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Communication style (Continued)
negative stereotypes, 2428
Old Brain, 16-18
parent/child roles, 14-16
persuasion alienating customers, 19,
23-24
presentations commoditizing solutions,
19-23
self-sabotage, 3-5
solving challenge of, 28-30
stress and credibility, 18-19
Communication substance. See Value
Competition:
feedback as protection from
competitive threats, 175
hot air balloon scenario, 132, 145
mind-set as differentiation, 57
nature of industries today, 35
talking about competitors, 146-147
your competitors versus customers’
alternatives, 143
Complexity of products/services, 209-210
Complex sale, four phases of, 78-79, 81,
184
Concern:
advancing to, with A-to-Z questions,
128
on Progression to Change, 105
Confidence versus passion, 29
Confrontational language, avoiding, 124
Consensus and alignment, rule of,
224-225
Consequences of problems, 117, 129,
140-141, 155-156, 196
Conversational style, 6, 10. See also
Communication style
Conversations in selling. See Prime
Process
Cool Hand Luke, 5, 54
Cost(s), 191-208
of absence of value, 192
internal/external, 153
of the problem, 193-201, 202
solutions, 204-205
total cost of ownership (T'CO), 185
worksheet/report, 202
Credibility:
achieving, 8
financial acuity adding to, 188
relevance and, 229-230
in upward reinforcing cycle, 56
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Crisis mind-set/stage, 105, 109-110, 129
Criteria, decision, 137, 155-157
Customer(s):
CEOs (see Executive conversations)
checking for absence of your value with
customers of, 91
conversations with (see Prime Process)
demos, 68
employees closest to the symptoms, 90
feedback (see Feedback)
focus on, 57, 154-155
gaining new, 175, 178-179
inappropriate/ill-timed requests by, 67
as judge/jury, 39-40
language in proposals, 164-166
objections, 160-161
organizations, changing nature of, 210
Progression to Change, 105
prospects who come to you, 100-104
qualification of, 84-85
resistance to change, 62-65
self-diagnosis and, 111
world of, having conversation about, 80
Customer relationship management
(CRM) as example, 112, 149-150
Customer-Selected World Class Sales
Excellence Ten Year Research Report
(HR Chally Group), 211

Decision criteria, 137, 155-157
Decision process, lowest common
denominator, 39
Deliver phase, 159-179
closing a sale, 159-160
contextual framework of Prime Process,
78-81, 184
customer objections, 160-161
Design conversation and, 142, 156
feedback confirming and
communicating value delivery,
175-178
solicit prepresentation feedback,
166-167
fingerprints, using customer, 165-166,
167
larger sale, not losing, 169-170
measurability, rule of, 224
no-surprises dictum, 164-165, 168,
171
presentation, participative, 167-169
problems, 170-174
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proposals, 160, 164-170
as document for consideration,
159-160
as document of confirmation, 164

referral conversations, 178-179

sale process continuing after closing,
162-163

sequencing executive conversations, 226

tough issues, avoiding versus dealing
with, 161-162

Demo, customer requests for, 68
Design phase, 131-157

architect/building program analogy, 135

assumptive questions, 141, 142, 144

avoiding implicit challenges in
questions, 150

cast of characters, discussing
alternatives with, 147

choosing optimal solution alternative, 136

clarifying expected outcomes, 136

competing expectations,
surfacing/aligning, 141-151

competitors, 143, 145, 146-147

contextual framework of Prime Process,
78-81, 184

costs, internal/external costs, 153

critical outcomes, introducing,
140-141

decision criteria/parameters, 135, 137,
156

discussion document, 156-157

essential questions, 138, 156

executives, role of, 223, 226

expectations, connecting to indicators
and consequences, 140-141

feel-felt-found approach, 148-149

frames, 144-145

good-better-best, 145

hot air balloon scenario, 132, 145

investment expectations, 156

measurement, 156, 224

needed question, 143-144

needs versus expectations, 138-139

no free moves, 150-151

perspectives, 142, 154-156

Progression to Change, 131

Psychology of Change, 137

relevancy, 132

resources/investment, 136, 151, 152-157

return on solution conversation,
201-205
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selection criteria, 155-157
self-esteem, protecting customer’s self-
esteem, 125-127, 141, 147-148
signal for beginning of, 129
small-medium-large, 145
solution parameters, 132-136, 155-156
time frame, 137, 154, 156
Diagnose phase, 107-130
A-to-Z questions, 120-122, 123,128
cast of characters, 113-115
causes of problems, 117, 129, 155
consequences of problems, 117, 129,
140-141, 155, 196-197
contextual framework of Prime Process,
78-81, 184
cost of the problem conversation,
195-197, 224
crisis stage, 109-110
cyclical nature of, 112-130
decision to buy living in the negative
present, 109-110
Design phase and, 132
Diagnostic conversations, 116-130
Discover phase and, 112-113
drilling down, 125-127
executive conversations, sequencing, 226
expertise required, 110-112
flow of, 119-120
getting to customer’s pain, 110-111
indicator questions, 125-126
indicators, 117, 125-130, 140-141,
155-156
job responsibility, 117, 129
levers for change, 129
loaded words/subprocesses, 123-124
priority, 117, 128-130
probing symptoms, 125-128
Progression to Change, 107-108, 115,
116
sequencing executive conversations, 226
solution bias, 108—109
starting at process level, 120-122
Diagnostic agreement:
informal, 104
moving toward, in engagement
conversation, 97-100
Diagnostic mind-set, 56-74
advantages, versus presentation, 57
versus conventional thinking, 29
defined, 7-8
exceptional credibility and, 184
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Diagnostic mind-set (Continued)
Prime Resource Group’s Diagnostic
Selling, 7-8, 56, 69
shift to diagnosis mode, potential
problem in Deliver phase, 173-174
Discover phase, 83-105
contextual framework of Prime Process,
78-81, 184
engagement conversation, 93—-100
crafting introductory statement,
94-96
executives and, 93-94
giving executive homework, 100
moving toward diagnostic agreement,
97-100
sales process and, 93
suggesting call is inappropriate,
96-97
20-second rule, 99-100
executives, 93-100, 207-208, 226
goals/purpose, 92-93, 219
preparation for initial contact, 85-87
prospects who come to you, 100-104
qualification, 84-85
research conversations, 87-93
versus sales calls, 91
targeted persons, 90-91, 208
Discussion documents, 156-157
Doctor analogies:
bedside manner, 10
diagnosis, 111-112
qualification approach, 85
role model, 29-30
Dogma, sales, 11
Drilling down, 125-127
Dudley, George, 84

80/20 rule, 60-61
Emotional, detachment, 173
Emotional involvement in outcome of
customer engagement, 11-12
Emotional maturity, 58, 72-74
Emotional mind-set and
miscommunication, 13—-19
Emotional stamina, 173
Emotional state of typical customer, 63
Engagement conversation, 93-100
crafting introductory statement,
94-96
executives and, 93-94
giving executive homework, 100
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moving toward diagnostic agreement,
97-100
sales process and, 93
suggesting call is inappropriate, 96-97
20-second rule, 99-100
Environmental barriers to executive
conversations, 216
Eras of selling:
Era 2 approach, 69
Era 3 effort required, 11
overview, 12
requirements of corporate customers,
183
Exceptional credibility/selling, 181,
183-186, 229-230
Executive Assistant (EA), 219-221
Executive conversations, 209-227
access strategies, 226
barriers to, 212-216
engagement conversation (quest for
access and sponsorship), 93-100
assigning homework, 100
crafting introductory statement,
94-96
diagnostic agreement, moving
toward, 97-100
questioning appropriateness of call,
95,96-97
20-second rule, 99-100
monetized results leading to, 206208
rule of actionability, 223
rule of consensus and alignment,
224-225
rule of measurability, 223-224
rule of relevancy, 217-221
rule of validity, 221-223
senior staff position, salesperson
assuming role of, 226-227
sequence, 225-227
trends driving sales professionals up
the elevator, 209-210
value spectrum, perspective on,
47-48
Executive sponsorship, 185-186, 207
Expanding customer relationship, 175,
177
Expectations:
alignment of competing, 141-151
clarifying expected outcomes, 136
Design conversation, essential question,
138















