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A

Achievement cycle:
activating, 186–187
goal commitment (subconscious

imprinting), 188
goal-focused action steps, 188–189
past, 187–190

Advantages (product/service
profile), 111

Advertised, being as, 204–207
Affirmations, positive, 67, 69–73
Affluence:

categories of:
affluent, 6
aspiring affluent, 7
emerging affluent, 8
high net worth individuals, 8
mass affluent, 8
near affluent, 6
super rich, 6

household income view of, 4, 5–8
investable view of, 4–5, 8
overview of selling to, 8–13

Affluent mind, getting into the, 9,
17–31

factors driving major purchase
decision making, 27–29,
126–127

illustrations:
dental office, 22–24, 37–39, 50
financial advisor, 24–25, 39–41
sports car fiasco, 19–22, 25, 27,

36, 145, 208
major purchase decisions, two

examples, 25
research facts, 30

stress levels, 25–27
taking action (to-do list), 31

Affluent sales opportunity,
maximizing, 11–12, 177–198

achievement cycle:
activating, 186–187
past, 187–190

avoidance or achievement pattern,
12

closing the gap, 184–186
competence, 190
confidence, 189–190
conviction, 189
envisioning your future, 12, 180,

182–184
goal commitment (subconscious

imprinting), 188
goal-focused action steps,

188–189
illustration (kitchen consultants),

181–182
research facts, 197
staying on your critical path,

191–196
taking action (to-do list), 198

Affluent selling commandments. See
Commandments of affluent
selling

Aspiring affluent (income category),
7

Attracting prospects. See Magnetic,
becoming

Availability, 24-hour, 146, 169–170
Avoidance versus achievement

pattern, 12, 184–185
Avoidance behavior, 58. See also

Social self-consciousness
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B
BJ’s Wholesale Club, 25
BMW, 7–8
Branding, 208–209, 212
“Buyer beware” attitude, 206
Buyer’s remorse, 109–110
Buying signals, detecting, 116–117, 121

C
Cadillac standard, 44–45, 206
Call reluctance, 62. See also Social

self-consciousness
CAN-SPAM legislation, 127, 131, 213
Carnegie, Dale (How to Win Friends

and Influence People), 93, 101–102
Closing the sale, 117–120

commitment, 118
content, 118
cost, 118
questions to use, 119
resistance, 119
solution close, 118

Clothes/grooming, 93, 97–98, 99
Comfort zone, 184
Commandments of affluent selling,

13, 199–215
1: be totally committed, 202–204
2: be as advertised, 204–207
3: be a problem solver, 207–208
4: be a servant, 208–209
5: be a trusted source of

information, 209
6: provide value that exceeds price,

210
7: disclose all costs, 210–211
8: stand by everything, 211–212
9: you are the firm, 212
10: be covetous of your

reputation, 212–213
11: become Internet savvy, 213–214
12: no hassles, 214–215

Commitment, total, 202–204
Commodity selling, 48–49
Communication. See Face-to-face

communication
Comparison/evaluation (in major

purchase decision making), 49,
229

Competence, 190

Competitors, researching, 129, 130,
136, 146–148

Complacency, 36, 41
Concept selling (versus commodity

selling), 49–50, 209
Confidence, 189–190
Confidentiality, 100
Convenience principle, 37, 42–43
Conviction, 189
Cost(s):

disclosing, 210–211
loyalty, impact on, 174
price competition, 35–37, 48–49,

211
solution close, 118

Costco, 7, 25, 48
Credo, 148
Critical Path Organizer, 191–196

daily planning, 196
measuring weekly activity, 196

prospecting scorecard, 191, 193
weekly metrics scorecard, 191,

193
prospect/pipeline tracking section,

191, 193
weekly planning, 191, 194–195

Customer loyalty. See Loyalty,
customer/client

Customer satisfaction calls, 165–166

D
Daily activities/planning, 180,

188–190, 196
Dalai Lama, 153
Deceit, 38–39, 41
Delays, eliminating, 159–160
Dental office illustration, 22–24,

37–39, 50
Dissatisfaction, six areas of, 109
Dudley, George (Dudley & Goodson,

The Psychology of Sales Call
Reluctance: Earning What You’re
Worth), 9–10, 59–60, 62, 63, 73

Duplication, eliminating, 159

E
Early adopters, 113
Elevator speech and Value

Proposition, 148–153



Index

235

examples, 149–150
series of questions designed to

help in crafting, 151–152
E-mail. See also Internet:

marketing campaign, 130–131
obtaining addresses of each

customer/client and prospect,
127–128

Employees:
hiring the right people, 155–157
keeping the right people, 157–158

job content level, 158
job context level, 157–158

Envisioning your future, 12, 180,
182–184

Event preparation checklist:
approach, 84
asking others something to get

them talking about
themselves, 85

exchanging cards, if appropriate,
85

planning your involvement, 84
saying people’s name at least

twice, 84
shaking hands, 84
showing up early, 84
spending at least 75 percent of

your time with people you
don’t know, 84

staying alert, 84
targeting those you want to meet,

84
telling others your name and what

you do, 84
walking the room at least twice, 84

Evidence (product/service profile),
111

F
Face-to-face communication, 10–11,

89–103
attitude, 96
back to basics (Dale Carnegie), 93,

101–102
engaging all five senses, 91, 93–94
grooming, 97–98
illustration (Adam), 91–93, 96, 97,

99, 102
introducing yourself, 95–96

mastering first three minutes, 95
nonverbal, 94
percentages (sight/sound), 103
physical appearance, 97–98
projecting right image, 96–98
Pygmalion effect, 98–99
self-image faux pas, 99
smiling, 95
taking action (to-do list), 103–104
verbal, 99–101
wardrobe, 93, 97–98, 99

Face-to-face contacts (seven
categories; Critical Path
Organizer), 191, 192

Family/friends (word-of-mouth
influence), 49, 79, 91, 126

Features:
product/service profile, 111
purchase criterion, 49, 229

FedEx efficiency. See Ritz-Carlton
service and FedEx efficiency,
mastering

Feeling/thinking/doing, 186
Financial services industry:

gaps between expectations and
performance, 180

illustration (Carol), 24–25, 39–41
Internet use, 134
scandals, 206–207
stockbrokers as “financial

advisors,” 180
veteran professionals (illustrating

social self-consciousness),
60–61, 62

warning flag, 44
First impressions, 95
Fixed daily activities (FDAs), 188–190
Future, envisioning your, 12, 180,

182–184

G
Gap, closing, 183, 184–186
General Motors/Cadillac, 44–45, 206
Goal(s):

action steps focused on, 188–189
commitment (subconscious

imprinting), 188
repeating, 188
unfilled, 113
visualizing, 188
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Goodson, Shannon (Dudley &
Goodson, The Psychology of
Sales Call Reluctance: Earning
What You’re Worth), 9–10,
59–60, 62, 63, 73

Google, 128, 129, 132
Google Local, 132
Gottlieb, Dan, 30
Grooming/wardrobe, 93, 97–98, 99
Guarantee. See Warranty/guarantee

H
Habits, mental /doing, 184
Helmstetter, Shad (The Self-Talk

Solution), 186
Hospitality, practicing (by doing the

little things), 169
Hourglass economy (versus

pyramid-shaped), 7
Household income view affluence, 4,

5–8

I
Image, 96–97. See also Face-to-face

communication
attitude, 96
grooming/wardrobe, 93, 97–98, 99

Impersonal relationship, 38, 40–41
Imprinting, subconscious, 188
Income (United States):

categories:
affluent, 6
aspiring affluent, 7
near affluent, 6
super rich, 6

median per capita, 6, 7
Inconvenience, 37, 41
Information source, being trusted as,

209
Information systems, 46
Intangibles, 212
Integrity principle, 47–48
Interior decorator illustration, 85–86
Internet, 11, 123–137, 213–214

affluent selling commandment,
213–214

e-mail:
launching marketing campaign,

130–131

obtaining e-mail address of
each customer/client and
prospect, 127–128

goal setting, 184
keywords/keyphrases, finding/

using, 128–130, 132–133
prospects’ use of (purchase

research), 126–127
research facts, 125–126, 137
steps, 127–131
taking action (to-do list), 137
tools, 128–129
web site (creating compelling

online presence), 132–136
meeting expectations of affluent

web site visitors, 134–136
most common mistakes, 134
tips, 135

web sites of competitors,
exploring, 129, 130, 136

Introducing yourself, 95–96
Introductions/referrals, 112–113
Investable view of affluence, 4–5

J
J.D. Power and Associates, 166, 167

K
Keywords/keyphrases, finding/using,

128–130, 132–133. See also
Internet

Kitchen consultants (illustration),
180–182

Kmart, 7

L
Language (speaking the right

message), 99–101
Leadership example, setting, 171
Livingston, J. Sterling (“Pygmalion

in Management”), 98
Location, importance of, 37
Loyalty, customer/client, 12, 46,

163–175
behaviors indicating, 167–168
customer satisfaction calls,

165–166
earning, 169–171



Index

237

illustrations, 165–166, 171–174
principles (seven), 169–171

being available 24 hours a day,
169–170

enabling customers/clients to
make one call to get the
answers, 170

helping customers/clients help
you provide Ritz-Carlton
service, 170–171

leadership example, setting, 171
never saying no, 170
not telling people about your

service, showing them, 169
practicing hospitality by doing

the little things, 169
research facts, 36–37, 161, 174
taking action (to-do list), 175

M
Magnetic, becoming, 11, 83, 105–122

attracting affluent prospects,
108–112

closing the sale, 117–120
detecting buying signals, 116–117
dissatisfaction, six areas of, 109
illustration (buyer’s remorse),

109–110
introductions and referrals,

112–113
mixing and socializing, 115–116
product and service profile,

110–111
advantages, 111
evidence, 111
features, 111
solutions, 111

seminars and workshops,
conducting, 113–115

taking action (to-do list), 121–122
using the Internet (see Internet)

Major purchases:
amount spent, 228
criteria used in decision, 49, 126,

229
deciding where to look, 228–229
deciding whether to use again,

229–230
defined, 228
driving factors, 27–29, 126–127 

overview of research results,
220–221

phrases (three), 230
Manipulation, 38, 41
Medical /health services:

illustrations:
deluxe service, 148–149, 154
loyalty, 171–174

research results, factors in choice
of, 173, 226–227

Mental rehearsal, 66
Mental signal, 67
Mercedes-Benz, 7–8
Mixing and socializing, 115–116

N
Near affluent (income category), 6
Neglect, 35–36, 41
Never say no principle, 170
Nonverbal expressions, 94

O
Oechsli, Amy, 42
Oechsli, Patrick, 42
Oechsli, Sandy, 180–182
Oechsli.com/keywords, 128
Office furniture retailer, California,

50–51
elevator speech for, 151
Value Proposition for, 149

One-call service, 170
Opinions of family/friends, 49,

229
Organizer. See Critical Path

Organizer

P
Paperwork, eliminating unnecessary,

46
Parallel paths, 3, 179
Personal responsibility, accepting,

144–146
Phone lines (illustration), 204–206
Photography studio (illustration), 51

elevator speech, 151
Value Proposition, 149–150

Planning. See Critical Path Organizer
Plimpton, George, 79–80, 87
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Policies/procedures, learning, 145
Popek, Joan, 107, 125
Positive affirmations, 67, 69–73
Preparation, 66, 115
Price competition, 35–37, 48–49, 211

discounted or sale price, 49, 229
pricing complexity, 211

Proactive relationship-building
principle, 42

Problem resolution, 36, 46, 207–208
Processes, creating/improving,

158–160
Profile, product/service, 110–111
Prospects:

pipeline TRACKING section,
Critical Path Organizer, 191,
193

profiling, 43–44
Psychology of Sales Call Reluctance:

Earning What You’re Worth, The
(Dudley & Goodson), 9–10

Pygmalion effect, 98–99

Q
Quality principle, 44
Questions, simple/factual/complex,

115–116

R
Realtors (illustrations), 50, 86, 87
Referrals, 112–113
Reputation, importance of, 174,

212–213
Research, 2004 Affluent Purchasing

Decision, 13–15, 217–230
conducted by, 218
error rate and confidence level,

214
financial decision making,

223–225
banking services, 218–219,

223–224
financial products/services,

219–220, 224–225
major purchase decisions,

228–230
amount spent, 228
broken into three phases, 230
criteria, 49, 126, 229

deciding where to look, 228–229
deciding whether to use again,

229–230
defined, 228
overview of results, 220–221

normal budget purchase decisions,
221, 225–227

for business use, 226
education institutions and

programs, 227
entertainment outside the

home, 227
for home use, 226
medical /health services,

226–227
overview of significant findings,

218–221
sample/demographics, 214,

221–223
age, 222
gender, 222
highest level of education, 223
marital status, 223
number of hours per week spent

working in their
occupation, 222

percent of household income
that respondent provides,
222

primary residence location, 223
primary source of personal

annual income, 222
Resistance, 119
Responsibility, accepting personal,

144–146
Responsiveness of sales and service

people, 49, 229
Reviews and testimonials (criteria),

49
Ritz-Carlton service and FedEx

efficiency, mastering, 11–12, 36,
45–46, 139–162

affluent sales environments,
principles:

FedEx efficiency, 46–47
Ritz-Carlton service, 45–46

competitors, researching, 146–148
criteria influencing loyalty,

142–143
customers/clients helping you to

provide, 170–171
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employees:
building personal relationship

with every individual in
your service areas, 145

hiring the right people,
155–157

keeping the right people,
157–158

follow up, 146
learning service policies and

procedures, 145
making personal commitment to

providing, 208–209
personal responsibility, accepting,

144–146
processes, creating/improving,

158–160
providing personal phone number,

146
recognizing your company’s

service limitations, 145
research facts, 161
Ritz-Carlton’s published credo,

141–142, 153
service/efficiency checklist,

145–146
staying current, 146
taking action (to-do list),

161–162
transforming words into reality,

154
Value Proposition and elevator

speech, creating, 148–153
Roswell, New Mexico, 107, 125
Rubber band technique, 67

S
Sales environment, creating the

right, 9, 33–53
affluent sales environment, 41–52
illustrations, 50–51
principles, seven, 41–48

convenience, 42–43
FedEx efficiency, 46–47
integrity, 47–48
proactive relationship-building,

42
quality, 44
Ritz-Carlton service, 45–46
seamless selling, 43–44

research facts, 52
taking action (to-do list), 53
ten ways to drive affluent

customers/clients away,
35–41

complacency and inefficiency,
36, 41

deceit, 38–39, 41
impersonal relationship, 38,

40–41
inconveniences, 37, 41
manipulation, 38, 41
neglect, 35–36, 41
poor service quality, 36, 41
technical deficiencies, 38, 41
technical jargon, 39–40, 41
telling, not listening, 39, 41

Sam’s Club, 25
Schulze, Horst, 45
Scorecards, 191, 193
Seamless selling principle,

43–44
Secret shoppers, 147
Self-affirmation CD/tape, creating,

69–73
comparison free, 70–71
examples, 71–72
personal, 70
positive, 70
present tense, 70
private, 71
7-7-7 rule, 69
three steps, 71

Self-consciousness. See Social self-
consciousness

Self-image faux pas, 99
Self-introduction, 95–96
Seminars and workshops,

conducting, 113–115
Servant, being a, 208–209
Service:

poor, 36, 41
quality (see Ritz-Carlton service

and FedEx efficiency,
mastering)

7-7-7 rule, 69
Shaw, George Bernard, 98
Showing (versus telling), 169
Slang, 100–101
Smiling, 84, 95
Socializing, 115–116
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Social self-consciousness, 9–10,
55–75

clues indicating, 63
contagiousness of, 60
evaluating (self-assessment),

63–66
illustrations, 58–62
versus low self-esteem, goal

motivation, lack of
assertiveness, 62–63

overcoming, 66–75
action, 66–67
associating with the right

people, 69
conscious thought management

plan, 67–73
creating a self-affirmation CD

or tape, 69–73
getting back on track, 68–69
mental rehearsal, 66
mental signal, 67
positive affirmations, 67,

69–73
preparation, 66
rubber band, 67
7-7-7 rule, 69
starting out right, 68
taking action (to-do list),

74–75
research on, 60, 61–62, 74

Solutions (product/service profile),
111

Speaking habits, 99–101
Sports allegory:

“no practice field,” 81
Plimpton’s stories, 79–80
stepping onto the playing field,

81–85
event preparation checklist,

84–85
selecting/joining organizations,,

81–84
stepping outside the box, 85–87

Sports car fiasco (illustration),
19–22, 25, 27, 36, 145, 208

Stress:
affluence and, 19, 25–26, 30
commandment (eliminating

hassles for prospects),
214–215

Super rich (income category), 6, 10

T
Target, 7
Tasks, combining/eliminating/

simplifying, 159
Technical deficiencies, 38, 41
Technical jargon, 39–40, 41
Telling (versus listening), 39, 41
Testimonials/reviews, 49, 229
Thought management plan,

conscious, 67–73
technique 1: starting out right, 68
technique 2: getting back on track,

68–69
technique 3: associating with the

right people, 69
technique 4: creating a self-

affirmation CD or tape,
69–73

Toastmasters’ groups, 99–100

V
Value exceeding price, providing, 210
Value Proposition and elevator

speech, 148–153
elevator speech (defined), 150
examples, 149–150
series of questions designed to

help in crafting, 151–152
Visualizing goals, 188

W
Wal-Mart, 7, 48
Wardrobe/grooming, 93, 97–98, 99
Warranty/guarantee:

commandment (stand by
everything), 211–212

influence on purchase decisions,
22, 229

Web sites. See Internet
Weekly activities:

measuring, 191, 193, 196
planning, 191, 194–195

White, Somers, 150
Window coverings seller

(illustration), 51
elevator speech for, 151
Value Proposition for, 150

Word-of-mouth, 49, 79, 91, 126


