the
details of what you will do astheir service provider. Don't discuss the intricacies of the project; you'll
lose them. Al they care about is getting the ball over the god line, ASAP. They want to know how
you are going to help them achieve better results and besat their competition.

Leaderslike change! They are risk-takers and love speculating. They seek out people committed to
winning to be members of their team. If you help them win more often, they will promote you wildly to
their friends, other leaders.

The leader's office may be well-gppointed, showing off her success. Moreimportantly, it isfunctiona
in order to better get things done.

Their hurts and buying motives center around producing better results and beating the competition,
which includes persond competitors, such asfriends, sblings, and parents; in-house competitors, such
asfdlow workers; and corporate competitors, like rival companies. They are not generally concerned
with issues like how much money they will save on fees.

The one question you must ask aleader is, "How can |, asyour consultant (or engineer, atorney,
graphic designer, accountant, architect), help you beat the competition?' Ask this of aresults-oriented
achiever like aleader and you tremendoudy boost your chemistry, separate yourself from the
competition (who hasn't thought of it), and find out how to sell them.

2—
The Executive/Manager

Most CEOs, other executives, and managers of established companiesfit into this category. They are
motivated by what'sin it for them persondly. Their motivations are looking good to others (the board
of directors, their bosses, their employees), their persona security, and their financial compensation.
They may not take action if it just benefits the company, if they can't see the connection to how it will
help them. Unlike leaders, they do not welcome change or action unlessthey can see the direct
persond benefit.

Y ou must find out how the situation affects them personally and have them tell you how a change or
what you are suggesting might help them. Don't forget that fees may not be tantamount to sdlling these
people. Executives/managers spend others money faster and more easily than they spend their own. A
good question to ask an
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executive/manager is, "How could |, as your consultant, help you to be even more productive and
vauable?'

3
The Socializer

Socidlizers are very amiable and have aweslth of friends. They are people-loversand arelikely to be
found in sales and other people-related positions, such as public relations and advertisng. They enjoy
working with people and hate persona rejection.

Socidizersare primarily concerned about their relationships with other people. They covet persona
attention from people they ded with. Their office environment may have ared attention-getting itemin
order to get conversations going. One of my socidizer clients hasafull-scae mode of apony in his
officel

Socidizers want to be liked and are uncomfortable with slence. They like to talk—it givesthem
energy. Their hurts and buying motives tend to center around alack of persond attention from their
professona service provider. Also, they tend to be disorganized and want to put their lives, career,
and businessin order.

They want more friends, contacts, and customers and are not necessarily interested in results or fees
asanissue. You will borethem and lose the sdleif you give them unnecessary details. The questionsto
ask asocidizer are, "Does your current service provider give you enough persond attention? Are you
as organized as you should be?"

4—
The Overseer

Ben Cartwright, a character on the old TV show Bonanza, was the perfect overseer: he took care of
hisfamily, his people, and the Ponderosa ranch.

Oversears are againgt change and are selfless. They are motivated by what isbest for the "family.”
Inside organizations, they often are the support people but will so show up as the paternad/materna
figurein the top spot.

They arelessinterested in bottom-line results and are more concerned with how every move they
meake affects the organization.

They do not like to rock the boat, and they want their service providersto fit in with the group.
Overseerslook for cooperation and support of the group's goals. If you are perceived as being too
different, you arein trouble. Y ou will bore them and lose the sdeif you give them unnecessary details.

I dentify overseers by the multitudes of family picturesor their
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children'sdrawingsin their office. These people are the "hogts' of theworld vs. the"guests. Once you
get on their side, they'll do anything for you.

Thelr hurts are the group's hurts. Their buying motives center around the welfare of the company
family, not necessarily the bottomline or how much money they'll save on fees. A good question to ask
an overseer is, "How could I, as your consultant, help make things better around here for everybody?*

5
The I nnovator

You'l find innovators working in arts-related fields, as designers, writers, architects, actors, and
musicians. Innovators are not againgt change; the very nature of what they do is novelty.

Their primary buying motive, or hurt, isto free up time to alow them to cregte. They are Smilar to
leadersin thisway: They will hand you the bal to run with. Y ou will bore them and lose the sdeif you
provide unnecessary details. Some innovators even turn the management of their business and their
financid affairs over to someone else, in order to free up moretime for them to create.

Thelr office or place of business may be quite unusud, messy, and disorganized. These people make
decisons quickly. They want to concentrate on innovating. A good question to ask an innovator is,
"How could I, as your consultant, free up more qudity time for you?"

6—
The Accountant/Engineer

Ninety percent of CPAs and engineers possess these personality traits. They are not risk takers but
rather are suspicious and very conservative by nature. They follow rules and regulations. They love
information and detail. Their offices are organized and tend to be meticulous. Don't touch anything on
their desk!

Their buying matives focus on making sure that they get the very best value for themsdvesand their
company, and making their lives easier. Mogt accountants/'engineers believe they work too hard, and
they negate change for fear that it will add work to their aready busy schedules.

They may change sometime within the next severd lifetimes, if they perceive that they are not getting
the best dedl for their money and that such a change will make their schedules lighter, thusfreeing up
some time to focus on more important tasks. Don't hold your breath waiting for these people to make
adecision.
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Accountants/engineers are not open-minded, and they doubt everything. They are against change, are
scared to desth of failing and taking risksin generd, are not interested in anything except bottomline
results, and are primarilay motivated by dying with as much money aspossible. Feeissuesare
paramount.

Their concern with feeissuesis one reason accountants'engineersfal so often in the saling situation.
Asyou can seg, five out of the six types of decision-makers discussed are not primarily motivated by
saving fees. And yet, thisis how most accountants/engineers sdll; they hope to secure the client by
saving fees. By focusing on fees, they totally missthe mark in sdlling their services.

Theway to sdll to accountants/engineersisto flood them with information. The more
information—details, charts, numbers, case studies—the better, because this multitude of information
helpsto ease their fear of failure. These people are hot for referrals of people who have hired and used
you successfully in the past.

Alwaysfollow up thoroughly with accountants/engineers—your god must be to get past them to the
money man or money woman who isthe real decision-maker. Accountants'engineers are tough buyers
and often postpone decisions that could or should be made.

A couple of good questions to ask an accountant/engineer are, "How could |, as your consultant, help
you boost your bottom line?' "How could | provide more value than the person (or company) you are
currently using?' "How could we make your life easier around here and open up more time for you?”'

Of course, individuas are not one specific type of personality or another. There will be adominant
trait, followed by a secondary quality. For instance, a CEO might be aleader primarily and asocidizer
secondarily.

What Kind of Decision-Maker Are You?

In sdlling, what you project out into the world, you will receivein return. If you're the kind of person
that hasto mull something over for Sixteen thousand years before you can finally say yesor no, that is
exactly the kind of decision you will receive from prospective buyers and clients. Are people
congtantly telling you they need moretimeto "think it over"? No wonder! So do you!

The top business producersin the professions are able to make up their minds quickly. They don't
have the time to paralyze the decision-making process and hold back progress. They are comfortable
in
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taking action and don't |lose deep over the few wrong decisons they have made. They know that the
longer they wait to do something, the lesslikely it isthat it will happen, so they do it now.

They can walk into adealership and drive out with acar an hour later. They can aso meet with a
prospective client and leave with anew client an hour later. Because that istheir attitude about making
their own decisons, those are the kind of decisonsthey get: immediate yessor no's. Anything else
would beillogica to them.

Improving Your Hit Ratio

To be more successful at procuring yes or no decisions, practice by going to restaurants. Don't open
your menu until the waiter comes, and then decide. Stop saying that you haveto think it over in
decisonmaking Stuations, and start saying yes or no. Do it now! Remember: adecision not to make a
decisonistill adecison.

To be more successful at sdlling, quickly identify what type of person you are dedling with, and be
more comfortable with having people hire you immediate y—even though you might not rush into a
decison yoursdf.

Mogt successful businesspeople are interested in putting out the immediate fire so they can move onto
the next one. Congder dropping al of the unnecessary details of your presentation. And remember, in
dedling with other types of decison-makers, fees are often not the dominating issue.

How to Perform Step 5—
TheTrangtion from Step 4

Let'sreview whereyou areinthe sale:
* Y ou and the prospective client have been devel oping a comfortability and chemistry with each other.

* Thedlient istelling you his emotiond needs, wants, and desires, aswell as the background
information necessary for you to diagnose the Situation.

* The buyer is committed to action.

* Y ou are comfortable with the buyer's willingness to pay your fees.
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What It Takesto Accomplish Step 5

In this step you need the answer to four questions:
1. Who are the decision-makers?

2. WWho isyour competition?

3. When will the decision be made?

4. How will the decision be made?

An example of Step 5 follows, featuring a professional service provider named Bernie, aCPA, and a
prospective client, Bob. Bob isthe controller for amanufacturing business with sales of about $ 7
million.

Although thisillugtration of sdlling consulting servicesrelatesto the field of accounting, | ask that you
try to see how it would work in your own Situation. This conversation would not go much differently if
Bernie were sdlling office design, computer consulting, architectura services, or any other professiond
sarvice.

Over thelast fourteen years, | have consulted with every possible type of professiond service
organization. | promise you that athough this situation involves one specific profession, it will not be
that much different from your own.

Infact, sdling audit services may be more difficult than sdlling other types of professona services
because of the very nature of the marketplace for such services. Over the years, buyers of accounting
and audit services have seen these services and the providersin more and more generic terms. Audits
areforced on acompany by abank or a government agency and are usualy seen as a necessary evil.
It isan extremely difficult sdle compared to other forms of professona services| am familiar with.
Thereis much less—amost no—perceived vaue by the client.

| have specifically chosen amogt difficult selling Situation to show you the value of using thisthorough
sdes examination methodol ogy:

Bernie:Bob, what does the decision-making process look like for this audit?

Bob:W e're in the process of interviewing seven CPA firms for this audit. W e've invited themall in to
discuss their qualifications. After I've conferred with all of them, I'll narrow it down to three firms for Ms.
Jones and invite them back to meet with her. Ms. Jones and | will meet then and come to a conclusion
about who we will hire.

94



The Five Decision-Makers Who Affect the Decision-Making Process

It appears Bernie has just answered the questions about who the decision-makers are and how the
decison will be made.

But beware! Thereis frequently—both accidentaly and purposay—hidden information you need to
learn in order to correctly perform this step. Y ou must dways pursue the five types of decisonmakers
that affect this process.

1. The money man (or woman). This personisthefina decison-maker and "signsthe checks.”

2. The user. Thisisthe person whom you or your staff interact with. She may be the project manager,
office manager, department manager, or something similar. But be careful. This person ismost often
not thefina decision-maker, but she may pass hersdf off as such. However, sheisimportant because
shewill have influence with the money man, who will not want to hire someone who won't get dong
with her.

3. The outside intruder. Thisisthe person most often overlooked in the salling process. The outside
intruder may be the buyers vaued attorney, banker, accountant, or consultant—the person whom
they goto for business advice. Y ou need to get in front of this personif you deem their influence
important. Y our competition won't think of it.

4. The intermediate. Sometimes, you cannot get in front of the final decision-maker. In that instance,
you must sal intermediates asif they were that person. In such cases, the final decision-maker is
relying on theintermediates for arecommendation on whom to hire. Chances are, thefina decision-
maker has taken their advice before and will do so again.

5. Committees. If acommitteeisinvolved in the decision-making process, you should attempt to get
infront of them to present your own case. If you cannot, you will haveto rely on the intermediate to
s for you (not the best Stuation).

Let'sgo back to Berni€'s conversation with Bob. Bernie must explore further:
Bernie:So, there is no one else involved in the decision, such as your attorney, for instance?

Bob:W ell, Jane Doe is a trusted business advisor to the company
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and has been our counsel for the last twenty years. W e probably wouldn't make a move without her input.
Bernie:ls Ms. Jones the final decision-maker, then?
Bob:We'll be making the decision jointly.

Bernie:Do you think it would be possible for me to get together with Jane Doe? Usually counsel, without
divulging confidential information, has a different perspective on the client's business that is quite helpful
to us.

Bob:I can't see why she'd mind.

| promise you that Bernie's competition hasn't thought of meeting the company'sattorney. Yes, itis
possible that the client will say no to such ameeting, but, even in that instance, Bernie will have
showed himsdf to be more thorough than anyone dse they will interview (agood qudlity for every
consultant and professional service provider).

And if Bernie does meet with their counsel, he's Just made another contact with apotentid referral
source. Since he would be the only one to meet with her, if he makes agood impression, she will
endorse him.

Bernie:May | ask who your banker is?
Bob:It's Nate Rate over at Frank National Bank. Do you know Nate?

Bernie:W hy yes, | do. Super guy.

Assuming that Bernie does know Nate, he can contract him (preferably meeting with him for lunch)
and ask him to put in agood word. If he doesn't know him, he could ask to meet him.

Now Bernie needsto nail down when the decision will be made and who his competitioniis.
Bernie:W hen do you expect to make a decision?
Bob:W e want to wrap this up in two weeks.
Bernie:Have you had a chance to meet with any other CPA s yet?
Bob:W e've met with one other firm, so far. The rest of the interviews are set up for later this week.
Bernie:May | ask who the other firms are?

Bob:Sure. W e've met with Joe Blow and Co., who is our current accountant, and we'll be meeting with
Arnold Arneson; Dupers and Hydrant; Young and Olde; Yours, Mine and Ours; and Jack Sprat.
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Perhaps you have asked about your competitors before in a salesinterview and the buyer hastold you
that he prefers not to divulge that information. If o, that isadanger sgnd. Using the sales examination,
Bernie has specificdly left this particular discusson to later in the interview, in order to give the buyer
timeto get redly comfortable with him. By now, the buyer should not be withholding any information.
If he does, it indicates one or both of the following: thereis poor chemidry, or the buyer is playing
games and may not be serious after dl.

Since Bernie's chemistry with Bob isgood, let's seeif he will agree to coach him through the sdle;

Bernie:Bob, you know Ms. Jones better than | do. W hat do you think she'll be interested in seeing or
hearing when | meet with her?

Bob:Vicky isn't all that interested in details. My experience is that she likes to do business with people
who are very concise and direct about how they can help us. She's very open-minded to input from people
outside of the business, though she hates know-it-alls.

| think the best way to sell her is to bring with you the people who will be working on the audit. She's very
conscious about the chemistry we have in our office, and won't want to hire anyone that she doesn't
perceive as fitting in. | don't think it would hurt to make sure to include some women on your audit team
because she is sensitive to women's issues and progression in the professions.

Bernie:How about slides or flip charts?

Boh | don't think she likes fluff or glitz she's much more interested in results. I'll leave that up to you.
Don't expect her to read through some novel-length proposal. She hates paper-generators.

Wow! That's some very powerful input from someone who knows how thefina decision-maker has
made decisonsin the past. Y ou can see where Bernie could redly err in thisinstanceif he produced a
male-dominated audit team and a flashy and lengthy presentation. And what presentation do you think
Ms. Joneswill most likely buy? The one that she wants to see or Berni€'s standard presentation?

Now Bernie needsto jockey for last position:

Bernie:Bob, | have arequest. | hope you have found our meeting as productive as | have. Can | touch
base with you before you make your final cut to see where we stand?

Bob:Give me acall on Friday afternoon.
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Again, if Bernie can't talk with Bob before he makes afind decision on the cut, thisisadanger signdl.
If he doestak to him after he hasinterviewed dl of the other firms, he has accomplished being last.

Plus, if Bernieisnot one of thefindists, perhaps there was amisunderstanding. During that cal, he can
find out specificaly why he wasn't chosen and then try to resolve these issuesin order to make thefinal
cut.

One key to asuccessful sdleisto maintain more contact with the prospective client than your
competition does. Use these contacts to show the prospective buyer your exceptiona service and to
givethem lots of tender loving care.

After thesalescal, Bernie will immediately write a persona thank-you note and send it attached to his
firm brochure (which he had |eft back in the office, aswas ingtructed earlier in Chapter 6). Now isaso
agood timefor Bernie to check out the books and get to know Bob's staff. Helll find out what hurts
they havethat Bob isn't aware of.

Bernie can forward any information to Bob that he thinks he might be interested in; for example, a
recent article about hisindustry. The more contact he has with Bob's business and staff without being a
nuisance, the better. Chances are very good that his competition won't do anything between their
interview and the cut date.

Please think about how this strategy could work for you. If you're an engineer, you should talk to the
genera contractor or other people you would interact with on thejob. If you're agraphic designer,
you could make a separate gppointment to see what some of the company's existing collatera materia
looks like. If you're acomputer consultant, you'd take a thorough look at the prospect's systemsto
seewhat kind of reports they are producing and what their backup situation is, aswell astak to some
of thein-house staff about their problems with the system. Try to see how these ana ogies apply to
you, instead of looking a how they can't gpply to your own situation. Y ou'll succeed much moreif you
follow the sdles examination to the best of your ability, rather than say, "It wouldn't work for me."

Another Buying Scenario

In the previous discussion we reviewed alikely course of action in acompetitive Situation. However,
sometimes you may be fortunate enough to be referred or invited into a business by the CEO, owner,
or manager who is planning to meet only with you. That decison-
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making processisvery different. Be prepared to secure that client immediately!

The biggest problem professiond service providers havein the salling Stuation isthat they don't know
when the sdleis made. When you arein front of decision-makers with whom you have good
chemistry, who hurt, who are committed to action, and who will pay your fees, they arein apostion to
do something now. Although you personaly might not take action without thinking it over for two-and-
ahaf weeks, people who run businesses make dynamic decisons dl of thetime.

If you're prepared to secure the client without alengthy research and analysis process and without
putting together a proposal, you will be able to make some salesin the decison step, even without a
presentation.

Be prepared. In this situation the following will occur only if you are comfortable and ready for it:
Consultant:John, what does the decision-making process look like for hiring our firm?

John: Let'sdo it.

Closethat ded on a handshake and get someone in there immediately to start work (that afternoon
would be best). Stop back with an engagement agreement on your way home from the office, if that is
normal for your business. Don't let their existing service-providerswessdl their way back in.

Knocking Out the Competition

We move ahead to Friday afternoon as our hero, Bernie, callsto find out how the interviews with his
competitors went:

Bernie:Bob? Hi! Ifs Bernie Fast. How are you?
Bob:Good, Bernie, and you?

Bernie:Fine, thanks. I'm calling to find out where we stand and how your interviews with the other firms
went.

Bob:Sure. We've narrowed it down to you, Joe Blow & Co., and Young & Olde.
Bernie:Good! W hat happened with the other firms?

Bob:Dupers was far too big for us. We would have been a tiny fish in a massive pond. Arneson was kind
of stuffy. Jack Sprat doesn't
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do audits anymore, and Yours, Mine and Ours cancelled their appointment.
Bernie:Will you be rescheduling them?

Bob:No.

Berni€'s reduced the competition down to two other firms. Now he may be able to knock out some
more of the competition and see exactly where he stands:

Bernie:Bob, based on what you know so far and if we weren't involved in this process, between Joe Blow
and Young & Olde, who would you recommend?

Thisisapowerful question, that Bernie must take the risk of asking. Once again, his competition (and
very few othersthe buyer has come in contact with) have thought to ask it. Should Bernie be afraid to
raise the issue? Why? He has good chemistry with Bob and the answer will help him immensely inthe
sales process.

One of my persona disgppointmentsin saling is not asking the questions | know | would have asked,
had | not been afraid. Don't go to your grave wondering what would have happened in your life,
career, business, persona relationships, and financesif you had merely had the courage to ask the
guestions you wanted to ask but were afraid to, at the time!

Back to the conversation:

Bob:Joe Blow.

Kaboom! With one question Bernie has knocked out 50 percent of his competition. What started out
asafishing expedition with seven firms, is now narrowed down to him and one competitor. But Bernie
gill needs some more information:

Bernie:W as there anything about Young & Olde that would cause you to eliminate them?

Bob: They're the size firm | feel we need to handle our problems, but | can't say | really cared for the people
they brought to the interview. All they did was babble on about how great they are; | don't think they
asked more than a couple of questions about our situation. They're lousy listeners, too.
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That's good knowledge to have about competition.
BernieW hy would you select Joe Blow?

Bob:Asyou know, he's our current accountant. Joe is a really nice guy, and he's already familiar with our
business.

Bernie:W hy would you switch then? (Bernie would have discovered this information in Step 2, but ifs
good to have the buyer say it again.)

Bob:Ifs just him and a couple of support people. He really doesn't have the expertise to help us with our
computer systems, cash management, inventory problems, collections, and so on. Joe's a great
accountant, but that's about it; we need someone bigger. I'mtired of having to constantly search for
outside help. And the bank wants more than just a sole practitioner's name on the financial statements.

Bob isthe user decison-maker in this case. If Bernie was not able to get in front of Ms. Jones, Bob
would also be the intermediate decision-maker. In that case, Bernie would have to dicit what Bob's
decisonwould be asif he were the fina decision-maker, because he would be empowered to sell his
choiceto Ms. Jones. It dso will help to find out that information in this situation, aswell:

Bernie:Bob, | don't want to be too direct, but if the choice were up to you alone, who would you be going
with?

Bob:Of course | can't speak for Ms. Jones, but your firm appears best suited to fulfill our needs. And
you've certainly followed through.

Oooh, that feels good: ajob well done! However, Bernie must now secure the last appointment with
Bob and Ms. Jonesto séll her, too.

Bernie:Have you set the follow-up appointments with the other two firms?
Bob:No. | haven't notified them yet that they have been selected.

Bernie:Okay. Because new issues may arise in their meetings with you and Ms. Jones, | request that you
set their appointments first; | would appreciate it very much if we could be last. That would give me the
opportunity to address those issues that are certain to come up in those other meetings. W hen should |
get back to you to find out when they're scheduled to come in?
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Bob:I'll contact them on Monday. Call me Tuesday.
Bernie:Great. Thanks Bob, have a nice weekend.

Bob:You, too, Bernie.

Once again, one need not be afraid to request the last position. Asking to belast is expected and
respected by experienced and smart buyers. Besides, Bernie has very good chemistry, and Bob ishis
advocate. It behooves him to help Bernie get hired.

Ancther possihility (usudly not thought of by your competition):

Bernie:Okay. Because new issues may arise in their meetings with you and Ms. Jones, | request that you
set their appointments first. | would appreciate it very much if we could be last. When should | get back to
you to find out when they're scheduled to come in?

Bob:Joe Blow has already done that. W e feel obligated to meet with him last because he's been with us so
long.

Now Bernie would have trouble. Joe Blow is going to plead, cry, and beg not to lose his best
client—and sometimes that works! Bernie needsto do one heck of ajob in the presentation step to
make sure Blow doesn't keep thisclient.

Bernie:How does Ms. Jones feel about that?

Bob:1 don't know. But she's fond of old Joe.

Look out below! Berni€'s prepared, though. HEll just have to jockey for last once more when he gets
to the presentation step.

Diagnosisand Rx: Study the Anatomy of the Decision-M aking Process

* Y ou will want to thoroughly examine the decision-making processin order to facilitate your sde. This
examination will help you to determine the flow of the decision, avoid wasting time, acquire amentor,
possibly eliminate your competition, and jockey for last position.

* There are Sx basic persondity types you need to be concerned with. They are the following:

1. Theleader: confident, direct, loves chalenges, willing to take charge and go into action
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2. The executive manager: motivated by persona gain, security, and looking good to others

3. The socidizer: very amiable, haslots of friends, enjoysworking with others, and loves persond
atention

4. The overseer: ressts change, motivated by what's best for the "family," selfless

5. Theinnovator: very novel and flexible, dwayslooking for more timeto create, eager to delegate
responsbility for business metters

6. The accountant/engineer: extremely suspicious and conservative by nature, meticulous, wantsto
get the best value, very dow to make adecison

Knowing what type of persondity you're dedling with will help you guide the decison-making process
inyour favor. Y ou can quickly size up people by their behavior, position in the company, and office
environmen.

» Theway in which you make decisonswill affect the way you get decisons. Most business leaders
are used to and prefer making speedy decisions. Therefore, you should practice making quick
decisions, so you can get asimilar response from prospects. Stop thinking things over and just doit.

* Y our examination will be complete when you have the answersto these four questions:
1. Who are the decision-makers?
2. Who isthe competition?
3. When will the decision be made?
4. How will the decision be made?

* In many instances, the decision-making processis not straightforward. There arefive separate
partieswho may participate in a decision; these are the following:

1. The money man (or woman)

2. The user

3. The outsde intruder (whoever the buyer turnsto for business advice)
4. Theintermediate

5. Committees
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To succeed, you must find out exactly how many of these parties are involved in the decision, and do
your best to sell each participant individualy.

» Throughout the sale, show your prospective client ahigh level of attention and service. Send a
persond thank-you note and relevant literature. Talk to the prospect's staff to uncover any new issues
that might be rdlevant. Beinvolved, but stop short of becoming a nuisance.

» Remember that business |eaders are used to making swift decisions. Be prepared to dose the sale
quickly; don't keep sdlling when you should be findizing the close.
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10—

L ooking Good and L ocking it up in the One-Call Sale

In this chapter, you'll be guided through the delicate and sometimes dangerous presentation and
proposal process. Y ou'll discover how to give more successful presentations and/or proposals and

how to achieve the one-call sale. This covers Step 6: Test to See If a Presentation or Proposal Is
Necessary, and Determine What It Should Look Like.

Isa Presentation or Proposal Really Necessary?
Testing the presentation and proposal process will enable you to:
1. Do aslittle work as possible and still get the business. Work smart, not hard!

2. Satisfy the buyers' intellectual needs. People buy for emotiona reasons, but they need to
intellectually justify their purchasesto theleft Sde of their brain (the emotiona sphere), aswell asto
their superiors, subordinates, spouses, relatives, friends, and others. In this step you will give buyers
the jutifications they need to buy.

Some people don't need to have logical considerationsto buy; they've dready sold themsalves. That's
why you need to test to seeif apresentation or a proposa is necessary. If youindgst on giving a
presentation or doing a proposa when one isn't necessary, the odds
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increase dramaticaly that you will lose asale that you would have otherwise made.

3. Give the buyer the opportunity to ask you qauestions. Thusfar, you've been conducting asaes
interview, with the buyer supplying the information you need to determineif you want to proceed. This
step iswhere the buyer should be asking you questions (if any).

4. Avoid wasting time and effort and giving away free ideas. Creating winning presentations and
proposals can be extremdy time-consuming and difficult. Y our timeto market and sdll islimited and
vauable, and it should be invested only in those Situations where you have the greatest likelihood of
successfor thekind of business you want.

Some buyersredly aren't buyersat al and look upon the presentation and proposal process as away
to get free advice. That'swhy you've conducted due diligence to this point in the sdle to determine if
you have areal buyer on your hands or not. Little feels worse than discovering your prospects were
really suspects who took your ideasto give them to their current service-providers or smply put your
advice into action themsalves. Proceed with extreme caution if you feel you have abrowser or a
freeloader asabuyer.

5. Give a custom-designed presentation or proposal (if necessary) that the buyer wants to see. If
you've determined that a presentation or proposal is necessary, then you should prepare and present
only that which the buyer will purchase. Two often professiond service-providers go back to their
offices and agonize over what the proposal or presentation should look like—without asking the buyer
for their input! The buyer ismost likely to purchase that which she helped congtruct. In this chapter,
we will discuss how to create a presentation or a proposal that the buyer wantsto see.

6. Avoid talking yourself out of a sale. Y ou must dways be cognizant of the positive and negative
emotional swings buyers can go through during the sdlling cycle. If your buyers are postive, they arein
adangerous position because they only have one direction in which to swing: negative. Thisishow so
many people talk themsaves out of sales: the buyer was positive but proceeded to the negative asthe
professiona service provider kept talking and oversold.

Also, if the buyers are negative, should you be presenting or proposing to them in the first place?
Because you arein control of the sales process, you can decide if you have agood shot at getting the
business. It wouldn't hurt in the negative or neutral Situation to ask the buyer that question.
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How to Perform Step 6—
TheTrangtion from Step 5

Let'sreview whereyou areinthe sale:
* Y ou and the prospective client have been developing a rapport and chemistry with each other.

* Thedlient istelling you his emotiona needs, wants, desires, and musts, as well asthe background
information necessary for you to diagnose the Situation.

* The buyer is committed to action.
* Y ou are comfortable with the buyer's willingness to pay your fees.

* You've discovered the decision-making process, determined your ability to influence this process,
and positioned yoursdlf for the best possible advantage.

Now you need to address the presentation process. If you have conducted the sales examination
correctly, your closing ratio should be approximately ninety percent or more from this point forward.

Thelnformal Presentation

Most professiona service providers reading this book should be concerned with mastering the
informal presentation. Informa presentations gpply to individua clients and to very small to medium-
Size companiesthat are not going to go through an exhaustive formalized process to make adecision.

The One-Call Sale Scenario

You'rein front of the owner or decison-makers. Y ou've been conducting a sales examination
interview by asking questions, and they've done 80 percent or more of the talking. There's good
chemistry, you know where it hurts, and you have cleared fees. Be prepared to close the sdle and
leave with anew client today!

The sdles examination process was designed to have your prospective client fed safe and extremely
positive by thistime—unlike atypicd sdescdl. If you leave without securing adecison, the dlient will
have only one way to go: to the neutra or negative on the emotiona swing.

107



At thispoint in the process, it'stime to satisfy the buyers intellectual needs by inviting them to ask you
guestions.

ConsultantHarry, thanks for filling me in about your situation. W hat questions do you have for me?

The buyer will not ask you those questions he needs answered to satisfy hisintellectual needs. Be
prepared—some buyers will say that you have already answered their questions. If so, proceed
immediately to the final step in the sales examination: formalization and closure (see Chapter 13).

Many buyers, however, will ask you some questions at this point, although not necessarily as many as
you thought they would nor as many asyou might, given arolereversd. Bevery careful inthisstep as
there are two possible reactions to everything you say or propose: the buyer will either likeit or didike
it. Those are dangerous odds!

In order to avoid talking yourself out of the sale, remember:

» Who you are talking to and what you are talking about. To be most effectivein your
presentation, you must respond in the gppropriate way to the type of decison-maker you are talking
to. Each type of decison-maker has different needs to be met (see Chapter 9 for review). Also, you
must relate what you say to whereit hurts. Y our presentation isthe timeto tell the buyer, now that he
has qualified, how you can ease his aches. Be sure and reflect upon your detailed notes before you
speak.

* Get to the point; don't ramble on. People get bored easily. Too often sales are lost because the
sdler turns an eadly answered question into along-winded dissertation. The buyer gets bored, swings
to neutra or negative, and the sdleislost.

* Tell stories (mini-case histories) to back up your claims. Information can be dry and may easily
bore the buyer. Also, whatever you say about yourself is pure conjecture on your part. Lend
credibility and spice to your presentations by backing up what you say about you and your firm with
referencesto smilar Stuations you and/or the firm have handled successfully. Because you took
extensive notes during the conversation, you should already be able to relate in some way the buyer's
Situation to something you have been involved with in the past. Answer the buyer's concerns using
referencesto third parties.
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» Don't make claims you can't support. Thelast thing you want to do is brag about some amazing
achievement and not have the datato support your claims. Such behavior will cause you to ingtantly
lose credibility with your progpective client and possibly even lose the sle. When providing
information, make sure that what you say iswhat the client wantsto hear, and that you can support
your clamswith at least oneredl-life example that directly proves your point.

» Don't answer unasked questions unless you know for a fact that the client must hear about it.
If you ever hear the words"Oh, by theway . . ." coming from your mouth, you arein deep trouble.
Everything you say can and will be held againgt you.

In the section that follows, you will see how to present to the leader personality types on aone-cdl
sde. Youwill observe two totaly distinct sales scenarios: the first involves amarketing consultant, and
the second, an accountant. Although thesefidds are totdly different by the very nature of the services
they provide and by the kinds of people who inhabit these professions, note the similarity in purpose
and result.

Presenting to the Leader Decision-Maker: Scenario 1
Consultant:Stella, thanks for filling me in about your situation. W hat questions do you have for me?
Stella: Chloe, tell me what you are going to do that will help me in my real estate business.

Consultant:Just to recap, you mentioned that the market for single-family homes is improving and that
you are doing quite well, but you don't feel that you are getting your share of the business considering
that the firm has been established here in Hokum City for fifteen years.

You're spending a fortune on advertising but not getting the results you used to for the dollars being
spent. W hen the phone rings, some of your agents don't pick it up, and most have difficulty closing sales
that should be easily sold. Your arch-rival competitor, Slokum Realty, is taking market share from you and
has changed their marketing, but you're not quite sure how. Also, they seem to have better salespeople
working for them.

You've been doing all of the market-related functions for your office all of these years, but it's become
simply too much for you as you realize that you need to get back into the community and out there selling
yourself. The other marketing consultants
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that you've talked to don't appear to have much expertise in your field, although they say they do. Over
the next three-to-five years, you'd like to build the business up so that you can be in a position to sell if
you like, to semi-retire and take it easier. Did | miss anything?

Stella:No, you're doing fine.

ConsultantOur firm ran into a similar situation a couple of years back with another real estate office over
in East Rogers Park. Of course, you'll remember that was in a down market because of the economy. Do
you know Thelma Thrasher over at XYZ Realty? She doesn't mind us mentioning her as a referral source or
discussing the situation that led her to be our client.

Although no legitimate marketing consultants could promise you instantaneous results, we've been able
to improve Thelma's market share by 38 percent in the last two years, and XY Z Realty wasn't a small firm to
begin with, as you know.

W e shifted her advertising program away from strictly newspaper ads and gave her an integrated program
using different forms of media to multiply the effect, without increasing her advertising budget. Like you,
Thelma was in charge of the company's marketing; now she's turned almost all of it over to us so that she
can concentrate on those things she feels are absolute priorities. In her case, she trains each salesperson
personally by monitoring their phone conversations, going on sales appointments, and even showing
them how to get listings on the phones and door-to-door. That's what she loves to do.

Stella:1 don't have the patience for that.

Consultantin your case then, we would bring in a sales expert that we've worked with in the past to set
up atraining program for your people and then install a sales reporting system so that you and we could
track exactly what these people are doing. It's possible that you have some deadwood here.

Stella: My goodness, yes.

Consultant\W e've found that the best salespeople want to work for whom they perceive as the best real
estate companies. W orking for the best companies enhances their opportunities for more sales, since
these companies generally have more powerful advertising and more leads coming in. You and | will sit
down and set our goals for your firm's growth of market share. W €'ll find out what itis right now and then
track it monthly with you to make sure you are absolutely delighted with us as our client.

Our goal will be to build your business to where you want it
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to be so that you will be in a position in three-to-five years to sell a phenomenally successful market
leader, should you want to. Only by having delighted clients can we get referrals to our next clients. We
need and expect our happy clients to help us build our business.

W hat other questions do you have?

Stella:| worked with a marketing consultant once before, and mostly what | got out of the relationship
was a thinner bank account. She promised some of the things you have, but nothing changed. How do |
kow that you're not making empty promises too?

Consultant:Stella, I'min business just like you. If | go around making promises | can't keep, my clients
won't be any happier with me than you are with that other consultant. Repeat business is the name of your
business and mine. You'll be right back on the street looking for someone else, saying that | promised and
couldn't deliver.

However, there is no scientific way to obtain market share and accomplish what you want. The results may
not happen tomorrow. W e've found that marketing always works, when itis done correctly. It must be a
sustained and managed effort. W e'll do everything we can to help you reach your goals—that's how we've
become as successful as we are.

If | didn't think we could help you, | would have told you right away. That's one reason we're not going to
be cheaper than other marketing consultants here in Hokum City or in the region. I'm excited by the
possibilities you have here; | think there is tremendous potential.

W hat other questions do you have for me in order for us to get started?

Stella:1 can't think of anything else. W hat you've said sounds wonderful. Let's get started. | look forward
to working with you.

Presenting to the Leader Decision-Maker: Scenario 2
AccountantHarry, thanks for filling me in about your situation. W hat questions do you have for me?
Harry:Tom, tell me what you are going to do that will help me in my business.

AccountantYou mentioned that your current accountant is slow to get you the financial statements and
slow to respond to your phone calls, sometimes taking two or more days to get back to
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you. Also, she really doesn't know anything about your industry. Is that correct?
Harry:Yes.

AccountantW e ran into a similar situation about two months ago with another company about your size
in a different industry. Perhaps you know Joe Dokes over at ABC International? He doesn't mind us
mentioning him as a referral source or discussing the situation that led him to be our client.

Although no CPA firm can promise you instantaneous financial statements, we've been able to improve
the response time to Joe by about 80 percent. W e're able to get him the information he needs when he
needs it for his bank, too. Because Joe's been negotiating with his banker for a better interest rate and a
new line of credit, Joe had us sit down and explain the comparative financials to him and his banker line by
line. He also wanted us to help him make faster and better decisions in a down market. He's told me that his
banker is very happy about working with us, and she has referred us to several of her clients, as well.

Regarding our response time to our clients' inquiries, I'm quite proud of it. Because we're not always in our
office, we've installed a new voice mail system that allows our clients to access us at any time and leave a
detailed message. This allows us to check into a matter that might be concerning you, research it, and get
back to you faster. My clients have told me it has helped them make better use of their time, too.

W e know that our clients use our information to better manage their companies. W e're set up to help them
do just that in areas besides accounting and auditing as well. Because we have an ongoing relationship,
we know our clients better than any other service provider possibly could. W hen the need arises, we're
right there to help them with their computer problems, with inventory control guidance, cash management
ideas, and health benefits consulting, for example.

W hat other questions do you have?

Harry:Our last two CPAs also promised great response time, but we keep running into the same problem.
How do | know that you're not just making empty promises, too?

AccountantHarry, I'min business just like you. If | go around making promises | can't keep, my clients
won't be any happier with me than your customers are with you when your deliveries aren't on time. If |
don't deliver, you'll be right back on the street looking for another CPA, saying that | promised and
couldn't deliver.
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However, there are going to be times when we might not be able to get back to you as quickly as we'd like,
and that's why | asked what your conditions of satisfaction were before we started.

You told me that you'd be satisfied if we got back to you within four hours of a phone call, and if we could
get your financial statements to you within twenty days of the end of the month. If | didn't think we could
do that, | would've stopped you right there. That's one reason we're not going to be cheaper than your
current CPAs or anyone else, and we may be more expensive. W e've invested in our office and staff for
excellent client response.

However, to fulfill these promises, we'll also need the cooperation of your people. And there are times
when I'mtraveling or simply unable to respond that quickly, which | hope you'll understand. My hope is
that you'll work with us as your partner. If you ever have a problem or concern, we need to discuss it
immediately.

| need delighted clients like you to refer me to other people in similar situations who might need my help as
well. That's how we've grown our practice. If you're not satisfied, I've just wasted both our time, and
neither of us can afford that.

W hat other questions do you have?

Harry:Good. Let'sdo it and get it over with.
Comparing the Presentations

Please note that these two presentations, to different people from people selling dramatically different
sarvices, are essentialy the same. Professiond services have characteristicsin common, no matter
what the particular serviceis

* They aredl intangible.
» Thesale hingeson theindividua service provider'sinteraction with the buyer.

* You need to separate yoursdlf clearly from the competition because there is nothing for the buyer to
see, fed, hear, touch, or smell; you are the only indication the buyer has of the quality of the service
you are offering.

Note that both of these presentations were to the point. Although they may have been lengthy to read,
in each instance the presentation might have taken amaximum of only ten minutes.
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Presenting to the Executive/Manager Decision-Maker

Hereisascenario where you will again observe the sale of marketing consulting, thistimeto an
executive decision-maker—not aleader. Note the differences:

ConsultantKaren, thanks for filling me in about your situation. W hat questions do you have for me?
Karen:Tell me what you are going to do that will help our real estate business.

Consultant\W e started our conversation by discussing your eighteen offices in a three-county area. Each
unitisin its own distinct marketplace. Although some are located in the same county, they are in different
locations within that county, which could reflect totally different demographics for each locale.

The idea to eliminate the in-house marketing function wasn't yours, but rather the board of directors',
which is really the family of the founder of the company. They want to cut costs and will hold you
responsible for outsourcing the marketing function and the results of the firm you hire. Market share is
down somewhat, and you want to work with people who can work well with you personally, as you will be
overseeing marketing. Each office's manager will want to have input about the marketing for his or her
office, but the ultimate decisions will be yours. You were hired away from another large firm and have been
president for three years, but you don't have a marketing background. Did | miss anything?

Karen:That covers it pretty well.

Consultant\W e ran into a similar situation a few years ago in the northern part of the state. Perhaps you
know Selma Salmon of the Fish Realty Company in Pompano Pines?

Karen:Sure, I've known Selma for years from the state board of realtors.

Consultant:She doesn't mind us using her as a referral source or discussing the situation that led to her
becoming our client. Like you, she was hired by a family-owned company whose business had outgrown
them. She was the third president they'd had in three years. Her firm had twelve offices and no marketing
function whatever. The family that owned it held her responsible for everything; finally, she was able to
persuade them that she needed to hire a marketing firm to help out.
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Selma had seen one of my partners speak at a realtor's association meeting on the subject of investing
marketing dollars for maximum payoff, so she called himin and they hired us immediately.

W e started with Selma’s firm by putting together their first marketing plan and then developing the
strategy to carry it out—including the where and when of investing their advertising dollars. We came in
and trained her people and set up a new incentive and bonus system. W e rewrote their brochures to make
them state-of-the-art, as well as redesigned all of their ads and collateral material to bring it into the 1990s.
W e installed a sales management system so that she can monitor activities weekly by office.

W ithin a year of working with us, their return on the investment was about twelve to one; profits really
increased, as did market share. Selma herself got a new five-year contract, a piece of the business, and a
substantial raise. She was so happy that she introduced us to four other state real estate associations, and
we've been able to take our business national.

Karen:l can't afford to hire the wrong people.

Consultant:Of course you can't—but you have to understand that we will need to work together closely
SO we can get up-to-speed as quickly as possible. Although we'll be doing the work, we need your
constant input and the freedom to talk to your office managers and salespeople in order to get a better feel
for the market and ensure the success of the project.

| think the biggest mistake firms make when they hire us is to look at it as a short-term relationship. Smart
companies realize they need us as their outside experts to monitor results objectively and to be the people
who constantly bring them new ideas. W e look for that long-term relationship. W e really act as an
insurance policy to secure the future of the business and the employees by helping to facilitate increased
success. And we also need the help of our delighted clients to bring us business through referrals as we
bring them business.

I know you want to save money over the in-house marketing function, and you really don't need a full-time
staff to do this. Our fee represents a small amount of your whole advertising expense and the results you
need.

W hat other questions do you have?

Karen:Let's get started.
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Presenting to the Socializer Decision-Maker

ConsultantLarry, thanks for filling me in about your situation. W hat do we need to talk about in order for
us to move forward and get started?

Larry:You know | really like our current architect. Is there some way we can keep her involved?

ConsultantBased on what you've told me, she seems like a genuinely nice person. It's unfortunate you
haven't been able to have the attention and relationship you'd hoped for from her.

Asarule, we don't work with other architects unless they have a certain expertise we don't possess, or the
client has project sites spread out all over the place. In those cases where it's economically practical, we'd
rather work with old friends in that particular city—people we know who can do the best job.

Maybe you should keep her on and have her switch the staff architects again.

Larry:No, I've tried that! | hired her for her personal attention to our projects, but she insists on
leveraging down to these junior people and ignoring me. Hey, how are you going to be any different?

Consultant\W e ran into a similar situation with Jim Shoe over at W alk and Talk Shoe Company. He and |
have become very dose, and he doesn't mind when [ tell about his situation. Perhaps you know him?

Larry:Sure. He's been around for years. | see him at the club.

ConsultantLike you, Jim has an expanding business that requires constant construction of new plants
and offices. He had an architect who he thought would devote a lot of personal attention to him. They hit
it off right away. Basically, that was the last time he saw the guy!

Larry, | look for clients to bring into the firmwho | feel | can develop a long-term relationship with. But you
need to understand that | am not the person that will actually be doing the day-to-day work, just like
you're not in the back room making cold telephone calls anymore. My plans are to secure you as a client
and then meet with you on a regularly scheduled basis to discuss the projects and maintain and improve
our relationship. That's why | asked you earlier for your conditions of satisfaction.

W e need to stay in touch by talking on the phone as often as we both feel the need to. You'll have access
to me if I'm not in the office via our voice mail system or by using my beeper.

And I'll be around to keep tabs on my people, to make sure
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the work is of high quality and to maintain my relationship with them. My goal is that they will develop
solid connections with your people on the project.

Meeting and talking regularly will also give us the opportunity to discuss any areas that affect the
construction of the project as a whole and to make sure your relationships with your contractors, your
employees, and the others involved stay strong. W e want to stay on top of your situation to make sure
your relationships with the people who will be working in these facilities are kept secure.

| need strong alliances with clients like you to refer us to other people who might not have the kind of
relationships they want with their architect. That's how I've built my circle of clients.

Have you thought about how you will dismiss the other architect?
LarryWell, no, but I'm sure | can handle it.

Consultant Please let me take care of that for you. I'll give her a call immediately and set up a meeting with
her to transfer the job from her offices; it's done all of the time. You won't have a thing to worry about, and
I'll explain the situation to her as kindly as | can. Perhaps she can learn from this experience for her own
benefit.

Larry:That would be much appreciated.

Presenting to the Overseer Decision-Maker

ConsultantBen, thanks for filling me in about your situation here on the ranch. W hat questions do you
have for me?

Ben: Tom, tell me who's going to work on our account. W e don't want to do anything that'll upset the
chemistry we have around here.

Consultant:Earlier you mentioned that your current computer consultant is not the person you hired—in
the sense that you never see her. Since the day she was hired, you've been stuck with a myriad of rotating
junior staff people; it's like having strangers around all the time. The constant changes make everyone
uncomfortable. And none of the staff people are really up-to-speed on your equipment or systems.

W e ran into a similar situation with Jan Doe over at XYZ Agri-National. She and | have become good
friends, and she doesn't mind when | tell her story.

Like your group, she hired a computer consultant who she
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thought would fit in perfectly with her people. At first, she accepted the people the firm was sending out
because she wanted to give her contact person a chance. But the other consultant dropped the ball, took
her for granted, and ignored the relationship. Jan almost lost one of her best accounts-receivable clerks
because the staff person was talking down to him.

Fortunately, she was introduced to us. She's been so happy with our people that she has referred about
eight new clients to us in the past year.

Ben, you need to understand that | am not the person that will actually be doing the day-to-day work on
the computers—just like you're not out in the fields herding cattle. My plans are to bring you into our
client family, and then have you and your office staff meet some of our people who will be working on
your project, so everyone can start feeling comfortable with each other. Of course, | have confidence in all
of our people to get the job done right, and | realize everyone won't meld into your environment in the
same way.

Is that okay?

Ben: Sounds fine. But what about our work with you? Surely a staff person can't meet all of our
needs—you're the person | want to interact with.

Consultant:And you will. You and | will be meeting on aregular basis for lunch or in your office to
discuss exactly what's going on and to make sure everything is going smoothly. We'll be in regular
communication, and I'll be controlling the quality of our staff's work.

Meeting and talking regularly will also give us the opportunity to discuss any areas outside of computer
consulting, such as better inventory-control systems and improved cash-management systems, to help
make sure the company is running as efficiently and profitably as possible. This will benefit everyone. We
want to stay on top of your computer situation to make sure your customers and office staff are kept
happy; we hope you will see us as part of your corporate family. W e want to benefit everyone around
here.

As far as working with me, you can access me at any time, almost as well as if | were right here on the job.
If I'mnotin my office, you can access my voice mail system or my beeper, and I'll get back to you right
away.

Ben, | have aresponsibility to the people on my team—just like you do for yours—to look out for their
best interests. If | go
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around making promises | can't keep, my clients won't be any happier with me than your customers are
with you when your deliveries aren't on time. You'd be looking again outside of the relationship for
another computer consulting firm. W e don't want to lose anyone from our client family.

However, we'll need the cooperation of your people too, to accomplish our goals. And there are times
when I'mtraveling or simply unable to respond that quickly, which | hope you'll understand. My hope is
that you'll see us as a member of your family. If there is a problem, we can discuss it immediately.

W e need delighted clients like you to refer us to other folks in similar situations who might need our help
as well. That's how we've built our team. W e know that we're responsible to our clients and our staff to
manag e the business properly so they don't have to worry about continuity or job stability.

W hat other questions do you have before we set up a meeting with your staff and my people to get
started?

Ben: Fine. Let's set a date to get our staffs together here in our conference room. We'll bring lunch in and
make it informal.

Presenting to the I nnovator Decision-Maker

Consultant:Ariel, thanks for sketching out your situation here. W hat do we need to review in order for us
to take these problems off your hands and free you up for what you'd rather be doing?

Ariel:My last business manager and agent wasn't responsible at all, and he was an attorney! He left a lot
of detail up to me, and I'm not a business person—you've probably been able to see that by now. | need
someone to help me keep an eye on the business, to negotiate my contracts, and to help me avoid making
bad business decisions.

ConsultantThat's one reason we'll be more expensive than your current agent. W e want to deliver the
service that you need to continue to be profitable and grow your business and career.

Some clients only want us to be very slightly involved; others turn total control of their careers over to us.
| don't think that's necessary here. Of course, the level of service dictates our fees.

Your situation is very similar to one | encountered when | first started in managing people's businesses
years ago, although they were in a different industry. Our client was an interior design firm. They were
known all over the East Coast for their work. Unfortunately, they didn't know or care a thing about run-
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ning a profitable business; therefore, they were sitting ducks for the government and were always running
into situations they couldn't see their way out of. W e became their trusted business advisors, and they
referred us to dozens of their artistic friends who also weren't inclined to run businesses.

Ariel, | wouldn't want to bring you in as a client unless | knew we could help you. W e've created our firm
with clients like you who have shown us the way to their counterparts.

Now, can we get started so you can get back to those projects you'd rather be working on?

Presenting to the Accountant/Engineer Decision-Maker

ConsultantWill, thanks for filling me in about your situation. W hat do we need to review in order for us
to move forward and start?

Will: As you know, | used to work for Blood and Guts, CPAs. | know everything about accounting and
how you guys try to run up your bills. | believe CPAs are generic, especially on audits, and | want the best
bang for our buck. | know how much partners make—I don't want you getting rich off of me or my
company.

Consultant:As we discussed earlier, we're definitely not going to be the cheapest firm. And we won't cut
corners to get any engagement. Our goal is not to wind up in court as defendants in a negligence suit
because we took a client in that we couldn't afford to service properly. If you are still looking for the
cheapest accountants you can find, there are probably others out there who will take that risk. W e also
believe that we should make a fair profit.

W e invest almost 5 percent of gross revenues in training our partners and staff to keep up-to-date on what
is a very changeable profession—as you know.

W e run into similar situations all the time where prospective clients are looking for the "biggest bang for
their buck." The most recent situation was a new client who chose a firm whose fees were approximately
two-thirds of our estimate. They saw auditing services as generic, too.

Usually, people get what they pay for. Because the fees were so low, their previous accountants assigned
very inexperienced people who were improperly managed, and the effect was to delay the audit by six
weeks. In this economy, the bankers got nervous and the shareholders and board weren't too pleased.
And
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the client was losing control over her job because she was constantly training the junior people from the
accounting firm.

Because the firm was so rushed to get the work out, the numbers were wrong, there were typographical
errors, and the financial statements were not only late but also had to be rescinded and then reissued.
Unfortunately, the person that thought she was doing her best by hiring the cheapest firm caught the heat
on that one. The CPA firm was fired immediately and we got a new client.

Frankly, | can't understand why companies insist on saving a relatively minor amount of money off of their
bottom line. At the time, the amount may look like a lot of money dollar for dollar, but this relatively small
savings then winds up putting their business, and the shareholders, banking, and board of director
relationships at risk. In that situation, for a lousy $ 7,000, they almost lost their new line of credit and a
good interest rate they worked years to get.

Will: Are you promising then to have all of your work done no later than when | want it?

ConsultantWill, if we decide to work tog ether, then we're going to have to create a partnership. As you
know, there are times of the year when we'll be more pressed for time than others. Especially you are aware
of that; you remember the ninety-hour weeks during the busy season!

If we move ahead, we'll work closely to ensure that you get the quality of work you need in a time frame we
can both live with. But we'll need the utmost cooperation of your staff as well. | can't uphold my end if
your people hold us back. W e'll do everything we can to leverage off your people to save you fees and
speed up the process.

Will: We don't want any disruptions in our regular activities.

ConsultantNor do we. However, as you know, auditors can't be totally invisible during the audit process.
W e need access to you and information. W e'll try to keep disruptions to a minimum.

W hat other questions do you have?

Will: Our current accountants are always bothering me about buying more of their high-priced services. |
don't like that.

ConsultantTimes have changed. Our firm no longer comes in to a company once a year and then leaves.
Our people are trained to keep their eyes open for problems or improvements that the client might not be
aware of.

Our goal is to have healthy clients who pay our bills on time,
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and who refer us to their counterparts in other businesses. Because of that, we have developed expertise
in areas that CPA firms traditionally haven't ventured into, such as computer selection and installation,
health beneifts consulting, cash management consulting, and inventory control. Because you are already
an expert CPA, you may not need any help in those areas beyond what you are doing now.

However, | will be coming to you on aregular basis to review the progress on the audit. If something is
brought to my attention that | feel you should know about, I'm going to bring it up. | promise not to "sell"
you or pressure you into doing anything you don't want or need to do. I'm more like a doctor in that, if we
detect a problem, | will discuss with you how to get healthier. If you decide not to act on my input, so be it.

Will: How much expertise do you have in our business? W e don't want to pay your people and train them
as well.

ConsultantW e don't have any direct experience in the thermoblaster industry, which also means we're

not working with any of your competitors. However, we do have expertise in the turbobanger industry,
which in many ways looks to be similar to yours. Our goal is not to gain experience at your cost. | expect
our audit to cost no more, nor take any longer, than it normally would if we did thermoblaster audits all of
the time. Of course, | will reserve the right to tap into your expertise in the industry and ask for guidance at
times, if the need occurs. W e must work as partners to produce the best end-result for you and your
company.

And, based on what I've learned so far about your company, | think there's a good match to our existing
expertise. W e'd like to work with you, but | need to take alook at your records and get a better idea of what
isinvolved before we can proceed formally. I'd like to meet your staff and see your systems.

Here's a written case study detailing a similar situation in the turbobanger industry. And here's the name of
one of our clients who is ready to talk to you about our work with her in that industry. | request that you
call her and scan our case study while | start reviewing your records and meeting your people.

Should we moving ahead?
Will: | want to know how you would handle the situation with the IRS that | mentioned earlier.

ConsultantYou told me earlier what the other firms you've interviewed have suggested, and what your
plans are. At this point, |
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don't have enough information to make a recommendation that | want to be held to.
W hy didn't you just go with one of their suggestions and hire them?
Will: | didn't like their advice. | want your input now.

ConsultantWill, please excuse me for putting you off, but | simply don't have enough background info to
give you a decent opinion. | haven't talked to my contacts at the IRS nor reviewed it with my tax partner.

All'l can say is that I've successfully settled similar matters in the past that my clients have been very
pleased with. W e had a case about four months ago where the IRS had billed what became a new
corporate client for back taxes, penalties, and interest totalling over $ 100,000. It wasn't easy, but we
researched it and negotiated them down to something much more reasonable, about $ 28,000, with the
interest and penalties dismissed.

If you decide to move ahead, I'll be happy to devote the same resources to your situation as was dedicated
to them. However, | can't promise any such result for you, which | know you'll understand.

Will: Thanks for being straight with me. Let's go meet my staff.

That wasalot of work! Please note that in dealing with these highly technica types of people, be
prepared to be put through the ringer when it comes to providing information and details about how
you are going to accomplish the project. All too often the service provider, no matter what heis
sdling, loses asde that should've been won because he wasn't willing to try to make thisrisk-averse
type of client comfortable. On the other hand, note that our hero didn't give away lots of freeidess.

Some Observations about Your One-Call Sale

1. Theinformal presentation process should take a relatively short period of time. Up to this
point the buyer has done approximately 80 percent of the talking. Y ou, as the professiona service
provider, haveinvested your timein finding out about their business and have quaified them to the best
of your ability for their aches, your fees, and the process for making adecision. In thisinformal, one-
cal sale scenario, you should expect to leave with the business today.

So much of your communication isnot in your words but in the way you act during the conversation.
By taking notes, you've shown
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that you were concerned, detail-oriented, and thorough. Y our questioning strategy has alowed the
buyer to fed comfortable and talk about his persona goals. Ninety percent of the sale has been made
if you've conducted your sales examination correctly.

The presentation provides the intellectual information needed to satisfy the left Side of the buyer's brain.
Because you probably ded with more businesspeopl e than accountants or engineers, this need may be
lessthan if you werethe buyer. Y our presentation might only take five minutes or so with many buyers.

Be careful! Professiona service providers have the bad habit of putting their egoes first and making the
sdle second. Too often, professionasthink they have to show how brilliant they are. They explain
(talk) too much, thus blowing the sal e because the buyer becomes bored stiff (as the emotiona swing
movesto the negative). That ishow aseller can talk himsdlf right out of asde.

By employing the examination-process on your sales call, you won't bore the buyersto tears. If the
buyers are properly qudified, their emotiona swing istill in the positive position. Therefore, after your
part of the salesinterview—the informal presentation—you must be prepared to leave with anew
client or anew piece of work from an exigting client. Don't continue to sell after the saleis made!

2. You, asthe professional service provider, should direct your informal presentation to the type
of person you are talking to. By listening and observing the buyer carefully, you're able to custom-
design your minipresentetion for the buyer.

In presenting to the leader, to the entrepreneur, you focus on results, not details. For the
executive/manager, you tailor your presentation to focus on security, and what isin it for them. Tothe
overseer, you should speak in terms of group welfare. In presenting to the socidizer, you concentrate
on the relationship aspects and handle the rgjection problem. For theinnovator, you free her from the
burden of business and give her moretimeto create. And, finally, when presenting to the
accountant/engineer, you provide a case study and areferra to talk to immediately, thereby proving
vaue, providing details, lending credibility, and offering safety for adecision. Also, with each type of
buyer, you relate whatever you said to where they hurt, and how you would ease their aches.

3. You don't beg for the business. So many professionas beg for the business because they don't
know how to sall professona services. Y ou present to the buyer the behavior of someone already
very successful. Peoplelike dedling with successful people (" There must beareason . . .") rather than
someone in need.
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4. You should stick to the point and not ramble on. People get bored very easily. Sales are often
lost when the sdller answers asimple question with along diatribe of information. The buyer usualy

finds such dissertations quite uninteresting and may swing to aneutra or even negative postion. Do

your best to keep your answers short and smple.

5. You should tell stories (case histories) to back up your claims. Datacan be dull and boring. To
Spice up your presentation, tell the buyer storiesthat illustrate the points you are trying to make. During
theinterview, asyou take notes, you will likely hear aches that remind you of problemsyou've handled
successtully in the past. When it'stime for you to present, refer to these notes and share how you
handled asmilar stuation. Backing up what you say with references to comparable Stuations that you
and your firm handled successfully will give you great credibility with prospective buyers.

6. You shouldn't make claims that you can't support. Just as sharing relevant success storieswill
add to your credibility, making unsubstantiated claims can redlly harm your relationship with the buyer.
If you spout off amazing statistics or achievements but have no concrete way to back them up, buyers
arelikely to become skeptica and suspicious. They may swing neutral or negative, costing you the
se.

7. You don't answer unasked questions unless you know for a fact that the client must hear
about it. Offering too much information can only hurt you. By rambling on, you arelikely to at least
bore the buyer; in the worst case, you might even lose the sale. In the presentation Sep—when it's
findly your turn to do the talking—you should be very careful to tell the buyer only what he hastold
you hewantsto hear. Spice this data up with case histories that directly illustrate your points. And if
you ever hear thewords, "Oh, by theway . . ." coming from your mouth, you are in serious trouble.
Anything you say can and will be held againgt you.

Inthe informa presentation, you should mention some of the additiona servicesyour firm offersto
clientsto help them operate their business more efficiently. Done early in the relationship process, this
avoids the need to congtantly educate the client and remind them later on about not going outside the
relationship (to your competitors or third-party interlopers) to get their other business aches solved. In
the future, your newd etters, communications, brochures, seminars, and conversationswill further bring
attention to and reinforce the full-service notion.
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Selling Additional Servicesto Existing Clients

The only difference between selling businessto new clients and selling new servicesto existing,
satisfied clientsisthat saling to satisfied clients should be easier. For example, you would belikely to
get adental implant if your regular dentist suggested one to replace a problem tooth. If you believe that
your dentist is knowledgeable and trustworthy—uwhich you should, since he's your dentist—you would
be likely to rely on hisjudgment regarding additiond services. The sameistruefor sdling more
servicesto your existing clients: They are morelikely to buy from you, but only if they seeyou asan
advisor, not just their accountant or computer consultant.

Let'sgo to asades scenario where the business management consultant has aready discussed the
aches of the current computer system with her client:

ConsultantThanks for sharing with me about what's working and not working with your existing
computer system.

You said it's taking you longer and longer to get the information off the computer, information that you
need to run your business on a daily basis, and that shipments are being stalled because of all of the
patching that's going on. Overtime is higher then ever in the computer department. Sounds like you've
outgrown the system.

W e've discussed our estimated fee for searching out an enhanced replacement system that we can then
help you install. W hat questions do you have for me?

Mike:Have you done this kind of work before? Don't you spend most of your time just doing business
consulting?

Consultant:Yes, our practice is still dominated by business and management consulting. But the needs of
our clients have demanded that we be proactive in their concerns with PCs, networks, and replacing minis
as well. We've been doing a lot of computer-related work these past five years, mostly with clients just like
you. We've found that, as your management consultants, we know your business better than anyone else
and can save you the trouble and time of having an outsider become familiar with your business, systems,
and personnel. W e've found that outsiders are more likely to propose inappropriate solutions resulting in
increased downtime, patching and rewriting programs, and retraining personnel, all of which they charge
for handsomely.

Recently, we installed a Schwarzkopf X-94 over at Phillips

126



Hydromakers. They were in a similar situation to you. They wanted to replace an outdated minicomputer
with the increased flexibility offered by a PC networking environment. W e handled the entire hardware and
software selection process, installation, and training of personnel, and we guided them in transferring the
records over to the new system. They ran parallel for three months and were very pleased.

Mike:Good. Let's go talk to the DP manager and get started.

Consultant\W on't she feel threatened about this? You may not need a data processing manager anymore
after you're up and running with the new system.

Mike:Really? W e can save her salary? W hat do you suggest?

ConsultantW e don't need her in the loop at this time, and it might behoove you not to tell her anything
right now. I'll start searching out systems and software first and get the ball rolling. Let's set the next
appointment date now to get together and review what I've found out, and then move forward from there.

Mike:Fine.

Proposalsand the One-Call Sale

Y ou must aways remember that in very smal to medium-size companies, only ardatively small
percentage of buyersyou will ded with are technical people, like accountants or engineers. A formal
proposal will not be necessary most of thetime.

Never Offer to Do a Proposal

More sdlesarelost by professional service providers who offer to do a proposal when one was
unnecessary. This happens because they're too shy to secure adecision, or they smply don't know
how to sl effectively. The only proposa you should ever do in this scenario is called an engagement
letter.

Offering to do a proposd to aleader, socidizer, executive, innovator, or overseer is sales-call suicide.
The buyer's emotions will swing back to neutral or negative, and you both lose. The accountant/
engineer decision-maker, however, or one of the others, may occasionally want a proposal or
"something inwriting." In Chapter 12, we will discuss a painless gpproach—for you and the
buyer—that enables you to close the sale and secure the client.
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Now let's return to aSituation where aproposa is requested:
Rose:Seymour, we're going to need to see something in writing.
Consultant:Okay. W hat specifically do you need to see in order for us to get started?

Rose:Well, | need to know exactly what services you will be providing, the fees, and the time frames for
delivery of services.

Consultant.Let's set an appointment, then, for us to get together and review it in person.
Rose:Oh, that won't be necessary.

ConsultantNo problem. Let's get together late this afternoon. I'll bring it by and we can review it.

The buyer must help write the proposal! She must tell you what she needsto see. Closetheded ona
handshake, set the next appointment for as soon as possible, and stop off with the engagement | etter
on the way home before she changes her mind (afact of life one hasto ded within sdesiscaled
buyer's remose). Get someone out there immediately to start reviewing the records and mesting their
counterparts.

"Something in writing" has now been laid out for you by Rose. Y ou would go back to your office,
break out an engagement | etter, give it to asecretary with Rose's modifications, and get it signed
ASAP. I'll talk more about formal proposal writing in Chapter 12.

The One-Plus-One-Call Sale

Okay, you'vetried to jockey for last position on what should be aone-cal sde, and now you find out
that the head honcho istalking to other firms. Or you just couldn't get in last.

The second best situation isto befirst and last. Let's say you've had a great meeting with the owner or
boss, but she had promised to talk to someone else. No great problem—if it's handled correctly! Y ou
must get acommitment from her that she will talk to you again before she makes afina decision, thus
putting you last again. That conversation might sound likethis:

ConsultantMaxine, what other information do you need for us to get started?

Buyer:|l did promise to talk to my lawyer's computer consultant—gee, | forgot about that!
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Consultant:Do you know this person?

Buyer:No, but she did come highly recommended.

ConsultantFine. W hen are you supposed to meet with her?

Buyer:l haven't even spoken to her yet. I'll have to get her in here for an appointment.
Consultantis it necessary that you meet with her?

Buyer:Yes; my attorney requested it.

ConsultantW hen do you think you two might meet?

Buyer:As soon as she can make it!

Consultant] have a favor to ask. | hope that you've found our meeting as productive as | have. | think we
have a good match, and I'd like to work with you. I'm glad that your banker saw that possibility and
referred me to you.

I'd like to talk with you rig hdfteryou've had a chance to meet with your attorney's computer consultant,
butbeforeyou make a final decision on who you're going to use, in case anything comes upin her
interview that we haven't discussed. Is that okay with you?

Buyer:I think there's a good match, too. Sure, we can do that.
ConsultantW hen should | call you to find out how your meeting went?

Buyer:l don't even have the appointment set, yet. I'll give you a call right after we meet.

Thisisnot good. Y ou must contact her—she may wait so long to meet with the other consultant that
sheforgets about you! Doubtful? What did you egt |ast night for dinner? How about aweek ago
Tueday?

ConsultantHow about if | give you a call Friday morning? Will you be around? In the meantime, | can
meet again with your controller and her staff, review your records and systems, get to know their
procedures better, and be prepared to move forward.

If you happen to meet with her before then, you can give me a call. At this point, do you see any reason
we won't be working together?

Buyer:That's fine with me. | do respect our attorney, but this woman is a total stranger. No, | don't know
what should stop us from moving forward. I'll talk to you on Friday.

ConsultantThanks.

While the prospective client waits to meet with the other consultant, you need to have as much contact
with the business as possible.
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Proceed as you normaly would with anew client. Interview the staff. Take the controller out to lunch,
and find out more about her aches. Meet the accounts receivable clerk and anyone else you'll be
working with. Bring out any junior staff people who will be working with the client. Infect their
premises S0 they start seeing you as their consultant now. Follow up your meeting with the buyer by
sending a brochure and personal note at once. Keep your eyes open for an article to send
immediately. Y ou must maintain strong persona contact and control until after the engagement letter is
sSgned.

Now, Friday morning rolls around and you're on the phone;
ConsultantMaxine, it's Jeff. How are you?
Buyer:Jeff! How are you?
Consultant:Super. W hat's going on?
Buyer:|l set an appointment with my lawyer's consultant for next Thursday afternoon.
Consultant:Good. By the way, what's her name?
Buyer:Roberta Hoffman. Do you know her?

Consultant:Can't say that | do. Can | give you a call around five o'clock on Thursday? Do you think you'll
be done by then?

Buyer:Sure, and thanks for the article.

Now you have some reconnaissance to do. Go back to your office and talk to your co-workers or
other buddies or clients or other professonas. Find out what you can about your competition. Is she
expensive? Chegp? What's her reputation for work product? Expertise in the buyer'sindustry and
systems? Y ou must be armed with information you can relate casudly to your future client if the need
arises (without deriding the compstitor, of course). Also, you should have at least one contact with the
client's business between now and your riva's gppointment.

It's4:59 p.m., Thursday afternoon, and you call Maxine.
ConsultantHi. May | speak to Maxine please?
ReceptionistSorry, she's left for the day. W ould you like to leave a message?

ConsultantiYes. Please tell her that Jeff Feeshman called and that I'll call her tomorrow morning.

Darn! Y ou told her you'd call and she'snot in! What if she hired that other person? Oh, no! Y ou may
havefaled!
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Forget it. Blow it off. Get back to work immediately. The way to stay sane and sell more businessis
never to dwell on what may or may not happen. Y ou mugt divert your attention immediately, and
promise yourself you won't lose one minute's deep over it. At this point, you have no indication
whatsoever that she has hired the other consultant, except your own imagination. She may have had a
problem at home or another appointment outside the office. Put anote in your calendar to cal her first
thing in the morning, and put it out of your mind. Life istoo short to worry over what might happen
without knowing the whole story.

The sdles examination isn't complete yet; how can you issue a prognosis?
It's 9:00 am. on Friday morning:
ConsultantMaxine, hi. It's Jeff.
Buyer :Jeff, how are you?
Consultant:Okay. How did your appointment go with Ms. Hoffman?
Buyer:Fine. She's areal sweet person.
ConsultantAnd .. .?

Buyer:And she seems like she knows what she's doing. She's worked with some of our attorney's clients
for years.

Consultant\W here are you in the selection process?
Buyer:Actually, I'm leaning towards her right now.

Consultant:Really? How about sitting down one more time to discuss what we've seen in your records
and systems and about your people that could be very important. You set the next appointment with her?

Buyer:No, | didn't. | told her I'd call her.

Consultant\W hat's your availability today? Lunch?
Buyer:No, I'mtied up all day. Monday is clear, though.
ConsultantMonday for lunch?

Buyer:Sure.

Consultant:See you then.

Once again, you need to put this Stuation out of your mind immediately. Y ou will prepare awritten
agendafor Monday's lunch, showing how thorough you are. After that, forget it. Don't ruin your
weekend, your time adone or with family, your chance to have fun.

Monday at lunch:

Consultanti'm glad we could sit down and discuss the results of our inquiry.
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Buyer:Go ahead.

ConsultantYour controller is a very nice person, but, because your business has grown and changed
over the last five years, she is now approaching her professional capacity in terms of using up-to-date
systems to run your company most efficiently.

Buyer:Do you recommend replacing her?

ConsultantNot at all. She's highly committted to the company and loyal to you. She just needs more
guidance from your computer consultants. How much time did Roberta spend with Susie?

Buyer:None.

Consultant] see. Susie and | and our manager on the job are going to have to communicate regularly. Did
Roberta bring her staff people with her?

Buyer:No. She's self-employed but has other consultants who can assist her.
Consultant:And these people work with her all of the time, on every project and client?
Buyer:l doubt it. She pushed how much money she'd be saving us.

ConsultantGee, | could've sworn you said that fees weren't your primary consideration. And not having
the expertise you wanted around on your premises was one reason you were canning your old
consultants.

Buyer:That's true. W e need to have proactivity. W e need to have people keep their eyes open for us to
avoid some of the problems we've run into in the past.

Consultant:So Roberta won't be doing all the work herself. She'll have outsiders on your premises who
don't work directly for her company and will be dealing with a well-meaning controller who needs
professional guidance? Plus, she hasn't looked at your systems yet or interviewed your people? Did you
talk to Susie about our meetings?

Buyer:Yes. Susie sought me out. She really likes you and wants to work with you.

Consultant\W here do we go from here?

Buyer:Let's go back to the office and get started.

Using Brochuresin a Presentation

Sometimes, professiond service providersthink that people buy from brochures and that their
presentation should be centered around their brochure.
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Thisisfase. A brochureis best used as aleave-behind piece or sent after an interview to make
another contact with the prospective client, aong with a hand-written thank-you note.

Thered reason for having abrochure isthat everyone el se has one and you don't want to ook
unprofessional. I've been asked if it isimportant for sole proprietorsto have abrochure. Well, it can
enhance your credibility—but only if it looks right. Always remember, however, people buy other

people.

Let'sfaceit: Most brochures from professional service-providers|ook and read pretty much alike. The
fancy ones have pictures of professionds (supposedly) working and their offices. They dl say pretty
much the same things. "We're great!" "WEell be your business partner!” "We're proactivel" "Were
responsive!” Blah, blah, blah. . . .

Do you think buyers make decisions for professiona services based on brochures? Leave your
brochures at home on asdesinterview.

Diagnosisand Rx: Do Only Presentations or Proposals That Will Nourish the Sale

* You will want to carefully manage the proposa and presentation processin order to facilitate your
sde. Such careful planning will alow you to do aslittle work as possible and till get the business;
satisfy the buyers intellectual needs; give the buyer the opportunity to ask you questions; avoid wasting
time and effort and giving away freeidesas, give a custom-designed presentation or proposal (when
necessary) that the buyer wantsto see; and refrain from talking yoursdlf out of asde.

» Mogt smal to medium-size companies will require only an informal presentation (as opposed to
larger companies, which often go through an exhaustive formalized processto make adecision). An
informa presentation should take ardatively short period of time; after the presentation, you should
expect to leave with the business.

* After you've gone through the other stepsin the sales examination (you've achieved good chemistry
and found hurts, money, a commitment to action, and the decision-making process), you are ready to
satisfy the buyers intdllectua needs by inviting them to ask you questions. These questionswill form
the basis of your informal presentation.

* Be careful in this step because there are only two possible reac-
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tionsto everything you say or propose: the buyer will either likeit or didikeit. In order to avoid talking
yourself out of asae, remember:

1. Who you are taking to and what you are talking about. How your presentation is structured will
depend on the buyer's personality type; the information you present will be based on the buyer's
questions and your detailed notes.

Personality Type Focus of Presentation
Leader Results, not details
Executive/Manager Security, buyer's benefits
Overseer Wdfare of the group
Socidizer Relationship aspects
Innovator Freedom from mundane work
Accountant/Engineer Vdue, ddtails, credibility

Also, with each type of buyer, you relate whatever you say to where they hurt and how you would
ease their aches,

2. Get to the point; don't ramble on.
3. Tell the buyer stories (brief case histories) that back up your claims.
4. Dont make claims you can't support.

5. Don't answer unasked questions unless you know for afact that the client must hear about it. I
you ever hear the words, "Oh, by theway . . ." coming out of your mouth, you arein deep trouble;
everything you say can and will be hed againgt you.

* Do not center your presentation around your brochure; leaveit at home on asalesinterview. People
do not buy professiond services based on brochures; they buy based on the appearance and
demeanor of the sdller.

* In smdl to medium-size companies, only ardatively smal percentage of buyerswill be
accountant/engineer types; therefore, aformal proposa will not be necessary most of thetime.

* Never offer to do aproposa. For leaders, socializes, executives, innovators, and overseers, the only
proposa you should ever do is an engagement letter. Offering to do aproposa for any of these
leadersissdessuicide.

134



11—
Take Two Aspirins, but I'll Call You in the Morning

In this chapter, you'll discover more about presentations for small to medium-size firms. Here youll
learn how to handle the two-call sdle, those Situations where you have to come back and meet with the
real decison-makers, versusthe one-call sdle where you have the decison-makersin front of you and
they are ready to go. And we will review the two-plus-one sale where you have to jockey for last
position over your competitors.

In Step 5, you tested everything you could about the buyers decision-making process, and you used
these tests to ascertain whether you could influence that procedure to your benefit. This chapter will
guide you through the ticklish—and sometimes hazardous—presentation and proposa process and
help you to be more successful at it for thetwo-call sde. Thisisstep 7: Prepare a Custom-Designed
Presentation and/or Proposal.

A Brief Review

To quickly review from Chapter 10, you should test the presentation and proposal processin order to:
1. Do aslittle work as possible and till get the business.

2. Satisty the buyers intellectual needs.

3. Give the buyers the opportunity to ask you questions.

4. Avoid wasting time, effort, and giving away freeidess.
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5. Give acustom-designed presentation or proposal (if necessary) that the buyer wantsto hear.

6. Avoid talking yoursdlf out of asde.

Let'sreview whereyou arein thetwo-cal sale

* Y ou and the progpective client have been devel oping a comfortability and chemistry with each other.

* Thedlient istelling you his emotiona needs, wants, desires, and musts, as well asthe background
information necessary for you to diagnose the Situation.

* The buyer is committed to action.
* Y ou are comfortable with the buyer's willingness to pay your fees.
* Y ou have acquired amentor who is guiding you through the sdle to a successful resullt.

* Y ou found out what the decision-making processis and have determined your ability to influence the
process.

* You've diminated as much of your competition as possible.
* You'vejockeyed for last position.
* Y our next gppointment is set with the final decision-maker(s).

Now, you need to address the presentation process. If you have conducted the sales examination
correctly, your closing ratio should be approximately 90 percent from this point forward.

The Two-Call Sales Presentation

In the sales examination Step 5, you secured a coach and learned who the decision-makers are and
what they want to see or hear in order for you to get hired.

In order to maintain continuity of thought and discovery of the sales examination process, let's
backtrack alittle to the buying scenario with Bernie, the CPA, from Chapter 9. In that chapter Bernie
guestioned Bob, one of the buyers, in order to discover the decision-making process for assigning the
audit. Bob responded that his company was consdering seven CPA firms. Bob's job was to narrow
the field down to three firms, and present those firmsto Ms. Jonesfor final selection.

Bernie continued to interview Bob about the salection process, asking him detailed questions about
how the process was going so
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far, what firms were being consdered, and what Bob liked and didiked about these firms. He dso
asked what Ms. Jones would be most interested in seeing and hearing, so he would know how to
gructure hisfina presentation.

During the course of this discussion, Bernie questioned Bob as to who else might have influence over
thefinal decison. Bob mentioned the firm's attorney, Jane Doe, and banker, Nate Rate. Bernie made
plansto talk to both of them.

On Friday, after Bob met with the other firms, Bernie called to find out how these meetings went. He
systematicaly and ddlicatdly questioned Bob regarding what he liked and didiked about each firm,
thereby narrowing the field down to a couple of competitors. Bernie also made arrangementsto be the
last firm to make a presentation to Ms. Jones.

We pick up the process on Tuesday, when Bernie calls Bob to confirm his presentation appoi ntment:
Bob Bob speaking.
Bernie Bob, it's Bernie. How are you doing?
Boh Okay. You're scheduled for Friday afternoon at three o'clock.
Bernie W hat about the other two firms?
Bob They're coming in Thursday afternoon and Friday morning.

Bernie:Thanks. In order for me to be best prepared, can we sit down this afternoon or W ednesday to look
at your books and further discuss Ms. Jones's goals? I'd also like to meet more of your people.

Bob:lIs that necessary? I'm tied up this afternoon and W ednesday is real tight.

Bernie:In my experience it pays to be more prepared than less for meetings like this. | want to make sure
we hit all the right issues for you and Ms. Jones. W hat's convenient for you?

Bob | can bring you in at eight on Thursday morning, which is about two hours before the first firm
shows up.

Bernie:That would be fine. See you then.

Bernie'sin atime crunch himsalf. He had appointments scheduled for Thursday and had hoped to be
finished preparing for the meeting with Bob and Ms. Jones by Wednesday night. He will now
rearrange his appointments, because he knows thisis an opportunity to secure an important new client
with his odds of success being very high.

In the meantime, before Thursday's appointment, Bernie will re-
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view his detailed notes and begin preparing for Friday's meeting. He will review the aches described
by Bob intheinitid interview and Bob's conditions of satisfaction. He will reference his memory banks
and saesfiles on the clients he's acquired and be prepared to relate Bob's Situation to a concrete
third-party example of acircumstance he, or someone else in the firm, has handled successfully before.
If he doesn't have any direct experience with this sort of Stuation, helll ask around the firm for
someone who does and debrief them fully or invite them to comewith him.,

On Thursday morning helll sdlect the audit manager who will accompany him to the interview on
Friday. Thisisn't aformal presentation and the company doesn't appear to have any mgjor tax issues.
If they did, he would bring along atax partner or manager. Although Bernie wantsto be prepared, he
is cautious about bringing too many people on thisinterview. Berniewill set an agendafor Thursday's
preliminary meeting with Bob.

On Friday Bernie will be prepared with specific solutions to Bob's concerns and armed with
referencesto third-party case studiesthat he will present verbaly or distribute in written form (if
necessary). He has called and spoken to Jane Doe, the attorney. Although he was not able to meet
with her persondly, he's gotten to know her and has learned more about the client's Situation through
their conversations. He did have breakfast Monday morning with Nate Rate, the banker. Rate told him
that Bob's company isavaued bank customer with ever-increasing capital needsin aquickly changing
indugtry.

Let's attend a portion of Thursday's mesting:

Bernie:Thanks for giving me an opportunity to meet with you this morning. I'd like to introduce Audrey,
one of our audit managers. She is one of the finest people we have and has experience with many of our
clients in your industry. Can we take a look at the financials, general ledger, disbursement and receipts
journals, and the tax returns?

Bob:Sure. I'll introduce you to Mary, our accounting manager. She can get you the information you need.

Bernie and Audrey meet with the accounting manager and listen to her concerns and hurts aswell.
They discover additional information about the relationship with the current accountant that Bob wasn't
aware of, such asthe congtant training time staff has been
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forced to spend with the myriad of people rotating through their office from the current CPA firm.
Audrey has begun the process of developing ardationship with Mary.

Based on the records and review of theinvoices from the current CPA firm, Bernie starts nailing down
estimated feesfor Ms. Jones and Bob. He reviews the tax return and prepares alist of questions he
will review with Bob about possibilitiesfor tax savingsfor the client.

Bernie and Audrey make apoint of being introduced to everyone in the office. Audrey makes a point
of spending sometime aonewith Mary, her counterpart on the audit. They meet again with Bob
before they leave:

Bernie Thanks for letting us meet with Mary.

Audrey:She seems quite dedicated.

Bob:Oh, she is. Ms. Jones really likes her.

Bernie:ls there anything that has come up since we last met that we should be prepared for?
Bob:Not really.

Bernie Audrey, | need to talk about something with Bob in private.

Audrey:Okay. [She | eaved.

Bernie:Bob, | have two favors to ask. Number one, sometimes people get tired of the interview process
and cut it short. It's happened to me once before. Is it possible that Ms. Jones might make a decision
before meeting with us tomorrow?

Bob:No, she's looking forward to meeting with you.

Bernie:Great! The other request is that you talk to Mary and see how she and Audrey hit it off. That's a
vital relationship, and | want to make sure we have the best match. If there's a problem, please let me know
right away.

Bob:Makes sense. I'll talk to her as soon as you leave.
Bernie:Thanks. W here will the meeting be held?
Bob:In our conference room.

Bernie:Good. W e'll see you Friday afternoon at three o'clock. Please let me know if anything else comes
up that | should know about.

Bernie and Audrey leave their future client and debrief immediately once they get to the car. They
continue their conversation in a conference room &t their office. They each review the client's aches
from Bob's standpoint and from Mary's to make sure they don't miss anything. They put together an
agenda of tomorrow's meeting in order to gain control of the meeting; to be professonal, organized,
and prepared; and to be very different from their competitors who will be
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salling their firms. Bernie knows that Bob and Ms. Jone will be buying people, not firms.

Berniewill not bring anyone €l se to the meeting besides Audrey (unless he hears back from Bab).
There aren't any burning tax or other technica issuesto discuss. Although this client would be anice
gem to add to the family jewels, Bernie doesn't want to overwhelm Bob and Ms. Jones. The meeting
must be kept casua and open in order for there to be afreeflow of information and fedings.

The second (and hopefully find) meeting on atwo-cal sde (with Bob and Ms. Jones) must cover the
following issuesto be mogt effective.

1. Chemistry. The sales process sarts al over again with Ms. Jones. Because Bernie hasdone a
good job of creating chemistry with Bob (the user decison-maker) and Audrey has started a
relaionship with Mary (auser dedsion-maker influencer), heis ahead of his competitorsin completing
the circle of comfortability with Ms. Jones (the money woman). Thisis akin to being introduced to a
friend of afriend.

To ensure that good chemidtry is created during Friday's meeting, Bernie will contral to the best of his
ability the location of the mesting, the physica and psychologica well-being of his prospective clients,
and the meeting itsdlf.

2. Where It Hurts. Bernie and Audrey know where it hurts for Bob and Mary. These aches need to
be reviewed, since pain tendsto go away and Ms. Jones may not be aware of their hurts.

Ms. Jones aches need to be introduced and diagnosed at this mesting, too; hers may be significantly
different from the others. And Bernie must adso diagnose whether Ms. Jonesis committed to change.

3. Their Conditions of Satisfaction. Bernie must uncover what it will take to make sure Ms. Jones
and Bob are ddighted clients, and he must negotiate from there. This continuesthe client relationship
management process Bernie has aready begun.

Chances are superb that Bernie's competitors won't ask for the buyers conditions of satisfaction,
which will create ahuge and powerful digtinction between him and them. Even if they did, Bernie can
smoke out what the buyerstold hisrivas, expand upon it, and negotiate from there—as well as subtly
induce holesin any unlikely service claims made by another firm.

4. Fees. Thefeeissues need to beraised again; Ms. Jones may have different goalsfrom Baob's.
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5. The Decision-Making Process. Bernie needsto find out from Ms. Jones exactly what her
decison-making strategy is. He will discuss the other people who have influence and areinvolved in
the process, and will try to deliver aknockout punch to hisrivals.

6. A Presentation the Buyers Want to See. Bernieisarmed with smilar successfully resolved
stuations and referral sources. New |ssues may arise, which iswhy an informal presentation will work
best here; thisis not adog and pony show. Berniewill find out in the meeting what the buyers need to
see and hear in order for him to get the work, and he will dter his presentation accordingly.

7. Closure. Bernie has jockeyed for last position in order to leave with the business today. He knows
that the buyers are most likely to want to end the selection process and get back to producing results
for their company.

Heisnot afraid of securing adecision at this meeting because he knows the risks of not doing so: the
buyers could cool off, ariva might weasd hisway back in, the buyers could get involved in an
emergency Situation and everything would be tabled, or the decision could be postponed and a painful
fee-negotiation process begun.

Sound like alot of work? A thorough examination dwaysis. Conduct the same high-qudity due
diligence on asaes examination as you do on any of your work projects, and you will be ableto issue
aclean bill of success!

Successful Team Selling

Bernieand Audrey will be entering ateam sdlling situation. In somewaysit is much more powerful to
sl with someone else than done. In other ways the Situation is much more complicated and if the
members of the team don't know their roles, they could end up stepping all over each other and
causing confusion.

The Advantage of Team Selling

There are severa vitd advantages to working as ateam when attempting to bring in anew client or to
sl additiond businessto an exiding client. Team sdling:

* Provides Psychological Support. Don't laugh—thisisthe most important factor in favor of going in
asateam. It'salot easier for
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those who are quite risk-averse to approach the selling situation in tandem, rather than aone. It eases
the fear of the unknown and the fear of potentia rgjection. Thereisless chance of fedling overwhemed
or doubléeftriple-teamed in the sales interview. Working as ateam aso alows one to share and
compound the joy of victory with acomrade in arms, and ease the defeat by shouldering it with
someone else.

* Increases Available Knowledge. "Two heads are better than one.” Having two people on asaes
call increases the chances of asking the important questions that need to be asked to dlicit the
prospective client's needs.

* Serves as Learning Opportunity. Team sdling dlows the membersto rehash the sdesinterview
afterward to discover what worked and didn't work for future reference.

* Introduces the Players. Bringing key people who would interact with the prospective client can be
apowerful sdlestodl. If the client likes the people they will be working with, agood portion of the sde
isaready made.

* Increases Available Expertise. By having the right team members on the sales cdll, questions raised
by the prospective client can be answered intelligently by experts.

The Dangers Team Selling

To avoid losing business, one must be aware of the hazards of team sdlling that can overshadow the
advantages and result in lost sles and bad impressions:

* Confusion. How do you think prosective clientsfed when they see professionas stepping over each
other's sentences? Ever have your partner contradict you in front of aclient? Professonas must be
perceived as effective and organized. A confusing sales cal dwaysleadsto lost business opportunities.

» Overwhelming the prospect. Pretend you're abuyer of professiona services. How would you fedl
if afirm showed up with nineteen people on asalescal? Don't laugh, it'satrue story. Very often
professionas think the more, the merrier appliesto sdlling. Wrong! Don't do anything to create fear or
overwhelm the buyers side of thetable.

The Ten Rules of Effective Team Selling

In order to work effectively and create the desired result, certain guidelines of team sdlling need to be
followed:
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Rule 1: Sdect Team Members Carefully. Make sure there is agood chemistry among those going on
the sales call. Don't bring people that don't like each other; thislack of chemistry isunspoken but is
always perceived by the progpective client.

Rule 2: There Must Be an "Orchestrator.” Someone should be the lead person on the interview. This
person maintains order and control in the meeting, asks the mgority of the questions, and directsthe
clients inquiriesto the proper person for the best possible answers.

Rule 3: Stage a"Pre-Briefing." There dways must be a premeeting briefing to discuss the agendafor
the meeting and to develop the correct plan of action.

Rule 4: Prepare Questions. All team members should prepare three questions that are brought to the
pre-briefing. At that time, the most vital questions can be sorted into the agenda.

Rule 5: Keep It to aMinimum. Only bring those players that are absolutely necessary. Remember
"MdthussRule of Team Sdlling": Asone increases the number of people on asdescal aiithmeticaly,
the potentia for problemsincreases geometricaly!

Rule 6: Answer Questions Succinctly. All too often, sdesinterviewsinvolving teamsturn into
"educationd seminars' that can not only bore the prospective clients silly but dso fail to allow enough
timefor you to get important concerns answered by the buyers.

Rule 7: Be Flexible asto Y our Agenda. Y ou may think the meeting should go one way, but the client
has another agendain mind. Be flexible enough to alow them to get their needs met, and they will fed
better about you as a possible provider of services.

Rule 8: Team Members Must Be on the Same Wave ength. Make sure everyone involved knows not
to contradict other team members or to step on their sentences. There must also be enough "space’” for
the client to air their concerns. Everyone must share the same goals going into the mesting.

Rule 9: Sdll Something! Be committed to salling some piece of business every timeyou go out asa
team, evenif it isasmal study about apotentia problem. Make your in-
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vestment of time and effort pay off by getting your foot in the door somehow.

Rule 10: Hold a Debriefing. Discuss what worked and didn't work, as well as the appropriate follow-
up by selected team members.

TheFinal Presentation

Let'sgo on an abbreviated version of the sales presentation with Bernie and Audrey. Y our
presentationsin similar Situationsin the past may not resemble what you are about to observe,
However, if you have conducted your saes examination correctly, nine out of ten sdescalsin this
gtuation will be very much like this one.

Thisisan informa presentation versus afull-blown dog and pony show; those will be discussed in
Chapter 12.

The purpose of this presentation isto:

* Create an open and friendly environment to promote alot of input from the buyers.
* Find out the money woman's aches.

* Qualify her for fees.

* Cover the decision-making process.

* Present what they need to know and want to hear.

* Close the business and leave with anew client.

* Block any comeback possibilities by their current accountants or your other rivals.

2:35 P.M.—Bernie and Audrey meet in the lobby. They pre-brief about the appointment. They have
decided that Bernie will orchestrate, but Audrey must take a dynamic role—without each stepping on
the other'swords. Bernie has expressed his confidence in her and assures her that the outcome will be
what they want to happen.

2:50 P.M.—Bernie and Audrey arrive, announce themselves to the receptionist, and have a seet in the
foyer. Audrey isnervous; thisisonly her third such salescall. Bernieis nervous, too; however,
because of hisexperiencein bringing in business, he redizesthat his nervousnessiis absol utely normal
and to be expected. So, instead of fighting the fear, he acceptsit, and it dissipates. Because he has
conducted a good sales examination, he dso knowsthat his closing percentage in Situationslikethisis
about 90 percent.

3:04 P.M..—Y oung and Olde are leaving the conference room
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where the presentations are being held. There are five of them and they are dapping themsaves on the
back and congratul ating themselves on ajob well done. Bernie feds sick to his stomach.

Bob (Bernie's coach and the user decision-maker) greets them in the lobby. They exchange
pleasantries.

Bernie:Looks like Young and Olde did a great job in there. Should we even bother to do our presentation?

Bob: They were okay. | strongly suggest you and Audrey talk to Ms. Jones. Come on and I'll introduce
you to her.

3:12 P.M.—Greetings and introductions are made. Bob and Audrey take out note pads.
Bernie:Thanks for meeting with us. W hat would you two like to make sure we accomplish in this meeting?

Jones:| need to find out how you are going to help me to better run my business. Bob has spoken nicely
about you, but his area is finance and accounting. I'min atough, competitive business and need business
advice.

Bernie:Good. Anything else?
Jones: Of course we need to discuss fees and your previous experience in our industry.
Bernie Bob?

Bob: | agree with Ms. Jones. But | think she also needs to hear how you're going to keep disruptions to a
minimum.

Bernie:Fine. We've prepared an agenda that | believe will answer your congssnsi ¢ passes out
copiesof the agendal always like to begin engagements by finding out how my clients will be kept
satisfied. W e've built our practice with delighted clients and their referrals, and the best way that I've
found is to find out up-front what the client needs to see after they've started using us.

How would you know that you had made the right decision by hiring us? W hat evidence could we look
back at six months from now and have you be able to say that you were satisfied?

Bob:W e have to get this audit completed and have the financials to the bank no later than eight weeks
after the fiscal year-end. And Mary and | can't constantly be bothered with questions.

Bernie:l know we've talked about some of this before, but what's been your experience so far with your
current accountant?

Bob:He makes promises he can't keep. They've finished the audit a month late every year for the last three
years. The bank gets anx-
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ious and hassles me. And | wind up spending my time training his people to audit our company because
the people he puts on the job rotate so frequently and are inexperienced.

Bernie:Has this affected you in any way, Ms. Jones? Isn't Nate Rate your banker over at Frank National ?
I've worked with Nate for years.

Jones:W hy yes, he is. Banks are so much more uptight than they were only a few years ago. Everyone's
scared of the regulators and their auditors, too! Because our business is capital-intensive, we've always
had to finance our equipment purchases to stay state-of-the-art. The longer they wait to get the financial
statements, the more they talk about boosting their rate, and the more time it takes to approve our loans. |
don't want to pay one cent more than | should have to in order to borrow money.

Also, Bob hasn't been able to do as many of my special projects as I'd like. Are you going to be able to
finish the audit on time?

Bernie:l wouldn't be sitting here if | didn't think we could do the job. W e need delighted clients like you
to refer us to their friends who might be in a similar circumstance.

Okay, what other conditions of satisfaction do you have?

Jones:| need people to bring me ideas on how to better run my business. | would think that with as many
clients as a CPA firm has, you would run across ideas to save money that we might implement to create
better results. W e wouldn't mind some help with strategic planning. CPA s seem to be historians—they
only tell you what's wrong after ifs happened instead of helping prevent it.

Bob:Every year we pay more federal and state taxes, but no one comes to me with any ideas on how to
cut that down before the fact. Also, I've got to have my questions answered and calls returned faster.

Bernie:W hat's happening now?

Bob:Sometimes it takes two days to get back to me. The person I've been dealing with has basically
kissed me off and turned me over to someone else. No offense, Audrey, but | need to deal at the partner
level sometimes.

Jones:Our fees have been very much out of line with the marketplace. W e need to cut costs.

Bernie:Thisis a good time to discuss fees. First let us recap what you've said your conditions of
satisfaction would be: You said that you need to get the audit finished and have the financials to

146



the bank no later than eight weeks after the fiscal year-end. You want us to keep our promises so you can
improve your banking relationship, which directly effects how you run your company.

Bob, you and Mary can't constantly be bothered with questions from inexperienced staff auditors. Bob
would like less staff rotation.

Ms. Jones, you said you'd be satisfied if we brought ideas to you on aregular basis to help you better
manag e your business. You also mentioned a strategic planning role, and Bob mentioned he wants tax
advice before you have to pay.

Bob wants better response time and more interaction with the partner on the job. Ms. Jones wants to cut
fees.

Let me ask this, how often should the three or four of us be sitting down to discuss your business, even
outside of the audit? W ould a quarterly review be in order? W e could review what's happened over the
previous quarter and discuss the next quarter.

Jones: That would be very good.

Bernie:Did | miss any points regarding how you'd be satisfied?

Jones:| don't think so.

Bernie:All right. Now's a good time to get fees out of the way. Is that okay with you?
Jones:Yes.

Bernie:l know we've discussed this, but sometimes people keep their existing service providers after all.
Have you made a firm decision not to keep your current accountant, or is it possible he will be retained?

Bob:It's possible; Joe Blow has been our accountant for years and is one of the three finalists.
Bernie:l see. So it's quite likely that you'll keep Joe after all?
Jones | really like him.

Bernie:You're right about the marketplace for CPA services. Some firms in this area are offering dramatic
fee incentives to obtain new clients and keep their old ones. Last year, you paid your acocuntant about $
18,000. Have you been quoted lower fees by the others you're talking to?

Bob:Yes. One firm offered to do it for $ 9, 500.
Bernie:Amazing! Have you then decided to go with the cheapest firm?
Jones:Not necessarily.

Bernie:As | discussed earlier with Bob, we're usually not the cheapest firm, and most likely we won't be
any less expensive than your current firm. W e absolutely won't cut corners to get any
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engagement. Our goal is not to wind up in court as defendants in a negligence suit because we took a
client in that we couldn't afford to service properly. W e also believe that we should make a fair profit.

If you are looking for the cheapest accountants, you can find there are probably others out there who will
take that risk. Audrey, why don't you explian to Ms. Jones about the situation we ran into last year over in
Bushtown?

Audrey:Sure. Ms. Jones, | don't think we do the client any favor by doing what could be an incomplete or
a hit-or-miss job. Our job is not only to verify whether your financial statements fairly represent the
financial status of your company. There are certain concerns that will usually turn up in an audit—if the
people are properly trained to look and listen for them—that the client may not be aware of. We look at an
audit as a way of coming to the client with ideas on how to improve their business in many different areas.

Last year, Bernie and | came across a situation in a slightly larger company that we brought in as a new
client. The company had hired a firm whose fees were approximately two-thirds of their previous CPA's!
This company saw auditing services as generic and had been promised the moon by the new firm.

Sometimes people get what they pay for. Because the fees were so low, the accountants assigned very
inexperienced people who were improperly managed, and the effect was to delay the audit by six weeks
longer than it was before. In this economy, the bankers got nervous and the shareholders and board
weren't too pleased, either.

Because the accounting firm was so rushed to get the work out, the numbers were wrong and the financial
statements were not only late but had to be rescinded and then reissued. Unfortunately, the person that
thought she was doing her best by hiring the cheapest firm caught the heat on that one. The CPA firm was
fired immediately and we got a new client.

Frankly, | can't understand why companies insist on saving a relatively minor amount of money off their
bottom line. Although, at the time, the amount may seem like a lot of money dollar for dollar, it's not worth
it if they wind up putting their business, shareholder, banking, and board of director relationships at risk. |
know that $ 8,500 is a lot of money. For $ 7, 000 in the situation over in Bushtown, they almost lost their
new line of
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credit, their banking relationship, and a great interest rate they worked years to get.

Fortunately, my team was able to straighten out what had turned into a mess and get them the financials
on time this past fiscal year. They asked us to sit down with the bankers and review the statements with
them, and we did that. The bankers were satisfied and have referred some new clients to us since then.
W e'll do everything we can to leverage off your people to save you fees and speed up the process.

| think you'll find our people are better compensated than at many other firms because we want to keep the
good ones and thus have less turnover for the client to deal with. W e invest almost 5 percent of gross
revenues in training our partners and staff to keep them up-to-date on what is a very changing profession
and to be more efficient in their work.

W hat we will do is give you a heck of alot more than just a traditional audit. | think strategic planning is
definitely in order to start our relationship, so that we can find out exactly where you're going.

Bernie and | will sit down with you quarterly to review your business and make recommendations, as
you've requested. Bob, you'll have more contact with Bernie, but you have to realize that I'll be your
manager on the job.

Bernie:Audrey is really an expert at what she does, but I'll still be reviewing the progress of her audit
team. W hat was Mary's feedback about her conversation with Audrey the other day?

Bob:Oh, Mary likes Audrey and feels comfortable with her.
Audrey:That's nice. She seems quite competent and she really cares about your company.

Bernie:That's good to hear. We'll also need the cooperation of all of your people to speed the audit up. |
think we've covered fees; should we proceed?

Jones:Are you going to charge us extra for the strategic planning and meeting with us quarterly?

Bernie:No. We won't be charging you for the initial strategic planning meeting nor for the quarterly
meetings which we usually conduct with the client over lunch. The strategic planning is worth at least $
3,000 to $ 5,000 and the quarterly consultations are worth $ 500 to $ 1,000 each.

If you want usto getinvolved in alengthy strategic planning process, we'll need to talk about a time
investment and fees. In
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this case, | feel that Bob and his staff are absolutely capable of doing the detail work with our input and
direction.

Our goal is to have healthy clients who pay our bills on time and refer us to their contacts and
counterparts in other businesses. W e see strategic planning and a quarterly review as our investment in
you.

Audrey:Also, Mary will be freed up from some of the extra hours she has had to put in training and
managing your existing accountant's audit staff. Did you know that she's had to take time away from her
family by working Sundays during the audit these past three years, just to catch up on her own work
because of the constant rotation of staff and retraining?

Jones:No, | wasn't aware of that.
Audrey How have your conversations gone with the other firms you interviewed before us?

Bob:Young and Olde seems big enough to handle our account— they're the ones who offered to do our
audit for $9,500. And, of course, good old Joe Blow is still in the running.

Audrey:W hat did you like about Young and Olde?

Jones:They're one of the largest firms in the city and a national firm who could help us in many different
areas. They talked about a network of experts all over the U.S. who would be available to us at any time.
They seemed very professional.

Audrey:Bob?

Bob:I'm not impressed. They hardly asked any questions and didn't spend any time with me or Mary to
find out what we really needed, like you and Bernie did. Also, they have the reputation of buying audits so
that they can stuff add-on services down the client's throat. Their partner is very impressive but wouldn't
commit to spending any time with us.

Audrey:W here do you stand with Joe Blow?

Jones: Joe knows that he's had some problems in the past with staffing our audit. He's been our
accountant forever. Of course, he's promised to correct any problems.

Bob:He says that every year.

Audrey:ls Joe set up to do strategic planning, computer consulting, cash management services, health
care consulting, and other client-related assistance?

Jones:| don't know.
Bob:He's in over his head on our account.
Jones:W hat do you suggest, Bob?

Bob:W e've outgrown Joe. | suggest we move on.
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Jones:Can't we continue to use him somehow?
Bob:I can't see how.
Jones:Bernie, would we keep Joe involved?

Bernie:l respect how you feel. W e go out of our way to develop this kind of loyalty you have with Joe
with our clients, too. Sometimes companies simply outgrow their existing CPAs.

I'm sorry, but we don't work with other accounting firms unless we absolutely have to. For instance, we've
worked with them in the past in a city new to us, and it makes sense to use them for an inventory
observation. The problemis that | can't be responsible for Joe's quality of work.

Audrey:W hat other questions do you have for us?
Jones:Do you have other clients in our industry?

Bernie:Yes. We've been servicing clients in this business for over fifteen years. Actually, our firm has
grown with clients like you, which started out small and have become big players in the industry, usually
in the second generation of the business.

Because the needs of our clients have grown, we've had to expand our service offerings into
nonaccounting areas such as computer selection and installation, health care consulting, inventory
control management. You've done quite ajob of growing your business, which was started by your father,
right?

Jones:Yes. Dad retired eight years ago. Our sales have tripled since then.

But what about working for our competitors? | can't have them find out what we're doing. W e're Joe's only
clientin this business.

Audrey:Please understand that we are bound by strong professional standards that we must maintain,
and we have confidentiality agreements with our clients. W e can't and won't endanger our relationships in
any way by relating what's happening with one client to another. Nor will they have access to your
records.

Because we have other clients in your industry, we've developed an expertise that will allow us to become
familiar much faster with your operations and systems than someone else.

Bernie:Do you have any other questions?
Jones:No.
Bob:No.

Bernie:Can we set a date for the first strategic planning session?

Datesare st for an initid strategic planning sesson. Audrey will secure some recordsto review over
the weekend and return them on
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Monday. She will have an gppointment with Ms. Jones on Monday to Sign the engagement | etter.
Dates are sat for Audrey's people to start some preliminary work immediately.

Bernie sets alunch date with Ms. Jonesto get to know her personal goas and her business better.
Bernie and Audrey set adate with Bob and Mary to gain amore specific overview of their systems
and records.

The conversation continues:

Bernie:W hat'll you think Joe will say when he finds out you've hired us? W hen do you plan on telling
him?

Jones:He'll have afit. W e're his biggest client. | need to tell himright away.
Bernie:W hat do you think he'll do?

Bob:Oh, he'll beg, promise, and possibly even cry. We tried to change CPA s about six years ago and he
wound up keeping the work.

Bernie:Ms. Jones, what do you think will happen?

Jones:Bob's right.

Bernie Do you think you'll keep Joe again?

Bob:I don't see how we can. It's hurting me, my people, and our business.
Jones:Painful as it will be, we must go through with it.

Bernie:How can | help?

Jones:I'm not sure.

Bernie:W e can make the transition as easy as possible, and there are times, of course, when we run into
business that is simply too small for us to handle. After we get done reviewing Joe's records and meeting
with him, if I like what | see, we might be able to start referring some small business to him as the need
arises.

Jones: That would be nice.

Note: Some professona service providers carry blank engagement letters with them to befilled in and
signed a once. The whole weekend looms ahead for Ms. Jones to change her mind—we will discuss
the after-sale (avoiding back-outs) some morein Chapter 13.

5:02 p.m—Bernie and Audrey leave with anew client. They quickly go to their car and begin
reviewing what worked well and what didn't. Overdl, they are delighted with the results. They makea
commitment not to worry about the possibility of Ms. Jones changing her mind over the weekend.
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You Can't Sell Higher Fees Unless You Believe That Your Firm and You Are Worth the
Money

| know how tough the economy isin various parts of the country. Please remember The top business
producersin every profession are still selling business at good fees. In my consulting business, | have
had the good fortune of interacting with many of them on aregular basis. This book isdesigned to
teach you how not to cut fees and how to get the business you want.

Areyou going to run into Situations where people are going to buy drictly on fees? Sure, but you have
to decide if you want these people as your clients. Can you service them capably? Are you shooting
yourself in the foot by giving the business away today, hoping to increase feesin the future? What do
you think will happen when you try to raise your feesin the future with aclient who isonly interested in
the cheapest service provider? Do they aso go to the cheapest dentist in town?

On the other hand, when sdlling fees, consider the buyer's opportunity and commitment to actively
bring you referras. That's one reason to accept an engagement for lower fees. Also, sometimesit's
wiseto buy amarket; that is, to sell your servicesfor alower fee than normal in order to bresk into a
new market, grab some market share, and then use your happy client asasource of referrals and
third-party verifications asto the quality of your work.

Bernie chose not to cut feesin order to buy the business, but decided instead to include some value-
added services, gtrategic planning and quarterly reviews, in order to maintain hisfee structure. That
was his choice; hewasin control. He is aso wise enough to know that the more interaction he has
with asatisfied client, the more likely heisto get golden referrals and more business from that client.
Bernielooks at this as marketing to his current clients.

The Two-Plus-One-Call Sales Presentation

Okay, you tried to be last and find out that you can't be. Let's back-track abit to Bernie's
conversation with Bob before the presentation:

Bernie:Because new issues may arise in their meetings with you and Ms. Jones, | request that you set
their appointments first. | would appreciate it very much if we could be last. W hen should | get back to
you to find out when they're scheduled to come in?
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Bob:Blow has already done that. W e feel obligated to meet with him last because he's been with us so
long.

Now Bernie would have trouble. Joe Blow isgoing to plead, cry, and beg not to lose his best client.
That sometimes works! Bernie needs to do one heck of ajob in the presentation step to make sure
Blow doesn't keep this client.

Bernie:How does Ms. Jones feel about that?

Bob:I don't know. But she's fond of old Joe.

Look out below. Berni€'s prepared, though. Hell just have to jockey for last once more when he gets
to the presentation step. Let's return to Bernie and Audrey's meeting with Bob and Ms. Jones:

Bernie:Do you have any other questions?

Jones:No.

Bob:No.

Bernie:Can we set a date for the first strategic planning session?

Jones:I've promised to meet with Joe before we make any final decision. | owe him that much.

Audrey:Can we set some tentative dates then? That way | can have my calendar clear in case you decide
to move forward.

Jones: That makes sense.

Bernie:W hat do you think Joe will say when he finds out you're planning on working with us? When do
you plan on meeting with him?

Jones:He'll have a fit. We're his biggest client. | need to tell himright away.
Bernie:W hat do you think he'll do?

Bob:Oh, he'll beg, promise, and possibly even cry. W e tried to change CPA s about six years ago and he
wound up keeping the work.

Bernie:Ms. Jones, what do you think will happen?

Jones:Bob's right.

Bernie:Do you think you'll keep Joe again?

Bob:I don't see how we can. It's hurting me, my people, and our business.
Jones:Painful as it will be, we must go through with it.

Bernie:How can | help?

Jones:|I'm not sure.

Bernie:W e can make the transition as easy as possible and there are
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times, of course, when we run into business that is simply too small for us to handle. After we get done
reviewing Joe's records and meeting with him, if | like what | see, we might be able to start referring some
small business to him as the need arises.

Jones: That would be nice.

Bernie:Here's my experience in similar situations. Right now you see a need to trade up to a bigger firm
who will give you better all-around service. Joe's not going to let this go under any circumstances. Old
relationships are very hard to break.

Before you say no, | suggest you turn Joe's next appointment into a transition meeting. I'll stop by with an
engagement letter Monday morning on the way in to work. | hope I'm not being too forward, but this is an
emotional issue that must be dealt with directly. If you have engaged us, there's not much Joe can do.

Jones:| don't know.. ..

Bob:I do. We must make a change. W e need Bernie and Audrey's firm, or we're holding back our business
and hurting our employees, like Mary and me.

Jones:All right.

Y ou still haven't secured that client, but you're in amuch better position than if you don't get the
engagement letter Sgned. If they're really committed to change, they'll do it. See Chapter 10 for the
OnePlus-One-Call Saleto see how to handle that.

What You've Accomplished in Steps6 and 7

Y ou've satisfied the reasons for testing the proposal and presentation process:
1. You've done the work necessary (and not any extra) to get the business.

2. Youve satisfied the buyers intellectua needs.

3. You gave the buyers the opportunity to ask you questions.

4. Y ou avoided wasting time and effort and giving away freeidess.

5. Y ou conducted a custom-designed presentation or proposal (if necessary) that the buyers wanted
to seeor hear.

6. You didn't talk yoursdlf out of asale.
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How to Proceed in the Sales I nterview after the Presentation in a Two-Call Sale

In Step 6, you tested to seeif apresentation or a proposa was necessary, and you found out what a
proposal would look like. In Step 7, you conducted a presentation or wrote a proposal that the buyers
wanted to see. Now you need to proceed immediately to Step 8 and the formdization of the
agreement—closure.

Diagnosisand Rx: Do Only Presentations or Proposals That Will Nourish the Sale and
Whenever You've Got a New Patient in Front of You, Be Sureto Give Them a Thorough
Examination

* You will want to carefully manage the proposa and presentation processin order to facilitate your
sde. Such careful planning will allow you to do aslittle work as possible and till get the business;
satisfy the buyers intellectual needs; give the buyer the opportunity to ask you questions; avoid wasting
time and effort and giving away freeidesas, give a custom-designed presentation or proposal (when
necessary) that the buyer wantsto see; and refrain from talking yoursdlf out of asde.

« If, during the course of the sales examination, you meet with anew patient (decision-maker) aong
the way, you mugt give that individua acomplete examination. Thisexamination must include
chemigtry, where it hurts, conditions of satisfaction, fees, the decision-making process, a presentation
(when required), and closure.

* Team sHling has severd advantages, including the following:
1. Provides psychological support. It's easier to approach a selling Stuation with someone else.
2. Increases available knowledge. "Two heads are better than one.”

3. Serves as alearning opportunity. After the sles cal, you can rehash what worked and what
didn't for future reference.

4. Introduces the players. Team selling enables the prospect to meet key people who will be
working onthejob if it'ssold.

5. Increases available expertise. By having the right team members on the sales call, questions
raised by prospects can be immediately answered by experts.
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* These advantages are only possibleif you carefully manage the team sdlling Situation. If itisnot well-
managed, you run theserisksin team sdlling:

1. Confusion. This occurs when severd of the sdllers speak smultaneoudly or contradict each
other. Thisisvery bad for the sde.

2. Overwhelming the prospect. Do not bring your entire office on asales call. Don't do anything
that will create fear or overwhelm the buyer's side of the table.

* Thereareten rules of effective team sdlling:
1. Select team members carefully.
2. Designate one person to orchestrate and lead the sdle.
3. Mest beforehand to plan the agendafor the sale.

4. Have al team members prepare questions tor the pre-briefing; that way, you're assured thet all
the vital questions can be sorted into the agenda.

5. Keep the number of people on your team to aminimum.
6. Answer questions succinctly.

7. Beflexible about your agenda.

8. Make sure al team members are on the same wavelength.
9. Be committed to selling something!

10. After the sle, meet again to discuss what worked and what didn't.
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12—
The" | Hate Selling" Professional's Black Bag of Presentational Tools

This chapter setsforth in clear English the formal presentation and proposa process. These formal
processes—sometimes referred to as dog and pony shows—are usualy encountered only by larger
firmsfor substantid clients, like publicly held or large private municipaities or large not-for-profits.

Even at thislevel of presentation or proposa—and perhapsit's most important here—please
remember that people buy other people. In this chapter, you'll also learn how to respond to requests
for proposals (RFPs).

In Chapters 10 and 11 we discussed more informal Situations. This chapter considers conditions
where aforma blockage has been placed between you (the seller) and them (the buyers). Often,
buyersin this case are committees.

There is some bad news and some good news. The bad newsis that this can be alengthy and
exhaustive process; the good newsis that very few professiona service providers have a grip on what
it redlly takesto sdl successfully inthisarea. Y ou can improve your odds sgnificantly by learning what
some of the very top business producersin the professions do to bring in more business—despite this
process.

A Brief Review

You'll want to test the formal presentation and proposal processin order to:
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1. Invest your time effectively and get the business.

2. Stisty the buyers intellectual needs.

3. Givethe buyers the opportunity to ask you questions.

4. Avoid wasting time and effort and giving away freeidess.

5. Give a custom-designed presentation or proposal (if necessary) that the buyer wantsto hear.
6. Avoid taking yoursdf out of asde.

Well add onefor this particular type of process.

7. Totdly separate you from your competitors.

Selling to Committees
There are many downsiderisksin sdling to committees:

* It ismuch more difficult to get a decision from acommittee because there is more than one person
involved.

* All of the people on a committee have different motives and egosto protect.
* Y ou need to be more on your toes and more flexible than in any other selling Situation.

* The committee decision-making process will take amuch longer period of time than it would with
only one decision-maker.

» Often, committees decisons are aready wired to a preferred person or firm. They bring in other
firmsto make their decision look like an objective processto protect themsealves or for reasons related
to the company policy of compstitive bidding.

» Sometimes, committees are merely on fishing expeditions, and they are not in a position to be sold.
These committees aren't buyers, they're thieves—stedling your time and good idess. Use your sales
examination to determineif they're serious about doing business (test for commitment to take action).

These downside risks create certain negative implications for you:
* Y ou could waste billable hours salling to committees when you have no chance of success.

* Y ou might be used by committeesthat aren't in a buying mode but rather are looking to be educated
(for free). And/or they

159



might use you to obtain leverageto lower the price of their existing provider by getting other bidsand
proposals.

* Y ou might become psychologicaly invested in the wrong Situations, which can result in fedings of
failure and regjection and serve as negative reinforcement to continue to sall your services.

* If you don't understand how to sdll to individualsin acommittee Situation or the importance and
implications of the committeg's decision-making process, prospective dientswill likely seect your
competition and you will lose more business than you should.

* Potentiad clientswill continue to use firmsthat provide inappropriate service—because you didn't
know their strategies for decisions or were not willing to take arisk.

* Y ou may not secure other prospective clients who would buy, because you are wasting business
devel opment time with those who can't or won't buy.

* You look, act, and sound like your competition to the committee, thereby making the decison-
making process incumbent upon fees.

* Y ou lose the engagement by being more expensive than the prospective client expects.

If You like Challenges, Committee Selling Isfor Y ou!

Themost rigorous of dl sdlling involves committees. The primary reason committeesaretoughto sdl is
that you will encounter severd individuds, al of whom have different buying motives and egosto
protect. To sdll to any group, you must understand each member's motivation and present a package
that relates to each of these interests as equally as possible. Few people enjoy it.

With committees, you may have to face from three to thirty people (not often thirty, thank goodness),
al with different backgrounds within the organization they represent. They al bring different intereststo
the decision-making process. And, most important, they each have their own persond priorities.
Certainly, they will tell you their main interest isthe good of the company. But the committee member
who works in the accounting function has one idea about what's good for the company, while the
marketing department representative has another.

A second reason sdlling to agroup gives one headachesisthat
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committees practicaly force you to follow the prospective client's buying system rather than your
sdling system. In other words, they will try to force you to play by their rules. They'll attempt to place
demands on you that suit their needs, without responding to any of your needs asa professional trying
to do athorough job.

For ingtance, you may get adirective from a committee describing the specificsthey want included in a
report. But, when you request more information, you hit awall. Tension often builds asyou struggle
over whose system will prevail in this Stuation, but don't let anyone intimidate you or manipulate you.

Because you have to ded with so many individuas, it's more difficult to establish a mature, adult-to-
adult relationship with these people. If you hopeto sell to agroup successfully, that should be your
central god when meeting with them.

A Prospective Client by Any Other Name. . .

The most effective srategy for selling to acommitteeisto forget you're salling to one. Think of the
committee members asindividua prospects. Y ou cannot sall to agroup en masse. Y ou can, however,
build a congtituency by sdlling to each member asan individud.

Theided stuation isfor you to interview members of the committee individualy. Stressthat individua
meetings are arequirement for you to do a professiond and efficient job. To get vitd information, you
need to speak with each member.

Explain that people are often inhibited in group situations. If you try to only interview the group asa
whole, you will miss essentia information and personal hurts and aches because someone was hesitant
to bring up anissuein front of the other members. Or members may be distracted and not as attentive
to your questionsin agroup sSituation. Therefore, you will not receive answers as complete asyou
would like.

Y ou need to use your questioning skillsto find out which aches exist with each member of that
committee. That way, when you get them in the committee Stuation, you'll be comfortable and familiar
with them persondly, aswell aswith the dynamics of the group. Y ou'll bein amuch better situation to
influence them as acommittee. In order to reach that level of communication with them, you'll have had
to speak individualy with each member. Once you've won the support of individuas, you can sl them
asagroup.

In addition to giving you the information and emational reasons you need to make asalewithin the
boundaries of your sdlling system,
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this Strategy isan excdlent way to differentiate yourself even more from the competition.

| promise you, most professona service providers do not interview individual members of committees
making buying decisons. Most people assumeit's not the way to do things, they certainly do not want
to be perceived as pushy. They follow the common approach of sdlling to the group asawhole. They

act asif the committee is one body, one prospect with one priority, one motivation, one ego. They will
try to sdll to the group en masse.

Remember, akey to successis not to 1ook, act, or sound like the typical service provider. Going to
each member of the committee with questions and requests will help you stand gpart from the crowd.
It will show that you are efficient, thorough, caring, prepared, and interested in their business. Aren't
those great characteristics for a service provider to have?

And don't fool yourself: No matter who you are, there will be competitors who are (or at least appear
to be) equally as good asyou. So, if servicesare smilar, and it'sdifficult for the prospective client to
distinguish between them, you must be different. Take this opportunity to be different.

Most committee memberswill recognize that it takes guts for you to speak or meet with each of them.
They will sense your commitment to doing athorough job in your presentation, which will reflect a
commitment to excellencein dl areas of your work. The only drawback to thisplanisthat it's
sometimes difficult to execute. And you may not want to invest the time up-front in order to
accomplish the process effectively.

Sometimes, people on committees don't want to be sold individudly. "What's acommitteefor, if
individuds are being addressed?" they may say to you. If there are outsde consultantsinvolved in this
selection process (who are competitorsin disguise), they will usudly try to prevent you from meeting
with individual members of the committee. They want to keep you as subservient as possible, so that
you fedl unworthy to addressindividua members.

Itisat thispoint that you must demonstrate your willingnessto walk avay from the Stuationin the
event it ssemsto be turning manipulative on you.

Remember these factsif you hit serious resi stance:

» Asyou encounter resistance, understand that all the money being expended in this situation is
not the prospective client's. Asamatter of fact, they only have to spend money when they find
something
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they like. Remember that your cost of pursuing the saleis sgnificant enough to warrant the individua
involvement of committee members. Y ou must not merely cast your fate to the wind. Y our resources
and time are too precious to expend where the outcomeis entirely |eft to fate.

» Asa service provider, you make a living by offering a professional service. You must
understand the emotiona objectives of each committee member in order to make the best diagnosis
and do the most professiona job. It'simportant that you not be expected to follow the prospects
system to the detriment of your objective, which isto serve the prospective client in the best manner
possible and obtain the work for the firm. For you to do anything less would be the equivaent of sdes
malpractice.

When an Irresistible Force Hits an | mmovable Object

Therewill betimeswhen you do hit an immovable force that prevents you from reaching individua
committee members. What should you do then? Consider these dternatives.

1. You have the right to pass up the opportunity. If you have a hard time reaching individua
members, the chance to sdll this group may not be so much an opportunity as a headache. Do you
need the business? Y ou're not going to starve to death tomorrow morning without it, are you? So, it
may belogical to choose to move on to more reasonabl e prospects.

I've been a proponent of walking away from dangerous situationsfor along time. Clients cometo me
often with problems smilar to the unreachable committee described here. | dmost dways advise them
to withdraw their bids, save their cregtive energies, and forget about the sale. Ninety-nine times out of
ahundred, the oneswho didn't listen find out the hard way.

Not understanding the emotiona objectives of theindividuas on acommittee putsyou at aterrible
disadvantage. The committee maintains control of the selling situation, and you open yourself up to
some serious manipulation. If you are able to close the business by some stroke of luck or smply
because none of your competitors understood their objectives either, you risk establishing a
relationship based on miscommuni cations, misunderstandings, and manipulation. Beware!

2. You can sell to the person selling the committee. Okay, if you're going to forge ahead, at least be
equipped with some guiddinesin
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thisrisky territory. Let's say you decide that the prospective client isworth the trouble. The most
desrable dternative isto sall to the person sdling the committee asif he or she done hasthe buying
decison.

Usualy when acommitteeis unreachable, they will have asingle representative to mediate between
them and the prospective service providers. Develop ardationship with that representative. Meet with

that person, ask him questions, and discover his understanding of the committee's buying motives. Sdll
to those aches the same as you would to an individud.

Give your presentation to the mediating individual asthough that person has the decison-making
power. In essence, that's quite true. That person's opinion of the potential candidates will necessarily
influence the decision the committee makes. His preferences will be reflected in the way he presents
the proposals to the committee.

Onceyou finish your presentation, in lieu of dosing the sde, get acommitment from that person to
sell—not just show—your proposa to the committee. It'sthe next best thing to being there. The
mediator isyour link to selling the committee. Don't just give this person information to passaong to
the group members; sl to him.

3. You can request to be present when the committee makes its decision. If you can be there when
the committee is making their decision, you'll be the only service provider present. And to whom do
you think they'll givetheir businessif out of five competitors only one shows up to answer questions as
they are making their decision?

They might come across problems and concerns as they review the proposals and consider fina
points. Y ou can be the acting consultant. Y ou can help them sort through the proposals. This sirategy
demonstrates your commitment to service and your desire to have the company as aclient. Because
you'l bethe only professond to makethis offer, once again you've differentiated yourself in apostive
way from your competition.

All of my studies of buyers of professiona servicesindicate that aggressveness on the part of the
service provider isahighly desirabletrait. They want aggressive professionaswho will be proactive
with ideasfor their business.

Evenif you don't get the client thistime around, you've positioned yourself as aprofessiona with a
commitment to excellence. The impression you've created will leave adoor wide open for businessin
the future. Always keep that in mind. One sdeis not the end of arelationship with a prospective client,
regardless of whether you get the businessthefirgt time around.
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4. You can belast in making your presentation. Being last has severa advantages. First, asyou
begin your presentation, you can find out what they've liked and didiked about the competitors that
have gone before you. Thisisvitd if you've not had the opportunity to meet with individua committee
members. Y ou can profit from the mistakes of those service-providers who have preceded you. Don't
fedl bad about that. They would do the same thing to you, given the opportunity. That's the game of
Hling.

Asyou begin your presentation, you might ask if they have any needs that the other presentations have
failed to address. This question works anytime you're not the first to make a presentation. Then you
adapt your presentation to fill in those gaps and possibly offer someitems no one else has.

This strategy works, even if you've been able to meet with membersindividudly. It never hurtsto be
the last to give a presentation, as you are freshest and foremost in their mind; it increases your chances
of gettingthe sde.

5. You can offer to befirst, last, and last again. Thisisapowerful strategy for selling to
committees. Simply ask to be thefirgt to give your presentation. Asyou wrap up your presentation,
ask the committeeif they have any questions or any adjustments they would like to seein your
proposa. Get acommitment from the committee to meet with you after they've seen and heard al the
other presentations.

When you meet with them the last time, present your proposal again with the considerations mentioned
during your firg presentation. Then, in your fina meeting—hopefully asthey are making their
decison—offer to assst in the evauation of the proposals offered.

Once again, you're going beyond what the average service provider offers, you're setting yourself
gpart, and you're putting yoursdf in apodition to have astrong influence on the committeg's decision.
What an excellent position from which to be sdlling! | suggest this strategy regardless of whether
you've met with individud members.

Preparing for Formal Presentations

Hereisacheckligt culled from the top business producersin al of the professionsto help you better
prepare for formal presentations and increase your dosing percentage:
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* Interview everyone possible. In addition to the actuad decision-makers, anyone who will beinvolved
with the future service-provider (the user decision-makers and influencers) isagood source to find out
what the redl achesin the organization are. Once you find out what'sreally going on, you'l beina
better position to determineif there is a serious buyer and whether you are best capable of handling
thelr Stuation.

* Get acoach and discover exactly what your presentation should be to get the business.

* Sdlect adynamic team that redlly wantsthe business. If any members of your presentation team are
not as outrageoudy excited about securing the new client as you are, replace them with someone who
is. Thisisone of the most common mistakes professionas make in the forma presentation Situation:
People are selected for the team based on their location, expertise, or availability, without athought as
to how they fed about getting the job. Overworked people who don't want any more time demands
convey that message to the prospective client consciously and subconscioudly.

» Have an ache brainstorming sesson. Sit down with your team after interviews have been done. Put
together al of the client's aches. Then, with the help of your coach, you can best decide on what items
to cover in your presentation.

* Select aquarterback. Someone is going to have to control presentation preparation process and the
presentation when it is conducted. Free-for-als do not impress future clients.

» Assgn questionsto ask and rolesto play. Everyone on the presentation team should know what their
roleisgoing in. Assign them questions to ask the buyersto show their importance on the team aswell
asthar interest in the client.

* Package a product based on fees. One of the keysto selling an intangible product isto package it
and make it more substantid. Tell the buyers exactly what they will get if you are hired without going
into boring detalls. Detail the features of the product and explain how it will help them to reach their
goals better.

* Prepare a profile of the decision-makers. Everyone on your presentation team should know who
they aretalking to and what their rolesand aches are.

* Bring them something new. What are the hot issuesin their industry? Find out in your interviews and
inindustry-related publications and associations. Then supply them with anidea
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they haven't thought of to help them better run their organization (without giving away how to
accomplish it).

* Prepare a presentation workbook. Find out what they will want to seein the presentation workbook
They should have some written visual materialsto refer to that don't distract from your presentation.

* Practice at least oncein front of an objective third party. Y ou'll be amazed how much of the
discomfort goes away after you've done adress rehearsa with third parties acting as the buyers.

Here are some rules for conducting formal presentations:

* Get there early and socidize. The more human contact you have, the morelikely it isyou'll win the
se.

» Stay afterward and socialize. People buy other people. Find out what they liked. How did they react
to the presentation team members? Where might there be a change? Do they want more input?

» Meet with your team before the appointment. Stage a prebriefing to make sure everyoneison line.
Give them a pep talk. Discusstheir fears and concerns going into the room and they'll feel more a
ease, thus giving a better impression.

 Don't sdl; act like consulting physicians and make it aworking session, not entertainment. That's
right! Put the buyersto work! Find out in agroup setting what their mgor concerns are; discusstheir
conditions of satisfaction. Create interaction and get them emationdly involved. Y our competition will
go in there sdlling and telling them about their two thousand offices dl over theworld . . . blah, blah,
blah. Show them how you work with your clientsto better their businesses. Ask them questions. Get a
discussion going. Speak and respond into their aches. Spiceit up; makeit exciting and lively.

» Show off theworkers. Display your teammates expertise. Everyone should share in the presentation.
Have them discuss case hitoriesin smilar Stuations without going into boring details or giving avay
your precious secrets or methodologies.

* Get adecison. Find out where you arein the process. If you have done your homework, are in front
of real buyers, and did agreat job on involving them in aworking session, why should they hire anyone
else? Find out how it went, right then and there. Be prepared to stay longer than you'd planned.
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After the presentation:

* Debrief team membersimmediately. Find out at once what worked and what didn't. Get everyone's
impressions down on paper. What should be done to follow through? Who will do what? What should
you do more of next time? Congratul ate them on an outstanding effort. Stay away from the negatives,
or they won't want to do it next time.

* Set afollow-up meeting with your team to brainstorm with more new ideasfor the client. The more
persond contact you have with the prospective client, the more likely you areto win. New ideasare a
great way to get back with the client and create additiona powerful impressions.

* Change your team for next time. Whileit's il fresh, make acommitment to yoursdlf to field a better
team next timeiif it'swarranted.

» Assign and send personal notes and follow up persona contacts. People love persona notes; it'sjust
another way to totally separate you from everyone else.

* Follow through with promised information. Deliver it in person.

* Follow through immediately with your coach for input. Where are you as compared to the others?
Wheat'sit going to take to complete the sale? Have any of your rivals got aleg up?

» Follow through for adecision. Y ou should have been told when they were going to make afina
decision (if not right then and there). Don't wait to be caled; it's your job to get the decison. What if
they don't respond to your cal? That usualy isn't agood sign, but something may have come up. Back
off for acouple of daysand call again.

| Hate Proposals and Requestsfor Proposals

| avoid doing proposals. My experiences, and those of many other professiond service providers,
have shown methat offering to do aproposa for a prospective client (or an existing client regarding
additiona work) can be asure-fire way to cool off ahot prospective client and probably confuse them
with detail and bore them to tears.

Do you believe that prospective clients actualy read and study proposals? Some (very, very few —
usually accountants or engineers) do. Most don't. In salling intangible professiond services, people buy
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other people, not pieces of paper. Many times people buy despite proposals, rather than because of
them. Therefore, we must spend alot of time with prospective clients, getting to know them and what
they need and want, rather than on writing proposals.

Don't get too excited over requests for proposals (RFPs), either. Experience teaches usthat when a
company sends an invitation to participate in abidding process, you need to tread very carefully.
There are many downside risks of proposa writing:

* Professional service providers often see proposals as asdlling tool and expect the proposal to
impress and persuade the prospective client and secure the business.

* Professional s assume that the prospective client needs to see a proposa in order to make adecision.
* Proposals are often used as free research or as abargaining tool with the existing service firm.

» Many stuations are wired to favor a particular firm, and securing proposals from other firmsisaway
of judtifying the hiring of thewired firm.

* Written proposals often play avery minor part in the decision to purchase services.
* Proposals are often written in alanguage that the client doesn't understand.

» When a prospective client requests a proposd, it can often be a nice way to rgject the service
provider.

* Blind RFPs are usudly atremendous waste of time and money.
These downside risks create certain negative implications for you:

* Y ou can lose many opportunities for generating new business because the prospective client cooled
off while you were away writing an unnecessary proposal.

* Y ou can waste enormous amounts of billable time writing aproposd that won't turn into business.

* Y ou can become psychologicdly invested in the wrong Stuation, which can result in fedings of falure
and rgection and serve as negative reinforcement to continue salling your services.

* Y ou may give away your expertise to your competition and to people that have no intention of hiring
you inthefirst place.

* You may fail to provide service and contact with existing clients because you are busy writing
unnecessary proposals.
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* Y ou may not secure prospective clients who would buy because you are wasting business
development time writing proposals.

* Y ou may blame the proposal and the proposa writersfor not securing the businessinstead of
learning from your mistakes.

* Y ou can place too much emphasis on the proposal to sell the business and not enough on developing
the human relationship dement, which iswhat redly sdllsthe work.

* Y ou may turn off potentid clients by communicating to them in jargon they don't understand in the
proposal.

Approaching the Proposal Process

To be more successful at writing proposals, stop thinking like a professiond service provider! Instead,
gart thinking like your entrepreneuria clients. How do they make decisions? Do they pour over
reports? Do they spend hoursin the library studying a subject? Do they wait weeks before making up
their mind to do something? Most probably don't (unlessyour clients are atorneys).

Through the experiences of the top business producersin the professions, my own persona
experiences, and those of my clients, | can assure you that decisionsto buy are made at the human and
emotiona leve, not at the paper leve.

Art, one of the best business producersfor over twenty years at ahuge consulting firm, put it best:

| don't getinvolved in proposal writing unless the prospective client needs to see something to formalize
the agreement. Then I turn the proposal into an engagement letter, merely summarizing what we will do for
them.

| never, ever want to get involved in the proposal writing game. I've found, over a twenty-year period of
creating millions of dollars of fees for the firm, that people buy other people. Prospective clients make up
their minds in the first meeting as to who thegi they want to go with. It's my job to sell myself and my
team to them at the first meeting. Unless | feel that the meeting went well and they tell me exactly where |
stand in relation to my competitors and | am the front-runner, | decline the proposal process. W e're just
too busy to getinvolved in that. I've never sold any work where | didn't have that feeling of acceptance
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during and after the meeting, no matter how great our proposal was.

Also, | never, ever offer to do proposals. Early in my career | thought it was professional to leave the sales
call by offering the prospective client something in writing. W hat | was really doing was giving in to my
own fear of requesting a decision from the client to move ahead on the project. | was afraid of hearing the
wordno,so | postponed the pain of possible failure by delaying the decision process.

W hat happened was that | left thousands of dollars on the table that could have been sold but weren't,
because of my own fears. Often, I'd be with a prospective client, and they would be very excited about
moving forward, about hiring us. By the time they had received the proposal, they had become reinvolved
in their own lives and forgotten about me! | found that | couldn't get through to talk to them! They
wouldn't return my calls. | was very confused; | thought that this was the way business was supposed to
be done.

| also noticed that if by chance the prospect hadn't turned cold on me and still wanted to work with us
after they had reviewed our proposal, they had invariably cooled off sufficiently from our original
conversation so that fees were now an issue. I've found that once people detach from their problems for a
while, they become less willing to pay us for what it's going to take to fix their situation properly, and we
wound up reducing our fees to still get the business. That was very discouraging. | felt like some kind of
peddler when | had to play price games with prospective and existing clients.

Fortunately, | ran into one of my formerly hot prospects at a chamber of commerce Iluncheon. | asked him
point-blank why he wouldn't return my calls. He said that he thought | was being unprofessional by not
offering to do the work he wanted done right away! He said that anyone that didn't have the common
sense to close someone who wanted to do business wasn't the kind of person he wanted to be involved
with. He also said that fees weren't an issue at our original discussion, but he really wasn't interested at
any price now.

That experience taught me a very valuable lesson: get
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them while they're hot. If you sense that the clients are serious about solving their problems or achieving
their desires, set dates to start right then and there. Never, ever offer to do a proposal.

How does Art's advice agpply to you? Consider these suggestions:

1. Don't offer to do proposals as a matter of course. Never back off from getting a decision to move
ahead because you are afraid.

2. Don't get involved in the proposal game unlessyou fed you have aredlly good shot at getting the
work. Pick and choose those proposa opportunities that you want to be involved in, based on your
diagnosis of the chances of successin the Situation.

3. Redlize that the prospective client is buying people, not paper. The decision to do business with one
firm over another is often made a the very first meeting and has very little to do with the magnanimity
or brilliance of adocument.

4. Fee issues become much more important the farther away you get from the initia conversation as
the prospective client cools off. Get fees out of the way at the first meeting whilethe clients are till hot.

Writing Winning Proposals

Now, you've determined that aproposal isin order. Y ou've conducted a sales examination to the best
of your ability. Y ou know the company's hurts, aches, desires, wants, needs, and musts, their fee
expectations,; and the decision-making process and your ability to influenceit. Theré's good chemistry
between you and people making or influencing the decison. Theresaredly good shot at getting the
business. Y ou've secured an internal mentor.

Whose proposal do you think they'll buy? Y ours? Or theirs? The easiest proposal to sall isthe one the
client haswritten herself and will, therefore, help push through. Find out exactly from your coach what
needsto be in the proposal based on her experiencein the past and with these particular decision-
makers. Outline it together. AsK her to review it before you submit it formally.

Put together your proposal and fax it to her, inviting comments and idess. Request edits and criticisms.
Have her fax it back to you.
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Whose proposd isit now? Whose will be pushed interndly and bought? If there is good chemistry,
shewill dothis. If thereisnt, or if they are merdly fishing for ideas or using you as gambit to lower their
current fees, watch out. Y ou may betotally wasting your time.

A Different Animal: Requestsfor Proposals
There are severa reasonsto have misgivings about RFPs:

* Experience shows that a professiona firm receiving an unsolicited RFP has alessthan 5 percent
chance of winning the business. RFPs are about two steps above raw cold calling, asfar asyour
chances of immediately securing clients go.

*» Responding to an RFP isexpensivel Typicaly, the cost of responding to an RFPis between 5
percent and 20 percent of the gross dollars of the proposa. In other words, if you put together a$
100,000 proposal, it'll typically cost you and your firm $ 5,000 to $ 20,000 to write that proposal.
Y ou have to consider the technica time, the document preparation time, and the time of the
professiond staff that hasto be involved with the proposal. In addition to the in-house expense, you
may haveto involve an attorney to review the commitments requested in an RFP.

Responding to an RFP takes the service provider out of the business development game. When you
work on aproposal for one company, you most likely will forgo other opportunities for business. Y our
cost interms of time and energy isvery high.

* Obvioudly, you weren't apart of the RFP process or the decision to request proposals from
competing firms. The groups who were involved in that decision arelooking out for their own interests,
not yours. Y ou are being asked to put together a proposal without meeting with the prospect or
probing to discover that company's needs. For that reason, it's often difficult for you to pin down the
motivation of the prospect.

Approach RFPs very carefully.
What to Watch Out for When Presented with an RFP

Why do companies send out requests for proposals? There are many reasons.
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1. Thereis a legitimate business opportunity. Let's say a company's management recognizes that
they have a problem with their current service provider. They believe they have defined it accurately
and are now looking for someone to offer them a solution. So, they put together a set of specifics
describing the problem and the guidelines for designing the solution. They then mail arequest for a
proposal to aligt of firmsthat they believe could offer asolution. Their goa isto find the best possible
resolution at the most reasonable price.

Some businesses are obligated to make mgor buying decisions through this process. Large project
work and government business require RFPs and bids.

RFPsthat fit this category are the least dangerous to respond to. If everyoneis playing by the same
rules, you at least have afighting chance to win the business. But be careful: What lookslike an even
playing field may not be. Hash it over with othersfirst (interna or externa coaches) who may have
experience with or input about the prospective client or asmilar Stuation.

2. Businesses are looking for information they believe you can provide. It'sacommon ploy for
decision-makers or consultants working with decision-makers to use RFPs to collect information.
They might be working on aproposa of their own to present to aboard of directors. By sending
RFPs, they have acrack at your research and expertise for free. They aso may get to see what their
competition isup to.

And then there are the companies that send out RFPs that have no intention of changing service
providers or doing anything, but are merely pricing the marketplace as abargaining chip with their
exiging firm to lower their fees.

3. Other consultants can justify their positions by involving several businessesin a competition
for a contract. Let'ssay alarge hospitd islooking for acomputer system that can handle the hospita
adminigration information sysems plus dl the patient information, and they have hired aconsultant to
hel p them shop around and make the find decision. That consultant is under pressureto bring the
hospital bidsfrom severa firms. They will send out RFPsto generate aflurry of offers.

The danger hereisthat in many cases the consultants are dligned with one firm before the RFPs are
ever mailed. For ingtance, afirm known as Computer Consultants may ded primarily with the
dataprocessing divison of the ABC firm. It isin the firm'sbest interest to sell ABC's sysemto the
hospita. That firm has predetermined ABC will get the bid but needs to create the appearance of
objectivity by
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consdering several proposals. The RFP process dso helpsto justify the firm's existence as expertsto
sort through amaze of detail, aswell asto create additiona consulting fees.

If you happen to be the leading player in your field, one of the top firmsin your industry, the firm
probably needs your response for its own credibility. In that case, you may have some leverage.

Watch out for RFPs generated by a consultant. If you are being set up, you cannot win in this Situation.
Understand that a consultant environment istypicaly set up to make the outside resource fed that they
arenot afull participant in the salling process, that somehow they are less than equd to the consultant.
When working through a consultant, you will often find it impossible to reach decison-makers.

How to Sell RFPs

Every RFP that lands on your desk shouldn't automaticaly be chucked into the nearest wastepaper
basket. Consider two rules for responding to RFPs that can keep you out of trouble:

Rule 1. Research the RFP and the company that generated it. Interview and qudify anyone
involved with the RFP and the final decision. Meet with the person who will be receiving the RFPs and
making thefind decision. Interview any consultantsinvolved. Verify whether that business has ever
selected your firm through the RFP process. Find out who they've chosen in the past for smilar
projects, and why.

Don't proceed until you're satisfied without adoubt that you have aleve playing field and that you
have afair chance of earning the business. If you can't get dl the information you need, or if someone
refuses to meet with you or talk with you, you redly need to consider whether you're willing to invest
the resourcesit will take to respond with aproposa. If you don't think you can win, why bother?

Rule 2. Submit an unsolicited response. In other words, don't follow the specs and directions of the
RFP. Instead, approach the business as you would any sale. Make sure you understand the real needs
of the business, then propose a solution that will get the job done. Ignore the congtraints of the RFP.
This approach can work onceit is established that you're working within a Situation that can be won.

RFPsare apart of busness. It'sinevitable that they will be offered to you occasondly. Before you
answer them, just make sure the opportunity exists for you to win, then discover for yoursef—not
necessarily relying on the information provided in the RFP—what it will take
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to win the business. Also, never mail aproposal. Proposals must be hand-delivered and reviewed with
the parties that have requested it.

Case Study: How Not to Respond to RFPs

Bonnie headed up the computer consulting divison of alarge firm. One day, shereceived an RFPIn
the mail from asster nonprofit organization of alarge client in her city. Her office had successtully
ingtalled anew computer system at the loca nonprofit organization two years earlier.

Without even picking up the phone, Bonnie and her crew went to work. Six weeks and two thousand
hours of her staff's unpaid overtime and wasted weekends later, her team had produced a 327-page
proposal that they shipped off to the other city. A real work of art!

Months passed without aword. When would they be starting work? Finally, at the behest of her boss,
Bonnie wrote a letter to the nonprofit. Two weeks later she heard back; her firm hadn't even made the
cut! Her proposal hadn't even been read; they had simply turned to the last page to see her estimated
project cost, acasud $ 1.5 million. Everybody el se was coming in around $ 250,000.

Net result: Bonnie's saff wastotaly demordized, her boss extremey upset, and she left the firm soon
theresfter.

Case Study: A Winning Response to an RFP

The XY Z Firm had conducted the lega work for the dty of Springfield for fifteen years. Every three
yearsthe City Commission would put out RFPs for the lega work and every three years XY Z would
keepit. By dl signsthe city was pleased that the XY Z firm did atechnically competent job. The
partner in charge of the client was considered an expert in the field of government law and municipa
bodies.

The managing partner of the QRS Firm, Clyde, finaly learned hislesson. Three years earlier after
another loss, he made a commitment to get to know everyone on the City Commission who decided
which firm was hired. Thiswasn't that difficult to do because he was dready activein the city's mgor
organizations. All that was required was to get next to the movers and shakers.

Clyde started joining committees that he knew would expose him personally to commission members.
Hetook active, leadership roles that displayed his vitality and business common sense. He showed
that he was far more than amunicipal attorney by being proactive and aggressve toward solving
problems and coming up with solutions.
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Threeyears|ater he reaped the bonanza of hisinvestment. Because he had become well acquainted
with most of the members of the city commission, he was able to best direct his marketing person on
the kind of written proposal to put together. His presentation team was well informed about the critical
issuesthe city was facing and how they, asthe city attorneys, could help. Although the city
commissioners were not displeased with their current law firm, Clyde's firm was awarded the legal
work because they wanted someone like Clyde "on their team.”

What You Accomplished in Steps 6 and 7— The Formal Presentation and Proposal Process
Y ou satisfied the reasons for testing the proposa and presentation process:

1. You did the work necessary to get the business (and not any more).

2. You satisfied the buyers intdllectua needs.

3. You gave the buyers the opportunity to ask you questions.

4. Y ou avoided wasting time and effort and giving away freeidess.

5. Y ou conducted a custom-designed presentation or proposal that the buyers wanted to see.

6. You didn't talk yoursdlf out of asale.

7. Y ou separated yourself from the competition.

How to Proceed in the Sales I nter view after the Formal Presentation

In Step 6, you tested to see if a presentation or aproposal was necessary, and you found out what a
proposa would look like. In Step 7 you conducted a presentation or wrote aproposal that the buyers
wanted to see. Now you need to proceed immediately to Step 8 and the formdization of the
agreement: closure.

Diagnosisand Rx: Take Chargeto Complete a Healthy Sale and Know When to Pull the
Plug

Presentations:
*There are many downsderisksin sdling to committees:

* Itismuch more difficult to get a decision from acommittee because there is more than one
person involved.
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* All of the people on acommittee have different motives and egosto protect.
* Y ou need to be more on your toes and more flexible than in any other selling Situation.

» The committee decision-making process will take amuch longer period of time than it will with
only one decision-maker.

* Often, committees decisions are already wired to a preferred person or firm.

» Sometimes, committees are merely on fishing expeditions, and they are not in aposition to be
sold.

*These downgde risks cregate certain negative implications for you:
* Y ou could waste billable hours salling to committees when you have no chance of success.

* Y ou might be used by committees that aren't redly in abuying mode (they are just looking for a
free education or price comparisons).

* Y ou might become psychologicaly invested in the wrong situations.

« If you don't understand how to sdll to individuasin acommittee Stuation, you'l likely losethe
se.

* Potentia clientswill continue to use firmsthat provide inagppropriate service, because you didn't
know their strategies for decisons or were not willing to take arisk.

* Y ou may not secure other prospective clients who would buy, because you are wasting business
devel opment time with those who cant or wont buy.

* You look, act, and sound like your competition to the committee, thereby making the decison-
making process incumbent upon fees.

* Y ou |lose the engagement by being more expensive than the prospect expects.

*The most effective way to sdl to acommitteeisto forget you're selling to one; think of al the
committee members asindividua prospects and sdll each of them accordingly.

*If you hit serious resstance in your sates examination, remember:

* All the money being expended in this Situation is not the prospective client's. At this point, you
mogt likely have asgnificant
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investment in this sales process, the client'steam only hasto spend money when they find
something they like. To warrant your investment, you must have some control.

» Asasarvice provider, you make aliving by offering a professond service. Y ou must understand
the emotional objectives of each committee member in order to make the best diagnosis and do
the most professiond job.

«If you find that you've hit an immovable force that prevents you from reaching individua committee
members, these are your choices:

1. You havetheright to pass up the opportunity.

2. Y ou can sl to the person selling the committee. If you can't get past the mediator to each
committee member, sl thisliaison asyou would in any other sdle. Become the liaison's most
trusted provider, and have that individud sl for you.

3. You can request to be present when the committee makes its decision.
4.You can belast in presenting your proposal and making your presentation.

5. You can offer to befird, last, and last again. Ask to be first, then after your presentation ask to
come back again (last) to clear up any questions that arose. At that time, ask to be present when
the committee makesits decision.

*To preparefor aforma presentation:

* Interview everyone possible, including decis on-makers and anyone who will be involved with
the future service-provider.

* Get a coach and discover exactly what your presentation should be to get the business.
* Select adynamic presentation team that redlly wants the business.

*» Have an ache brainstorming session.

* Select a quarterback, someone to control the process and the actua presentation.

» Assign questions to ask and rolesto play.

* Package a product based on fees.

* Prepare a profile of the decision-makers.

* Bring them something new—research the hot issues in their industry and supply them with afresh
ideato help them better
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run their organization (without giving away how to accomplishiit).
* Prepare a presentation workbook.
* Practice at least once in front of an objective third party.

* Rulesfor conducting forma persentations:

1. Get there early and sociaize—the more human contact you have, the morelikdly it isyou'll win
thesde.

2. Stay afterward and socidize.
3. Mest with your team before the appointment and pre-brief them to make sure everyone'son
line.
4. Don't sAl; act like consulting physicians—make it aworking session, not entertainment.
5. Show off your teammates expertise.
6. Get adecision.

After the presentation:
* Debrief team membersimmediately; find out a once what worked and what didntt.
* Set afollow-up meeting with your team to brainstorm with more new ideas for the client.
« |f the presentation didnt go well, make a commitment to change your team for next time.
*» Assign and send persona notes and follow up with personal contacts.
* Follow through with promised information, and ddliver it in person.
» Contact your coach immediately for feedback.
* Follow through for adecision.

Proposals:

*There are many downside risks of proposa writing:

* Professional service providers often see proposals as a sdlling tool and expect the proposal to
| the prospective client.

* Professionals assume that the prospective client needs to see aproposal in order to make a
decision.

* Proposals are often used as free research or as abargaining tool with the existing service firm.
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» Many stuations are wired to favor aparticular firm, and securing proposals from other firmsisa
meansto judtify the hiring of thewired firm.

* Written proposd s often play avery minor part in the decision to purchase services.
* Proposa s are often written in alanguage that the client doesn't understand.

» When a prospective client requests a proposd, it can be anice way to reject the service
provider.

* Blind RFPs are usudly atremendous waste of time and money.
*These downsde risks create certain negative implicationsfor you. Y ou can:

* Lose new business because the prospective client cooled off while you were away writing an
unnecessary proposal

* Waste enormous amounts of billable time writing aproposa that won't turn into business

» Make apsychologica investment in the wrong Stuation, resulting in negative reinforcement to
continue salling your services

* Give away your expertise to your competition and to people that really have no intention of hiring
you

* Neglect existing clients because you were busy writing unnecessary proposas

* Miss sdling to prospective clients who would buy because you are wasting business
development time writing proposals

* Blamethe proposa and the proposal writers for not securing the businessingtead of learning
from your mistakes

* Place too much emphasis on the proposal to sdll the business
* Turn off potentid clients by confusing them with jargon in the proposd

» Since proposas can have many negative implications, don't offer to do proposals as amatter of
course, and don't get involved in the proposal process unless you feel you have aredly good shot at
getting the work. Be sure to remember that the prospect is buying a person, not a piece of paper, and
that fee issues become much more important as time goes by and the client cools off.

* If you do write aproposal, make sure that it is one the prospect
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will want to see. Work closdaly with the decision-makers and let them tell you exactly how to Structure
your proposal.

* There are severd reasons to have misgivings about RFPs: professiona firmsthat receive unsolicited
RFPs genera have avery low chance of winning the business; responding to an RFPis expensive; and
you were not involved in the RFP process, S0 it's often difficult to pinpoint the genuine motivations of
the prospects.

» Companies send out RFP's because:
1. Thereisalegitimate business opportunity.
2. They arelooking for information they believe you can provide.

3. Other consultants can jugtify their postions by involving severa businessesin acompetition for a
contract.

» Before you discard an RFP, research the company who generated it. Do your best to take control of
the process, and don't respond unless you're satisfied that you have afair chance of earning the
business. Or you can also submit an unsolicited response; thet is, dont follow the directions of the
RFP. Instead, approach the business as you would in any sde.
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13—
Rx for Sure-Fire Closes—Just What the Professional Orders

In this chapter you'll learn how to dose the business and compl ete the sales audit. The purposes of
Step 8: Findize the Agreement areto:

1. Formalize and complete the agreement. Until you have a signed engagement | etter, what have you
redlly got? In this step you will painlessly dose your patient and aso tie up any loose ends that could
keep you from proceeding.

2. Bypass bad emotiona swings and to ensure that you get 'em while they're hot. If you've ever had
prospective clients sit on engagement letters without signing them, you know what | mean.

3. Avoid bad fedings about sdlling. There are few thingsworse in selling than to lose one you thought
you had. In this step you will secure acommitment to move forward and create closure.

4. Circumvent buyer's remorse and e ude back-outs and mindchangers.

5. Secure areferrd. Closing dedlsis often the best time to get areferra, asthe new client feels
relieved and positive about having made a decision to remove her aches.

What IsClosing?

Closingisthelogical progression of an effective process. Throughout the sales examination process,
you have been testing your patient and moving ahead or stopping. If the patient had certain
characterigtics,
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such as emotiond reasons for doing something, commitment to be healed, willingnessto pay, you
progressed to the next step.

Like aphyscian, now you've arrived at the point where it only makes sense to schedule the operation
and do thework. It would not be logical to make the patient wait to be hedled, athough thereisa
possihility that the patient may get cold feet and change her mind. Therefore, closure isthe perfectly
rationa conclusion to the sales examination.

Actualy, you've been closing throughout the sdle—perhaps without redlizing it. Closing, contrary to
misconceptions, isnot agreet leap by the progpective client or by you. From the very moment you
endeavored to establish chemistry and discover their hurts, you were closing the buyers. When they
allowed you to lead the conversation, when they agreed to tell you whereit hurt, they were dosing
themselves as to whether to move ahead with you astheir business physician.

How to Completethe Sale: Methods You Can Useto Finalize the Agreement and Secure
Closure

Y ou want to findlize the agreement as painlessy as possible. Any resemblance to what astereotypical
salesperson would do may scare off your buyer. Avoid trial closeslike, "Would Tuesday at 9:00 or
Thursday at 2:00 be better for you, sir?" or, "If you decided to buy, which would you prefer, the three
zillion megabyte or thefour?* Ugh!

Y our clients are closed that way every day of the week. Avoid the behavior of those ineffective
salespeople so you don't ruin your image and scare off clients. The close should beinvisible, naturd,
and logicd; here are two waysto close painlesdy:

1. Use silence. Thisismy favorite way to finalize. The sales examination processis so sensiblefor
buyers, that, after you have completed the tests, many will say some form of, "Well, I guesswe should
move ahead. . . ." Beautiful. People don't object to their own idess.

2. Set dates. My second favorite approach. If people don't close themsalves within a minute or two
after | stop presenting, | ask to set dates.

Look, you're aprofessiona service provider. What you sdll istime, yours or other people's. You're
booked ahead with other commitments. It only makes sense to set dates now to avoid telephone
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tag and those unforeseen events that always seem to come up. At the appropriate time, say something
like, "Ted, can we go ahead and set some dates? My scheduleisfilling up.”

Set adate right now to get that engagement letter over to them, reviewed with them, and signed. Don't
mail engagement letters— you've invested too much effort to take a chance to blow it now. If they are
in another city, consder taxing it to them or send it overnight. Follow through and review it with them
on the phone immediately.

What if you can't set solid dates? Set "tentative" datesinstead, asin Bernie's conversation with Ms.
Jones:

Bernie:Can we set a date for the first strategic planning session?
Jones:|'ve promised to meet with Joe before we make any final decision. | owe him that much.

Audrey:Can we set some tentative dates then? That way | can have my calendar clear in case you decide
to move forward.

Jones: That makes sense.

If you can't even st tentative dates, yourein big trouble. And you can aways look back to the
previous examination stepsto find out what went wrong. Was there enough chemistry? Did they hurt
bad enough? Are they committed? Did you clear fees? Are these peoplein aposition to make a
decison? Was something not covered the way they would like it in the presentation? If you can't set
the tentative dates, then you need to jockey for last again (see Chapter 9).

Here are some thoughts to remember regarding closure:

* A decision not to make a decision . . .isa decision! When those few people at the end of this
processtell you that they need more time to make adedsion, guesswhat: They just have made a
dedsion (to do nathing). Which way will they swing if they arein the positive pogtion right now? That's
why giving the buyer the logica opportunity to set dates now is so important.

* No is the second best word you can hear. You have permisson to fall when sdlling! Y ou mugt fall
at times to succeed more (nobody ever bats 1.000 in this game). In case you're wondering, the best
word you can hear isyes. But, you knew that; you've dmost finished the book!

» Don't get in a game of tag, you're it. Some people just don't have the heart to tell you no, so they
lead you dong for acouple of lifetimes
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hoping you give up or they move on to another job. Ever play thisgame? It soundslikethis:
Buyer:Terry, why don't you give me a call in a couple of weeks.
You wait two weeks, call back six times, finally get through, and if she remembers you:

Buyer:You know, now isn't a good time. My husband is going to Yugoslavia for a couple of months. Give
me a call around April 1st.

April 1st rolls around:

Buyer:Terry? Who? Oh yes, uh, we're still waiting for budgets to come out. Give me a call at the
beginning of June.

June 1st:
Buyer:I'm so sorry. The kids are home from school and we're going away.
September 1st:

Buyer:Gosh, the kids are going back to school and the cat died. . . .

Y ou get the picture. Nothing feelsworse in sdlling than to be led on. What do do? Apply Step 8 now,
whileyou arein their office, before they forget where it hurts and who you are.

* Never offer to do a proposal. I've said it before, but just for some reinforcement, under penalty of
death, never offer to do a proposal when people are ready to be closed.

Most businesspeople aren't accountants or engineers. Businesspeople are generaly not risk-averse;
they make decisonsdaily. You arelike adentist who has quaified her patient by finding out where it
hurts, discussing fees, and by knowing the decision-making process. Be prepared to pull the tooth
now.

Can you imagine adentist saying, "I'm sony, | can't pull your tooth because I'd rather do a proposa
first." Professond service providers do this every day, losng more saesthey would have won be-
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cause they didn't know the client was sold and were too shy to closethe sale.
If you don't close the dedl, these things might happen:

1. The hurt could go away. Sound familiar? Maybe you've even gone to the dentist or set an
appointment but the pain went away. Asillogical asit sounds, some people back out of those
gppointments and don't get their teeth fixed.

2. The patient fed steased and gets upset with you. Hurt causes closure by itsdlf! People are sdif-
motivated when they are uncomfortable; they want to take care of what ailsthem. That's onereason it
isso important to find out if the buyers have hurtsin the first place. If they don't, they won't act. If you
don't step forward to alleviate their aches, they may get mad a you and go elsewhere!

3. Willingnessto pay fees decreases dramatically. Thelonger you wait after theinitia interview, the
less your solution will be worth to the client.

Handling Stalls and Objections

| hate stalls and objections. Salespeople are taught to welcome stalls and objections as buyer'ssgnals.
Hal Wonder what insane person thought that up?

The sdles examination is purposely designed to get reasons for not doing the business out of the way
early and avoid wasted time, unnecessary work, and your bad feelings. Don't expect to hear stalls and
objections after you have completed the examination. Ninety percent of the time, you will be ableto
et dates and move forward.

In the sales examination you've addressed fees—up front. Y ou've addressed the decision-making
process—up front. Y ou've addressed commitment, emotional needs, wants, desires, and musts—up
front. People who aren't ready to go at this point are either dead, insane, or masters at jerking people
around. Or something may ill be missing that they may fed uncomfortable about (don't expect it, but
know how to dedl withit justin case).

A Systematic Approach to Overcoming Stalls and Objections
1. Get specific. Precisaly identify the hold-back to moving forward.
2. Ak, "Why isthat important?' Find out why this particular
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reason is meaningful to the buyer. Y ou can ded with it only by precisdly identifying it and determining
itssgnificance. People who aren't willing to share this with you aren't serious buyers—you should
move on to someonewhois.

3. Discover the other objectionsthey might have. Identify and list these now.

4. Ak, "What if?" Ask the buyer, "If | can deal with theseissues, will | get the business?” If they say
no, you're wasting your time. If they say yes, secure their commitment, answer their concerns, set
dates, and close the deal now.

Avoiding Back-Outs and Mind-Changers

Ever have a prospective client change hismind after you've invested your energy, time, heart, and soul
into the process? Few things are more disgppointing than losing one you thought you'd won. Often, it's
our own fault that the saleislogt. It happens because we haven't dedt with the inevitable buyer's
remorse that occurs after someone buys something.

Y ou know what I'm talking about! Y ou're driving out of the deal ership with abrand new $ 28,000 car
and you say to yourself:"Oh my gosh! What have | done? Did | redlly need to spend dl that money on
acar?'

Same thing happensto your buyers, too. If you've done agood job of conducting the sales
examination, it should happen less and less, but—just in case—ded with it now, while you're till with
the buyer, after he's closed. Dealing with mind-changing now doesn't absolutely guarantee that people
gtill won't back out of their commitments;, it just lowers the chances of it happening.

Bernie did an excdlent job of dealing with back-out possibility in his conversation with Ms. Jonesand
Bob:

Bernie:W hat do you think Joe will say when he finds out you've hired us? W hen do you plan on telling
him?

Jones:He'll have a fit. We're his biggest client. | need to tell himright away.
Bernie:W hat do you think he'll do?

Bob:Oh, he'll beg, promise, and possibly even cry. We tried to change CPA s about six years ago and he
wound up keeping the work.

Bernie:Ms. Jones, what do you think will happen?

Jones Bob'sright.
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Bernie:Do you think you'll keep Joe again?

Boh | don't see how we can. It's hurting me, my people, and our business.
Jones:Painful as it will be, we must go through with it.

Bernie:How can | help?

Jones:I'm not sure.

Bernie:W e can make the transition as easy as possible, and there are times, of course, when we run into
business that is simply too small for us to handle. After we get done reviewing Joe's records and meeting
with him, if I like what | see, we might be able to start referring some small business to him as the need
arises.

Jones: That would be nice.

Bernie:Here's my experience in similar situations. Right now you see a need to trade up to a bigger firm
that will give you better allaround service. Joe's not going to let this go under any circumstances. Old
relationships are very hard to break.

Before you say no, | suggest you turn Joe's next appointment into a transition meeting. I'll stop by with an
engagement letter Monday morning on the way in to work. | hope I'm not being too forward, but this is an
emotional issue that must be dealt with directly. If you have engaged us, there's not much Joe can do.

Jones:| don't know . . .

Bob:l do. We must make a change. W e need Bernie and Audrey's firm, or we're holding back our business
and hurting our employees, like Mary and me.

Jones:All right.

In thisexample Bernie pulled out al of the stops. What would have happened if he hadn't? A good
guestion to ask after closing the dedl is, "Isthere anything that might prevent us from moving forward?"

Getting Referrals at Closure

After closing the dedl isagreat timeto ask for referras. People fed good when they've made a
decison to remove their aches. Decisonmaking by itsdlf is a self-esteem boogter. At thisddlicate
point, they fed confident in themselves and in your ability to help them.

Often, people will naturdly tell others when they've taken action: "Jim, | just bought anew car." "Jane,
| found awonderful new doctor.” It makes them look smart to themselves and they're looking to
vaidate (even brag) about their decision to others.
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No, you haven't done any work for them yet. Remember, your clients probably think differently than
you do. They most likely won't be able to recognize technica expertise in making their decison— they
buy other people and they've bought you.

Thetop business producers have built their practices on referrals from new clients, existing clients, and
contacts. They know that to wait for referrdsis a sure way to stagnate their business. They ask early
and often.

Isn't it demeaning to ask for referrals? Says who? Thisis the 1990s, not the 1950s. Business goesto
those who pursue it. Besides, how have your clients built their businesses? Through word of mouth
advertisng and referralsl Businesspeople understand the power of referras, and they will help you if

they like and respect you.
Try this

Service ProvideiMs. Rockefeller, do you know of anyone | should be talking to who may be in a
situation similar to yours that we might be able to assist?

Three thingswill happen: Shelll say ether yes, no, or, "I'm not sure." If she saysyes, find out who and
ask her to make the introduction for you. If shesays, "I'mnot sure. . . ," ask her if you can follow
through with her after she's had a chance to think about it.

Diagnosisand Rx: Be Sureto Complete The Entire Examination
*Step 8 isFindize the Agreement. Be sureto finish thisstep in order to:
1. Formdlize and complete the agreement.
2. Bypass potential mood swings—get 'em white they're hot.
3. Avoid bad fedings about sdling.
4. Circumvent buyer's remorse and eiminate back-outs.
5. Securereferrals.

*Closingisthelogica progression of an effective process. Throughout the sales examination, you've
been leading the prospect to this point; the close is smply the next logica step.
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* The close should beinvisible and natura; here are some waysto close painlesdy:
1. Use slence—let the buyer suggest the next step.
2. Set dates: set solid or at least tentative dates to start the work.
*Some thoughts to remember regarding closure:
* A decision not to make adecision . . . isadecision.
* No is the second-best word you can hear.
 Don't get in agame of tag where you end up continually chasing the prospect for adecison.
* Never offer to do a proposal.
* If you don't close the sdle a the appropriate time, three things can happen:
1. The hurt could go away.
2. The patient may fed teased and get upset with you.
3. The prospect's willingnessto pay feeswill decrease dramatically.

 Stalls and objections are reasons the prospect gives you for not doing business. The sales
examination isdesgned to diminate these intrusons.

* If you do hear stalls or objections, use this approach to overcoming them:
1. Get specific. Precisaly identify the hold-back to moving forward.
2. A, "Why isthat important?'
3. Discover what other objections the buyer might have.
4, Ask, "If | can ded with theseissues, will | get the business?’

» After dosing the dedl isagreat timeto ask for referras. People fed good about making adecison
and will likely be pleased to give you areferrd at thistime.

» Torequest areferrd, say something like:

Service ProvileMs. Rockefeller, do you know of anyone | should be talking to who may be in a situation
similar to yours that we might be able to assist?
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* By following these steps to complete Step 8, you've accomplished the following:
1. Youveformaized the agreement and closed the sdle.
2. Y ou've avoided bad emotional swings and got ‘em white they were hot.
3. You've avoided bad fedlings about sdlling.
4. Y ou've circumvented buyer's remorse and e uded back-outs and mind-changers.
5. You've requested and perhaps secured areferral.

Congratulations! Y ou have now completed the sales examination!
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PART THREE—
ENHANCING YOUR SELLING
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14—
Triumphant Telephone Selling: Reach Out and Touch New Business
Arteries

That little tool Stting atop your desk can be avery powerful businessdevel opment resource. Inthis
chapter, you'l learn how to be more effective on the phone, the virtues and drawbacks of telephone
sling, and what can be expected from it versus face-to-face communication.

Unlessyour clientsare located in faraway places, the role of telephone salling is merely to set an
appointment that the buyer will keep. Y es, you can enrall clients and sdll additiona work on the
phone, but | don't recommend it over face-to-face interaction. Y ou are saling an intangible service;
you are only selling yoursdlf. Thisisnot a product people are accustomed to ordering over the phone!

However, the telephone offers some powerful benefits, when utilized properly, for your sdes efforts:

» Talking on the phoneis like confession. People will open up to you on the phonejust likeina
confessond. Ifsamazing. Thereisaphysica barrier between you and the other party, so they fed
safer taking to you.

* You have their total attention. Unlessthey have cdl waiting, you don't have to worry about being
interrupted by phone calls! There are fewer distractions and you will have someone'sfull attention, if
the call is handled correctly (more about that |ater).
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* It'sfaster. Telephone sdlling takes approximately one-third the time face-to-face selling does. On
the phone, people tend to get to the point more quickly.

* Less can go wrong. In communicating with others, the words you say are lessimportant than the
tonesin which you speak and how you look and act. What if you are still wearing polyester suitsfrom
the 1970s? Need a haircut? Spilled coffee on your tie? Wear blue jeansto work? Who cares? They
can't seeyou! Ifseasier to make agood impression on the phone, because less can go wrong!

* You can separ ate your self from the competition more easily and quickly and set the personal
tone for future dealings. A phone cal to set an gppointment, properly managed, will ensure that
you'll be welcomed as an invited guest and warm acquaintance when you show up for the sdles
interview. Also, chances are that your competition hasn't adue asto how to enroll clients on the
phone. Some may have been trained to sell by salespeople on the phone, training that would likely act
to their disfavor.

Unfortunately, the phone offers some negatives aswdll:
* Y ou have about eight seconds to capture someone's attention.

* Voice mail and secretaries (also known as gatekeepers) can inhibit contact, unless you know how to
get around them and utilize them to your benefit.

When to Usethe Phone

There are many good times to use the phone. The following are particularly appropriate. Use the
telephoneto:

1. Set appointments with hot leads. The phoneis most commonly used to set an gppointment with
red-hot leads like referrals. Some service providers are so scared of the phone or have their priorities
S0 messed up that they don't even follow through on referrals received from clients and other sources!

But you are focused on building your business. Use the phone to set a date that won't be broken by
either party, where you can discuss the prospective client's aches, fees, and so on.

If your party isn't in, take the respongbility of caling back. This removes any mind games about
whether they will return your call.
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2. Maintain and improve contact with clients. Another good way to use the phoneissmply to
maintain more contact with your clients. Although you persondly may not like your work being
interrupted by phone cdls, you can improve dmost al of your client relationships (thus earning
additional businessfrom mem, higher fees, and more referrals) just by "reaching out and touching
someone.”

Using the phone effectively to help build my practice was avery difficult lesson for meto learn,
because | hate being bothered when | am working on a project. But |'ve been taught by the best,
appliedit, and my clients say they likereceiving regular cals. They aways have time for me on the
phone and like my checking in regularly just to see how they're doing.

The top business producersin the professions systematicaly cdl at least one client and/or areferra
source every single day, no matter how busy they are. Many say it relievesthe stress of daily business
by giving them arequired bresk from the grind of the day and keeps them more motivated.

3. Reignite relationships and improve connections with referral sources. Get out your persona
addressfile and make ten callsamonth to old friends, classmates, and others you haven't talkedtoina
while. Meet for breakfast or lunch. Remember, if you are out of Sght, out of mind, it ismost difficult
for them to refer or do businesswith you. They are excdlent referral sources only if they see or hear
from you on aconsstent basis. Remember Mary, your old college roommeate? She may be aplayer at
amgjor company by now. Cal her up. How about Tony? He was just a struggling junior with you al
too many years ago at Frick and Frack—maybe he doesn't want to do audits anymorein hissole
proprietorship. Ring him up.

Be committed to make 120 calk a year to people who may be in aposition to help you, and your
businesswill grow dramatically. Chances areifs 120 cals more than your competitors are making.

4. Set appointments with warm leads. Use the phone to set appointments with people you meet
who are not yet clients or referra sources but should be; lunches are the best vehiclefor this. These
people are warm because you know them and something about them. No, you won't bat 1.000 here
ather.

However, let's say you've interacted with Helen at the Society of the Brain-Dead for the last three
years. Y ou know she's got her own business but aren't sure about where she standsin relation to her
service provider or what aches she may possibly have. Ifstimeto pick up the phone, ask her to lunch,
find out what other organizations
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she'sinvolved with, and diagnostically test her to seeif thereésamatch.
ConsultantHelen? Hi! It's Jack Johnson from the Society of the Brain-Dead. How are you?
Helen: Jack? Hi, how are you?

ConsultantOkay. The purpose of my call is to see if you're available for lunch next week. I've made it a
habit of getting to know as many people as | can in the society; networking with others is so important
these days. W hat's your calendar look like?

That'syour close: "What's your calendar look like?" Ifsvery subtle, yet direct, and ifs proved
phenomenally effective—1 dose almaost 100 percent of these kinds of gppointments. | don't use or
recommend, "When are you available?'—it seems so many salespeople usethat. Also, avoid at al
costs dternative closes like:"Would you rather get together at 10 A.M. on Tuesday or 3 P.M. on
Thursday?' I'm gagging even as those words are coming from my fingersl Don't ever gpply ancient and
common closesthat dreaded sal espeople use—if you do, you're setting yoursdlf up for failure.

And consder this: Why shouldn't Helen meet with you for lunch? She'd be nuts not to. Everyonein
business knows that professiona service providers are great referral sourcesfor them, too. Y ou can
have amutually profitable conversation by gently probing and listening for her acheswith her present
service provider (reread Chapter 7) and by finding out more about her, so you can plug her in to your
contactsif the need arises.

No, you might not secure her asanew client over lunch next week, but you can begin the process of
qudification to seeif sheis someone you'd liketo add to your client family in the near future.
Remember, people buy other people—they often change service-providersfor relationship and
nontechnical reasons. Give her and others the opportunity to know who you are as a person away
from the distractions of organizationd meetings. Selling isan examination. Y ou can't sort her in or out
unlessyou test her firdt.

5. &I. Yes, you can sl your service on me phone. I've had to over the years, because my clientsare
spread al over the world. People will hire you without meeting you in person. All of the sdlling
methodol ogies discussed in this book can be modified for phone use.

Careful! Don't consider using the phoneto sell unlessyou consider yourself an experienced and
effective in-person closer. Also, don't be lazy; dwaysvist prospective clientsin person if they are
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geographicaly available. In-person meetings are ways preferable to closing on the telephone.

Doing Your Own Telemarketing

Perhaps you're sarting a practice from scratch, haw moved to anew town, or just want to build your
business. Only after you have exhausted every possible lead, referral, friend, relative, poker buddy,
and fraternity brother or Sster, should you consider making phone callsto total strangers.

Some professionals are attracted to telephone solicitation (conducted by others, of course) as an easy
and painlessway to build their practice. Hiring and managing telemarketersis very expensive, and it
generdly resultsin putting the professond in front of nonqualified prospects, thuswasting her time and
energy.

However, if you have fully pursued al of the other ideas about how to market your practice most
effectively, and you have a couple of hoursaday on your hands at certain times of the year, you might
want to try telemarketing yourself.

Asdways, there are advantages and disadvantages to doing your own telemarketing. On the plus Side,
you areintota control of the process. Peoplewill get to meet you, rather than some third party, on the
phone. By doing your own phone work, you have the opportunity to engage a prospective clientin a
solid conversation about her business. Y ou may discover some aches, hurts, needs, wants, desires,
and musts she might not have realized she had or which smply weren't bothering her, until she had an
opportunity to talk them through with you. Doing your own telemarketing gives the buyer the
opportunity to get to like you. People meet with and hire people they know, like, and trust.

If you do your own tdlemarketing, you'll savetimetraining and listening in on phone cals. And you
might just do a better job on the phone than someone who doesn't have a persond interest in your
practice.

On the other hand, the down sides are obvious. Y ou're going to have to personally face the pain of
rgjection, failure, and hang-ups. Y ou might fed it is unprofessiona for someone who has worked as
hard as you have to be a professiona to resort to cold telephone calling. What will people think?

If you do want to make your own cdls, | suggest using the following script with gppropriate
modifications for your own persond
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information. The direct approach works best. Get people talking— just as you would on any sales
interview learned in this book—using informationd questionsfirgt, then circling in on whereit hurts.
Herésasample script | put together for one of my clients who wanted to do his own cold caling:

SecretaryXYZ Company.

You: Hi. John Smith, pleasd.or] Hi! Is John around?

SecretaryMay | tell himwho's calling?

You: Sure, it's Gus James.

SecretaryMay | ask what thisisin regard to?

You: I'd rather discuss this directly with John, if you don't mind. Thank you.
Smith: Hello, John Smith.

You: John? Hi! It's Gus James. How are you?

Smith: Fine. Who is this?

You: Gus James. The purpose of my call, John, is to find out if we should be meeting in person to discuss
your business. I'm a locgfill in the blankdnd one of the ways | get to meet people | don't know is to

call them up and find out about them and their businesses. Do you already have a [fill in the blank]? Are
you delighted with the level of service they give you? Or is it possible they could be providing more
information faster and better?

Often, | meet with future clients who aren't receiving the level of service they want frofrithhéir the
blank]or feel they just aren't getting their money's worth. Have you considered changing or would you
consider receiving a second opinion on what services your dqufren the blankyen't providing for

you?

Smith: Why, yes | have.

You: Good! Let's set an appointment. W hen are you available? Let's set a time to meet and discuss your
situation.

Smith: W ednesday morning is fine.
Nine Waysto Over come Phone Phobia: The Keysto Effective Telephone Selling

1. Keep your phone calls conversational and casual. L&t people meet the real you on the phone.
Remember that they may receive many calls from salespeople soliciting business, and you never want
to sound like a salesperson, since you might scare your prospects away
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and they may treat you like one. Rather, you want to be treated like the successful professona you
are. Conduct your phone conversations as the top business producers do when they follow through on
alead—their phone cals sound much the same as conversations they have with their clients.

Als0, secretaries and receptionists are trained to keep salespeople (and anyone who sounds like one)
away from their bosses. Y ou don't need additiona barriers—get by these gatekeepers as quickly as
possible. For example:

ConsultantHi! Is Bill around?

SecretarySure, hold on please.

Eighty percent of thetime, the secretary will put you right through because it sounds like you know
him. And she's been told before not to screen out his golf buddies and friends. This casua approach
works aheck of alot better than the sales approach that secretaries respond to daily:

Consultant:Good morning. May | speak to Mr. William Wilson, please?
SecretaryW hat's thisin regard to?
Consultant1'm with ABC Computer Consultants. I'd like to speak with Mr. Wilson, please.
SecretaryHe's busy and we've already got computer consultants.
Y ou don't need to get into that foray. Use an informal approach:
ConsultantHi! Is Bill around?
If the secretary is suspicious, shell say:
SecretaryMay | tell himwho's calling?

Consultant:Sure, it's Art Smart.

The lessinformation you give to secretaries and receptionigts, the less ammunition you give them to
shoot you down, make your life difficult, and waste your time. If the secretary perssts:

SecretaryMay | ask what thisisin regard to?

Consultant:Of course[ It doesn't hurt to sound just a little impatient Higr@yvill told me to give Bill a
call.
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Better yet, if Jil waskind enough to telephone Bill to let him know you were cdling:

ConsultantOf course. Bob's expecting my call.

Aninforma and casua tone aways takes the edge off of telephone conversations and establishes
chemistry more quickly.

2. Use a little ingenuity to reach the prospect. If you're afraid of dedling with secretaries, call when
they aren't around: before eight-thirty or nine, at lunchtime, or after five. Call prospectson
holidays—many catch up on their work then. Often the people you're trying to reach don't work easy
nine-to-five schedules.

Make sure to treat every receptionist and secretary with the utmost respect. These people can keep
you from getting through, but if you turn them into alies, they will go out of their way to hep you. |
adwaysremind mysdf to beredly friendly and make agood impresson with the receptionist and
secretary, often asking for their first name;

SecretaryMr. Florida's office.

Me: Good morning. This is Allan Boress. Is Frank around?
SecretaryNo, I'm sorry, he's not.

Me: And what is your name please?

SecretaryMary.

Me: Mary, when's a good time to catch him?

SecretaryOh, he'll be in later this afternoon.

Now, at that point, you can leave amessage—which | don't recommend—or smply call back again. |
don't recommend leaving messages because you don't want to play telephone tag. Also, the person
may not know who you are or may be too distracted to return your call.

SecretaryW ould you like to leave a message?

Me: No, thanks. I'm at a client's and can't be reached. I'll give Frank a call back later. Thank you.

Always remember that if you are nice to people (including secretaries and receptionists), the vast
maority will go out of their way to help you. This seemsto be especidly true of support people, who
tend to be underpaid, overworked, and rarely appreciated.

And what about voice mail?| lovevoicemall. It dlows meto leave
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adetailed message at my convenience and not deal with asecretary at al. Often, when asecretary
answers and the party I'm trying to get to isn't there, | ask if thereisavoice-mail box. If so, | will leave
amessage that stlates my purpose for caling and prepares the prospect for my next cdl (so | have thelr
attention when we do connect).

Put voice mail to work for you. Leave people amessage telling them who you are, why you are
cdling, and exactly when they can expect your next call. Then they'll be better prepared to talk to you,
and it won't be such a surprise when you call.

3. Maintain a powerful physiognomy while on the phone. Many professiona service providersfind
their telephone conversations more effective and influentiad when they conduct the conversation while
standing or pacing in their office rather than douching and staring down at their desk.

How you stand, if you're Sitting, whether you are looking down or your chinisup—al can affect the
results of your conversations. This hasto do with your physiognomy of posture—standing erect and
looking up is more empowering and energizing than staring down into aphone or desk. An investment
in along telephone cord or a mobile phone could be agood investment.

4. Ask yourself, "What would | do if | weren't afraid?" Even the biggest rainmakers get that
familiar twinge of fear occasionaly when staring at the telephone. Next time that happens, let your
actions and telephone conversations flow easily by firgt asking yoursdlf, "What would | doif | weren't
afrad?' Chances are you will reply to yoursdlf, "Why, I'd pick up that phoneright now and call. . . ."

It'samazing how asking this Smple question of yoursdf disspatesthe natura fear of usng the
telephone (especidly when caling people you don't know that well), and it strengthens you to call
Now.

5. Avoid Monday mornings for phone calls. Monday mornings are adifficult timeto catch
someone's attention, especialy when trying to creste some chemistry or setting appointments. People
aretoo distracted trying to settle in for their own work weeks.

I've found that Friday afternoons are agood time to set gppointments. At that time, most people are
winding down from a hectic week, and they tend to be more relaxed and receptive. However, don't
make the mistake of holding all of your callsto Fridays—you're going to find that alot of people aren't
around.

6. Don't worry about interrupting people. Nine out of ten times, your phone call won't interrupt
someone who can't talk to you or give
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Back to the conversation:
E. J.: That was nice of Calvin to introduce us. How do you know him?
Lou: Oh, Calvin and | grew up together in Peotone.
E. J.: Did Calvin tell you why he was referring me to you?

Lou: He most certainly did. Calvin said that he just hired you as his new business consultant and that he
was so impressed that he thought we should talk, as well.

E. J.: It was nice of him to say that. W hat do you folks do over there at your company, anyway?

Lou: W e make the snake oil that is used in most perfumes and colognes manufactured in this country.
Been doing that for about eight hundred years, started in India back in the thirteenth century.

E. J.: Sounds pretty specialized. Do you have much competition in that industry?

Lou: My goodness, yes. A whole flock of fly-by-nighters have come in and try to sell our customers all of
the time. W e've managed to keep most of our good customers, though.

E. J.: Has the economy affected you any?

Lou: Sure. In times like these, some of the perfume manufacturers try to sneak in synthetics instead of the
real thing. Ifs hurt us some.

E. J.: May | ask why you told Calvin it would be all right for me to call you?

L ou: He seemed so delighted with finally having made a change that | figured there must be a reason why.
Today, you need every edge you can get. Calvin said you were going to be helping himin many areas
besides just business consulting. All our current consultant does is respond to phone calls—he doesn't
even sit down and review our situation on aregular basis. | thought it made sense to talk to you myself.
E. J.: Good. Do you have your calendar available?

Lou: Sure.

E. J.: I'mavailable for lunch next Tuesday or Friday. W hat does your schedule look like?

Lou: Friday's much better for me.

E. J.: Eleven forty-five to beat the crowd?

L ow: Perfect.

E. J.:I'll come by at eleven forty-five next Friday and pick you up. I'd like to take a look around your plant
after lunch if that would be okay. Please do me a favor: Kindly write down a couple of issues
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you and | should discuss, perhaps areas of concern that your current consultant isn't addressing. I'd
appreciate that.

Lou: Sure. I'll see you next week.

E. J.: Thanks. Bye.

See how easily E. J. involved Lou in aconversation about his business? People love to talk about their
bus nesses and themsalves. Notice, too, that E. J. gave Lou some homework to do, abeginning list of
his achesto discuss at lunch. Thiscasua chat istypica of good telephone conversations used to set
gppointments that will result in warm meetings and new clients.

Diagnosisand Rx: Develop a Good Addiction: Usethe Telephone Regularly to Screen
Patients And Schedule Exams

» Although using the telephone to build your practice may be new and uncomfortable now, the more
you use the phone effectively to set appointments, keep better contact with your clients and referrd
sources, and sel work, the more you will fal inlovewithit.

» When utilized properly in the sales process, the telephone offers these powerful benefits:

» Tadking on the phoneislike a confession, and progpects may say alot more than they would in
person.

* Y ou have the prospect'stotal attention.
* It'sfaster than aface-to-face mesting.

* Less can go wrong, because there are fewer variables (such as the way you're dressed and how
you act).

* Y ou can separate yoursdlf from the competition more quickly and set awarm note for the face-
to-face meeting.

* Unfortunately, using the telephone a so has these disadvantages:
* Y ou have about eight seconds to capture someone's attention.

* Voice mail and secretaries (dso known as gatekeepers) can inhibit contact, unlessyou know
how to get around them and utilize them to your benefit.
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* Use the phoneto:
1. Set appointments with hot leads (like referrals).
2. Maintain and improve contact with clients.
3. Reignite and improve relationshps with referral sources.
4. Set appointments with warm leads.
5. Sl
* The keysto successful telephone sdlling are asfollows:
* Keep your phone calls conversational and casual.
» Use alittleingenuity to reach the prospect.
» Maintain a powerful physiognomy white on the phone.
» Ask yoursdlf, "What would | doif | weren't afraid?"
* Avoid Monday morningsfor phone calls.
 Don't worry about interrupting people.
» Make your phone calls at onetime.

* Expect to engage in legitimate conversations when setting appointments; start the sales
examination on the phone!

* Set the appointment for aface-to-face meeting.
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15—
TheMaster "'| Hate Selling" (Hey, This Could Be Addictive) System in
Action!

In thisbook, | never said that selling is easy. The purpose of thisbook isto help you avoid some of the
pain and suffering | had to endure in the process of learning how to sdll professiond services
effectively. My god isto assst you in becoming much more comfortable with and successful at the
Greatest Skill inthe World. | hopeto give you amuch different perspective on what selling services
redlyis.

The sdles examination approach is designed for you to be in control of the sales process. But that
doesn't mean you will find sdling atotally painless experience from now on. Failureis an inherent
ingredient in the salling process, my god isto have you endure much less pain and be much more
effective than you would have been had you not read this book.

What Did You Learn?
In this book, you learned:

* What holds professionals back from selling. Some people never see their excuses and downfals
and thus can't overcome them.

» The common character traits of the top business producers in the professions—that which
separates them from their competition. Now that you know how and why these people are
different, you can model their
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behavior and the way they are to become much more effective at bringing in business.

* The distinction between selling and marketing. Most professionas mistakenly think that
marketing must be aformalized process that is best conducted by a marketing department. The
essence of marketing is contact—once you decide what you want to sell, you merely haveto go to
those places where your buyers and referra sources hang out. What do they read? What organizations
do they belong to? Who servicestheir industries? Every single contact you have with aclient, referra
source, and prospective client is marketing. The more contact you have—no matter what the nature of
that contact—the more likely they are to buy and keep buying from you.

* The biggest mistakes in selling. Now that you know them, you will be much more effective and
successful. Some people make the same mistakes over and over because they don't realize what they
are doing wrong.

* The sales examination. Never again will you have to fed rgected, because now you redizethat in
order to sell someone, that person must be qualified. If he does not qualify asabuyer, he can't be
sold. All you can do is conduct the examination to the best of your ability. Thisknowledge and set of
skills are wonderful toolsto keep your attitude on an even kedl. The examination leads to consistency
and more sales success than you've ever dreamed of . Of course, in order for it to work, you do have

to gpply it!

* The importance of creating personal chemistry in selling professional services and haw to do
it. More so than with sdling atangible product like a copy machine, selling a service requiresthat the
buyer fed comfortable with the service provider. The vast mgjority of professonas never discover this
and thus lose sales they otherwise could have won. Now you have atremendous edge.

» How to get people to open up and tell you specifically what their problems, needs, wants,
desires, and musts are (where it hurts). Once you know these concerns, you will find making the
sale so much easier. The burden isremoved from you; you arein control of the sde. And you learned
the importance of commitment in making the sae. Trust me: 99 percent of your competitors haven't
recognized and formalized the commitment part of the sales process. Therefore, they think they have
buyers but really don't, and so they expend tremendous amounts of wasted energy, time, and money.
Y ou can invest your super-vauable time only on those buyerswho have told you exactly why they
must buy and are committed to doing so.
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» How to thoroughly qualify people for their willingness and ability to pay your fees and the
importance of hurts as they relate to getting paid more money.

» How to overcome the traps waiting for you in the decision-making process. More sdes are lost
here than anyplace else. Now you know how to thoroughly qualify someone for this process, and how
specificdly to influenceit in your favor.

» The importance of closing on the first call of a sale, and how to write a proposal and/or
conduct a presentation (only if necessary) that the prospect wants to buy!

» More about closing than 90 percent of your colleagues learn in a lifetime of frustrated selling.
Now you know how to conduct a process where people dose themselves.

* Effective telephone selling. We discussed sdlling and conducting yoursdlf to be most effective on
the telephone and what a tel ephone should be used for.

All of thisknowledge isthe result of fourteen years of interviews, sales calls, and sudying the Greatest
SKill inthe World. Y ou now possess dl of the skills necessary to take your dosing percentage through
the roof.

A Healthy Attitude

It helpsto maintain the proper attitude, so I've included those ideas that keep me always at the
absolute top of my sdlling game. Here are some thoughts to remember in order to stay motivated:

1. Nobody sells everybody. Lee lacoccais among the best at selling. How many people don't drive
Chryders? How many people didn't vote for Ronald Reagan or Bill Clinton, two of theworld's
greatest salespeople? So, next time you find out that you didn't get the business that you thought wasin
the bag, remember that nobody sells everybody, not even you.

2. Some sales just aren't meant to be. Remember the first time you were jilted by amember of the
opposite sex? Y ou went through awhoale litany of if-only's. "If only | had donethis. . ." or "If only |
had donethat . . . ."

Some relationships aren't in the cards, and we're usualy better
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off without them. Some business relationships aren't meant to be, either. Remember, avery important
word insdlingis, Next!

3. They didn't pass the test. Losing the sde may have had nothing to do with you if you conducted
the examination to the best of your ability; in that case, losing the sdle smply means the prospect didn't
passthetest! Not enough hurt? They didn't passthe test. Weren't committed enough to change? They
didn't passthetest. Not willing to pay your fees? They didn't passthe test.

Wouldn't due you in on the decision-making process? They didn't passthe test. Wouldn't tell you what
it would take to sdll them? They were playing games and didn't pass the test.

Next!

4. You have permission to fail. For thefirst timein your life, you have permission tofal! Infact,
you're supposed to fail when you are out there taking risks. Sometimes, we only learn from our
mistakes.

Inyour role as seller of professiona services, failure is acceptable and respectable. Actudly, the more
fallure, the better! The more you fail, the more successes you will have.

5. Set your goalsfor no'saswell asyes's. That's right—set goasfor the people who won't do
business with you! Set goalsfor people who won't refer business to you or meet you for appointments.
The more no's the better, because then you will get more than your share of yess.

Turn sdlling into agame that you're good at. If you can learn to fed proud when you've done your best
and someone has il told you no, you'll have no problem staying motivated.

6. Catch a falling star. Circa 1956 there was a hit song by Perry Como called "Catch aFalling Star."
Y ou don't remember it? 1 ill can't figure out why Guns N Roses hasn't done acover on it yet!

Anyway, to refresh your memory, the song encouraged you to catch and pocket afaling star, and that
iswhat you need to do. Y ou've been putting it off for along time, so take this opportunity to catch a
dar and literdly put it in your pocket.

Right now—take a tick-it note and write down your salary or income god for thisyear and put it in
your wallet or on your caendar so that you see it everytime you open it. Place it where you can't avoid
it. Do it thisvery moment.

Thisisnot anew ideg, but it took meyearsto act onit! | don't know why, but having awritten god
dtare you in the face severd times aday helpsthat star cometrue. | have reached many goasby
catching astar and putting it in my pocket. Y ou can and will, too.
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7. Thereis no perfect sale. Y ou only have to win by anose. After reading this book, you have aleg
up on 90 percent of the competition, who do nothing more than complain about business, let done
invest in abook on sdling.

Thereisn't aflawless sale. Do most of the examination steps to the best of your ability, and you'll be
ddighted with the results.

8. Learn to detach from your patients just like a physician does. Y ou will meet people who need
your help but won't buy your services. Learn to detach from these people. Move on to those you can
help and who will alow you to assi<.

9. Keep the proper perspective. One of my mentors taught methat "selling ismeredly hysterical
activity on the way to the grave." He was right. Put the sales process in the proper perspective.

10. Be determined to have fun. What do you enjoy doing? Usudly only those activitiesthat you are
good at. Be prepared and determined to enjoy sales examining.

11. Protect your feelings. Be absolutely committed to not having your feglings hurt by anyone.
Y ou're an adult; ifstimeto get control over the way you react to Stuations.

Thereisadigtinction between what happensto us (the facts) and our interpretation of the Situation.
When someone doesn't return your phone call, the fact isthat they didn't return your phone call!

Often, we infer that this action (or lack thereof) means they weren't interested, they are jerking us
around, we've lost the sale, and so on. As soon as you stop playing these types of mind games with
yourself, the happier you will be a building your practice,

12. Remember: You're already successful! The best definition of success|'ve ever seenisattributed
to aman who many would consider to be the world's greatest motivationa speaker, the late Earl
Nightingae. It took him thirty years of study and thought to come up with this. "Successisthe
progressive redlization of aworthy god."

Successis not the Lexus coupe you've always wanted—that's agoal! Don't confuse the two. You are
successful because you've read this book; you've done something to improve yoursalf on your way to
bringing in more business.

13. You don't need the business! Some of the most valuable coaching I've ever received, which |
now pass aong to you, isthat you are not going to starve to death tomorrow morning and you don't
need the business.

I'm not suggesting you be arrogant. But this attitude is extremely
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powerful because it putsyou in the driver's seat. Do you want the business? Perhaps. When you stop
needing the business, people won't beat you up over fees anymore. Prospective buyers are attracted
to service providerswho are already very successful and don't need the business.

14. What would you do if you weren't afraid? Often, participantsin aseminar will ask mea
question like: "Allan, do you redly say that to aclient?' or "Do you redly do that?' Of course| say
and do these things—there is no theory in this book, only that which I've practiced and learned from
the top business producersin the professions.

As| get older, and the concept of mortality becomes clearer, I've become committed to the fact that |
don't want to go to my grave asking the following question of mysdlf: "Hey Allan, what would you have
done differently in your life, had you not been afraid to doit?' By thenif'stoo late!

And that'sthe way | handle my salling—I ask the questions that need to be asked, although | might be
afraid. | makethe callsthat should be made. | ask things of peoplethat | might not otherwise ask, had
| been afraid.

The sngle best remover of fear in every Situation has been to ask mysdlf the following question: "What
would you do if you weren't afraid?"

For some unknown reason, asking yoursdlf this smple question has the miraculous ability to remove
your fear. Freed of your fear, you can now pick up the phone, ask the question, make the request, and
do what needs to be done to make more sales and take more risks.

Let'send the book with "'I'd Pick More Daisies' (anonymous):

If 1 had my life to live over, I'd pick more daisies. I'd try to make more mistakes next time. | would be sillier
than | had been this trip. | would relax, | would limber up. | know very few things | would take seriously. |
would take more trips, travel lighter. | would be crazer. | would be less hygienic. | would take more
chances. | would climb more mountains, swim more rivers, and watch more sunsets. | would eat more ice
cream and less beans. | would have more actual troubles and fewer imagined ones.

You see, | am one of those people who live practically and sensibly and sanely, hour after hour, day after
day ... Oh, | have my mad moments and if | had itto do over
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again, I'd have more of them; in fact, I'd try to have nothing else. Just moments, one after another, instead
of living so many minutes ahead. | have been one of these people who never go anywhere without a
thermometer, a hot water bottle, a gargle, araincoat, and a road map.

If | had to live my life over, | would start barefooted earlier in the spring and stay that way later in the fall.
I'd play hookey more, | would ride more meny-go-rounds and swing more. | would do more water and sun
fun things. I'd turn more somersaults and roll in the grass and go barefoot all over.

If | had my life to live over, I'd spend more time at fun places. I'd try to be more in touch with God and
those | love. I'd pray aloud more and not care what people think of me. I'd give more of me and take more of
you. I'd just be me more and more.. . .

... Yes, I'd pick more daisies next time.

Good sdling!
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