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Case studies (Continued):
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and branding, 278-280
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hiring process, 281-282, 291-296
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presentation of, 178-179, 183-184
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O’Shaughnessy, John, 57

Palmisano, Joe, 207
PCi Corporation, 32, 33
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Questioning model (FOCAS)
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fact questions, 140-142
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Ramp-up phase, 231-235
reference guide, 241-242
as shopping stage strategy, 218-231,
259-260
value added, 234-235, 249-259
Recommendations, sales. See General
recommendations document
References, value of, 206, 258, 293
Regulations. See Legislation
Reporting systems, 122
Reports, diagnostic, 201-205
Residuals, defined, 36
Resistance, buyer. See Divergent buyer
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steps to “yes,” 18, 121
strategies, 18, 119-121
suppositions, 17, 114-119
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