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Access, gaining, 94
Accountability, 40
Add-on business, 74-75
prioritizing and, 78
voice of power and, 177
Advisory board, 49, 50-51
Age, 57, 59-60
Airline industry, 74
Approvers, 10, 246
Associations, membership, 126
Audio programs, 183
Authority:
correspondence and, 126-127, 141
levels of, changes in, 6

Balanced gain-equation, 193, 194
Belonging. See Correspondence, belonging
and

Benefit/Advantage model, 136, 139, 141

Bicycle distribution, 83

Board of advisors, 54, 246

Board of directors, 49-50, 54, 246
referrals and, 112

Board members, 10, 246

Boil-it-down process, 134

Bollinger-Smith, Gary, xiii

Business coaching, 237-244

Buying process, accelerating the, 79-80

Buying sign, 137-138

Certainty. See Correspondence, certainty
and
Charisma. See Correspondence, charisma
Chief executive officer (CEQO), 43, 44, 53, 54
interactions with board of directors, 51
targeting the, 45-47

Chief financial officer (CFO), 44
Chief information officer (CIO), 43
Chief operations officer (COO), 9, 44
Chief technology officer (CTO), 44
Clip, 133, 136, 137. See also Boil-it-down
process
Coaching programs, 183
Commission, 61-62
Commodity, 30-32
Communication strategies:
updating, 22
See also Correspondence; Telephone calls
Competition:
beating the, 63—64
identifying the, 63—64
learning to hate, 219-228
Computer systems, 30-31, 37
Confidence. See Telephone calls, confidence
and
Confidence camps, 183
Contingency plan, 19
Core competencies, greater focus on, 83-85
Correspondence, 91-94, 151-153, 223—
224,248
authority and, 126-127, 141
belonging and, 119-120
blended approach to, 166-168
candor and, 120-121
certainty and, 127
charisma and, 127-128
credibility and, 122-123
elements, 117
knowing vs. doing, 118
e-mail, 153, 157159, 164, 167, 216
e-presentation, 153, 159-161, 164, 167,
216,222-223
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Correspondence (continued)
fax, 153, 163-166, 167, 216
gatekeepers and, 208
goals of, 131-132
greed and, 125-126
integrity and, 121-122
postcards, 153-157, 164, 167
quantifiable value, 123-125
tailoring, 118—119
See also Letters; Telephone calls
Credibility:
correspondence and, 140
the elevator pitch and, 193, 196
Curiosity. See Voice, curiosity
Current investors, 49, 51-52
Customer relationship management (CRM)
system, 107, 245-253
Customer retention. See Retention
Customers, 26
existing, 73-75
voice of power and, 177
See also Retention, existing customer
Customer satisfaction ratings, 21, 74, 127

Dailey, Steve, 169, 237
Deadlines, 50
Deals:
dead-end, 65
focusing on big, 61-62
Decision Makers (DM), 7-10, 246247
acting from choice not necessity, 64—65
Delegation, 95-96
Diligence, 40
The Discipline of Market Leaders, 100

Eco-trips, 183
Educational background, 58
Effectiveness/efficiencies, improved, 72-73
prioritizing and, 78
Elevator pitch, 189-191, 199-200
concluding, 198
ending question and voice mail mes-
sages, 213
the hook, 192-196, 247
voice mail messages and, 213, 247-248
identifying yourself, 197-198
interruptions, 197
pleasantry and, 191-192
See also Telephone calls
E-mails. See Correspondence, e-mails
Emerson Electronics, 39
Entrepreneurial mind-set, 187-188
E-presentations. See Correspondence,
e-presentations

Equal Business Stature, 141-142, 145, 147,
176
the elevator pitch and, 190, 193, 196
gatekeepers and, 208
Executive assistants (EAs). See Gatekeepers
Executive vice presidents, 43
Expertise, areas of, 57, 59, 60
External focus, 20

Fast-track to VITO, 219
correspondence wave and, 222-224
creating tips, 219
following up/through, 227-228
gatekeepers and, 223, 227
headlines, collecting, 221
making the telephone call, 224-227
names and numbers, getting, 222
value and values, establishing your, 219—
221
Faxes. See Correspondence, faxes
Financial justification, 36-37
Finder’s fee, 106
First-class mail. See Letters
Five Cornerstones of Performance, 77, 79—
85
Forbes, 133
Fortune 500, 8, 211
Fuzzy File, 108

Gatekeepers, 201-209
being evasive, 204
forgetting/mispronouncing names and,
202
getting and giving information, 202-203
lying, 205
receptionist, 208—209
rudeness and, 203-204
sloppiness, 205
Goal-centric questions, 29
Government stipulations, 19
Graphics, correspondence and, 144
Greed. See Correspondence, greed and

Help desk, 125

Hewlett Packard, 39, 161

Honesty, 40
correspondence and, 120-121
gaining access to VITO and, 94
gatekeepers and, 201-202
See also Trust

Human resources (HR), 10-11, 84, 110

Icebreakers, 181-182
Industry regulations, 19
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Inefficiencies, unintentional, 72-73, 81

Influencers, 9-10, 246247

Infrastructure, using your, 54-55

Integrity. See also Correspondence, integrity
and

Internal focus, 20

Investors, 54

Knowledge-Based Workers, increasing the
value, 81-82

Laughter, 183
Letters, 132, 150, 153, 161-163, 166
benefit bullets, 141-144, 162, 164, 218
call to action, 146-149, 162, 164, 166, 167
ending paragraphs, 144-146, 162
headlines, 132-138, 162, 164, 218, 221
tie-in paragraphs, 138-141, 159
See also Correspondence; Telephone calls
Lifetime Best (LTB) performance, 237-244
Logo, company, 132-133
correspondence and, 163164
Losses, knowing how to cut, 67-69
Loyalty, 40

Mandino, Og, xi

Maslow, Abraham, 120

Mattson, Dave, 108

Microsoft PowerPoint slides, 159
Modulation. See Voice, modulation

Name dropping, 195
Nonvalue expense, cutting, 75-76
prioritizing and, 78

Online courses, 183
Opportunity:
identifying, 66—67
justification, 38—39
Optimism, 13
Outsourcing, 10-11, 20, 83-85, 110
Owner, 43, 44, 53, 54

Pacing. See Voice, pacing

Palomar College, 57-59

Periodicals subscriptions, 126

Personal assistants (PA):
correspondence and, 132-133
See also Gatekeepers

Pharmaceutical industry, 19, 51

Planning, 12-13

Pleasantry. See Elevator pitch, pleasantry

and
Political justification, 39—40

Postcards. See Correspondence, postcards
Powerhousepostscript (P.S.), 146-147, 162,
164, 166, 167
Presentation, 95
strategies, updating, 22
See also Correspondence, e-presentations
President, 43, 44, 53, 54
interactions with board of directors, 51
targeting the, 45
Prioritizing, 77-85
Product-centric questions, 29
Progressive ideas, 50
Prospects, VITO, 25
Purchasing patterns, 20

Qualities, personal, 34-35

Receptionists. See Gatekeepers
Recognition, 50
Recommendation, credibility and, 122, 123
Recommenders, 9-10, 246247
Referrals, 28, 74, 89-91, 97-98
additional laws of, 104-108
asking questions about, 113-114
earning the right to ask for, 99-101
expectations, setting and exceeding, 101—
103
fee, 106
getting, 108-113, 252-253
obstacles and, 115-116
reluctance and, 114-115
ROl and, 103-104
Reputation:
credibility and, 122, 123
marketplace, 21
Results, measuring, 71-75
Retention, existing customer, 73-74
prioritizing and, 78
Return on investment (ROI), 103-104
e-presentations and, 161
questions about, 29
Return on sales (ROS), 18, 21
sales cycle and, 7
Revenue, 71-72
prioritizing and, 78
Revenue-generating activities, 18
Risk, mitigating, 6

Sales cycle, length of, 6, 7

Sales force, indirect, 21

Sales manager, 54

Sales processes, 12-13, 15
analyzing, 22-23
controlling, 23
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Sales processes (continued)

facts about, 18-19

improving, 23

matching the buying process, 19

patterns, 20

price position, 22

replicating, 23

reputation, 21

sales force and, 21

shortening, 16-18

social proof, 20
Sandler Sales Institute, 108
“Selling Across America,” 116
Selling environment:

changes in, 5-14

correspondence and, 141
Selling to VITO, 9, 79, 67, 131
Service response, next—day, 125
Shareholder value, 13, 18
Sideman, Dan, 181-182
Silent partners, 52
Social proof:

the elevator pitch and, 195

sales processes and, 20
Speakers, guest, 183
Standard industrial classification (SIC), 78
Supply source, finding out about, 20
Suspects, VITO, 25

Teamwork, benefiting from, 80-81
Telecommunications, 45—46
Telephone calls, 7, 187-188, 224-227, 247
callback, 214, 218
confidence and, 179, 183-184
connection to correspondence, 179, 185
doubling up, 216
establishing what’s next, 179, 185-186
first impressions and, 179-182
last impressions and, 179, 186-187
sounding conversational, 179, 182-183
voice and, 175-178
voice mail messages, rules for, 211-218,
247-248
See also Elevator pitch
Template of ideal prospects (TIP), 62, 66,
90, 167, 218, 220, 229-235
Testimonials, 20, 28, 74
Think and Sell Like a CEO, 12, 52-53
Thought partner, 196

Time, 65-66
the elevator pitch and, 195
justification, 37-38

Titles, VITO, 43—-44

Tone. See Voice, tone

Traits, personal, 34-35

Trust, 40, 82—83
referrals and, 99-101, 115
telephone calls and, 185-186
See also Honesty

Unique selling proposition (USP), 192-196

United States Postal Service (USPS) website,
154, 157

Urgency. See Voice, urgency

Value, 25-26, 247-248

hard-dollar, 26, 27

harmony, 27-28

minimum acceptable, 29

mutual, 28-29

personal, 33—41

quantifiable, correspondence and, 123—

124

soft-dollar, 26-27

statements, 220

targeting, 28

unique, 30-32

See also Nonvalue expense, cutting
Value acronym, 33-34
Value justification test, 36—40
Value/result/implementation process, 79-80
Vice presidents, 43
VITO, defined, 5
VITO Selling, v, 1-2. See also Selling to VITO
Voice:

curiosity, 175

modulation, 172-173

pacing, 173-174

telephone conversations and, 175-178

tone, 171-172

urgency, 174

volume, 173
Voice mail. See Telephone calls, voice mail

messages

Wall Street Journal, 12, 52, 65, 133
Winfrey, Oprah, 173
Wireless products, 8, 13




