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INntroduction

ales people are incredible human beings. They are al-

ways looking to improve, looking to find new ways to
communicate, looking for waysto do their businessbetter. A sales
person is like a high-tech, powerful automobile. If it is not kept
tuned up, the power will go away. Thisbook waswrittento and for
all salesprofessionals, professionalsin thetruest sense of theword:
professionalswho want to improve, to honetheir craft, who are not
satisfied with last year’sresults, but want to continue to bring their
very best to their clients.

Maybe you have noticed the selling game has changed? Buyers
are more savvy now than ever. They have access to more informa-
tion, moretechnology than ever before. They have moreinsight into
their needs. | am reminded of astory | heard once, where a mother
had just returned home from her doctor’s office. The doctor had
diagnosed her child with an ear infection and had prescribed a cer-
tain medicine. Themom, still concerned about her child, decided to
investigate further. She got on the internet, looked up the diagnosed
condition and read through the volumes of information she found
on-line. After careful research she called up the doctor and told him
about her discovery. She questioned his diagnosis and gave him a
detailed explanation that confirmed her findings and concern. The
doctor ended up agreeing with her and changed the prescription.
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The facts of this story are lessimportant than the point. A con-
sumer can bring significant information to the sales table. They can
be much more prepared and aware of their aternatives than ever be-
fore. Asbuyersbecome more sophigticated and knowledgeabl e, sales
professionals can expect them to be extremely sensitiveto everything
we suggest to them. Part of our selling strategy has to be about man-
aging thisincrease in knowledge and the concomitant expectations.

But that’s not the entire story. Competing sellers are becom-
ing more sophisticated. They have accessto the same technology,
the same level of information and are much more knowledgeable
about the buying habits of their prospective clients. As aresullt,
professional sales people must have more insight, be more aware
than ever before, so they can protect their client base and continue
to grow with it. We all know it is more difficult and expensive to
acquire anew client than to retain one.

Today, with a lap top, a carefully scripted presentation and
sufficient training, a rookie salesperson can sound very sophisti-
cated and knowledgeable to even the most affluent and sophisti-
cated buyers. Thiscan happen in amatter of weeks. Buyers, who
were once the sole providence of the true professional, (profes-
sionals who were most experienced, knowledgeable and trained,)
can now be*“ seduced” by the newest recruits. Why? Because these
newbees can present compel ling information in aprofessional way
that will gain attention — all on alaptop.

All thisto suggest that, as sal es professional's, we need to con-
tinue to grow, to maintain our quest for excellence. We need to
continue to study and never allow ourselvesthe luxury of relaxing
and thinking we “have it made.”

| havediscovered there are very few books on selling and sales
strategies. If thisistrue, then there must be alogical reason why.
Maybe it is because very few people really know what it takes to
“be” asuccessful salesprofessional. How much training and sales
material iswritten by truly successful salespeople? After all, ev-
eryone is selling something. You believe me, don’t you?

It doesn’'t matter if it'sjust alittle child trying to convince the
parents to buy atoy, an employee trying to get araise or a cus-
tomer trying to return a purchase to a department store. We are al
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selling something most of the time. We are all selling during most
of our waking hours - selling something to someone. Theissueis
really whether we are being paid to do it.

We sell our ideas, solutions to their needs, ways to solve our
hurts and pains, achieve our hopes. We are all seeking affirmation,
self esteem and better relationships. Whether it isrelief, araise,
new work conditions or whatever, we are selling! What'sthe point?
| guess | am just getting tired of hearing people say | could never
be asalesperson, when reality saysotherwise. Andinthefina analy-
sis, isthere anything really wrong with selling?

If you are like me, you probably like to buy but hate to be
“sold.” There is nothing worse than going into a store and being
hasseled when you really want to ponder and browse. Have you
ever wanted to get information about a product only to have the
salesperson attempt to “ close” the sale before you even knew what
you wanted to buy? Annoying? It's no wonder salespeople have a
bad reputation — professionals are painted with awide brush.

Selling is a noble and honorable profession. We have noth-
ing to apologizefor. Companies are successful becausetheir prod-
ucts are purchased by the consumer. How did that happen? Gain-
ing consumer acceptance is one of the modern miracles of our
day. It doesn't just happen, somebody hasto create that desire. .
. ad agencies create advertising to improve communication.
Desire is created through awareness. Even the internet is based
on response marketing. Something will happen when the buyer
decides to buy.

TheRoleof theINTERNET

Speaking of the internet, a whole industry has been created
based on the proposition products are commodities. That means,
once the buyer knows what they want, the only determining fac-
tors become quality and price. Consumers determine the quality
themselves, then they start looking for the lowest possible price.
Theinternet is a perfect vehicle for commodity selling, because it
brings multiple vendors to the storefront, right in our home. The
only remaining question, once the buyer shows interest, is avail-
ability and delivery.
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Will theinternet eliminate you and me—the salesperson? | don't
think so. Therearestill amyriad of products which smply must be
purchased through traditional selling methods. A sale only occurs
when the buyer is motivated to buy — often by adesire or an outside
influence. Unfortunately for those who would like to render the
salesperson obsolete, selling non-demand products will aways re-
quire a salesperson. Until the vendors can figure out how to create
desire for something most people don’t want, there will dwaysbea
selling profession. The internet is a wonderful intermediary but in
the final analysis, consumers go to it, not the reverse.

Why Eliminate the Sales Function?

Have you ever asked why so much effort has been invested
trying to eliminate us? Could it be greed? If avendor can elimi-
nate the cost of distribution, then the buyer can get the product
cheaper and the seller can make more on each sale. Understanding
thisimportant principlewill bethe difference between survival and
extinction for most of us. We must position ourselves so we are
irreplaceable. We can only accomplish thisby selling selected prod-
ucts which will forever require “value added” services.

What do | mean? The product can never be the only thing the
consumer isbuying. If itis, thenthe consumer can goto theinternet
and get it (or wherever they can find it.) Value added is what we
bring to the table, our knowledge, wisdom and skill.

A classic example of thisis buying awatch. Everyone knows
you buy awatch to determine what time it is. People don’t want
the watch, they want the time. If your product or service ever be-
comesindependent of you, you have problems. Itisonly whenthe
product and the service are inextricably woven together can we
really have security.

My First Sales Job

Having said all that, let me share with you a brief synopsis of
my sales career. | started by selling soap. That’sright, soap. | was
only 7. It was not detergent or dish washing lotions, but bars of
hand soap. | wanted to go to summer camp withtheY MCA. TheY
had a program to help us earn money. All | had to do was sell
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enough soap and | could earn ascholarship. | remember my Dad
driving me around to various neighborhoods so | could go door to
door. | sold soap to some and was rejected by others, but ulti-
mately | did achieve my sales goal. | was driven to attain my
goal. Even at sevenyearsold, | knew what failure felt like. | also
experienced call reluctance. It was hard knocking on doors. But
even so, | didn't want to fail.

| sure do remember my call reluctance. | remember thefear |
felt when | rang the doorbell and had to wait and see if anyone
was home. What would they say? What would | say?Would they
be friendly?What | remember most about selling soap was how |
fine-tuned my presentation. | remember experimenting with dif-
ferent ways to ask people to buy. | kept trying different ways to
say my spiel until | discovered the “perfect” way. Oncel had it
down, | kept using it over and over again. | had to learn how to
start the conversation, transition to the product and then ask for
the order. It was easy, once | understood the system. Herel was,
asuccessful salesman at seven. Littledid | know then what lay in
store for me in the years to come.

Truthfully, | really did like sales —right from the beginning.
There was something fun and exciting about the unknown - the
challenge, the hand to hand combat, the victory. One summer,
when | was sixteen, | needed a job and started looking in the
newspaper at the want ads. | saw one that was intriguing. It
sounded interesting and | decided to go interview. They wanted
me to sell encyclopedias, but my mother didn't like that idea
much. | passed the test and they wanted to hire me. But Mom
said no! | was so disappointed. It sounded likefun and | was up
for the challenge because everyone told me it was a very diffi-
cult job, if not impossible. | still wonder today how | would
have done.

During my collegeyears, | worked variousjobs. | pumped
gas, worked in a MacDonald's, was a waiter in a fancy steak
house and sold shoes for a major department store chain. In
fact, | was assigned to several different departments - sporting
goods, housewares, cameras, appliances and finally shoes. |
loved the sales activity, the opportunity to discover what people
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wanted to buy. Obviously, they wanted something, otherwise
they wouldn’t be there. But what | loved most was the compe-
tition. My goal was to make more sales than any other sal esper-
son on the floor in my department. | wasn't just content to
have the most transactions; | had to have the highest dollar vol-
ume as well.

My strength was in my ability to work two and three custom-
ersat the sametime. | never received any customer complaints, so
| guess| must have done ok. But the thrill of the activity, the sell-
ing, and finishing the transaction was intoxicating.

| share this only because it is important for you to know as
you read this book that | have successfully sold both tangible and
intangible products. | understand selling from both sides of the
street. More important, my results showed | wasgood at it. Mind
you, | am not saying | was ever the best. But | got top level re-
sults, consistently. There is always someone smarter, quicker,
faster, meaner and leaner. But | think this book will offer many
insightswhich can help you —whether you are just getting started
in sales or if you are an old veteran. In fact, | have been told by
some of the best sales peoplein the financial servicesworld that
this book helped them. That'sreally fun to hear.

After | Graduated from College

| finished graduate school with an MBA in Finance and almost
took a sales job as an industrial sales representative. | liked the
ideaof selling tangible products. The only reason | didn’t take that
job was Colleen, my wife, didn’t want us moving around the coun-
try every three years. She wanted to have a stable home lifein an
established community. | felt | needed to honor her request. Un-
fortunately, most of the salesjobs| investigated required travel and
relocation. The only way | could advance in these companies was
to relocate.

That |eft few options. | was still selling lifeinsurance as| had
beenfor threeyears. | started during the summer prior to my senior
year. The insurance carrier had a training program designed to
introduce students to selling life insurance in the college market.
They designed a product specifically for college students —a low
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cost policy with high levels amounts of guaranteed insurance that
could be purchased in the future with no physical. It was agreat
ideaand | sold alot of palicies.

There were 37 of usfrom various colleges who were recruited
and decided to take thejob. During thefirst eight weekswewerein
the classroom. Ralph Brown was the instructor and he taught us
the fundamentals of life insurance. The last four weeks were de-
voted to OJT — on the job training.

When summer ended we went back to our respective colleges
to see what we could do. The following June | ended up humber
oneintheclassby placing 57 contracts. Asaresult, | was asked to
be on the training team for the next class of trainees. | had gradu-
ated from college now and was going to go to graduate school.
The situation wasideal. Ralph offered me a management job dur-
ing the school year supervising 5 of the agents | trained that sum-
mer. | was also to continue hiring and training new representa-
tives.

I hired 20 college agents during the next 18 months. A few
survived, but most were unwilling to make the effort required to be
successful. One stands out in my mind. He sold the first 8 stu-
dents he talked to and then quit. He couldn’t stand the pressure.

When | graduated, | had nearly two years of management ex-
perience. | felt | had developed a track record of success. The
company offered meafull-time management position. But | thought
| should “shop around” before | committed myself to the financial
servicesindustry.

| interviewed several other insurance companies, banks and
large companies offering industrial sales positions. It became
painfully apparent | was making more money selling life insur-
ance part-timethan | could hope to makein any other job. Those
jobs were offering me $850 a month to start. But | had been
making over twice that much between my sales commissions
and the management salary. All thewhile, | was attending school
full-time. | had hoped to escapetheinevitable but it didn’t look
like | could. Selling life insurance was too good to pass up —
especialy if | could be successful at it. My mother was not

happy.
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My New Career in Selling Life Insurance

So, | decided to becomeafull-timelifeinsurance agent. Ralph
suggested | pass up management. My initial contract date was
February, 1970. My goal wasto make Million Dollar Round Table
(the premier sales idea organization in the industry) that year and
qualify for the company meeting in Mexico City for 1971. | also
wanted to qualify for the National Quality and National Sales
Achievement Awards. | reached all of my goals that year, but just
barely. | could look back with satisfaction at a hard year, but | felt
significant pressure and anxiety. | proved | could do it — but only
once. Could | doit again? Consistency wasthe only true measure
of success.

| could tell you many stories about my first years in the busi-
ness. |I'm sure most financial advisors could. Suffice it to say, |
always fdt like | was going two steps forward and one step back.
It took at least six or seven years before | really gained any confi-
dence that | could make a consistent living selling financial prod-
ucts on straight commission. Having made Million Dollar Round
Table my first year was a meaningful measure of success for me.
But | soonlearned | had to focus on other goals—goa swhich were
important to my long term devel opment and peace of mind.

L essons L earned

Having given you this brief history, | want to make one thing
very clear. Sales success beginswith survival. Hewho learnsto run
away, livesto sell another day. The secret isto not burn bridges (by
that | mean relationships). Make every good contact a lasting rela-
tionship. We have to learn to survive long enough to achieve com-
pounded success- meaningful success. Only quittersfail. Therehas
never been afailurein thelifeinsurance business—only quitters. “It
wasjust too hard” and “I didn’t stick it out” are not good excusesto
quit. I don’'t mean thisto be shaming or condemning. | just mean that
anyone can be successful selling anything, aslong asyou stick with
it. Whether you are selling commodities, equipment, supplies, in-
vestment products or whatever, if you are selling a good product,
anyone can be successful. The question hasbeen and will forever be,
“Do you want to succeed badly enough to pay the price?’
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Are you willing to do what you have to do to be successful. |
used to say that | would craw! through afield of barbed wire, broken
glass, rusty nails and land mines to get an application. | would go
anywhere, anytime, anyplace if it meant | would meet a good pros-
pect who would do businesswith me. | didn’t do thisbecause| wanted
to. | made myself doit. | knew that if | ever once allowed my lazy
sideto get the better of me, thenit could happen again. Quitters quit
because they can’'t make themselves do what the survivors do.

Another way of saying thisis that successful people are will-
ing to do the things unsuccessful people are unwilling to do. That
was my mantrafor years. It drove me when | was discouraged and
wanted to give up. | kept asking myself if | was really willing to
quit. Was| going to give up and admit defeat? And if so, then why
had | paid the price for so long - only now to give up?

If | wastired mentally and physically, then it was harder to see
those choices clearly. | needed to take a break and get away for a
bit. But when | was fresh and had perspective, | had new energy
and was willing to do what | had to do.

The Big Eight
What can you learn from these thoughts? Here are some atti-
tudind mindsetsto congder:

» Never quit. Take abreak, get perspective, but never quit. Only
quittersfail.

* Get your rest. Then come back and hit it again.

» Bewilling to pay the price. Invest in your business with both
money and intellectual capital.

» Make specific goals and work hard to achieve them. Make
them your goals, not someone else’s.

* Love what you do. Put your heart and soul into it. Don't be
half-hearted in your efforts.

« Don't let your call reluctance stop you. Purpose to overcome
any fear.

 Obviously these people wanted to buy or else they wouldn’t
be talking to you.

« Consistency is the only true measure of success.
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When (if) you finish reading this book, my fervent desire is
that | will have given you hope. Our future as sales professionals
(regardless of product) rests entirely on our ability to always see
tomorrow inanew and fresh light. We must always remember that
today isjust one more day in ajourney to success. We can never
let the disappointments of today keep us from being enthusiastic
and excited about our next sales call.

We never know what will happen the next time! We cannot
project our fears and struggles onto the next situation. Our next
prospect isfresh and interested in what we have to say. We owe it
to them to always perform at our highest level.

Let me know what you think, when you finish reading this
book. You can e-mail me at guy@standel .net.
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CHAPTER ONE

FPerfect
FPractice
Malkkes Perfect

C ommission sales may be the last bastion of free enter-
prise. Itistrue capitalism at work. Why? Becauseit works
on the principle of supply and demand, the natural competition
between a wary buyer and a willing seller. As a survivor of the
“salesgame,” dating back to 1966, | can speak with authority about
thevirtues and failings of asales career. Asaprofessional speaker/
salestrainer, | have discovered most salesprofessionalsareinstinc-
tive. By that, | mean, they just do what they do and are woefully
unprepared to explain to others exactly why it is people buy.

My sales niche was originally selling life insurance. | have
heard it said that if you can sell lifeinsurance successfully, you can
sell virtually anything. | don’t know whether thisistrue or not, but
I do know my sales experiences taught me there are identifiable,
repeatabl e patterns of buying behavior. Once | learned to identify
them and pace my presentation based on the buyer’s reactions, my
results soared. In later chapters| will refer to these repeatabl e pat-
terns as the buyer’s process — a process that produces predictable
responses and predictable results.

Think of a successful manufacturing company for a moment.
These organizations, even the least successful ones, have repeat-
ablefabrication or manufacturing processes used to assembletheir
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WHY PEOPLE BUY

widgets. Imagine that each week, the manager of the plant walked
into the foreman’s office and said, “Joe, it's time to change our
manufacturing process again. How would you like to do it this
week?’ | don't think so! What would happen to productivity and
profitability if the plant manager had to rethink and re-engineer the
manufacturing process every day? Not only would the employees
become confused, the quality of the product undoubtedly would
suffer from alack of uniformity. Profits would decline and confi-
dence would lag.

No organization could afford to start over each day. They have
to have repeatable assembly and manufacturing processes which
are time proven and tested. In fact, time spent testing these pro-
cesses actually improves the quality of the manufacturing proce-
dures. New ideas, efficiency improvements and new technology
all result in economic improvements, which ultimately increase
productivity and profit. But implementing them takes study and
forethought.

| believethe samething istruefor us - the sales professionals.
We must learn to do things on purpose, with planning and fore-
thought. Regardless of our chosen industry, we also need to havea
repeatable selling process we can duplicate time and time again.
We need a process that is time-tested and proven—one that can be
practiced and improved as new ideas, technology and better under-
standing of human behavior come into being. All of these consid-
erations increase efficiency and effectiveness.

TheValue of a Practiced Presentation

Think with me about the skill drills professional athletesuseto
improve performance. The dedication to excellence they have
mastered to be among the elitein their game. Think also about the
tremendous monetary success they have achieved in recent years.
But only the best are rewarded. Imagine a top golfer or baseball
player who decides to walk out on their field of choice with virtu-
ally no preparation. Imaginetheir self talk, “Ohwell, I'll just wing
it. I'll go out and see how I'll do today.” It's not possible! The
stories of practice and hard work are legendary. Look at the hours
Jack Nicklaus devoted to swinging various clubs to work on his
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PERFECT PRACTICE MAKES PERFECT

tempo, form, feel and touch. He honed his skills, round after round,
with many hours of practice.

What happens when a professional doesn’t practice? What
happenswhen thereisalong layoff? They haveto play themselves
back into form. Athletes coming off the disabled list take weeks
beforethey gaintheir original form. Very little separatesthe“ Haves'
from the “Have Nots'. Yet, do you, as a professional salesperson
practice anything? And even if you did want to practice, what ex-
actly would you practice? That’s what this book is all about, help-
ing you develop a practice procedure that you can learn and prac-
tice — A process that can take you to the highest levels of selling.

In 1966 when | started selling life insurance to college stu-
dents, | was taught a sales track written for that market. | had a
nicely prepared presentation booklet which followed the track. |
referred to this as my “Dick and Jane” reader. It had big print on
each page, queued to the story line. | can still remember it today:

After years of experience, Pacific Mutual Life has found
there are three very important factors for today’s college
student to consider when he starts thinking about his life
insurance program. These factors are need, ability and in-
surability. Does aman in college need life insurance?

Of course, there was much more to my sales process than a
memorized sales track. But the fact | can still remember this sales
pitch 30 years later, istestimony to the fact | worked at it. | am not
suggesting you need to memorize every word you are going to say
to aprospective client, but | do believe salespeople need to have a
specific track to run on and they need to know it cold.

Thereisaproven sales axiom | learned years ago. “People do
what they want to do when they want to do it.” Thisis an impor-
tant ingredient in understanding human behavior. If it istrue, then
as sales people we are merely facilitators, not manipulators. Our
job isto educate, to communicate what we have learned and know
to be accurate in away that is appealing and informative. Oncethe
buyer understands what we are saying, he will then ultimately de-
cide what it is he wants to do.

There will certainly always be the impulse buyer—the buyer
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WHY PEOPLE BUY

who makes a quick decision and then beginsto question hisor her
wisdom after the fact. But do you want to build your career on
finding those people? If buyer's remorse is too high, the impulse
buyer will return the product or stop paying the annual fee. It isa
fact of consumerism that impul se buyerswill often rescind thetrans-
action.

It'sobvious, isn't it? You are wasting your timeif you have a
salereversed. The advantageto using arepeatabl e, predictable sales
process is the consumer has time to evaluate what he really wants
to do and you have the freedom to watch it happen. Working a
defined processisthe smart way to sell. It allowsthe buyer timeto
decideif hereally wantsto compl ete the transaction. But even more
important, it providesaway to create aREPEAT buyer. There have
been several books about making our customersraving fans. People
who are pleased with their decisions and are serviced properly re-
turn to do more business and tell their friends. Think how expen-
sive it isto acquire anew client. It isjust good business to retain
your best clients.

In today’s competitive world, there are too many alternatives
for the buyer to consider. We need to give our prospective custom-
ers plenty of reasons to buy. By helping them achieve their objec-
tives, they will be happy and continueto buy fromus. | believe“on
purpose” selling is the only way this can be done. “On purpose”
selling occurs when we use a process—a process that is compas-
sionate, informative and provides added value.

AsYou Read ThisBook, Ask Yourself These Questions
1. Do you have arepeatable selling process?
2. Are you doing things "on purpose” or by accident?
3. Can you articulate the sales principles you employ?
4. Could you teach these principles to someone else?

If you can answer yes to these questions, then you probably
should be writing this book. But even if you can say yes, hopefully
I will reinforce what you already know. If you can’'t answer yes,
then | suggest you read this book very carefully. Afterwards, come
back and see if you can answer these questions.
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PERFECT PRACTICE MAKES PERFECT

| am convinced any salesperson who can answer these ques-
tionsin the affirmative will have the knowledge necessary to attain
thetop level of sales successin any profession. He/shewill be able
to achieve consistent results and those results will distinguish him
from all other sales people. | believe it is virtually impossible for
anyone to achieve consistent, outstanding sal es results unless they
know the answers to these four questions.

So, as you read this book, write down the principles as you
discover them and then commit them to memory. Internalize them
if possible. Then test your sales process and see if you are using
these principlesto build lasting relationships. | guarantee you, your
sales results will improve dramatically once you employ an "on
purpose" selling method.



CHAPTER TWO

T he T ruth
WVVill Set You
—ree

eling is all about developing relationships. It is about

helping prospects and clients discover what they don’'t
know or understand about aparticular product or service. Many sales
trainers teach closing as the most important skill in the selling pro-
cess. But | believe selling isless closing and more facilitating.

Selling isa Noble Calling.

It requires integrity, character, patience, persistence, compas-
sion and atruedesireto help others. If your only motiveisto make
money, then your level of successwill be negatively impacted. As
sales professionals, we are duty bound to keep our buyer’'s best
interest foremost in our minds. We may find ourselves providing
value added services and not getting directly paid for it. Contrary
to common thinking, thereis no rule book for sales. Nobody ever
said the selling relationship had to be fair. But | believe there are
some very sound and proven sales principles we can apply regu-
larly and often. If we practice these principles consistently, we ul-
timately will attain success. | have experienced this personaly. |
believe this with the very core of my being.

As | said previoudy, before | started selling life insurance, |
was successful selling other products. | had quantitative proof of
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my salesresults. | always had the most transactions with the high-
est dollar volume. Why?

Asalifeinsurance agent, | have consistently numbered among
the top of my peers. Membership in The Million Dollar Round
Table requires every member to submit their qualifications annu-
aly. Thereareover 20,000 membersfrom 50 countries around the
world. | have consistently qualified for Top of the Table - the top
3% of the MDRT as awhole. Why?

Infact, | have achieved thisvirtually every year sincethe TOT
was initiated and | am only one of 40 who have accomplished this
achievement. Why?

How did | develop this level of consistency? Certainly, moti-
vation played a part in it. | was motivated to succeed and excdl. |
put my full effort into doing and being the best | could be. | didn’t
dack off or give it a half effort. But that is NOT the reason. | be-
lievethereisonly onereason. | learned how to help people obtain
what they want. That is the ONLY reason. | learned early in my
career that people know what they don’t want. What they need is
someone to show them how to get what they do want.

When | first began selling insurance, | wasvery fearful. | hoped
| would succeed. | wanted to succeed. But the failure rate among
life insurance agentsis quite high. Only 1 out 5 survive beyond 5
years in this business. | did not know for certain | could consis-
tently produce enough commissions to meet my own financial
needs. Every salesperson knows commission selling isdifficult and
that finding a prospect is a lot different than waiting around for
buyers—i.e. selling commodities — demand products. Working in
a store and serving people who make a decision to come into the
storeis adifferent world of sales.

The hardest part of commission salling is dealing with the rgjec-
tion. Lifeinsuranceisacomplex financid product. Buyersarereticent
and wary. Theinitid interview starts on an adversarial note. In some
cases, the prospect may aready own lifeinsurance and is not particu-
larly interested in purchasing more. In most cases, they have no idea
how insurance works and have predetermined biases. This is not a
good combination. Many prospects tend to ask hard questions and
want to know details about a product they don’t really understand.
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When | first started, every time | was asked a hard question, |
became scared. | felt fear and pain. | soon learned these“ hard ques-
tions’ had much more to do with my own insecurities and weak-
nesses about product and tax knowledge than the client’s unwill-
ingness to buy. | had to learn to adjust my own attitude about the
buyer’'s perceptions. Certain questions caused me more anxiety.
Questionsrelated to shopping for other quotes and contractual ques-
tions regarding the underlying assumptions used in the financial
projections created the most anxiety. In some cases, buyers were
awareterm insurance was significantly less expensive than the per-
manent products we were taught to sell. The prospects often had a
bias regarding permanent products and were price sensitive. |
learned | could not control their thoughts, biases or concerns.

When these hard questions inevitably came up, | would worry
about how my answer would impact the sale. Sometimes, | would
hesitate before | answered them. That was not because | didn’t
want to tell thetruth, but because | was afraid the truth would cause
the prospect to decide against buying. | thought that by postponing
the answer to these hard questions, | would postpone the rejection.
Commission selling is very scary.

Rejection isthe difference between paying your bills and finan-
cia desperation. (I have been on the financial edge and | don’t ever
want to bethereagain.) Ultimately, | would alwaysanswer the ques-
tion and then hope my answer would satisfy the prospect’s concerns.

Paradigm Shift

These early experiences ultimately caused meto reassess my
attitude towards my sales process. | had to ask myself - “prob-
lem, problem, who's got the problem?’ | discovered | wastaking
way too much responsibility for their problems and their reaction
to the potential solutions. Instead of feeling confident | was only
a messenger and acting on their behalf, | found | was trying to
defend the products | was marketing and | was accepting full
responsibility for the complexity, short comings and difficulties
the buyers were experiencing. | believed | had to be perfect to
make the sale. Anything short of perfection was a risk | was
unwilling to take.



THE TRUTH WILL SET YOU FREE

My Mom taught me early in life that telling the truth was al-
ways the best policy. Sometimes what we know and what we fear
arein conflict. I don’t know what you think about the Bible or if
you have any specific spiritual preferences, but after many years
of study, | have come to believe the Bible is the inerrant word of
God. That means it is perfect in al respects. As a result of this
belief, | accept the Bible' steachings asbeing the best way to handle
a problem. But, regardless of how you feel about the Bible, most
people would agree there is much wisdom within its pages.

There are two Bible verses which come to mind when | think
of my fears. Thefirst is, “the Truth will set you free.” The Greek
word for “free” means liberation from the dominion of deceit. In
other words, untruth will no longer control you. “Free” means
liberation and candor of mind. If you always deal in truth, then
you are free from worry. You can say whatever needs to be said
and not be concerned with what you have said or to whom. You can
livein total confidence there will be no alligators about to get you.

Second, the Bible saysthat “perfect love casts out fear” Again,
going to the Greek, perfect refersto being complete, the paragon of
integrity and virtue. The Greek word for “love” isagape. Thisis not
love in an erotic, sexua sense. Rather, it is an unconditional and
unselfish love for another when we only want the best for them, no
matter the cost to us. “Cast” refersto letting go without regard to
what happenstoit. It hasanintensity and almost violent wrenching
impact. Finaly, “fear” meansdread, terror, alarm and fright. Putting
this dl together, it saysthat if our motives are right (if we have the
highest possible good in mind for those whom we are serving) then
we have nothing to fear - no terror, no dread, no alarm. If we treat
others with respect and we “agape’ them, there is nothing to fear.
The Bible aso says no man can hurt us. So, even if they don’t buy
fromus, therewill alwaysbe another day. When | really internalized
these thoughts, | was able to formulate my sales philosophy.

Defining your philosophy for dealing with othersis an impor-
tant part of the sales process. When | finally defined my philoso-
phy, | determined | had three alternatives if | was going to survive
in the salesworld. 1) | could continue to be afraid, 2) | could stop
selling all together, or 3) | could proceed with courage and not let

9



WHY PEOPLE BUY

my fears stop me. One of the main characteristics of any success-
ful sales person is their ability to determine the downside and ac-
curately assess its impact. Successful people always measure the
possible loss. Once they determine the downside is not relevant,
they can go on.

Should | Stop Selling?

Obvioudy, | couldjust quit. That'sdefinitely an option. Haveyou
ever thought about quitting? Everyone has contemplated quitting at
onetime or another. That'swhy it isimportant for you to pick some-
thing you redlly likedoing and bewilling to makeacommitment to do
it well. For me, what has made me continue sdlling life insurance is
my philosophy. | really like helping people create security. But if you
don’t believe in your product and what your product can do for your
customer, then you have to question whether you should continue. So
let'slook closdly at the professionalism of product.

At one time or another we have all questioned our sanity and
wisdom for choosing asales career. | mentioned earlier, my mother
was very displeased when she heard | was going to sell insurance.
Here she had supported me through four years of college and then
I had gone on to graduate school. She wanted meto be an attorney,
abanker, acorporate president, not alifeinsurance salesman. Even
though we all know there is an element of selling to every profes-
sion, somehow being a professional salesman was not her vision
for me. Often we can let the opinions of others cause us to quit.

When you evaluate a product, ask yourself whether you feel
good selling your product. Can you be a professional selling your
products. Does your product meet these four basic requirements?

1. Isyour product competitive?
2. Will people buy it (more important will they buy it
from you?)
3. Can you competently explain it?
4. Canyou deliver what you promise (without compromise)?

I syour product competitive? Thereisno way toreally know if
your product iscompetitive until you survey your competition. Who
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markets a product similar to yours? What are the differences and
similarities? Can you create alogical and honest analysis to dem-
onstrate the strengths and weaknesses of your product and contrast
it to the other products of similar design?

There is nothing more humbling than to find yourself compet-
ing against amore knowledgeabl e sal esman - someone who knows
their product better than you do. With most products, there are al-
waystwo or three prominent market leaders. They |ead because of
certain characteristics ascribed to them by the consumers. If you
are not representing the market leader, then trying to sell into this
“closed” market will present some interesting challenges.

Ask yourself, who needs this product? You must know your
competition, better than they know themselves. You have to un-
derstand what the consumer will be examining after you have left.
Unless you are able to build a “protective” barrier around your
product and services, you will be susceptible to the competitive
pressures.

Onceyou have analyzed your product and determined you have
agreat story to tell, you should have confidence in your product
and you can then aggressively pursue your market. Without that
confidence, you will hold back your best effort! Most consumers
want the best product they can buy for the money. They need to
have alogical understanding of why you think your product is su-
perior. Unlessyou can show them clearly and concisely the advan-
tages of your product, you are open to competitive attack. | have
found one of the best strategies is to become your own competi-
tion. Know the other products so well that you actually sell against
yourself. You become the buyer for the client and demonstrate the
pros and cons of every viable alternative he might consider — all
the while demonstrating to them your product overcomes the real
concerns they should have. By educating them about the nuances
of the product, you position yourself astheir advisor and resource.
If you are honest and accurate in your analysis, — then you will
have along term client relationship.

By earning their trust and confidence you will prevail. If you
haven't earned it, then you can expect they will not do business
with you.

11



WHY PEOPLE BUY

Will people buy? Ask yourself, would you buy? This may
seem like an obvious question, but have you assessed the demand
for the specific product(s) you are selling? What is the market for
this product or service? How many people already own it? How
many are selling it? The answers dictate your sales strategy.

If itisanew product, you will need to create demand. You will
have to demonstrate why your product does the job better than
what people are using today. This means you have to fully under-
stand the alternative solutions commonly being used. You then have
to assessthe cost and the advantages of changing. What isthelearn-
ing curve for being able to use this new product? What are the
costs of switching? What impact does it have on other systems?
What are the political considerationsin implementing the change?
Unless you ask dl of the questions and find out all of the pluses
and minuses, you are wasting your time.

Asking these questions may seem redundant. But always ask
yourself this question, “Would you buy the product knowing what
you know?’ If you assess your selling logic from the buyer’s per-
spective, you can usually anticipate the reasons why he might not
want to do it.

If your product is not new to the market, the problems you
face are different. You still have to assess the cost of change. But
the current status was chosen for some basic reasons. What are the
reasons? Who made the decision? What were the factors that went
into making the decision? Have any of those factors changed? If
s0, how? Knowing those factors now, would you make the same
decision today? Would the customer?

People do not like change. Habits are hard to break. The
willingness to change is usually tied to one of three reasons—
lower cost, more efficient utilization of resources, or politics—
they like you and want to do business with you. But even so, all
things must be at least equal. In order to determine which rea-
son works, you have to know all of the facts. We will look at
fact gathering in another chapter. But remember, selling in a
vacuum is foolish. Get all of the information you can before
you make a recommendation. This does not mean you have to
dispense it, however.
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Can you competently explain it? Some products are so tech-
nical, they require aPh.D. to explain them. You must feel compe-
tent to market your product. Customers know when you are inse-
cure and feel like you don’t know what you are talking about. Un-
fortunately, thisisa“Catch 22" When you first start, you can not
possibly know everything there isto know about a product. How-
ever, if you wait until you are an expert, you may be bankrupt and
out of ajob.

Using other people's experience is a fast track to knowledge.
Not only do you benefit financially from their expertise, but you
also have OJT (on the job training.) You can learn while you earn.
Here isan important lesson for most sales people: Most beginners
are so greedy to keep what they haven't earned, that they’ll sacri-
fice the case because of what they haven't learned. They can’t
envision bringing someone else along on the case. It is an affront
to their esteem. Thisis pure foolishness. The only problem is be-
tween the ears. Pride is the source of much failure. So you have a
choice: if you want to learn, but you can’t afford to starve, con-
sider asidekick, a mentor or partner—ot as a permanent arrange-
ment, but just until you get the hang of things. Then you can ven-
ture off on your own. | am not saying this out of any selfish moti-
vation. Thisis experience speaking. | have seen so many insur-
ance agents who would rather have 100% of nothing than have
50% of something.

Your customer deserves the best you can bring them. If you
are offering only half of the pie to your customer—the product but
not the full knowledge or service-then you are shortchanging both
the customer and yourself. The customer is shortchanged because
he is only getting part of what he thought he was buying (unmet
and unspoken expectations). You are shortchanged because you
havelengthened your learning time and perhapsjeopardized along-
term relationship when they discover their loss.

Can you deliver what you promise? Obvioudly, thisisrelated to
the previousissue, but it goes deeper. You might have the best prod-
uct intheworld, but your company cannot deliver what it has prom-
ised. The manufacturing processistoo dow; theraw materialsaren’t
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available; all of the bugs have not been worked out yet in the soft-
ware. There are ever so many issues, some unforeseeable. But you
need to assess the most obvious ones. If you are making promises
you cannot fulfill, then you need to know it and show it. You must
always be straight with you client, even if it meanslosing the busi-
ness today. Your only real product is your integrity.

Too often, in our exuberance and enthusiasm, we ascribe at-
tributesto our productsthat may not exist yet becausetheideas are
till on the drawing board and the concepts have not been truly
tested or proven. | will demonstrate later how this type of selling
causes the prospect/customer to lose confidence in you and the
product or service. We salespeople need to be careful to not over-
state the benefits or the services that the client can expect. It is
better to always under-promise and over-deliver.

The second method for dealing with tough issuesisto sidestep
them by lying. Obvioudly thisis not a particularly good alterna-
tive. Unfortunately, we fall into it all too often.

Could I lie? What if the answers to your sales questions are
“no”, but you need for them to be“yes’? Not me, you say. | never
would. Would I? But before you go on, think about the tempta-
tion every salesperson experiences as he goes about hisdaily tasks.
You've seenit. | think very few peoplewill deliberately set out to
lie and defraud the customer. But circumstances often dictate the
real source of the temptation. Your ability to avoid this tempta-
tionisdirectly related to your personal security and financial well
being.

Isit really lying when the salesman promises something that
can’'t happen the way he promised it? The company announces it
can deliver the product/service/software on a specific schedule
only to discover that due to technical difficulties (circumstances
beyond the company’s control), the company has to change the
schedule. Where doesthat |eave you, the sal esperson?You thought
it was true when you said it. Was your representation alie or was
it circumstantial? Did the company lie to you because they knew
they were having problems and were pressured into a premature
announcement? Warranties are written to protect customersfrom
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“lies” If the product is fully guaranteed and can deliver what is
promised 100% of the time, warranties would not be needed.

Service agreements are the result of products that do not meet
the customer’sexpectations. It'salmost like saying, “We know you
are going to have problems. We stand behind our product and we
will fix those problems.” Yet as salespeople, we represented this
wonderful product that would do all of these wonderful things. We
never really acknowledged the servicing and technical support prob-
lems the client would face. Or the time and energy they would
have to expend to get what they wanted.

Look at the disclaimers on the labels of most products or the
SEC-required prospectus statements that accompanies most finan-
cial products. Those disclaimers would not be needed if products
really did deliver what was represented by the salesperson. These
discrepancies create an environment that can cause salespeople
much anxiety. These gray areas create the ethical issues we must
all face and resolve for ourselves.

Itisthegray areasof lifewhich causethe customer to ask thehard
guestions in the interview. They occur to them through experience.
Can you separate yoursdlf from the crowd? Can you be different?

As the buyer becomes more sophisticated, the more sophisti-
cated the questionswill be. The buyer really wantsto know. In order
to overcomethese hard questionswe basically have two choices. We
can shine them on by passing over the hard questions and down
playing the questions as unimportant. Or, we can choose to face the
guestions directly and educate the consumer about their concerns.
By demonstrating to the client theimplications of therisks, we dem-
onstrate we can betrusted. Remember, if peoplereally do what they
want to do, when they want to do it, what have you got to lose?

If the customer is uncomfortable with you and your explana-
tion, heislikely to pass on the deal and go on with hislife. If you
have invested many hours only to have the customer move on, the
cost is high. Thisis when high pressure or at |east the perception
occurs. The buyer/seller tension can cause much anxiety and mis-
understanding. On the other hand, if you play it totaly straight,
you might losethis deal, but you will retain the right to come back
with another idea.
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Ask yourself what you are really selling—products or relation-
ships. Short-termers sell products and long termers sell relation-
ships. It'sthat simple. If you take along-term perspective —then
you don’t have adilemma.

The fina aternative is to change your sdlling style and try to
devel op amethod that would eliminate the power of the objections.

| could develop ariskless sales method. The tension between
the buyer and seller iswhat led meto develop my “riskless’ selling
method. | firmly believe it is possible to build a sales process so
respectabl e, ethical and honest, that you can proudly approach any-
body who might be a prospect for your services or product. You
can do so with the knowledge you have something valuable to say
and offer. Moreimportantly, you also can know that if your reputa-
tion precedesyou, it will bein apositiveway. If thereisany “key”
to my sales success — it has been this mindset.

The secret is to fully understand the natural anxiety your cus-
tomer/prospect feel sand anticipate his anxiety before you engagein
the sales process. If you can fully assess the reasonable issues and
problemsyouarelikely tofacewith virtually every prospective buyer,
you can then build a delivery system of information that substan-
tially reduces the likelihood the buyer will not buy from you.

You must remember what you are selling. You sdll relation-
ships. You sell the right to continue a dialogue with this prospec-
tive buyer. If you ever lose sight of this objective or the right to
maintain therelationship, then therelationship is over and you will
have to find someone else. How many of these can you afford to
lose beforeit startsto impact your reputation and ability towork in
your chosen market. Good prospects are hard to find. Building a
relationship iseven harder. We will look at this morethoroughly in
alater chapter, but | want to highlight the process for you now.

Thefirst step in the riskless sales process is to carefully iden-
tify the prospect’s need for your product or service. You need to be
able to sift through the universe of prospective buyers and ascer-
tain whether or not the person you want to approach really needs
what you have to offer. Marketing and attracting qualified buyers
is another area which is beyond the scope of this book. (I would
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strongly recommend you read Bruce Etherington’s Seethe People.)
But once you identify a prospect, what is your strategy? What do
you say to the prospect to instill confidencein you? Do you realy
know what you are selling in the first interview?

Once you have identified your prospect and established your
credibility, you must accurately and quickly com-
municate what you haveto offer and why, in your
opinion, you have the unique ability to helphim. | prospecr
This is often the unspoken abjection and ques-
tion. You must deal with this issue in a non-
threatening way which will allow the prospect to decideif he agrees
with your assessment. Does he, in fact have a need for your prod-
uct or service? Is he willing to consider an alternative? Does he
believe you can provide him with a path for evaluation? You are
asking him to invest in you. Can you deliver? At this stage of the
process, the secret to successis for the prospective customer to be
ableto differentiate between agreeing to buy your product and agree-
ing to look carefully at the advantages you have to offer.

This stage isthe key to the opening interview — gaining access
to the second interview.

If you both agree the customer should look further, then you
must accurately gather as much information as
you can from him. Be systematic and complete
inthefact finding process. In order to accurately | open
determine whether you can help him, you must
know what he knows. You have to climb inside
the customer’s skin and think like he thinks. More importantly,
you must determine whether or not you can help him. This may
seem obvious, but the saleismade here, in the fact finder. If you do
the right job of gathering data, you actually assure the success of
your close.

Once you gather the facts, you then have to formulate a plan
design that will accurately reflect the prospect’s current situation.
Whether you sell copiers, computers, manufacturing equipment,
or any other tangible product, your proposal must include the in-
formation you have gained in the fact finding process. Whether it
is as simple as the car he wants to drive or the type of shoes she
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wantsto wear or as complex as recounting the state of their current
financial situation — the process is the same. Remember, he will
tell you what hewantsto do. You haveto develop
good listening skills and use these skills to un-
derstand the prospect’s needs. Once you totally FACT
understand his current position, you can then re- e
flect on possible alternatives and present your
ideas.

The design/presentation functions are really a negotiation of
sorts. Hereiswhere you feed back your understanding of hisneeds
and then, hopefully, he responds by affirming or denying your un-
derstanding. This is an interactive process that
continues until hefeelsyou understand his needs
and have accurately represented hisalternatives. | _.qen
Asyou hone in on these needs and give him vi-
able aternatives to solve those needs, you begin
to move towards adecision. Thisinteractive process will probably
take several attempts before the prospect finally agrees the solu-
tions fits his needs. But in the problem-solving environment, this
interactive processisthe sale. It is during this back and forth pro-
cess the client comes to fully understand his needs and then con-
vinces himself that he must he take action. If you come to a point
where you are unable to find >
a common ground, the nego-
tiation stops. T l

Implementation occurs
only when the prospect agrees
the solutions you have pre- | DESIGN PRESENT
sented meet his needs, when

he expresses his willingness
to move forward on your rec- T NEGOTIATE l
ommendations. This is com- <
monly calledtheclose. If you
have done this correctly, the close is automatic.

So, whichmethod of sallingwill youuse?Lifeisaseriesof choices.
All of the marketing data on consumer preferences show buyers want
choices, demand choices. Thismeans, assalesprofessional s, we have
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to change our approach. It means that you have to shift from being
solution driven to being problem sensitive.

This paradigm shift (changing the way you think about things
to anew way of thinking) will cause each professional sal esperson
to assess the method of sales he currently em-
ploys.

Larry Wilson wrote about partnering in the
90’s. He said we haveto come around to the other | impLement
side of thetable and start thinking and acting like
the partner of the buyer. Hewasdead right! Stud-
ies on consumer preferences show that consumers want advisors.
Asthese consumers convert their needsinto buying decisions, they
will seek vendors who will sell to them the way they want to be
sold. Professional salespeople need to become sellers who appeal
to those preferences.
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CHAPTER THREE

T he Magic
B O><

O nce upon atime, therewas amagic box. It wascalled a
magic box because of its unusual capabilities. It could
produce unlimited amounts of money from blank pieces of pa-
per. That’sright, money from blank paper. All you had to do was
place a blank piece of paper into the slot on the side of the box
and out came a
large denomina-
tion bill-a $100,
$500 or $1000 hill
fromthe slot at the
bottom. Imagineif
you had a magic
box like that. What
do you think you
would do?

Realizing this
isnot atrick question, most everyone tells me they would put as
many pieces of blank paper into the box as fast as they could.
Wouldn't you run around and find all the paper you could and
then shove it into the box? Well, wouldn't you?

Would you really care how this box worked? Would you care
what this box was made of ? | doubt it. You would be very careful
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to protect your box and take very good care of it. | doubt if you
would need to know every detail about how the box worked. All
you would want to do is make sure you had enough paper available
to put into the box.

After awhile, you begin to notice you have a major problem.
Your box jams periodically—sometimes for days. Using your best
problem-solving skills, you decide that maybe you are putting the
paper in alittle too fast. So you decide you will modulate the flow
and slow down when you put
the paper into the box. Lo and
behold, this works ... at least
for awhile. Your box starts up
again and produces money, just
the way it once did.

Fortunately, thisstory does
have a happy ending. The
magic box works forever and
never stops again. Now,
wouldn’t you like to own amagic box just like this one?

Unfortunately, none of uswill probably ever own this type of
magic box, unless we are counterfeiters. But you have something
that isequally as valuable: your sales organization. That's correct.
Your sales organization isjust like this magic box and it will only
stop working when you do. Your organizationisan integral part of
the sales process.

In my business, my organization (my magic box) doesal of the
repeatable work. Thisrepeatablework isthework which can be sys-
temati zed and performed by either acomputer or anon—professional.
My organization consists of administration, design, and production
components. The actual sales aspect, finding the prospects, is done
by me. | am the onewho insertsthe paper into the magic box and the
organization processes the paper into dollar bills.

To extend the analogy, the flow and grade of the prospects can
impact the productivity of your organization. In the financial ser-
vicesbusiness, wecall bad prospects* chinaeggs.’ They won't hatch
but they look pretty and draw alot of attention. As you put more
and more of these kinds of prospects into your organization, the
box will either jam because the work flow istoo fast or becausethe
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prospects take too much time and never buy. Discerning a good
prospect from abad prospect is an important part of keeping your
magic box from jamming.

Ask yourself this question. How many salespeople who are
properly trained and experienced, would lack the confidence they
need to make a sale if they had enough good prospects? None??
That'swhat | think. Virtually every salesperson has confidence he
or she can make a sale eventually if there are enough good pros-
pects. | remember thinking very early in my career that if | could
just line up the good prospects outside my office, | could make an
unlimited amount of sales. Therhetorical questionwas, “How do |
line them up?’

It was this question that started me thinking about the sales pro-
cessand the magic box. Aslong asyou put good prospectsinto your
system, you will make sales. Whether you arealoneranger, aninde-
pendent with no staff, or you have a business organization backing
you up, the most effective sales process will always be the same.

Let me give you an illustration. A good friend of mine, Jim
Pittman, livesin Portland, Oregon. Heis avery successful lifein-
surance salesman. He tells the story of his friend who was a very
successful crew member on a racing yacht. The yacht would al-
ways comein third or fourth place. The crew knew al of the rou-
tines and had learned all of the skills. But no matter how much
they wanted to win, they could only come in third or fourth.

One day, thisfellow’s big break came. He was asked to crew
with the best team. He naturally jumped at the opportunity. Months
went by and the team continued its winning ways. The friend was
integrated into the team and the team just kept getting better, im-
proving alittle with each new race.

Jim asked hisfriend what the difference was. “ On thefirst team
you aways camein third or fourth,” Jim began, “but now you come
in first. Can you quantify the difference?’

“Sure” the friend said. “We just do things a little bit better.”
They tied the knots a little faster, ran up the jib a little quicker,
madetheturnsalittle cleaner. Everything wasjust 10% better. The
moral isto practice and practice until you get it just right.

That story made me ask myself, isthere away to do thingsjust
alittle bit better? |sthere any one of uswho really believesthat the
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top sales people are just luckier than the rest? | don't think so.
There are selling skills that make a difference—knowing the prod-
ucts, understanding the applications, knowing the competition,
understanding your customer. If you can just do thesethingsalittle
better, you can improve the results.

But what skills are there to practice? What can you as a sales-
person do a little bit better so you can get the results you dream
about? Hopefully, you will know what to practice when you finish
reading this book. The very idea of practicing is at the heart of
improving. But practice does not make perfect. It is perfect prac-
tice that makes perfect. You need to learn what to practice.

Asakid, | loved baseball. | would go anywhere and do any-
thing to play. | was not an outstanding player, but | could hold my
ownwith most of the guys. Every night, | practiced fielding ground
balls. For hours | would throw the ball against the wall and prac-
tice catching it. | would practice throwing against another wall. |
would practice my form and pitch until | wastired. Unfortunately,
I could not practice batting. So | would throw the ball up in the air
and then hit it against thewall. The point is, | alwayshad my glove
on my hand and aball in my mitt.

Years later, when | started to teach basebal, | realized | had
not learned the principles of baseball. | had learned how to play
and | had practiced, but | had not practiced the right things. There
wereactual skillsl should havelearned and practiced, but was never
taught. Asl finally learned these skills, | taught them. | taught people
how to field, how to slide, how to hold abat, etc. | taught peopleto
practice the skills they needed to learn to play a better game.

Sdlingisanart. It requiresan excellent understanding of people
and why they buy. This knowledge, combined with the right prod-
uct knowledge and professional services, can bring sales success
to anyone. But unless you apply this knowledge and practice it,
you arelike the formulaone race car team with no driver. You have
to match the practice with the skills.

Let'slook more closely at these foundational skills.
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CHAPTERFOUR

Do WWe Sell
FProblems Or
Solutions?

sl mentioned in thelast chapter, | think the foundational

sales skill is understanding people. Salespeople need to
be people engineers so we can dedl effectively with the many facets
and differencesin people. Not everyone will agree with you or think
like you. That’swhy you have to adapt your communication styleto
appeal to aswiderange of buyers as possible. This needsto be done
ethically and congruently. You can’t be something you are not.

One salesman | know is very unique. He is gregarious and
outgoing. But he appeals to a very narrow range of individuals.
He builds great relationships, but when it comes to the mechanics
of the business heislost. He can not adapt his style to make other
types feel comfortable. Thisis a very successful salesperson by
any measure. But he knows his successislimited to avery narrow
niche. Get him outside of this niche and he is not well received.

The Common Bond of Buyers

Most people operate from two dynamic positions. They either
have fears and/or needs. This is the common bond that exists be-
tween all of us. | say all of us, because | don’t think anyone is
exempt from these human factors. At our very core, as humans,
there are profound needs, which must be met (food, safety, shelter,
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emotional stability). There is often an accompanying fear these
needswill not be met. Mad ow identified this hierarchy of needs. A
person can begin to focus on the needs of others only when his
own fears have subsided.

When | speak to salesgroups, | ask thissurvey question,”“What
isitwesell-problemsor solutions?’ | then ask for ashow of hands
to determine who believes we sdll solutions. Nearly 95% of the
audiencewill raisetheir hands saying they sdll solutions. Thismakes
alot of sense. Wefind buyerswho are in need of solutions. When
we find one, and we have the solution, we complete the transac-
tion. What could be more simple?

If | asked you that question, what would you answer? If you
answer solutions, thenyou fall exactly inline. Imaginethat! Ninety-
five percent of every salesaudience says, “We sell solutions” That's
ascloseto unanimous aswewill ever get. But let’sthink about this
and seeif that iswhat we actually sell?

Every salessituation startsin what | will call equilibrium. The
buyer hasall of the solutions he needsfor all the problems he’s got.
In other words, if our buyer wasinterested in a solution, he would

$8%

COSTS

$3 %

PROBLEMS
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be actively out looking for one. In fact, that may be exactly why
they agreed to meet with you. They may, infact, be actively seek-
ing a solution to a problem they have already identified. If so, |
call that a commodity, because the deciding factor is most often
cost. But, let’s assume for now, the prospect has not identified any
specific need and is not price shopping. You have caught him off
guard, befare he began looking for a solution.

Sdlling is Often Adversarial

Let’sgo back and examine this question of “what we sell” for
aminute. Do you believe that selling, by definition, isadversarial ?
It certainly can be. But should it be? | have personally found the
entire process of overcoming buyer reticence/reluctance can bevery
adversarial. You, asasaes professional, are attempting to convince
me, the prospective buyer that | should be doing something | am
not doing or am not particularly interested in doing — otherwise,
why would | be objecting? After al, there must be some reason
why | haven't taken action yet.

If you seeyour job asovercoming my inertia, then you
aretruly selling solutions.

The buyer has something every salesman wants —his money!
You are offering something he may not necessarily want—your prod-
ucts and/or services. And even if the buyer does want it, he prob-
ably wantsto pay lessfor it than you are asking. That sounds pretty
adversarial to me.

The SalesWar Begins

When wefirst meet aprospect, assuming the prospective buyer
isnot in too much distress, the problem and the solution arein this
equilibrium. As long as the buyer is not focused on the cost, he
usually remains calm and peaceful. However, once the cost is di-
vulged to the prospective buyer, the anxiety heightensand the“ sales
war” begins.

As the conflict intensifies, the cost for the solution grows
heavier. In other words, as you try to convince your prospective
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buyer the solution isworth the cost, you must load up the benefits.
Thebuyer isfocusing on
the cost benefit ratio.
The higher the cost the
more they will evaluate
the value of the benefit.
Now most sales trainers
will tell you that you $$$
must now go back and cosTs
reaffirm the needs and
why the benefitsfit their
needs. In other words, load up on the solutions side of the scale
additional reasons why this purchase makes good, logical sense.

Thisislogical in some respects. The only way these benefits
will convince the buyer to buy isif they feel the solution solves
their problem. But that only happens | F the problem is clearly un-
derstood! That's the proper time to stress the benefits-when the
buyer clearly understandsthe problem and acknowledgesthey have
no solution.

PRESSURE

Problem Thinking

Let'sexplore thisfor amoment. Think of the last major prob-
lem you were having to deal with in your life. Got it? Okay!
Explore what were you thinking? Were you thinking about vari-
ous solutions and how they might fit the problem?

| think the mind sifts through the problem, the relevant in-
formation and then determines a workabl e solution for the prob-
lem. With computer speed, your mind sorts through your alter-
natives and why each one will or will not work. You finally settle
on the best solution you think will work. That’'s how the sales
process works. We help people solve their problem by bringing
good solutions.

When we, the seller, fully communi cate the benefitsand value
of the proposed solution, the buyer will readily agree to purchase
our recommendation. Right or wrong?

Right? Wrong! | think this strategy isladen with conflict and
tension for both the buyer and the seller. It suggests that all we
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have to do is convince the buyer of the benefits of our solution. |
win when the buyer buys my solution. | lose when the buyer re-
jectsit. Of course, we have convinced ourselvesthat when the buyer
buys, he is the one who wins. But ask yourself if the buyer feels
like he has won. How do you think they feel when it isall over?

The more we focus on the solutions, the more the buyer is
going to focus on the costs. We have to change this paradigm and
get him to focus on the real issue-the pain of his unsolved prob-
lems. Think back to your problem. What was driving the prob-
lem? Wasn't it the pain? If the pain is great enough, then the
urgency to resolve the problem increases. The less pain, the less
urgency. It is the pain of the problem that drives the desire for a
solution, not the other way around.

When the problem is clearly understood, the buyer will want to
solveit. Think of the needs - wants paradigm. Is there anything you
really need, that you have not aready purchased? If you really had
to haveit, you would have found away to buy it already. We must

remember, people will al- PRESSURE
ways do what they want to

do. Our job is to make the $$8 @
problem big enough for the —

buyer to fed the pain of the

problem, not the benefit of

the solution. In fact, our ba- PROBLEMS
sic job is to help the buyer

understand the magnitude of

their problem. | repeat —their

problem. If itisour problem, they won’t care. But if it istheir prob-
lem, they will want resolution — NOW! But it can only be accom-
plished when he participatesin the discovery process. When the prob-
lem is SO BIG the buyer iswilling to pay any price (reasonable or
otherwise) to make the problem go away, we have asde.

Thishas often been referred to asneeds selling. However, there
is a difference between perceived needs and real needs. We can
gloss over the needs and fool ourselvesthat we have, in fact, fixed
the needs of the prospect. But if the buyer doesn’t think he has a
need or doesn't believe he needs whatever we are selling, then he
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isn't likely to take action. It's the problem that matters. Once the
buyer understands he hasaproblem, it isin our absolute best inter-
est to give our prospect some space to process the pain. This is
hard to do. We are trained to believe we must control the process
and not let the prospect out of our grasp.

But, | think we must leave him on his own to figure out the
best way to solve the problem. When the processing is through, it
won't be long until you have a viable prospect. | believe it is our
job to take the buyer through this curve of pain. We must bring
them to a place of understanding.

, ACTION

Thereisaspecific reasoning process every buyer goesthrough
as he processes his problem and then ultimately makes a buying
decision. If we can tap into that reasoning process and participate
in his understanding of the relationship between “the pain and the
gain” (doing nothing and doing something), we are then positioned
toimplement the decision after he agreesto take action. We'll study
this part of the sales processin depth in the next chapter.But first,
let me again ask you that all-important question.

What isit You Really Sell? Problemsor solutions?
Remember, 95% of the audiences have told mewe s&ll solutions.
| would like you to consider the premise that “we redly sdll prob-
lems’, not needs, not solutions, but problems. The better we are at
defining and communicating the real problems to our prospects and
buyers, the better we will be at helping them implement the proper
solutions. Remember, we sl problems and we implement solutions.
Somehow the whole concept of selling has cometo suggest we
have some mystical ability and capacity to make someone do some-
thing he doesn’t really want to do. But let me ask you another ques-
tion. When was the last time anybody ever made you do something
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you didn’t want to do? How did it feel? Were you happy you did
it? Did you feel good afterwards? Probably not! Infact, you may
have been alittle bit angry about it. | doubt if you said,“| am going
to rush out and do that again —it felt so good.”

In the life insurance business, when someone purchases an
insurance product he doesn’t really want, wecall it buyer’sremorse.
But when they really don’t want the product, we call it a lapse.
Anybody who purchases insurance must want it, or else they won't
pay the premiums. | have found buyer’'s remorse translates into a
returned product or an unhappy customer. If this happens, we have
wasted both our time and our energy. Why not deal withthebuyer’'s
remorse before it strikes?

Thisideathat salespeople can manipulate, cajole, or pressure
someone into doing anything he doesn’t want to do is an ol d—fash-
ioned salling idea. It is atotal myth. There are no magic words.
Today’s consumers are too smart to allow themselves to be sold
anything. There is too much information available and competi-
tion in the marketplace is too intense to pressure a decision. Re-
member, we sell prablems, and implement solutions. Buyers will
avoid relationships which make them uncomfortable. Buyers have
learned to beware. They want to control their “buy.” Thejob of a
sales professional is to facilitate the buy, not make the sale. We
must become known for the problems we solve, not the solutions
we seall.

Let’s go back now, to the magic box and discover the concept
of afilter.
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CHAPTER FIVE

T he Selling
FProcess

E ven though the Magic Box is simply a conceptual de-
scription of the selling process, it does epitomize the

need for arepestable sdles process. Thisisthe heart of our sales suc-
cess. Why?We need repestabl e systems so we can take the guesswork
out of selling. Secondly, weneed visua storiesthat can bring themore
complex concepts into sharp focus. Itisarea skill to be able to take
abstract ideas and make them visua and understandable.

| had the privilege, several years ago to conduct a survey of the
top 500 life insurance agents in theworld. These agents are the top
of their field. Their average income is $1,000,000 compared to an
industry average of $35,000. We asked them a series of questions
about their practices, how they sold, what they weretrying to achieve.
| was looking for common denominators, common characteristics
that could be used by othersto gain ahigher level of success. There
was only onetrait they all shared. It wastheir ability to relate com-
plex ideas to others by using stories. They would turn technical
conceptsinto everyday parables to convey the message.

TheMagic Box isa Parable

The Magic Box is one of those parables. It offers a unique
way for us to think about our own organizations and selling pro-
cesses. |n order to be successful, we all need to think like business
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owners. If we think like employees, we will act like employees.
Employees do not take risks and are unable to visualize success
the way a business owner can.

The Magic Box provides an organized way to think about our
selling process. A sales processis a specific set of repeatable steps
which leadsthe participantsto anatural conclusion. The processis
apathfor increasing our salesresults by steadfastly applying proven
communication principlesand learning to use them effectively. The
ultimate key to increased productivity is having systems and dele-
gating non-productive tasks.

Asaresult, our Magic Box provides a conceptual way to ana-
lyze your productivity. If we can formulate ways to be more pro-
ductive, to spend lesstime doing unproductive tasks, we can either
get better resultsin the same time frame or the same resultsin less
time. Either way wewin. We win by becoming more efficient and
more effective. Think about how many tasks you can put into your
Magic Box.

If you remember, there were two main reasons the Magic Box
stopped producing —either the flow of paper bogged downtheBox’s
productivity or thewrong grade of paper wasbeing shoved into the
Box and could not be processed efficiently. In our business, we
need to modulate our flow of paper (prospects and clients) and
select the right grade of paper (our valuable prospects for future
sales). It istoo easy to pick the wrong paper if you do not have a
benchmark or standard. You must protect your organization from
inefficient prospects and ineffective work flow.

| called this protection mechanism my FILTER. If your water
wasn't safe to drink, you would filter out the impuritiesto provide
clean drinking water. Filters are used in many industrial functions
to protect the process. Likewise, filters should be used in various
aspects of our life to make certain the impurities are removed. A
prospecting filter separates good prospects from bad ones. If you
spend your productivetime seeking productive prospects, your sales
results will increase. If your sales results don’t increase, then you
have to look for another reason. Either there is something wrong
with your products or your sales story. Success comes from elimi-
nating the unsuccessful functionsin your selling process.
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Top salespeople use afilter to distinguish between profitable
and unprofitable activity and/or prospects. During theyears, | have
studied the top sales people in the life insurance industry. | have
surveyed their habits, their selling techniques and their selling ra-
tionale. According to these studies, their filter isthe most valuable
selling tool they own. Why? First, it heads them in the right direc-
tion. It keeps them on target. Without it, we would all meander
aimlessly, often toward the wrong objective. Second, a good filter
prevents them from misusing their resources (the Magic Box) and
helps them determine the best way to spend their valuable time.
After all, timeisreally our most precious asset.

Are Sales Professionals Created EQUAL?

Every salesprofessional isgiventhesameskills. They aregiven
asharp mind, aquick tongue and 24 hours. | was once asked about
the number of hours | work. | said | worked half a day every day,
and it didn’t matter which 12 hours. How we utilize our timeisthe
key to our sales effectiveness.

Alan Boal, a noted author, speaker and consultant has coined
theterm “ideal client.” Thisclient epitomizes your ultimate goals
for your business-the type of client you want to be consistently
working with.

Do you have a clear picture of your idea client? Do you have
that picture written down and do you look at it frequently? It isnot
good enough to just say, “anyone who will buy.” Our studies show
these top salespeople all pre-qualify their buyers. These high per-
formers only deal with peoplewho are pre-qualified to buy. That’s
right. They virtually makethe sale beforethe sale. They effectively
eliminate the unprofitable buyers from the queue.

What does this mean? It means your filter has to be very dis-
creet. The prospect must pass certain tests before you will invest
time and energy in your effort to do business with him. Thereisa
critical difference. Instead of finding people who will do business
with you, think about finding people you want to do businesswith.
The prospect must meet a certain criteria you pre-establish and
acknowledge before you even meet him. What type of factors go
into this prequalification criteria?
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Well, your test design should depend significantly on the prod-
uct you are selling and the personality typesyou like to deal with.
Inthefinancia world, the beginning criteriamight be age, income,
net worth, occupation and family situation. But to prequalify them,
I think the filter needs to be much more discerning. Seniors, (over
55) tend to be moreinterested in their financial security than young
singles.

If I am selling to a business owner, do | want a start up or a
mature owner who has need for my services? | want him to be
successful, have employees and have a desire to see the business
continue. When thereis at least one family member involvedinthe
business, | find they have a sense of urgency about planning. | want
my prospective company/client to be profitable and have value
worth protecting. If there are no family members, then | want the
business to have partners or key employees who have a stake in
seeing the business continue after the owner retires. Remember,
we sell problems. If they have no problems, they have no need for
our solutions.

If I am dealing with an estate planning situation, the prospect
needs to have an estate greater than the tax-exempt portion within
the law. My prospects should have an adequate income, plus some
assets they consider heirlooms (meaning, they want to keep these
assets in the family forever). In the final analysis, my prospects
must love someone or something so much, they are willing to do
the right thing to protect their assets for the benefit of their family.

If you don't sell financial services, you may have a different
criteria. If | were selling shoes, | would want people with feet. Just
kidding! But the customer must need shoes, like shoes, or know
someone who does, or why el sewould they be shopping? Can they
afford good shoes? Cheap shoes? Dress shoes? Loafers? Are they
able to make adecision?

If 1 were selling automobiles, the customers would need to
have good credit before | would waste time on them. Perhaps he
has bought this brand of automobile before. Maybe hiscar iscom-
ing off lease. He may be looking to upgrade to a new year and
model, so | would ask whether he hasagood trade-in, among other
guestions.
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Each of us knowsthe best criteriafor identifying or categoriz-
ing agood, qualified buyer. They can think back on their best sales
and see a pattern of success. Why not try to repeat that pattern?
Look for people who fit the pattern and then go meet them.

This doesn’t mean you can’t deal with people outside your
criteria. But why? As long as you have a reason, you can stray
from your set criteria. But don't just accept any prospect just
because “you have nothing better to do.” Surveys show top sell-
ers all do the “right things right.” They are unwilling to waste
time on unproductive efforts. They have atarget and are always
aiming at it.

Frankly, in the beginning of my career, | wasted too much time
on the wrong targets. | was survival driven, not purpose driven. |
was not afraid to call on peoplel didn’t know, but | spent too much
time chasing buyers who were not specific to my defined market.
As | said before, | was willing to go anywhere, anytime. While |
tried to only talk to people who wereinterested in buying from me,
| was not building amarket. | was not purposely talking to people
who would help me reach my long-term business objectives. Asa
result, my long-term goals became harder to meet.

After my second year, | primarily worked with referrals. But |
did agood job of prequalifying them on the phone by asking them
guestions and establishing a rapport with them before | would go
out to seethem. My manager, Ral ph Brown told me, “Guy, only do
business with people who are predisposed to buy.” Now | was pre-
qualifying them, but they still didn’t always meet my ideal profile.
| was dealing with unqualified buyers. Little did | know | had
stumbled onto one of the most important keys to successful sell-
ing. Remember, prequalifying a buyer is a magjor element to in-
creased productivity.

An Unqualified Buyer

| have continued to use this term “unqualified buyer” and
“prequalified buyer.” What do | mean by an unqualified buyer? An
unqualified buyer is a prospect who does not fit my defined profile
for my ideal market. If aprospect does not fit this profile, then why
should I spend time doing business with him? The Magic Box can
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only hold so much paper before it chokes. The prospect profile |
developed was based on the long-term goal | had set for my busi-
ness. | knew of other agentswho were selling millions of dollars of
insurance to upscale clients. They were doing what | wanted to be
doing. | purposed to participate in that market, but | would not be
able to reach that goal if | aimed my prospecting rifle at buyers
who did not meet the demographics of my ideal client. | had to
refrain from going after buyerswho were not part of my long-term
business strategy. This was very hard to do, especialy since | had
established work habits based on a high level of sales activity.

Let me make this more clear. In the early stages of any career,
the most important aspect of successis activity. Practice, practice,
practice. But there comes a time when we need to upgrade our
prospectsin order to improve our productivity. In other words, “how
many heads of hair can abarber cut?’ You can bethe best barber in
the world, but if you can only do four haircutsin an hour, you are
going to be limited to how much money you can make. There are
only two solutions, delegate (hire more barbers) or charge more
money per hair cut. Both have their limitations.

Our productivity isincreased by seeing more of the right type
of people and selling a high percentage of them. But before you
can do this, you have to earn the right to do business. Sometimes,
thisisdone by being adept at manufacturing referrals. Othersdo it
by creating value-added services, which are seen by new prospects
asvaluable. Regardless, we have to develop aclientele, afollow-
ing and then upgrade who we talk to.

If | want to solve estate tax and business succession problems,
then | need to have prospectswho havethese problems. That'ssimple
enough to understand. It's like the old Willie Sutton story. When
asked why he robbed banks he said, “ That's where the money is”

Most of the prospects| wascalling on back then were not banks;
they didn’'t have alot of money. My initial market didn’t own their
own businesses and probably would never accumulate large es-
tates. They were wonderful people and | still love them and their
families. | still appreciate their friendship and their trust in me and
willingness to do business with me, especially when | was first
starting to sell. | was and am totally dedicated to helping them,
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even today. But would they qualify for my long-term target market
now?

During those early years, | financialy survived on theincome
| derived from my “non-profile” customers, asl systematically tried
to upgrade my market. The question | haveto ask myself is, would
I have developed my market faster if | had exclusively worked on
just my target profile? | don’t know the answer to that question. |
do know my number one job wasto survive. | had to surviveand |
had to pay the staff | was training and developing. | made the best
decisions| could at the time. But | ook back now and can clearly
see | wasted alot of time waiting to earn the right to upgrade my
market. Those unprofitable salesprevented mefrom growing faster,
but allowed me the time to eventually pursue my primary market.
It isatough question to answer. The only one who can do it obvi-
ously isyou.

| did not have the courage to redirect my activity so | could go
after thetype of cases| wanted to pursue and am dealing with today.
Was that inexperience? Was that due to a lack of knowledge and
confidence? Weas that the lack of primary business contacts? Was
that my own inability to prospect in those markets? Was | afraid?

The answers to those questions are unimportant to me today
because | eventually solved the problem. If | had to do it again, |
would concentrate moretime on devel oping the people, peopletrust.
I would have looked for waysto leverage the relationship with my
clientsto meet the people | wanted to meet. Ask yourself, what are
you doing to penetrate the market of your choice? Do you have a
defined market? Can you improve faster if you spend more time
going after the type of clients you want to develop? Who are the
people your target market trusts? Are you systematically earning
the respect of those centers?

Your Selling System

As| said, this question is a personal one only you can answer.
But | (your filter) do know each of us has to combine the right
prospecting skills with the right selling system. Unless you have a
solid, tested, repeatable selling system, it isimpossible for you to
have long-term success with the upscale customers. Why? | have
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found quality buyerswill immediately determineyour professional
abilities by the subtle aspects of your presentation. They are less
interested in price and more interested in value. Value means pro-
cess, service, systems, backup. Let’s look again, at the genera
makeup of a selling system.

IDENTIFY OPEN il DESIGN PRESENT IMPLEMENT

There should be nothing new in this diagram. The simplicity
of the salling system is based upon logic. We all know the basic
framework of the selling steps. After you find your potential buyer,
you must open up the case. Then you complete afactfinder. Once
you havethefacts, you must design aproposal based on your analy-
sis. Therecommendations must be consistent with the clients needs.
You then present the recommendations and hopefully, implement
them. Although this may sound insanely simple, you will seethere
is much sophistication (referred to as competent unconsciousness)
that goes into this process. The learning process is best described
by what isreferred to as alearning curve.

There arefour phases of learning that most people go through.
In the beginning, you start with aforeboding. Thisisreferred to as
unconscious incompetence. You don’'t know what you don’t know.
Then you begin to get a sense of what lies ahead and your sense of
foreboding turnsinto stark fear. Thisis called conscious incompe-
tence. You begin to know what you don’t know. The fear comes
from wondering how you will ever learn what you need to know.

The third step occurs as you gain the upper hand on your fear
and start to do things “on purpose.” Thisis called conscious com-
petence. You know what you know and you know what you don’t
know. You achieve remarkable results applying what you know.
Finally, you become a real pro and everything becomes second
nature to you. You are now called an unconscious competent. You
have internalized more than most people will ever know. The big
problem hereisto not get bored and start doing dumb thingswhich
are self-defeating.
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Thislearning curve takes you from the beginning to end. But
learning never stops. For most of us, the challenges beyond what
we know how to do drive us to begin yet another set of learning
curves. We proceed through life, jumping from onelearning curve
to another. A successful career isaseriesof learning curveswhich
are linked together to form the ladder of success.

Why isaselling process necessary? After all, some people are
so influential and charismatic, they can just walk in and tell some-
one what they should do. And, you know what? The client actually
doesit. | don't think I could build my career on this approach. |
need aprocess so | can minimize my errors and the chance of fail-
ure. Remember, thisisriskless selling.

The reason most people fail in sales is because even though
they make made it to the battlefield of sales, they lose the war.
Somebody always wins and somebody always loses. If the pros-
pect offers up one or more objections and the sales person cannot
overcome them, the prospect wins the adversarial confrontation
and salesman is defeated.

Why People Buy is about converting this adversarial process
into a win/win situation. Selling is not really about selling; it is
about relating. The saleisthe ultimate outcome. It ishow we mea-
sure our success and how we get paid. But selling is about helping
people achieve what they want. Remember, people do what they
want to do when they want to do it. So, why not help them do what
they want to do and get credit for helping them?

The Four Basic Objections

A prospect sensesif you arejust trying to sell himandif you are
really not prepared. He knowsif you are green and do not trust your
ability to realy help him. Most buyers typically won’t buy if they
feel uncertain or worried. These feelings can cause the prospective
buyer to offer up one or more of the four primary objections. no
need, no hurry, no money or no confidence. If you have done the
right job of filtering your clients and you have successfully worked
your sales process, then you will have automatically eliminated at
least three of these four objections. We'll look more fully at these
objectionsin afuture chapter. But for now, let’sget back to our filter.

39



WHY PEOPLE BUY

I mentioned theimportance of a“ prequalificationfilter” There
are actually two filters you will want to develop to successfully
work this sales system. The first filter eliminates inefficient pros-
pects from going into your Magic Box—your sales system. It man-
ages the “paper flow”—the quantity and quality of paper flowing
into the Box. But even the most sophisticated computers have a
redundant backup system. This second filter is your backup sys-
tem the most important system in your selling process. Thisfilter
refines your process and makes certain your first filter is working
properly. This second filter validates and then verifiesthe decision
your first filter made. We will look at the second filter in depth in
the next chapter.

But remember! Without this second filter, you run the risk of
overestimating the value of your prospect. With it, you verify the
information you have gathered and you devel op the foundation for
the third step of the sales process, the factfinder. There are two
things to keep in mind while you work your selling process at this
point. First, the only goal of the opening interview isto get to the
next step in the process, the factfinder. Second, and most impor-
tant, the factfinder is where you make the sale, regardless of what
product you are selling. A good factfinder will be the ultimate rea-
son the customer buys.

Right now, let’s look at the first stage of the selling process—
the opening. Practice does not make perfect. If you practice the
wrong things, then you will do the wrong things. It is perfect prac-
tice that makes perfect. Let’s learn how to develop afilter so you
can establish an opening interview you can practice.
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CHAPTER SIX

Developing
T he First
Filter

_I_ he way to protect your selling process-the magic box—
is to make certain that you put the right prospects into

your system. The only way to assure this protection is to have a
reliable filter.

IDENTIFY OPEN BT DESIGN PRESENT IMPLEMENT

Before we can look at opening the interview, let’s review the
role of thisfilter. Where doesthisfilter fit into the process? Why is
it important to have this filter? In the last chapter | wrote about
prequalifying your prospects. The “opening” filter helps you to
determine if your suspect should become a prospect before you
waste any time.

The filter is used to protect your magic box. Now that may
sound strange. Why would you have to protect your selling sys-
tem? But remember, if you let just any prospect into your system,
you run therisk of bogging down the entire process. You haveto be
discerning. You must profile the customers you want to develop.
You need abusiness plan and amarketing plan so you know where
you are going. Remember, do everything “on purpose.”
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Filter In the beginning of developing
your system you may discover it is
hard to turn away from a potential
prospect. But astime goesby and you

. develop your “on purpose” thought

OPEN process of protecting your selling sys-
tem, it will be easier to determinewho
isand whoisnot agood prospect. The
key ishaving effective criteria. Bruce
Etherington has a criteria | think we
al could adopt. He asks himself these four basic questions and
poses them to his referral sources. Among the people you know,
who do you know that:

33888

1. Isaffluent?

2. Hasintegrity and character?

3. Can make adecision?

4. Isgoing placesin their career?

If you can “load up your wagon,” so to speak, with prospects
who fit this criteria, you will rarely make a prospecting mistake.
However, in addition to those four questions, | think you should
ask about the referral’s circumstances. Do they own a business?
How many employees do they have? Isit family-held? What type
of clientsare you looking for in thefirst place? Just ones who will
buy? Do you want to specidize in the estate planning market, or
the retirement/investment market? Maybe you want to be known
as aspecialist in the business succession field.

If you sell hard goods or services, what type of questions should
you be asking? I's the basic nature of the questions really any differ-
ent? Obvioudy, your progpects must have the ability to pay for any
services or products you are sdlling. You need to have access. You
need to know if they use certain kinds of equipment or service pro-
cesses. You need to find out if they make the decisions or need to
consult with others. Isit acommittee or asupervisor abovethem?Are
they influential and able to help you build your business with intro-
ductions?You see, the same type of questions apply here aswell.
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This filtering process is dways the same. It never changes.
Whether you are selling widgets, consulting services or financial
products, the process of finding people who are “predisposed to
buy” isthe same. Unfortunately, very few people take the time to
assess the qualities of their buyer. As agents we are so busy trying
to be successful (or dealing with our call reluctance) that it is easy
to forget the true basics of success. Before anything happens, you
have to find somebody to talk to about their problems. But before
you can make any money, somebody has to buy something from
you. You only have a limited number of hours in a day to accom-
plish thistask. Whereisthe most productive placeto put your time?

So the first filter is your criteria. You have to match each and
every name up against this criteria. Here are some general catego-
ries you might consider when you build your filter.

1. Occupation
Industry
Job title
Trade Organization
2. Income
3. Net Worth
4. Family situation
5. Affinity groups
College
Trade Association
Community activities
Service Clubs
Hobbies
Charities
Country Club
6. Peer group
7. Professional Advisors

The point here isto find ways to network your contactswithin
your market. Look for waysto provide added value to each of your
prospects. The more you can do for them, the more likely they will
remember you when there is an opportunity.
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| heard of aconcept once that seemsto fit here. It iscalled the
“shelf of your mind.” Think of how you relate to ideas or products
and how you remember things. Usually the first thing that pops
into your mind is what you respond to. Think of the detergent that
comes to mind first. Think of another and another. Eventualy it
will take several minutesto come up with ancther. The sameistrue
with automobile advertising, hair spray, deodorants, etc. There are
immediate services or products that come to mind when you are
expected to recall an item. These are on the “ shelf of your mind.”

Asamarketer of servicesand products, you want to be so well-
positioned with your clients that when your name is mentioned,
they immediately associate you with the service or product. Thatis
the difference between prospecting and marketing. Prospecting is
an active process of identifying apotential buyer, andif not abuyer,
then at least someone who would consider talking to you about the
goods and services you offer.

Thefront of successful marketing occurswhen you are on your
client’s“ shelf.” You have succeeded when you are front and center
and hethinks of you every time the products and servicesyou rep-
resent are mentioned. What can you do to position yourself on the
“shelf” of your client’s mind?

A filter allows you to sort through the names of people who
will talk to you and isolate only the ones you prequalify and want
totalk to about your servicesand products. What anicesituation to
bein, to have alist of prequalified prospects who know what you
do, who want to talk to you, and who are accessible because of
your marketing skills.

It can be done. But it takes discipline and courage to build a
filter that will eventually provide you with what you want. The
main deterrant is survival. | believe we become so concerned with
what we have to do to survive that we |ose focus and become will-
ing to talk to anyone. We lose sight of our business abjectives and
accept any potential prospect who comes through the door.

| can tell you first hand | did this for years. In fact, 35 years
later, | still find it hard to say “no” to a potential prospect. | have
had to discipline myself to only focus on the “profile’ prospects. |
want to talk to people who are going to enhance my long-term
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business objectives. If there is no rational reason to accept a case
that is outside my business plan, then | need to walk away.

| have discovered this same principle applies to products |
choose to represent. There has to be arational business reason to
spend time evaluating, understanding and eventually representing
a specific product. | remember a way to state this problem, “If it
walks like aduck, sounds like aduck, then it must be aduck.” Not
that there is anything wrong with ducks, mind you, but we need to
be discerning and make good judgments.

Here's an example of where | blew it, big time. There was
once an insurance carrier that sounded like aduck. | had seen pro-
posals from this carrier several times in competition and had suc-
cessfully defeated the product because | could show the illustra-
tion assumptions were unrealistic.

Oneday, | was approached to represent the carrier and | told them
no. Unfortunately, my businessassociaterealy believedinthe stories.
Hethought their assumptionswere valid and tried to convince me. He
could not do it. But, he continued and eventualy, he wore me down
and | agreed to show it to prospective buyers. Theillugtrationswere so
good that the buyers liked them and bought them.

| went to meetings and heard the insurance company tell won-
derful stories about how they were doing al of their economic
magic. | was skeptical, but they told the story with such enthusi-
asm and sincerity | began to doubt my own business principles.
After severa years of hearing the story and seeing the results, |
eventually was able to articulate the story to others with some en-
thusiasm and sincerity. | overcame my skepticism and began to
believe in the tooth fairy, too!

Unfortunately, when the balloon burst, my original skepticism
and argumentsturned out to be reality. There was no magic and the
illustrations were nothing but mi srepresentations based on wishful
thinking. The lesson in this for me wasto listen to my instincts.

Anybody who is experienced and has seen the various scams
and shams knows when something cannot work. Asfiduciariesfor
our clients, regardless of the products we sell, we have to take re-
sponsibility for the quality of our work.

The only thing we have to sell is our reputation and integrity.
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People count on us to do our homework and represent products
that will deliver what we say they will deliver. We have to use our
instincts, contacts and best judgment to protect our reputation. As
long as we keep the golden rule uppermost in our minds, we can
never fall from grace with our clients.

Thegoldenruleisnot “them that hasthe gold makestherules.”
The golden ruleisthat we always treat people in the same manner
wewant othersto treat us. In other words, if you wereintheclient’'s
place and had to make a decision, what would you do for yourself?

Your filter should help you build the courage and faith needed
to aways make the right decision. | have learned to effectively
choose between the people | want to do business with and those
who are just busy work. Those skills have helped mein other areas
of my personal and business life.

Now that we have looked at thisfilter, let’smove on to the next
phase of the sales process-the opening interview.
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CHAPTER SEVEN

Opening T he
Case

_I_ his chapter is written specifically, to assist financial
professionals in their efforts to move a client through
the opening interview to the factfinder. However, for sales profes-
sionalsin other fields, the sales psychology isthe same. You must
identify the parallel issues and adapt the philosophy to your indus-
try. The gatekeeper function is different in different situations, but
the method for dealing with the gatekeeper is often the same. Try to

IDENTIFY OPEN ;II\I\?I; DESIGN PRESENT IMPLEMENT

draw parallels for your industry and product. Seeif you can match
the principles | am describing with the objections and problems you
face most often. Remember, the patterns are aways the same.
Okay! Early inthe book, | said perfect practice makes perfect.
But what is there to practice? Let’s ook at the opening interview
and see if there aren’t some key principles which are repetitive.
Think again about professional athletes-the tennis pros, golf-
ers, baseball players, all skilled and gifted athletes who are uncon-
scious competents. Do they practice?You bet! Why? Because they
want to keep their skills sharp. They know they must maintain their
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edge or they will go flat and run therisk of losing their top standing.
Professional salespeople must practicetoo. If wedon'tthenwecould
lose a good opportunity, smply because we were not ready. Let's
quickly review what we have learned.

* First, you need afilter to increase your efficiency and effec-
tiveness.

* You need a backup filter for your main filter.

People do what they want to do when they want to do it.
The sale is aways made in the factfinder.

Each step of the process must be “on purpose.”

» Each step must lead to the next phase of the selling system.

So now, let’s ook at the opening interview—the phase of the
sales process which follows identifying the prospect.

Developing Your Opening

Think about this! Here you are. You've worked diligently for
months to be positioned in front of thisideal prospect and now the
time has come. You have the appointment. You are about to go on
stage. You remember what every sales/consumer psychologist in
the world has told you - you have exactly 30 seconds to make a
favorable impression. What are you going to say? What are you
going to do in that 30 seconds?

I havefound many salespeoplelivewithwhat | call the“Magic
Words’ syndrome. | believeit has plagued the sales profession for-
ever. What do | say? What will work?

Whenll first started selling, most of the salesbooks | read taught
the magic words principle. | had to learn what to say, not why | had
to say it or how to say it, but just what to say. Memorize these words
and you will successfully sell. They are the keys to the kingdom.

Now, we would all agree that knowing what to say is very im-
portant. After all, words are the only way we have of conveying our
ideas and concepts. But imparting our knowledgeisonly 10% of the
equation. “Knowing” people accounts for 90% of our sales skills.
We must aso be aware of our body language and our inflections.
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Are“magic words’ really that important? Only if they aretiedtoa
concept. The meaning and the compassion behind the words are
more important than the words themselves. The concept will suc-
ceed more than the words you use to convey it.

Remember my sales axiom. If people only do what they want
to do, what makes any of us think there is anything that we can
actually say or do that will change or manipulate our prospect into
taking action? The key to communication is being able to convey
ideas and concepts to open up the prospect’s mind.

Once the concept phase is completed, then provide him with
an opportunity to evaluate information — respecting his pace.
Sales is a thoughtful process, not an singular event. Even the
purchase of a consumer product in a department store is a pro-
cess. The key isto have the consumer return for additional pur-
chases in the future. The sale is the beginning of the relation-
ship, not the end.

When | first started selling life insurance, | wasfaced with this
“opening interview” syndrome. After al, if you can't get by the
opening interview, how will you ever make a sale? | constantly
experimented with using the right phraseol ogy, theright ideas, try-
ing to discover the right concepts that would move me down the
process path. | believed | had to be quick enough, smart enough,
shrewd enough to outtalk and outthink the prospect. But | soon
discovered something else. | gained insight through my own expe-
rience and al so through listening to the top sal es peopl e share what
they had learned. | began to understand what relational selling re-
ally meant. People respond to my caring skills and caring words. |
knew thisinstinctively. But it was only through trial and error that
| discovered there is no one method which will work every time.
Just as we differ in our tastes, ideas and ways of expressing our-
selves, prospects are different too. Therefore, as salespeople, we
need to be flexible in how we deal with people. We need to be
sensitiveto their individual needs but also be aware of the common
denominator that existsin every client.

Common Denominators
When | evaluated the profile of my best prospects, | learned
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there was some commonality. Hereisalist of specific things most
prospects have in common:

1.They virtually all have attempted to do some planning at one
time or another.

2.They are all concerned about the well-being of their family
and want to make certain their economic security is assured.

3.They want their businesses to continue, which often means
paying off lines of credit or retiring long term debt.

4.They usually have atrusted advisor, someone outside their
business to help them evaluate all of their options.

5.They want options, not ultimatums.
6.They are frustrated by the fast pace of change.

7.The complexity of the options makes them feel some what
helpless and hopel ess.

For sales people in areas other than the financia arena, theis-
sueslisted are different from what their buyer may face, but the tone
will bethesame. Listentothetone. These customers (whether they
are purchasing agents, buyers, general managers or other titles) are
lost intheir own world of pain. They face daily challengeswhich far
surpass the duties of their job. They are melding together persona
biaseswith dictated regulations. Your ability to weave your services
intotheir lifefabricisavaluabletalent. Getting beyond the specifics
of your product and onto a personal level with clients will produce
long-term relationships. Look for ways you can add value to their
life by exploring the integration of business and personal issues.

| learned along timeago | could not be best friendswith every
client, no matter how much | liked them. Infact, | purposed to not
become so knitted with them that | became their sole confidant.
The business associate | mentioned earlier used to refer to every
new prospect, as his “new best friend.” That's not what | mean.
But you can demonstrate you care by being a good listener, 1ook-
ing for waysto help, adding value and going beyond the simplicity
of the sales presentation.
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My biggest fear when | first discovered the power of relational
selling was this “best friend” syndrome. Think about the intensity
of the sale. It requires areal investment in the process. There are
facts to gather, information to process, hours of discussion and
evaluation. The personal involvement is often very high — espe-
cialy infinancial sales. All of the sudden, the transaction is com-
plete. What happens? You are on to the next deal. That leaves a
void in thelife of your client. “Where did he go? What did | say?
What did | do? He was here yesterday, whereishe now? We need
tofill that void and still be able to maintain our independence and
ability to build a client base.

Dealing Direct

As| continued to gain sales experience, | studied the common
denominators of my clients. | found what | really needed was to
learn to confront pertinent issues head on. | needed to bedirect and
speak to the prospect’s specific fears. Ignoring them or hoping they
would go away wasfoolish. My tendency wasto sidestep and avoid
tough issues. After all, avoidance is much easier than being direct—
but only at first. Eventualy, if theissuesarereal, you cannot avoid
them. It takes more courage to confront these BEFORE they be-
come problems than to wait for them to rear their ugly head.

| learned a very important lesson many years ago. | cal it the
compound curve of consequences. | have written extensively on
compound interest in my other books, so | won't repeat it here.
Sufficeit to say, compound interest isthe most powerful economic
tool. Growth occurs on ageometric scale (1,2,4,8,16,32) not linear
(1,2,3,4,5,6,7). Conseguences are geometric as well.

Thereiswhat I'll call, acompound curve of consequences. It
is far better to deal with your problems, right now today, than to
put them off. Putting them off only allows them to get worse (at a
geometric rate). When you arefinally forced to deal with your con-
sequences, they are likely to be significantly worse than when you
first tried to avoid them. When | learned this principle, | purposed
to deal with every problem immediately. It was far better than
having to deal with them after they had gotten worse.

Years ago, | entered into a business arrangement with another
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insurance producer. It took several months before we were ableto
bring our two organizations together into one facility. The first
day our new “merger” | knew | had made amajor mistake. Instead
of cutting the cord and undoing the mess, | persisted. | was afraid
of the pricetag of admitting failure. | was afraid of the fallout, the
embarrassment and many other sideissueswhich would inevitably
arise. So | hit the proverbial bullet and purposed to gut it out.

Threeyearslater, the problems| recognized that first day came
to ahead and the deal blew up. Weended upinalawsuit. Unwind-
ing wasfar moretraumatic and the pricetags (money, emotion, time,
energy, fallout) was amultiple of what it wasthat first day. Had |
known the first day what | knew when it blew up, which decision
would have been easier? | bet each of us can look back and see
how our fears have caused us to postpone major decisions, only to
find we ultimately had to face the problem, head on, no options.
And what happened? The consegquences were much worse.

The compound curve of consequencesis an important concept
to understand in selling. If we face our worst fears early, we can
minimize the damage. Whether itisa PR problem, a service prob-
lem, a delivery problem or whatever, clients respect courage and
boldness. They rarely seeit. How you deal with problemswill be
asignificant factor in setting yourself apart from the crowd in your
clients mind.

Riskless Selling

By digging deep enough, you will find every prospect hasreal
issues and real concerns. It doesn’t matter what we are selling, the
buyer is areal person with real problems. Once |l redlized | had a
choice, it was easy to seewhat | should choose. | could use acanned
selling technique, “magic words’ (manipulative in nature) and at-
tempt to coerce prospectsinto doing what | wanted themto do. Or,
| could deal directly with care and compassion, letting them make
up their own minds. Since “people do what they want to do”, |
wasn't risking much.

If | tried to manipulate, | risked my credibility. On the other
hand, if | was too direct and confrontational, | risked offending
them. Not everybody is ready for direct confrontation. They may
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not want avoidance, but they may not be ready for confrontation,
either. So | decided | needed a direct approach. Not one that was
manipulative or confrontational, yet one that allowed me to deal
on apersonal level. | call thisriskless selling.

Risklessselling means| am allowing the prospect infinitefree-
dom to bethemselves. | can be asdirect asthe prospect will alow
(sengitive to their mood), yet | can still give him enough space to
evaluate and think about hisissues. Most importantly, it makes me
go at his pace. If peopletruly do what they want to do, then | will
meet their needs. No matter what type of person you are dealing
with (direct or passive, outgoing or reserved, bold or timid), they
all want to be given their space. They must feel they arein control
of their destiny. Nobody likesto feel as though they are being ma-
nipulated or controlled.

But all good sal espeople know we have to make lemonade out
of lemons. So, | had to learn how to take this list of negatives and
turn them into positives.

Finding The Key To Common Objections

Let’sstop hereand review the basic rulefor overcoming a sales
objections. Thisisasimplerule. It says, “Whoever saysthe objec-
tion first, ownsit.” 1'll develop this more in the chapter dealing
with objections, but trust me, it's true! If you say the objection
first, as part of your concept, then the prospect will have a very
difficult time using it against you. However, if you once alow the
client/prospect to gain control of an objection, then you are forced
to play by their rules. That objection then becomes the reason they
can’'t move forward. This trap will reign holy havoc during your
entire presentation. Think about the objectionsyou have heard most
often. When the prospect successfully raises an objection, he uses
it until it doesn’t work anymore. My objective is to always antici-
pate the objection and then find away to makeit positive. By being
creative you can make the objection the very reason for him to do
business with you.

Why might someone not want to meet with you? Perhapsthey
arealready doing planning and feel they haveinvested enoughtime
in it aready. Another spin on this same objection might be they
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havejust completed their planning and they don’t want to go through
it again. They may be in the middle of some big project at work
and just don't have time. Perhaps, they just lost staff and they want
to wait to replace them before putting anything new on their plate.
There is no end to the list of reasons people are hesitant to move
forward. Economic set backs, economic boom times, lost staff,
new staff, new location, contraction and down sizing - it doesn’t
matter and besides, an objection is an objection.

When | first meet a prospective client, | need to adequately
and accurately express my understanding of the issues they are
coping with, without becoming too invasive. As| evolved an open-
ing interview, | experimented with various selling concepts, all
aimed at getting me to the next phase of the process — the fact-
finding interview. Eventually, | discovered | had left the most ob-
vious issue off thelist.

Too Busy

After | reviewed thislist of common objections, it became ap-
parent that being “too busy” was the most prevalent objection.
Every person, regardless of their status and wealth, feels over-
whelmed with some aspect of their life. Whether it is business,
money, children, marriage, family, or parents, life is fraught with
issues. They are caught up in those issues and often consumed by
the problems they face. We could say they are busy, in fact too
busy doing whatever it isthey have to do to spend much time deal -
ing with (you fill in the blank). You could say, they are
so busy being successful they are usually reluctant to allocate their
valuable time to discuss these subjects, especially with a stranger.
“Too busy” was the very key | had been looking for. | decided to
make it the central theme in my opening interview. Of all the ob-
jections| ever heard, “too busy” was used most frequently and was
the hardest oneto overcome. Since you can’'t make people do what
they don’'t want to do, you have go with their flow. If they want to
procrastinate, what choice do you have. If you push them too hard,
then you'll lose them. Procrastination always |eads to another call
and perhaps still another; that'sif | could even get through to them
again. After al, people do what they want to do, right?
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So | began to play around with being “too busy.” But therewas
moreto consider. Takealook at thelist of common concernsagain.
What elseis obviousfrom thislist? | think it isthe overwhelming
desire to have a plan that works. People of substance want to be

I’'mtoo busy! Tell him to come back later.

responsible and have a plan and virtually every successful person
has done some planning aready. | usually find their planning falls
into one of three categories:

1. In some cases, they think their planning is entirely adequate
and they have afalse sense of security.

2. In other cases, they know they have not taken care of their
tax obligations and succession/transition issues. They have
grave concerns about this shortfall. As a result, they will rely
on someone they trust sometimes (their favorite attorney or
accountant) and proactively attempt to resolve their biggest
issues.

3. Oncein awhile, | will find someone who has done a signifi-
cant job of planning. But often their planning was done several
years ago and when they find out what is possible, they become
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angry that the planning they have done has become obsolete
and they resent having to do it again.

For salespeoplewho are not in thefinancial servicesor profes-
sional service field, the issues are the same. Potential buyers all
have a false sense of security. If you truly have a product that
revolutionizes their usage, they won't know unless they listen. If
they are too busy to listen, then what happens? Put out cartoon
here. Either they won’t seeyou or if they do, they won't listen. You
have to overcome their lethargy. This can only be accomplished
by giving them permission to have afeeling of being overwhelmed.
They need a plan of attack and away to overcome their inertia

Invirtually all financial planning cases, thereis never redly a
coordinated plan which takes into consideration all of their plan-
ning issues. There are usually some big holesin the plan. Some of
the most overlooked itemsinclude: abusiness succession plan that
won't work, an incomplete tax plan, inadequate preparation for
retirement. Thereisalso very little thought given to thefairnessvs.
equity issues between family members except on a macro scale.

Denia isaso rampant. (By theway denial isnot ariverin Egypt.)
There is a high probability they have decided they cannot possibly
keep up with the changes and have given up. They have become
satisfied with their current arrangement. Some have delegated the
blametotheir attorney or accountant. Othersare confident their family
will figure out how to handle the problems after they die. Thelistis
inexhaustible. Asaresult, they don’t want to do anything.

Here's my point. Many are convinced they are helpless and
unable to deal effectively with the complexity and magnitude of
the planning problem. More importantly, remember, they are too
busy anyway. So, it iseasier to just ignore the problem and hope it
goes away. (Thisistrue of technological changes, aswell.)

Mr. Big

This resistance to doing anything is often masked by a tough
exterior which createsachallenging paradox even for an experienced
sales person. Take Mr. Big for example. He is often a success-
driven person. He is energetic and competitive, and will delegate
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responsibility, but rarely an authority. Heisusually self-made, very
intelligent and usually decisive. (Take an inventory of the common
characteristics of your most common prospects). Under this thick
veneer of projected competence, however is often fear and insecu-
rity. Hefearslosing hisbusiness, hisfamily, his self-esteem, maybe
even his job. He is often driven by hidden motives which aren’t
always readily apparent to those who know him best. There may
befamily problems, alcohol, drugs or workoholism. Quite often he
has children who have problems stemming from neglect and psy-
chological abuse.

There is usually a wall of pride as big as the Great Wall of
China and his mega accomplishments are often devalued by the
family issues which haunt his psyche. Thereis usually the prover-
bial dikewithaholeinit. Theplugisweak and tired and it isready
to blow. There is every probability he may be waiting for just the
right person to comeinto hislife and help him resolve these major
issues. But he also may fear opening Pandora's box. In order to
discover our role, we must just listen and learn.

What we have to remember here isthat most business owners
are independent thinkers. They have often taken extreme risks to
achieve all they have. They are egotistical about their life goals.
Their belief in their own self-sufficiency is paramount.

Remember though, they livein aparadox. On one hand, they
want to be independent and ignore the heavy hand of the govern-
ment. On the other hand, they know they need to solve these prob-
lems and these problems weigh heavily. They know it would be
foolish to let alifetime of success be destroyed because they were
too stubborn to take the necessary steps to protect what they have
done. These people are planners and really hate the thought of
losing what they have built, even when they are dead. The other
side of their dilemma is the intense need to remain independent
and not give into the system.

This very paradox is your opportunity. The fact they are “too
busy” isto your advantage. The fact that many of them have done
some planning and realizeit is probably inadequate, worksto your
advantage. The fact they want alogical method to help them make
adecision is also to your advantage.
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Finding The Right Key To The Right Keyhole

Having said all this, how do you organize all thisinformation to
effectively tap into this opportunity of meeting with thisreally great
client? You arefaced with the ultimate challange: to open their mind
towhat ispossiblein“30 seconds” But who's counting? Hereyou
are. You're in your meeting with this really great prospect and you
areready to start the process. But you've been here before and when
you left the last few times, you intuitively knew you wouldn’'t be
doing business together anytime soon. What did he say to you? Did
hetell you he already has an agent? Or did he say he doesn’t believe
in insurance? Was he not ready to do anything just yet or does he
have great advisors that handle everything?

You have heard it all before, haven't you? When this has hap-
pened to me, | leave frustrated and alittle angry at myself. | know
| should be able to do something or say something to let the pros-
pect know what | can do for him.

What could | have said that would have worked, that would
have gotten his attention? Where did | go wrong? How can | dis-
turb this complacency and self-satisfaction? Why couldn’t | re-
member that cute phrase | heard recently?What could | have prac-
ticed or prepared before this meeting that would have helped me
get to the next phase?

If left undisturbed, these prospects are open to undisclosed li-
abilities and potential family discord. Asfinancia counselors, we
possess many of the answers to their financial security, but they
hold the key to unlocking the door to their imagination. We not
only have to find the key, we have to find the right keyhole.

I mentioned before, that most wealthy prospects have done
some planning and this can be intimidating for us. It’'s even more
disheartening to find out they own substantial amounts of insur-
ance already. We must remember, these“ super” prospectsfeel they
have already invested substantia time and energy to solvetheir prob-
lemsand are skeptica we can bring anything meaningful tothetable.
If they agreeto seeus, it isusualy out of courtesy or respect for the
referrer. They generally dispatch us with the skill of a surgeon, a
skill developed through years of practice. “Talk to my controller,”
they say. Or, “Gee, I'll need to discussthiswith my trusted attorney.”
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The net result is often the same — another “good prospect” deleted
from our inventory or put into the “chinaegg” file.

The Key IsRiskless Selling

But it doesn’t have to be that way! | believe riskless selling
can solve these problems. You can disturb and prod even the most
confident prospect into taking action. It just requires patience and
wisdom to understand the dynamics of their thinking.

Truthfully, I think most salespeople are too hyperactive. They
lack patience and don’t allow the prospect time to decide what
they want to do. The very personality characteristics of the sales-
person who islikely to appeal to atypeA (the prototypical driver)
prospect are the very characteristics which cause the salesperson
to give up in frustration when he can’'t get an immediate decision
from the prospect.

Make no mistake about it, patience is KING! It takes a long
timeto grow an oak tree. It takesreal skill and enduranceto land a
sport fish. Most sport fishermen tell meit can take up to 6 hoursto
land a big game fish on the deck. What makes us think it won’t
take a commensurate amount of time to bring these “ super” pros-
pectsto adecision?

Now you might be thinking you don’t have “ super prospects.”
| would suggest you do. The“big case” isrelative. Even if you have
areally good case, the way to deal with every prospect isthe same.
Infact, sometimesasmaller caseisharder to sell smply becausethe
cost represents alarger percentage of their income. However, don't
focus on the size of the case, focus on the sales dynamics.

The“Too Busy” Obstacle

For each prospect, the puzzle of caring and loving is going to
be different. But as | mentioned earlier, we do know they share one
basic trait-they are too busy! They have made decisions which place
aninordinate demand on their time. Between their businessand social
obligations, their home life and personal time and their charitable de-
gres, they are often overwhelmed by their life style. As a result, we
represent yet another intrusion on their time. But hereis our chanceto
turn those lemons into lemonade - the judo move of sdling.
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If they are too busy and we know thisis the case, then thisis
also their Achilles heel-their one weakness that we can use to our
advantage. On some level, they know they are vulnerable to the
multiplicity of changes the government has imposed on all of us.
Sure, they have relied on their advisors to help them keep up with
the changes. But every timethey get together with their attorney, it
costs $1,000 or more and then they haveto do it again and again. If
they need aquick answer ... over the phone.... it costs $175, and so
on. Their penchant for avoiding these nit-picking billsopensadoor
of opportunity for us.

Our ‘super’ prospect might cynically ask us why we think we
have all the answers. My responseisvery candid. We areideamer-
chants and facilitators, not technicians. My job isto stay on top of
the new planning ideas and find competent advisors who can con-
vert these ideasinto workabl e solutions that will actually solvethe
problem. It isimportant to stress the teamwork nature of our busi-
ness. Today, no one person or organization can be all thingsto all
people. We can coordinate their existing advisorsin a more effi-
cient manner to minimize the cost.

The*Advisors” Obstacle

Most ‘super’ prospects use their advisorsasashield. But they
don't really understand the professional’s dilemma. This dilemma
is just another component to our “too busy” equation. The client
may subconscioudly realize, but not want to accept, the falibility
of their legal and accounting advisors. Good advisorsare a so “too
busy.” They are swamped with too much work! They have, in many
instances, ceased being a planner and become just a scribe. The
complexity of execution has converted most professionals into a
transactional mode. Write a document, do a tax return, research a
problem. They rarely havetimeto call up and just brainstorm prob-
lems and opportunities. These advisors are just too busy to really
meet the unspoken expectations of their clients.

The closest many advisors get to being pro-active in their cli-
ents affairsis holding client seminars to update their following on
recent tax changes. Others might do amassmailing which announces
the tax changes that will apply across the board. These mailings are
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not specifically tailored to their clients. | have had many advisorstell
me they have been trying to get Mr. Bigin to do their willg/buy-sell/
estate plan/etc. for months/years. They are so glad | could convince
Mr. Big to do this. | believe they are being genuine.

It is important we thoroughly understand the plight of the
advisor. Our studies show that MDRT membersreceive less than
3% of their business |eads from referrals by attorneys or accoun-
tants. Yet, these advisors control some aspect of virtually every
significant selling opportunity you will ever have. | find most
agents view these advisors as the enemy. Frankly, every major
sale | have ever completed was with the advisor being actively
involved. Why? Because | include them in every phase of the
process. They were able to give me input into the plan. They be-
came the guy nodding their approval, instead of trying to shoot
holesin my sale.

Faceit! Theseadvisorsarejust like any of us. They need to look
good to the client to maintain their credibility. They must play a
significant role to feel they have been valuable. So why not let them
look good to their client?It'sa“win-win” situation for everyone. Do
we care who is the hero? In some cases, | think we redlly do! The
insurance companies have convinced us we need a standing ovation
every time we do something good. Bring on the plagues! | say, let
the advisor take credit for your ideas and initiative. If all you get is
thejoy of knowing you wereinstrumental in the transaction and you
get paid commensurate to your contribution, isn’t that enough?

Rules of the Game

If you follow the rules of riskless selling, the only problem
you will haveto resolveishow to deal with the prospect if therules
to the game change “ mid-game.” Tell me the rules of the game and
I’ll tell you if | even want to play. Aslong as the gameisfair and
the rules are clearly defined, you can usually find a way to win.
But often, what happens? We becomefearful. We become so afraid
of our own shadow that we avoid establishing the rules of the game
up front. When it gets down to the end, the close of the sale, the
client often takes control. Remember, you cannot |ose something
you never had. Yet, I've seen agents hang on for dear life for fear
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they will lose the sale. Why do they hang on if they never had the
sale in the first place? But just the thought of having the sale is
enough to encourage most agents to keep trying. Unfortunately,
having “nothing” doesn’t pay the bills.

So, what does this have to do with opening the case, anyway?
EVERYTHING! For you seg, it is during this opening gambit
and the subsequent factfinder that you make the sale. Think of it
as apeg in a peg board. You are placing pegs in the board each
time you get acommitment. These pegs are to hold each piece of
the commitment. These commitments are the most important part
of the sale. They are the rules by which you play—managing cli-
ent expectations, handling the specter of competition, converting
the advisor to an ally. All of these rules become the way you
complete the sales process. They make it possible to hold the
prospect accountable. But, be very careful to not overcommit in
the beginning to what you are going to do for them. It is better to
promise alittle less and deliver alittle more than to fail to meet
their expectations.

My “Too Busy” Opening I nterview

Okay! | promised | would share my Riskless Selling approach.
So let’'s go. | have been using this exact interview since 1977.
Why? It works, that’s why. It works better than anything | have
ever tried.

Building Rapport

We know every meeting starts out with the rapport building.
You know this part of theinterview well! It's like one might visu-
alizeamating dance. Youwalk in, saunter around the office, maybe
sit down. You smile, he smiles. You comment on the weather, your
prospect agrees. You mention the friends in common and he says
nice things. He tells you about his recent trip and you notice his
trophies on the wall and compliment him on the nice fish, hisnice
desk, his nice telephone, nice painting and then finally, after what
seems like an interminable length of time, he starts to look bored
and begins to wonder when you are going to get to your point.
Why are you here?
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At this point you had better be ready with your 500mm salvo
because the clock has started ticking and you have exactly 30 sec-
onds to make a good, lasting impression. | figure this is crunch
time - make it or break it. So | lead with my best thought. | intro-
duce the concept of being “too busy”.

| say, “Mr. Smith, as you may know, we work with a lot of
successful business peoplejust like you and | have found they all
share one major thing in common. May | share what I’'ve learned
from other successful businesspeoplelikeyou?’ (1 awaysask per-
mission because it implies consent and given them control of the
process.)

“I’'ve found they are all so busy being successful doing the
thingsthey haveto do to keep their businesses going that they have
virtually no time to pay attention to all of the changes going onin
Washington. Do you ever feel overwhelmed by all of this constant
sea of change?”’

Now, wait for hisresponse. (Thisis one of those poignant
pauses we hear so much about.) Most of the time they are cu-
rious about this common denominator. The response is never
exactly the same, but it is always the same. Remember, selling
isinitially adversarial. He expects you to ask him to buy and
heisprepared to say no. But the paradox is he knows he should
be doing something and really wants help, otherwise you
wouldn’t be there. If he believes you have an answer to this
thorny issue, then he might listen. Believe he wants help and
cling to this belief. If he was not interested in SOMETHING,
you would not bethere. Your goal isto discover why he granted
you an interview.

When | use“too busy,” | seethe tension of our meeting of this
moment recede as he begins relax. Sometimes the prospect will
smile that knowing smile of agreement. The stressis reducing and
abond of intimacy beginsto form. Someone understands, hethinks,
he hopes. On some level, he knows I’'m right and he knows heis
vulnerable. As the meeting progresses, | then continue and share
the next common denominator.

“Mr. Smith, | have discovered that everyone we work with has
aplan by design or default.”
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Design or Default

Don't forget, your prospect has probably done some planning.
But they are often angry the proliferation of change keeps coming
and nothing ever stays stable. What was once a plan by design can
easily become one of default just going through the vortex of time.
A plan by default is still aplan. If you don’t have awill, then you
die intestate. Thisis also a plan, but it is one now by default. If
there is no buy/sell agreement, someone still buys and some one
still sellswhen desth occurs. So thereisatacit buy/sell agreement,
it just may not be in writing. Likewise, when someone retires, if
thereis no retirement plan, they will still become old and need an
income. Will they haveto cut back on expenses?working?Again,
thereisaplan. It just may not be the one they want.

This concept of default, plays right into what the prospect has
alwaysknown. But it isimportant for you not to make him feel any
blame or shame. If they choseto fedl it on their own, so beit. You
need to be neutral. “Too busy” gives him alogical reason for the
problem and he feelslike heis not alone. Thiswill give them the
excuse they need to rel ease the shame and start moving again. It is
very powerful and should not be minimized.

Pricetags and Alternatives

“Mr. Big, every plan has a price tag. In other words, thereisa
measurable economic impact for every plan. Our firm measures
the economic pricetag of your plan. We do this by creating an
economic model of how much your plan would cost if it were op-
erational. We then create models of alternative plans, which may
be better suited both financially as well as emotionally, based on
your goals and objectives. These aternatives have a pricetag as
well, and we can help you measure the difference in price. Do you
know the pricetag of your plan?’

Let’'s review the psychology of these points. First, being too
busy gives the prospect an excuse, away out. It releases him from
having to feel any guilt and responsibility. Being “too busy” pro-
vides alogical excuse for not having the time to keep up with the
constancy of change. More importantly, it is something everyone
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experiences. By releasing the blame and guilt, people become more
willing to risk planning and to accept the inevitable. It iseasier for
them to find a reasonable way to deal with their fear. “Maybe,”
they think, “this person can help me!”

The next point is default. The prospect understands default.
He knows he gets new business because of default. He takes ad-
vantage of hiscompetitors because of default. It isnot hard for him
to understand that his plan is constantly going be outdated. Default
releases his blame. It explains why he feels vulnerable. More im-
portantly, he knows must face a decision. Does he want to be a
victim of default? As he beginsto identify with these common de-
nominators, he relaxes and understands he is NOT ALONE. Be-
causeit does not reflect on him personally, he can agreethat it also
impacts others and he can accept what you are saying in ageneral
way. You are giving him an “out.” You are not threatening his self-
esteem by telling him he is dumb or has made terrible mistakes.

The final point of alternatives, | believe, clinches the deal in
hismind. Every plan has an alternative. Thisislogical. They intu-
itively know there are many ways to accomplish the same thing.
The concept of alternativesisagreat way for the prospect to assess
his situation and not feel pressured. He knowsthe concept of alter-
nativesistrue.

Consumer studies show most consumers want to know their
aternatives. They like knowing they have a choice. If you don’t
give them a choice, then doesn’t it make sense he will go get them
from someone else? We need to give them the whole picture, not
just aportion of it. If the prospect is going to trust you, then he has
to feel you are going to tell him the whole story. When you add the
pricetag aspect, it puts the alternatives on a business basis. He can
see a logical business approach to the problem. Identifying the
pricetag makes sense to him! When you say he doesn’t know his
pricetags, you are right! He doesn’t. So the offer to determine the
pricetag isan appealing option, becausein the back of hismind, he
wants to know what it will cost.

Think about yourself. When you decide to purchase an item,
do you cost compare? Most of usdo. Nobody wantsto be thought
thefool. Thiscomparison shopping syndromeisbuilt into the heart
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of every buyer. Toignoreit, isto set yourself up for failure. On the
other hand, where is your incentive if the buyer is going to take
your ideas and then find the lowest bidder? You have to be pre-
pared to handle this objection. Or as| said before—own it.

Closing the Interview

After I've presented logical and effective reasonsto movefor-
ward with the process, | bring the interview to aclose. Animpor-
tant key to moving from the opening interview to ultimately clos-
ing the sale is how you handle the “How do you get paid?’ ques-
tion. You need to practice and practice until you feel confident you
can clearly communicate your value and what you bring to your
client. That value varies depending on your client’s needs and the
level of his sophistication.

Suppose the client is unsophisticated or has a small business
or small net worth. | leave the opening interview at the “too busy”
level and close the thought with how we get paid. The client al-
ways wants to know what it will cost for us to prepare these eco-
nomic models. If he doesn’t raise the issue, you must to it. Itis
important to address this subject in the opening interview. | start
with what | call “The Two Profits” (And | don't mean the two
prophets Elijah and Elishal)

“Mr. Big, one of the questions | always get asked is how much
it will cost to do this planning. May | share how we work with
clients? | havelearned | need to invest in the relationship with my
clients. |1 must invest time and energy to demonstrate our value
and commitment toyou. | havelearned therearereally two sources
of profit in my business.

“The first profit comes in the planning stage. It is fee based.
We charge an hourly fee that coversour cost, our overhead and our
profit. The second profit comes when the plan is implemented.
Usually financia products are used to accomplish the determined
objectives and to make your plan more efficient. Commission on
these products is paid by the vendor to the financial planner who
implements the products.

“As afirm, we think you should only pay one profit to us. If
you decide to let us do the planning and implement the products,
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then we will charge you only our minimum planning fee and de-
lete the profit. We will get our profit from the product sponsor.

“However, some clients prefer to do their planning with us and
their product business with someone else. They realize, of course,
they will be paying two profitsin that case, onefor the planning and
onefor the product. Which way would be most acceptable to you?”

If you are uncomfortable with collecting fees, thereis another
approach. | tell the client there are three ways that we can be paid
for our services—fees, commissions, and referrals. | tell theclient,
“Most people don't like to pay fees but are willing to compensate
us through commissions paid by the vendor on the products we
implement for them and by referrals. Being introduced to quality
people like you reduces our marketing costs and allows usto spend
more time servicing the clients who need our help.” Don’'t under-
estimate the value of a good referral. In closing then, | tell them
we are happy to work with whatever combination of fees, commis-
sion and referrals makes them the most comfortable.

Concisely and confidently communicating the val ue of theyour
servicesin the opening interview is crucial to moving into the next
step of the sales process whether your client’s net worth issmall or
large. But how do you communicate the importance of your role
when Mr. Big has surrounded himself with advisors whose whole
function in life is to protect him from buying? 1've had enough
experience with these “guard dog” advisorsto realize | needed to
develop aconcept to overcometheir objections. | call itthe* Three
Circles of Wealth.”
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CHAPTER EIGHT

T hree Circles
of Wealth

A word picture or story is a powerful way to give pro-
spective clients information by taking the abstract and

making it concrete-visual. We can obvioudly just say what we mean,
but often it is difficult for the listener to truly hear what we mean
because biases and previous experiences block their ability to fully
comprehend the ramifications of what we are saying. By creating
a story, the listener ascribes his own feelings and experiences to
the story and identifies with the emotion and concepts. A word
picture brings a new meaning to what you are trying to communi-
cate.

| designed the “Three Circles of Wealth” story as aword pic-
ture to be used with amore sophisticated client. Knowing hedidn’t
build his successful business without the advice of an attorney and
a CPA, it was unredistic to think | could just waltz in and start
working with him without dealing with his protective advisors. So
for the advisors that aways come with the client of significant
wealth, | needed to expand what | had already introduced— Too
Busy,” “Design or Default,” and “Price Tagg/Alternatives’—to in-
clude the advisors and their objections.

Three Circleswas designed specifically to blunt the objections
of the advisors. Remember now, whoever owns the objection con-
trolsit and | want to control their objections. Their objections are
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too important to try to bypass, hoping they will go away. By tak-
ing thetimeto set up the story with “too busy,” “design or default,”
and “price tags and alternatives,” the benefit is a bonding and a
common understanding. This rapport creates the receptiveness
needed to shift into the Three Circles of Weath. With this shift,
other benefits begin to accur. The Three Circles story works as a
mini factfinder and it demonstrates the complexity of the financial
tools available to the prospect. Watch how these benefits unfold.
“Mr. Smith, when we have worked with business owners like
you, | have found they have three primary areas where they invest
considerable money. | call these the Three Circles of Wealth:
“Wealth Accumula-
tion, Wealth Succes-
sion and Wealth Pres- $ \
Wealth
Succession

ervation.

“Each of these
circlesinvolvestheuse
of unigue investment
and legal tools people
use to achieve their fi-
nancial goals. In addi-
tion, we find the
people we work with are often spending thousands of dollars in
each of the circles as they try to achieve their objectives.” (I then
draw three circles side by side but not touching.)

“The Wealth Accumulation Circle represents all of the tools
used to build wealth using both company dollars and personal dol-
lars. Pension plans, profit sharing, 401K, thrift plans, and
nonqgualified plans are all common tools used to convert taxable
income into capital. The strategies of the ‘80’'s are no longer the
strategies of the ‘90's. Did you know 75% of al pension plans
have been terminated because of new laws? Maost companies are
switching to 401K plans becausethey areless expensive and allow
the employee to participate. But the IRC415 limits have left the
highly compensated employees with reduced benefits. We have
developed ways to fill this deficiency.”

“The Wealth Succession Circle represents all of the common
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tools used to pass ownership from one generation to another or
from the family management team to professional management.
These tools are buy/sell agreements, stock options, 303 stock re-
demptions and cross purchase agreements. But these tools can also
include compensation planning, bonus structures, sal es compensa-
tion and fringe benefits. You can diversify your holdings in your
company today TAX-FREE. Would you liketo pull out 30-50% of
your company’svalue ... in cash?”’

“TheWealth Preservation Circlerefersto all of the tools used
to pass assets from one generation to another at the lowest cost.
They include charitable trusts, QTIPs, a marital deduction trust
and liquidity concerns. We can help you discount your taxes 80%-
90% using your corporation’s cash flow. We can create tax-free
capital with tax-freeincome. Thiswealth preservation is done free
of estate tax and income tax.”

Now comes the fun! The prospect is probably thinking he is
paying severa advisors to help them do all of this. But before he
can express this as an objection, let's do objection judo and turn it
into a positive. Whoever owns the objection, controlsit.

“Mr. Smith, if you are like most of our wealthy clients, you
have several advisorsyou rely on to help managethesethreecircles
for you. I’'m sure you have an attorney and an accountant, don't
you? What about a financial planner? A money manager and an
insurance agent? Is that
accurate?’

By asking these
guestions, it keepsyouin
a factfinding mode and | LB

o

e
prevents the prospect of of

from turning your ques-
tioninto anabjection. As
long as you are not
threatening him with
what he should believe
or buy, your questions
can bevery direct and to

the point. You can obtain virtually any information as long as you

CPA

CFP

Ins. Agt

Trust
Officer

o
o

o

o
o
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don't attempt to use the information to make a point. Thisruleis
extremely important to remember.

As soon as you turn your questions from being an advisor to
being a salesman, you lose your ability to factfind. Alwaystry to
keep in afactfinding mode, be low key, be nonthreatening. When
you expose your agenda or you try to convince them of your point
of view, you change the whole counseling nature of the discussion.
Continueto seek information until you have enough data. Remem-
ber, thisisriskless sdlling.

The Interrelationship with the Advisors

“Mr. Smith, may | share what we have discovered happens
with these advisors? They are usually so busy being successful
themselves, barriers are erected between the circles, which prevent
effective communication with their clients and with each other. As
a result, inefficiencies are created in your circles. The left hand
doesn’'t always know what the right hand is doing. You may end up
spending more than you need to in order to get the job done.”

Depending upon the response you get, thisline of thinking can
achieve several objectives. In some cases, you'll discover the advi-
sors are talented and
competent. If thisistrue,
then you want to meet
them and start devel op-
ing a relationship with | L8 o i
them. Hopefully, you
may know one or more | ©PA o o
of them. Using Three | .., o
Circles gives you an op-
portunity towork asafa | Ins. Agt o o
cilitator to bring all the
partiestogether todlimi- | oueer & of
nate the inefficiencies
you spoke of .

In other situations, you may learn that the prospect doesn’t
really like their attorney or CPA. Virtually every prospect will tell
you they like their advisor, even when they don’'t. But if you give
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them alittle time to discuss what they like best about their advisor,
you may discover the advisor has not done a particularly effective
job. Then you have areferral opportunity to your team of advisors.
You win either way. | have found the prospect rarely will say no to
Three Circlesreasoning. Heinstinctively knowsthereare areaswhere
he could be more efficient and effective. You have given him alogi-
cal reason to let you work with histeam to pull things together.

“Mr. Smith, thislack of coordination between the Circles cre-
ates an opportunity for us to work with people who are busy like
you. Because the advisors are so busy and often unable to keep up
with the volume of change, our firm teams up with them to bring
you updated information. Often
wefindwelook at thingsalittle
differently. We attempt to com-
bine these circles like this ...
(Now | draw them like Olym-
pic rings.)

“Notice how each circle
overlaps the other ones. This
represents the many opportuni- 2% 3x
ties to combine tools and solve
common problems with the
same dollars. We can often achieve double and even triple duty
dollars. There are ways to combine tools and use them in more
than one circle. You have aready made the decision to invest sub-
stantial dollars in your planning solutions. If | can show you an
acceptable way to get double or triple duty from your existing dol-
lars, would you find this interesting?”

Thewhole point of this explanation isto demonstrate that cre-
ative planning can convert the dollars he is already allocating to
the various solutionsto away he can get more “bang for his buck.”
Notice, | call the place wherethe circlesoverlap threetimes*“triple
duty” dollars. The place where the circles overlap twice is called
“doubleduty dollars.” If you could find away to make your money
more efficient, would you want to know about it? It'sarare pros-
pect who could resist discovering ways to get more value for his
money. All you can really do ismake your offer enticing. But it has
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to make sense-it hasto bereal. In other words, you must learn the
tricks of the trade and be able to actually help them - now there'sa
novel concept.

At thispoint, either the prospect isgoing to agreeto let you see
his planning ... OR ... you will get some objections. But first, he
will probably ask you how you get paid.

How We Get Paid-The Second Filter

| have mentioned the importance of the second filter severa
times. Let'slook at it now and see why you need to employ it. This
isan important part of thefirst interview and often overlooked. “If
you don’t work for free, how do you get paid?’ The prospect knows
you don’t work for nothing. You know he is fee sensitive, just ask
him how he likes to
pay fees to his attor- Filter Filter
ney and CPA. Heaso
knows he doesn’t
want to buy anything
new, so you can't get
paid with a commis-
sion. By offeringtodo
this analysis and pro-
vide an overview of
his existing plan, you
need to set his expectations properly.

“Mr. Smith, may | ask you an important question. If you al-
lowed us to look at your current plan and then we came back to
you with areport showing you how you might combine thesetools
to achieve better efficiencies, isthere any reason why you wouldn’'t
do business with us? | want an opportunity to earn the right to do
businesswith you. | amwilling to invest my resources inthisrela-
tionship to see if there are ways we can help.”

This approach alows me to turn the proverbial lemons into
lemonade! | have taken control of the advisor objection and of-
fered to review his planning for the right to build the relationship.
Most good business people like new ideas, but they don’t want to
pay for them.

. FACT
. OPEN . FIND

33888
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Bruce Etherington, from Toronto, Canada, cals this“the deal
before the deal.” | call it the second filter. It comes after you have
donethe Three Circles mini-factfinder in the opening to determine
whether you want to do businesswith this person. Remember, your
first filter protectsyour magic box and putsyou infront of theright
type of prospects. The first filter has brought you to this specific
point inthe process. But thefirst filter isnot enough. If you want to
increase your productivity, you need to make certain you are not
putting the wrong type of paper into your Magic Box. You need to
find out exactly what opportunity exists and then determine whether
you want to pursue it.

That may sound crazy, but determining whether you want to
pursue an opportunity is what maturity is all about. You have to
know your limitations and capabilities. If aset of problemsis be-
yond your expertise, admitit. You havetimeto bring inthe calvary
BEFORE you blow the deal.

The second filter will save you a lot of time and heartache.
Remember, if the prospect is not willing to agree to your proposed
deal now, then he certainly isn't going to agree to it later. We can
waste alot of time, energy and effort helping people, only to find
out the deal was different than weimagined. We need to get acom-
mitment up front. We need to set the expectations properly. You
can't lose something you never had. It is wishful thinking to be-
lievethat thisprospect will feel obligated after you have done some
work. Find out now who he does business with and whether you
have a chance or not.

If this sounds painful, (and it is) then remember back to the
last time you lost a sale. How painful was that? Can you remem-
ber? Now, ask your self, when did you know you were going to
losethat case? Most sales people, if they arereally honest about it,
will tell you they knew at the beginning of the sales process. They
were uneasy about the case and knew they would have trouble
making the sale. They knew BEFORE they had put any real time
and energy into the sale. If that is true, then why did they pursue
the sale?

Most of us are the same. We believe in our heart of hearts that
we can sell anybody anything. We have the confidence that if we
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just hang in there long enough, say the right words, give the pros-
pect enough opportunity to say yes, they will eventually buy. But
thisideaof salespower istotally against the reality of how buyers
process information.

An Unwilling Buyer

When was the | ast time you did something you didn’'t want to
do? How didit fedl? I'll bet you were so excited about that expe-
rience you could hardly wait to do it again? Right? Wrong! Most
of us would do anything within our power to avoid having to re-
experience a bad situation. Most of us are pain avoiders. If we
know it's going to hurt, we will walk miles around a situation to
avoid having to deal with it directly.

I's there any reason to think our prospective buyers aren’t the
same way? Isthere any reason to believe they are going to hang in
there with us as we badger them into doing something they don't
want to do? That'swhy | say people will only do what they want
to do, when they want to do it.

Now | will grant you there is an occasional weak prospect,
who is susceptible to charismatic sales prowess. But | certainly
would not want to try to build my career on consistently finding
them. No! Buyersare only going to do what isin their best inter-
est. If thisistrue, then our selling process must give them every
opportunity to exercise their right, hold on to their dignity and al-
low them the ability to feel they are being treated with respect.

This sounds logical now, but how many of us have fallen vic-
tim to the belief we can sell ice to Eskimos? Some sales managers
cannot allow their sales staff to fedl defeated. So they use manipu-
lative jargon, immature motivational methods or the other 1950's
sales material to keep their salesmen moving.

Wasn't it PT. Barnum who said, “There is afool born every
minute”? If wejust search hard enough and often enough, wewill
find them and make asale. But there isahuge difference between
making asale and building acareer. A career-minded sal esperson
cannot afford to use undignified, disrespectful sales strategies on
their best prospects. Thereis no futurein it.

It isimportant to establish up front how you are going to work
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together. This will be the foundation for your long term business
relationship with this client. If you “make the deal before the deal”
properly, you will have a beneficial relationship. But if you fail to
usethe second filter, then you will run therisk of being disappointed.

Assume your prospect doesn’'t ask how you get paid ... then
bring it up! Remember, thisis your second filter. Thisis how you
to makeyour first filter effective. You need to find out several things
about your prospect to place him into your Magic Box.

First, you need to know he has aneed. Second, you need to
know if he can afford to do what you recommend. Third, you need
to find out if he will do business with you. Finaly, you need to
determine if he can make a decision.

Two Profits

| mentioned the idea of Two Profits before - but it bares repeat-
ing. Thisisbasically the same approach | used before, when | didn’t
gointo the Three Circlesstory. | say, “Mr. Smith, | think it isimpor-
tant for you to know how we get compensated. Our firm workson a
comination of fees paid by the client and compensation paid by the
vendorsof financial products. We have found there are two wayswe
can charge fees—retail and wholesale. Our retail feeis based on bill-
ing you our standard hourly rate. It covers our overhead and profit—
much like your CPA or lawyer. That way, if you decide you want to
purchase a product, you can use anybody you want. You pay us our
profit for doing the analysis and then you pay the other profit to
whoever you typically purchase your products from.

“Or, you could elect to use us on awholesale basis. In this
case, we only charge the actua “hard costs’ we invest in doing
your study. We simply eliminate the profit and overhead portion of
thefee. A company likeyours purchasesalot of financial products
during the course of the year. You probably purchase group ben-
efits from a broker; you have a 401k plan and there are other ben-
efit plans as well. Your representative gets a fee for servicing the
account. But, what services do they really provide?

In many cases, redirecting the compensation they receive for
providing limited service, can offset the costs of doing thisstudy and
help you implement the changes you need to make. In addition, we
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find there are often additional products required to complete the
job you have started. By doing business with our firm, we offset
our overhead for doing the analysis. Our profit can come from any
revenue you would pay ordinarily to another broker. So you basi-
cally have a choice, Mr. Smith, you can either pay the profit once
or twice.

The“l have an Agent” Obstacle

What if the prospect has an existing agent? Most successful
business owners, especialy if the company is substantial, already
have somebody they are using for many of the services we pro-
vide. The question is, who is the agent? In some cases the agent
will be avery professiona and talented advisor. Why waste valu-
able time competing against a good agent? There is alot of busi-
ness out there.

On the other hand, it may make sense to go head to head be-
cause the client is prestigious and there will be outstanding con-
tacts generated from the relationship. “The deal before the deal”
needs to address exactly how the prospect is going to make this
decision. If you can’t satisfy yourself that you will befairly treated,
exit stage right.

Thefinal alternativeisto do joint work on the case. There may
be reasons why neither of you wants to compete with each other,
but joint work is difficult and requires a firm agreement up front.
It isimportant to differentiate between your services and those of
the other agent. Thisiswhy you need to have aclear understanding
of your image, your business philosophy and how do you convey
this philosophy in your business and to your clients?

| have found most people are loyal to their current advisors,
especially their life insurance agents so it is important to handle
thisobjection carefully. If you attack the other agent, it could back-
fire. You might blow your creditability. Many people are turned off
by any signs of greed. Ruthless criticism never wins many friends.
Besides, you ultimately want this same loyalty shown to you.

Silence is often a more potent killer. My mother told me, “If
you can't say something nice about someone, don’t say anything at
all.” When someone intentionally attacks another, | find myself
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guestioning their motives. In a sales interview, it is important to
put your best foot forward. If criticism is warranted, there will be
another time for it.

ThreeTerrific Truths

| have utilized three philosophies during the years. Firt, if a
mistake is made, whether | have madeit or the client has madeit, |
take responsibility for it. Therefore, | feel | should make it right.
Even if this costs me some profit on the case or causes meto actu-
ally lose money, it isworth it to know | did the right thing.

The second “philosophy” is... don’t ever burn bridges. Lifeis
too short to go out and stink up your marketplace with egotistical
pride. I've seen agents respond with foolish pride and “win” the
battle. But people never forget. You have the choice to make abig
thing out of asmall matter or accept the responsibility and let it go.
Tom Peters has said repeatedly that one unhappy ex-client will tell
everyone they can about you. You don't need that kind of help.

Thethird philosophy relatesto problem solving and complaints.
Getonit... NOW! | think about how | feel when | want something
done. | can’t relax until | know the solution is in process. | think
others feel the same way. Develop a sense of urgency to resolve
problems quickly. | will confront anything which is detrimental to
me, my business or the well being of my clients. This has always
been a successful strategy.

Perseveranceisan Important Key to Success

Winston Churchill was asked to give the commencement address
to aboys' school in England. After aflowery introduction, thisdistin-
guish statesman and world |eader took the podium. Hewaited for the
applause to die down, cleared his throat and said these eight words,
“Never, never, never, never, never, never, never quit.” Then hesat down.

| have found many of the prospects | approached and cases |
lost five years ago are open to doing business today. Perhaps the
solution or agent they chose instead of me didn’t work out or they
liked my ideas but the timing wasn't right. Too often the case goes
to the agent who wasin theright place at theright time. Let’slook
at how this comes about.
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Many of the best prospects started businessin their garage years
ago. They became successful and have enjoyed dramatic growth
during the last few years. They hired their neighborhood attorney,
and local CPA to get them started. Somehow, their agent met Mr.
Prospect and won his confidence. The agent sold him some term
insurance and a group health plan. He's been there ever since.

It is not unusual for Mr. Smith to replace both his attorney and
CPA during the years. As his business has grown, his needs have
changed and he has had to find advisors who could help him grow.
He has made the appropriate decision. The survivor istheinsurance
agent. Why? Lifeinsuranceis perceived as acommodity, not neces-
sarily aservice. Most buyersfedl they need to get the best price and
they deal ontrust. If that trust isever disturbed, then there may be an
opportunity to do business, but usually not until then.

If Mr. Smithisaloyal, honest person, hewill admit to youinyour
opening interview he has an agent he trusts. When this happens, | say,
“Mr. Smith, I'm not surprised to hear you have an agent.” Of the “3
R’s of objection” — repeat, reassure, and resume —thisisthe ‘repeat.
“Infact, | would have been surprisedif you didn’t (reassure). But what
| have discovered is most people outgrow their agents (resume).

“Asthe laws change and the specific applications of planning
tools are better understood, sometimes old friends are often out-
grown. They aren’t able to keep on top of these changes. | spend
four to six weeks each year in continuing education. | do this to
keep from falling behind and having clients outgrow me.”

Thebest clientsalmost aways have an agent. If youdon't learn
to handle this objection, then you will be passing by alot of busi-
ness because invariably, the prospect is under planned. Unfortu-
nately for them and fortunately for us, even though they have an
agent, thework hasrarely been done. And eveniif it has been done,
itisprobably outdated or even sloppy. Why accept “1 have an agent!”
as the final word? Find out for certain they are doing the job.

We have al heard the “ second opinion” response. If insurance
companies make doctors do it, then shouldn’t you do it as well?
But if canned answers are insulting, if | come across too slick and
polished, then the client may feel uncomfortable. The best answer
isthe honest answer.
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“Mr. Smith, | mentioned early in our meeting that most people
are “too busy” to pay attention to these changes. | can assure you,
if you allow me to review your program, two things will happen.
First, you will get a competent review and possibly, alist of areas
for you to reconsider. And second, | promise | will never recom-
mend changesunless| can proveto ALL of your advisorsit makes
sense. All | want is an opportunity to earn your confidence and
loyalty. And just as with your current agent, | hope you will come
to value us as one of your most trusted advisors.”

Again, the theory is to get up to bat - have the chance. Once
you have it, then you'd better do something professional with it.
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CHAPTER NINE

Nothimg But
T he Facts

o tell me then, why do people buy? Any sales person
would like to know why people buy. | sure would! It
would make our life as a salesperson so much easier. Well, before
| give you my answer, there is some more thinking we have to do.
There is substantial research proving you can read intent by
watching which way the eyes move. By mirroring behaviors, you
can lead your prospect into compatible thought patterns. People
who relate to hearing need audible communication. Those who
relateto seeing need visual. But doesthat seem somewhat manipu-
lative to you? Wouldn't you rather just enjoy discovering the real
persona? L et the prospect go where he wantsto go and do what he
wants to do. After all the prospect is going to do that anyway. He
will be happy and you will have along relationship.
Aswehavelearned together, the opening interview isdesigned
to develop an open-ended discussion with your prospective client

IDENTIFY OPEN = DESIGN PRESENT IMPLEMENT

about his hopes, desires and goals. If he agreesto let you explore
his alternatives, then you have taken the biggest step towards a
sale. Once you get through the opening interview and he has given
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Filter Filter you permission to do a
factfinder, you are virtually
home free. MDRT studies
» show that 85% of all
» o » = factfinders end up in sales.
Imaginewhat it would belike
if you could know for certain
that 85% of every factfinder
you took would end up in a
sale. If that were actually true for you, what would you do? Prac-
tice closing techniques or opening techniques? Obviously, the more
guality cases you opened, the more productive you would become.
Factfinding is a wonderful time to learn what you can about
how your new client thinks and why he makes the decisions he
makes. He has essentially given you unlimited license to explore
his past, present and future. You can ask questions about the deci-
sions he has made and how he feels about those decisions. What
would he do differently if he had a second chance? You can ask
him how he feels about insurance, why he bought it and how he
determined the amount he wanted to purchase.

33888

NEVER “Sell” in the Fact Finder

During thistime of gathering information, stay away from any
decision-making statements. Do not, under any circumstances, sell.
It will underminethe client’s confidence in you. Not too long ago,
abusinessowner, Pete, cameto my officeto do somefinancial plan-
ning. He wanted to start planning for retirement. | knew his attor-
ney and in adiscussion with the attorney, | found out that this busi-
ness owner really needed a business succession plan. In fact, the
entire subject was on the table.

When Pete and | got together, | immediately started talking
about the business succession plan. | totally bypassed the reason
Pete came to see me. To add insult to injury, he told me how little
insurance he owned. | was shocked. He was 50 and had two small
children. If he died, he knew and | knew they would be in huge
trouble financialy. | explained to him the problem and he agreed
his coverage wasn't nearly enough. My sense of urgency was so
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high that | convinced him to sign an application for $1,000,000 of
coverage and he agreed to take the physical . We schedul ed the exam
while hewasin the office. He left and | was pleased because | had
averted a potential disaster for his family.

The next week he canceled the doctor’s appointment and never
took thephysical. | saw the attorney who referrred meregularly. | took
him aside and asked what happened. After a fewv moments of awk-
ward silence, the attorney told me that | had pushed Pete into doing
something he was not prepared to do yet. In fact, Pete had cometo me
for an entirdly different reason than what | ended up talking about.
The attorney told me that Pete said | was like every other insurance
agent he had ever dealt with and was disappointed in me.

Naturally, | quickly backpedaled and apologized for my error.
| explained | only took that course of action because he had sug-
gested to me Pete needed more coverage. | never made that sale.
Infact, | never got back in front of the prospect. | could have made
the saleinthefactfinder, but | pushed the solution because | thought
| had all of the facts and could see the big picture. | did not follow
the strategy of the process of getting from beginning to end in the
fact finder so | lost the sale.

Basics of Factfinding

If you emerge from the opening interview successfully and
make it to the fact finder, you have a high probability of making a
sale. You may not know what you have sold, but you have sold
something. At this point if you do the right job, it is your case to
close. Remember the Magic BOX. By protecting your magic BOX
and only putting in good paper, you increase your chances of suc-
cess significantly.

Here iswhere your filters play amajor role. If you have pros-
pected properly, if you have done the opening interview properly,
if you have done the “deal before the deal,” then you will most
likely make a sale. The only way you can lose the case is if you
make a mistake.

The basic principle of the factfinder is just what it says; you
are gathering facts. The purpose of gathering factsisto understand
your prospect’s situation and to restate the factsto your prospectin
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aclear and concise manner. The purpose is NOT to sell a product.
Although a sale may very well be the outcome, it is important to
have a consultant’s mindset during the fact gathering period.

Your most important job is to be objective. Remember you
were given two ears and one mouth for areason. You are supposed
to use your mouth half as much. You must listen with both earsto
the information. Why? There are really two reasons. First, the
answers are important as you begin to understand the prospect’s
long term objectives. But equally important, the answers will lead
you to the next questions. By hearing what the client says, you can
find the thread to the central issues in his life. By listening, the
client will tell you not only how to sell him, but what to sell him.
You must believe you would not be there unless the client wanted
to do something. You must figure out what that “something” is.

Don’t shame or blame your prospective client during the
factfinder. Don't be judgmental when you hear the answers. There
are obviously right and wrong ways to do things. But in the
factfinder, you are just trying to find out what he has done and
why. If you are critical or judgmental, you're likely to discourage
your prospect and turn them off to the process. Be kind and under-
standing. Heisjust doing the best he can with what he knows. Our
job is to enlighten him about what is possible so he can make a
good decision.

Another important aspect of the factfinder is not to be helpful—
yet. Itistoo early for solutions. Answers to the prospect’s ques-
tions should be postponed until later. If we come up with the an-
swers too quickly, he won't trust us. Remember my experience
with Pete.

If you have the urge to be too helpful, ask yourself why?Very
often it is only to build yourself up in the prospect’s eyes, often at
his expense. So, postpone giving answers to their problems. It is
hard to refrain from being helpful, especidly if he is asking ques-
tions. But you can just say that “we will get to those issues later.”

The key to the factfinder is to make the prospect “feel” the
guestions. Ask him hard questions that take thoughtful answers.
By making him dwell on the answersfor awhile, hewill often come
up with important insights.

84



NOTHING BUT THE FACTS

Speaking of hard questions, we must remember to emphasize
the soft facts. There are hard facts and soft facts. The hard factsare
the numbers. But the hard facts are only a snapshot of a specific
period in time. They give us the information we need for the eco-
nomic models. The soft facts give us the priorities and objectives.
It is through the soft facts we are able to determine the prospect’s
real needs and help him discover what he really wants to do.

Learn to ask soft fact questions. Your ability to be agood con-
sultant depends upon how you manage the process. Here are some
basic rules of asking soft fact questions:

1. Makethe prospect feel the problem.

2. Let him gain asense of theissues and the cost of not
taking action.

3. Don'tfill the silence-et him answer the questions.

4. Don't lead him in his answers.

Itiscritical the prospect has time to process his own answers.
| think agents are so focused on making the sale they often miss
thereal reason agentsdo what they do. Don’t we sell to help people?
If you blow through the process, al you've doneisto have made a
sale. In some cases that is enough, but there is usually so much
morethere. Why let the opportunity go by because you need to get
on to the next prospect?

Hereisan example of aseriesof questionsyou might ask about
estate and business planning:

» How do you feel about paying estate taxes?

» How much tax would be acceptable?

» Which assets would you want your family to sell to
finance the tax?

What would happen you were unable to get aloan?

What would happen if there was no market for your
company at the time you had to sell it?

Who isthe logical president to take over your company?
What training and experience has the replacement had?
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« If something were to happen to you tonight, what are the
three biggest problems your family would face?

When you are asking “soft fact” questions, it is amost as if
you are building a doctor/patient relationship. You want to gain
their respect and trust. You want them to count on you for the an-
swers. You want them to confidein you and feel you will treat their
problems and issues with the highest level of respect and integrity.

Remember, you are trying to create an atmosphere of safety
and security. Your prospect may have never been here before and
your job isto guide them through the treacherous watersto safety.
Your factfinder is the beginning of a nine step process that will
lead them to a decision. These are the steps you should follow:

1. Obtain permission to ask questions.

Gather the facts.

Demonstrate the scope of the problems.

Measure the price tag of their current situation.

Show them alternatives that they should consider.
Allow them time to think about it.

Show them a prospective implementation schedule.

Ask them if they are ready to make a decision.

Ask them when they would like to start implementation.

© 0o N O WDN

If you follow this outline, your probability of making a sale
increases substantially. Once you have used this process effectively
and really adopt it as your own, you will never go back.

I think you need to share these stepswith your client. Hewants
to know what is going to happen and what to expect. The chart on
the next page is one we use to effectively convey the process.
Show people where they are going and how they are going to get
there.

Most people need to fedl likethey arein control of the process.
If you keep it amystery, they will tire of the process and quit. Tell
them what you are going to do and how long it will take. Remem-
ber, they are still tentative about the outcome of this process. They
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need time to adjust to the steps. You need to let them become com-
fortable with what you are going to do. Show them you are work-
ing asystem and have done this many times before. They will gain
confidence from knowing you are skilled at what you do.

Theentire purpose of the factfinder, besides|earning about the
prospect’s needs and how you can help him, isto build an attitude
of exploration and investigation. By getting him to explore and
investigate his alternatives, you move him into the next phase of
the sales process-negotiation.

If you are going to build economic models to show the pros-
pect how his plan works, then you need to understand hisplan. You
have to be able to capture the detail sin such away you will be able
to show exactly how much it is going to cost the prospect if his
plan were to be implemented today. Once you can do this, then
showing him the aternatives and the potential savings, is easy.

If you blow this opportunity by making any of the major
factfinding mistakes, you probably will have lost any opportunity
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to sell this prospect. Thisiswhere most joint cases fall apart. The
introducing agent has taken the case too far and already exposed
many of the strategies that should be considered. Instead of lead-
ing the prospect along the path, the introducing agent has forced
the sale and alerted the wary prospect to the danger. When thejoint
agent arrives on the scene, the damage has been done and the sale
has been blown. It would take a Herculean job to put Humpty
Dumpty back together again.

Two Rules of Factfinding

Before welook at five common errors made in factfinding, we
need to consider two fundamental rules that will make factfinding
more effective.

First rule, never, never, never usethe ‘I’ word in the factfinder.
By making insurance an issue in the factfinder, you blow all cred-
ibility as a consultant. You become the enemy because you are
trying to sell the prospect before heisready to buy. Theideal strat-
egy isto makethe prospect say the ‘I’ word first. In fact, that isthe
rule. Whoever saysthe ‘I’ word first loses. (Quite the opposite of
“owning” an objection) By that | mean, if the prospect saysthe“1”
word first, then he has determined insurance is a viable product
and makes sense for him to investigate. If, on the other hand, you
use it first, then you have put your cards on the table. If the pros-
pect is ready, then he may buy. But if he is not ready, then he is
likely to run for the hills. He won't return your calls and he is
unlikely to give you another chance.

This is maybe a controversial position. Many agents feel
you have to be bold when you are in the selling situation. But
take my story about Pete, he was not happy when my sense of
urgency exceeded his. | believe every potential prospect has a
bias about insurance. Unlessyou know for sure hisfeelings about
insurance, you run therisk of introducing insurance too early in
the conversation.

Our fear, of course, is the prospect might buy from someone
else or we will be perceived as being dishonest or pushy. But re-
member, inthe opening interview you did the“ deal beforethedeal
If you did this properly, the prospect has already agreed to buy from
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you, you just don't know what. All you have to do now iswait for
the right time to bring up the subject. Better yet, let him bring it up.
Prospects are smart, and they will understand their problemsif you
show them economic models that demonstrate the costs. They will
eventually be open to alternatives that solve the problems.

Another problem created by introducing insurance too soon
is it takes the focus off the alternatives approach. As a result,
the relationship becomes solution driven instead of problem
driven. You may want to review Chapter 4 and the problem/
solution scale. Insurance is such a wonderful solution that it
really sellsitself when it istheright solution. Your strategy needs
to be one of problem identification. Load up the wagon and you
only enhance the probability of making a significant sale. If
you bring the solution into focus too soon, you run the risk of
losing the sale or reducing the size of it. Let the client guide
this part of the process.

We must never forget insurance isafinancial commodity. As
acommodity, it isprice driven and the prospect will want to com-
pare prices. Buyers are groomed from birth to price compare.
This often means extra work and potential risk. However, when
insurance is presented to the client as a service and perceived as
such, the client will buy from you with very few questions about
price.

In the legal profession, the factfinding process is caled dis-
covery. Each side hasto interview the various players and ask ques-
tions. They piece together the information and ultimately get the
big picture. The power of self-discovery is awesome. It plants on
the“ shelf of themind” theimportance of the solution because they
discoveredit for themselves. We don’t want to rob our prospects of
this opportunity.

Rule Number Two of factfinding is“Don’t Hurry the Sale” As
long as you don’'t make this tactical mistake, you will aimost al-
ways make a sale. Virtually the only thing you can do wrong isto
hurry the process. It isimportant to have the confidence that under-
lies this truth. If you have confidence in your ability to help your
client, then your confidence will be transferred to your client. This
isthe heart of riskless selling.
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If you are having difficulty accepting rule number two, ask
yourself this question, “Why would your prospect give you all of
the information you requested, allow you to probe personal issues
and participateinthe negotiation process, only to say no?’ It doesn’t
make sense. If you allow the prospect to understand his own prob-
lems, negotiate his own solutions and design his own implementa-
tion schedule, why wouldn’t he buy?

You must trust this rule from the start. If you have confi-
denceinyourself, then the prospect will have confidencein you.
That is why having a sales process that you use over and over
again is so important. Without the process, you will appear dis-
organized and incompetent. Your trustworthiness depends upon
your process.

Now, let’slook at five common errors agents often makeinthe
factfinder.

1. Overpromising, Underdelivering

When | look back through the years, | must admit | have been
guilty of overpromising. | got caught up in the circumstances and
jumped to aconclusion. Instead of being patient and looking thor-
oughly at all of thefacts, | seized one or two “big” items and gave
asolution. | call this over-promising.

Then, | was put onthe spot. | had to deliver. But | didn’t under-
stand this is not a win/win situation. If | deliver, then | gave the
client exactly what he expected and | won. If | didn’t deliver, then
| lost. So | have toned down my style and | don't set the expecta-
tions too high or too early. | let the process flow and wait until all
of the facts are on the table.

| think | was trying to be a hero and show how valuable |
could beto theclient. | have learned to wait for the facts and | et
others participate in the process. The results end up the same
but the perception is different. Instead of delivering what | said
| could, | now deliver more than what was promised. The client
is happier. On the downside, if the savings is less than antici-
pated it isnot as painful for me. It is better to underpromise and
overdeliver because then you are always the hero with little or
no downside.
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2. Making Statementsthat Cannot be Substantiated

This error is similar to overpromising. However, the root is
different. Here, the agent is just plain wrong. Instead of doing the
research and making sure of the facts, the agent jumps out with a
stupid statement and blows his credibility. This usually happens
because of impatience and inexperience. The only way to avoid
this problem is to make certain you know all of the facts and the
issues before you start to speak. Sometimes it is painful to wait.
But in the end it is smart to wait until you are certain about your
facts.

3. Pushing Too Fast

Hereisthe heart of riskless selling. If you start moving too fast
the client will put on the brakes. I'm reminded of training adog to
walk on a leash. Remember how they dig in their heels and you
have to pull them down the street? Dogs do this because they are
afraid and the leash upsets them. Proper training techniques say
you should just | et the dog wear the collar and leash for afew days
to get used to it. Then start guiding them.

Clientshave much the same temperament. If you let them walk
around a while and get used to the leash, then they are happier
when you start to guide them. Pushing too fast occurs when you
start pressing for a decision, using the ‘I’ word too soon, or offer-
ing solutionswhen you should be dealing with problems. The sales
process has its own timetable and requires strict sensitivity and
adherence.

| have discovered through the years top sales people instinc-
tively recognize the nuances of this process and are able to gauge
the proper speed. By guiding the client through the process at his
speed, weretain hisconfidence and loyalty. But thisguidance takes
patience and perseverance.

4. Not Working With the Advisor

This error can be fatal to your sae. It is easy to overlook the
advisor and his importance to the client. But most successful busi-
ness owners know the value of counsd. Would you be willing to
make abig expenditure without getting someindependent feedback?
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| don't think so! A good CPA or LLB istoo critical to aclient's
long term success to just pass them by. But the interesting thing is
that many of these advisors have not successfully addressed many
of the problems we uncover. Another aspect is our perspective. As
underwriters, we often view the issues from a different angle and
bring a new viewpoint.

| have had many advisors through the yearstell me they were
glad | got involved because they had been unable to get the client
to take action. Sometimesthe confidence we haveisonly theresult
of the confidence we have gained. These are dangerous waters and
may require the experience of another agent. | strongly urgeyouto
consider joint work when you recognize you are in new waters.
Thisis agreat way to learn and earn. Think of it as tuition. It is
only one case, not a marriage. You can take your experience and
use it many times over in the years to come.

5. Not Being Responsive

Benign neglect isasad commentary on the sales process, but it
happens. | know from my own experience you get busy, other is-
suesarise, you aren’t altogether certain what to do. There are many
reasons, but the result is you fail to follow through and the client
loses confidence.

A personal philosophy is the only way to solve this problem.
You must do what you say you are going to do regardless of the
cost. Your reputation is all you have to market. If you do not do
your best 99% of thetime, it will catch up with you. In those cases
whereyou don’t want to follow through, you need to be honest and
just tell the prospect that you are not able to help him at thistime.

Frankly, thereis no excuse for not doing what you say you are
going to do. Sometimes we just have to reach down and gut it out.

So why do peoplebuy? Becausethey want to. Your factfinding/
discovery process alows them the dignity to understand the issues
and process their alternatives. Result-they want to take action.
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CHAPTER TEN

T he Buyer'’s
FProcess

hear a lot of talk at various sales meetings. The question
most often asked is, “How did you meet this prospect?” The
second most asked question is, “What did you say to get him to
buy?” I've already told you I think “Magic Words” are a myth. Yet
salespeople are always looking for the right words. This concept of
“why people buy” is the heart of the sales process. But many look
for the right answers in the wrong places. Instead of trying to find
the Magic Words, we need to seek the right attitude.
| want to explore this subject with you and see if we can't build
a mutual understanding about the natural process of converting ig-
norance to knowledge. It is my belief the reason most people do not
buy (assuming they need it) is because they do not understand—they
are ignorant. However, | have to be open to the fact that | am equally
ignorant about their needs. Sales is really about communication and
communication revolves around the buyer’s needs, your understand-
ing those needs, and demonstrating the alternatives. Here is my defi-
nition of selling:

Selling is the process of developing a mutual un-
derstanding of the problems and the alternatives
faced by the prospect. A sale occurs when | have a
solution the prospect wants.
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Most salespeople usually enter into a sales dialogue with a pre-
conceived notion — a bias — of what the client needs to buy. I call
this size ten shoe selling. When | sold shoes, | would have been in
real trouble if | only had size ten shoes. What would happen if a
customer came in with size eleven feet? Too often, I think agents
approach the business as if they only had one size shoe. We need to
act as if we have an entire shoe store of sizes and styles. Our knowl-
edge is based on our experiences and we ascribe to the buyer our
estimate of his problems and his need for our solution. This bias
can turn a dialogue into a monologue.

It is almost like a software program. The program functions
on input according to the bias of the programmer. If the program-
mer has the wrong formula, then the output will be wrong. These
mistakes are often referred to as “bugs.” If our sales software has
been programmed by years of personal experiences, then our pro-
gram may have “bugs” as well. Some of our experiences have been
very healthy but some are dysfunctional. Our output (communica-
tion) is the result of our software’s ability to process the informa-
tion (any input and stored experiences).

Does this sound familiar? You are there in the interview, listen-
ing to a client explain his situation. When he says the “need words”
(buy/sell, estate taxes, retirement), | often tune out and start think-
ing of my next response. | may miss the nuances of his concerns
while | am processing where to go next because he triggered my
thought process with key words.

I am reminded of a time early in my career when | approached
a very successful senior level executive who indicated he was will-
ing to help me. | tried to explain a very complicated financial trans-
action (minimum deposit life insurance) used to fund retirement
benefits for large corporations. | felt awkward and ill-at-ease in the
discussion. | was intimidated by his stature and | was not totally
comfortable with my knowledge of the transaction.

During the discussion, he asked some very pointed questions
but I heard them as objections to the idea. When he offered these
guestions, | responded defensively, thinking he was trying to find
fault with my idea. After a couple of attempts, he stopped and asked
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me why | was so defensive. | tried to explain | was attempting to
clarify this concept and his objections were making me uncom-
fortable. He then explained | wasn't listening to him. He wanted to
understand this idea, so he was asking questions for information,
not giving reasons against my idea.

He pulled me up short because | was being defensive when he
asked me questions. My defensiveness was the result of my prior
programming, wasn't it? This executive’s willingness to confront
me reprogrammed my software. If that experience was stored prop-
erly and reassessed in similar situations in the future, | could say |
learned from that interaction. Believe me, | did.

Reprogramming our Thinker

| believe we can be our own worst enemy in the sales process.
If we have utilized our filter properly and eliminated potential pros-
pects who are not compatible with our magic box, then we have
gone a long way towards our eventual goal, achieving sales suc-
cess. We have a choice. We can reprogram our “thinker” so it will
gather input from the prospect and give output that will help the
buyer to buy, or we can adhere to our presuppositions and react
based on our experiences.

Let's talk about our programming. From my own personal ex-
perience, | don’t think there is just one single reason why people
buy something. If people really do what they want to do, when
they want to do it, then there are probably as many reasons as there
are people why they take action. But | have discovered there are
predictable patterns of behavior people invariably follow. If we can
understand those patterns, learn to recognize them, and learn to
respond ethically and rationally, we can predict their likely behav-
ior. This then allows us to move our prospect down the learning
curve. By anticipating his reactions to the sales process, we are in
a better position to help him do what he ultimately should do.

Is this manipulative selling? | don’t believe so. When | hear sales
psychologists talk about buying behaviors, | am ultra sensitive to the
manipulative elements that may be suggested. Manipulation occurs
when the influencer (usually us) causes the prospective buyer to do
something he would not chose to do by using artificial gimmicks or
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tricks. The “fatal alternative” is a benign example of this. “Would
you rather meet Friday at 7:00 PM or Thursday at 8:00 PM?” As-
sumed consent is an example of manipulative selling techniques. |
always ask permission. If someone jumps the gun with me, | will
stop and ask him what he is doing. Do you like it when someone
sells you using manipulative techniques?

Other techniques of manipulation are guilt, shame, fraud or
other equally offensive behaviors to cause the prospect to take ac-
tion. It is no wonder the image of the insurance agent backing the
hearse up to the door is a stereotypical description of our trade.

Achieving the Predictable Result

There is an important rule of selling | try to follow. It allows
me to guide the discussion. | never ask a question unless | know
the answer, or, at the very least, | know the answer won't hurt my
process. By relying on what | know and adding to it what | don’t
know, the prospect and | move together towards the ultimate goal—
understanding the problems and the alternatives. | call this achiev-
ing the predictable result.

What is the predictable result? If you had perfect knowledge
and you knew all of the inputs and all of the reactions, you could
predict the outcome. Because there is a predictable pattern of be-
havior for most problems, once you understand the problems and
the objectives, you can predict the outcome. If a wealthy estate
holder says he is not interested in giving much of an inheritance to
the kids, the result is predictable. You will have to overcome his
understanding of inflation and taxes before he will consider any
planning solutions. If a prospect owns a business and plans to re-
tire, it is predictable you will have problems if he or she has not yet
started any succession planning. If he says, “I think | will buy term
and invest the difference,” you know you have to demonstrate the
mathematics of life insurance at the older ages. You know too, that
he needs to understand his need for insurance after retirement. This
can only be done through asking questions.

The patterns are usually the same. We must learn to recognize
the patterns and develop a catalog of appropriate responses. Un-
less we learn to recognize these patterns, we will always be on the
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defensive, trying to find effective arguments to overcome his ob-
jections. If, on the other hand, we are congruent, honest and ethical
in our relationships, we can ultimately help him do what he wants
to do.

To me, persuasion is the effective exchange of information
between the consultant and the client. This exchange is meant to
cause the prospective buyer to re-evaluate his own issues and per-
haps change his mind based on new input and understanding. How-
ever, it may result in the consultant learning new information about
his buyer and ultimately causing a better outcome for both the buyer
and the seller.

Every salesperson accepts the fact knowledge is power. Im-
parting knowledge to someone in a way that allows him to process
the information and perhaps change his mind is communication—
not manipulation. | think you will see this as we develop these
thoughts further, sales can be a constructive process of continual
education. If we allow the prospect enough time to think through
his concerns and fears, he will take the appropriate action. After
all, he always does what he wants to do.

Denial is not a River in Egypt

We need to have freedom in our relationships to communicate
honestly and openly with our prospects. If our communication is
tainted with unethical or selfish motives, then selling ceases to be a
noble profession and becomes fraudulent. Professional salespeople
take great pride in knowing they have benefited their clients through
ethical and honest selling methods. Is there any one of us who
wants to have his reputation soiled by using improper tactics? |
don't think so!

Having said all of this, let’s look at an ethical approach to deal-
ing with people who are tentative or slow to act-an ethical ap-
proach that allows you to improve your probability of success, yet
still allows the prospect to retain his dignity and self-will. After all,
if your job is to make something happen, then you need to develop
skills that will increase your probability of success. If nothing hap-
pens, then you are out of business.

Think about a recent sales experience where your prospect was
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reluctant to take action. Think of a situation where your prospect
would not explore his alternatives with you. Perhaps you could not
get past the opening interview, into the factfinder. Often, the objec-
tion is unspoken. In this particular situation, did you recognize any
of the problems your prospect was overlooking or ignoring? Prob-
ably! Remember, there are patterns. In most cases, we can see the
problems more clearly than our prospects. We recognize these prob-
lems in just a few moments of conversation.

We can see it so readily, why can’t they? This fog that sur-
rounds their ability to recognize their own circumstances is called
denial. Denial is most often a passive resistance to seeing reality.
Denial is a protective behavior used to suppress uncomfortable or
unpleasant feelings. These feelings are usually the result of fear—
fear of consequences, fear of the unknown. Haven't you ever
dreaded something so much you refused to even think about it? |
certainly have. Our subconscious uses denial as a way to protect us
from depression and ultimately death.

Most often, our prospective clients are so busy being success-
ful they just don’t want to deal with issues they know need to be
addressed. Can you think of any? Here are some to ponder.

* The client who has done his planning several years ago and
knows the laws have changed.

» The prospect who knows retirement is coming and hasn't
started to set anything aside for income.

* The wealthy estate holder who has seen several estates deci-
mated by taxes but hasn't taken the time to make any ar-
rangements to protect his own estate.

* The business owner who knows he is nearing retirement
and has not made any arrangements for successor manage-
ment or business continuation.

The list is much longer than | could begin to detail. But the
common denominator is always denial. They have an unwilling-
ness to confront their problems primarily because they don’t know
an acceptable solution exists.

Sometimes they avoid issues because they are afraid of the
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cost. Other times they may be unwilling to exert the effort. It may be

a hidden agenda about the ramifications associated with the solu-
tion. They don’t want to deal with the black sheep in the family, the
alcohol, drugs or other family problems. They are afraid to tackle
the underlying issues. Whatever the reason, the prospect is caught
up in his denial and is often militant about even addressing it.

Ask yourself, what is the state of mind of your reluctant pros-
pect when you first come into his office? It probably would not
come as a surprise this prospect may not be a very good buyer at
this moment. In fact, he probably will never really want to buy
unless he can be emotionally moved from this place of denial to a
place where his fear is replaced by desire—a desire to eliminate the
issues and problems he faces.

It is difficult to feel confident sitting across from this prospect,
who is anything but a “sparkplug of enthusiasm.” So, what do we
usually do? We attempt to make ourselves valuable by offering
specific ideas and solutions to what we think are the most likely
problems. After all, this strategy makes good sense. If the prospect
hears something he likes, maybe he will “bite.” The problem is he
may not be interested in hearing solutions because he is too busy
denying he has any problems.

Herein lies the paradox of selling. The very solutions the
prospect needs, which you have, are rejected because he doesn’t
know he needs the solution. Talk about a Catch 22. What is a
person to do?

The Buyer’s Process

| believe salespeople can deal effectively with these prospects
if they understand not only why people buy, but how they buy. This
is what | call the Buyer’s process. Just as the seller has a process,
the buyer does as well. The process is simple. The seller must
learn to identify the buyer’s process and where he is in it?

The first step in the Buyer’s process is denial. Remember, they
have all the solutions they need for all the problems they’ve got. In
all likelihood, the pain of the problem is so great the prospect has
suppressed any acknowledgment of its existence. There he sits,
with all the solutions he needs for all of the problems he is willing
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to admit he’s got. Our job is to bring them out of denial to the next
phase — enlightenment. This can only happen if we allow the cli-
ent to discover the truth of their situation.

The factfinder allows the client to discuss the subtle aspects of
their personal situation. As they open up and discuss their con-
cerns and fears, the prospect moves from a place of ignorance to
one of acceptance and understanding. The light bulb starts to go on
and he begins to realize there are some issues here he needs to
consider. When the buyer begins to realize their issues, you will
usually get some positive feedback. This is not a time to break the
mood with solutions. Deal with problems. Dig deeper and deeper
as the client becomes more open and vulnerable.

I think we also become most vulnerable at this point. Our usual
response is to start the “fixing” process. We bring out the charts,

STEP 1. 2, 3. 4.
A 4
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DENIAL F EMOTION DECIDE

graphs, and illustrations in an attempt to become the hero by show-
ing him how easy it is to fix his problem.

If the prospect is left to dwell on his new found understanding,
then the next stage is the prospect’s recognition of the consequences
of his problem. We must conform our sales process to help them
understand the pricetag of their solution. Whether the consequences
are an insufficient retirement income, the potential of forced liqui-
dation of assets to pay taxes or the sale of the business, recognizing
the cost is crucial to the buyer’s process. If the prospect is short-
changed in his ability to understand the consequences, the likeli-
hood of making a sale diminishes significantly.

After the enlightenment and consequences phase comes the most
important phase in the process—emotional acceptance. This phase
could also be identified as the grieving phase. Once thpgrbhas

ENLIGHTENMENT
(Understand
Consequences)
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been enlightened and the probable consequences are understood,
the pain becomes apparent. The more it hurts, the more likely
the prospect is to take some action, any action he can, to relieve
the pain. In the recognition of this pain and the pricetag of fix-
ing it (within his scope of knowledge) he grieves what he has
lost by not planning sooner. The pain comes from realizing he
has very few alternatives and, if he doesn't take action, the
pricetag will be much higher than he expected.

Once the prospect comes to grips with the reality of his cir-
cumstances, he becomes agitated and will want to remedy the
problem. This agitation is the key to the sales process. It is here
the negotiation begins. The pricetag of his current circumstances
works towards a preferred solution. The degree to which you
are involved in this negotiation process will determine whether
or not you can make a sale. We must allow them the dignity to
grieve. Sometimes this will look like procrastination. But in
reality, it takes time for them to accept the fact their solution
does not work.

The fourth and final phase of the buyer’s process is the deci-
sion. The prospect accepts his condition and wants to relieve the
pain. He is willing to do whatever is reasonable to eliminate the
pain. As salespeople, you need to be available with an action plan,
which allows the prospect to implement their chosen course of ac-
tion. The lack of choice will usually postpone the decision and
may even drive him back to denial.

When the prospect becomes confused or feels he does not
have enough information he becomes paralyzed. Paralysis results
in procrastination. When people procrastinate, it is not because
they are unable to make a decision. It is usually because they do
not feel they have enough information to make the best decision.
| have discovered most buyers want to make a decision and move
on with their lives. But if they lose confidence in the process they
will freeze. The consultant/salesperson’s job is to keep the pro-
cess moving. It will only stop when the buyer becomes confused
or loses confidence in the process.

Now this may seem like psycho mumbo jumbo to you. But, if
you can get past the words | am using and look at the feelings
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behind the issues, | believe this accurately describes the process
everybody goes through when they are faced with tough decisions.

The buyer takes action because he believes the action will re-
lieve the pain and solve the problem. As long as the pain feels
worse than the cost, he will move forward. If the cost feels worse
than the pain, he will not take action. Why fix something that is not
broken? Most of all, why make it worse?

Defeating the Sales Process

Commission salespeople want to take action and take it soon.
The longer people wait, the longer it takes to get paid. This can be
quite painful. This compensation system demands results. There is
very little time to waste. Straight commission requires expedience.
You must have a sense of urgency and move people through the
buying process.

The temptation however, is to move people through this pro-
cess too quickly. In fact, when | first started in commission sales, |
could take a prospect through this sales process in one interview
which culminated in what is called the medical close. The medical
close occurs when the buyer decides to see if he can qualify for
insurance. He writes the premium check when the policy is deliv-
ered. | was able to factfind, identify the problem, look at alterna-
tives and then close by selling him on the best alternative, all in a
matter of a few minutes.

However, the more complex the set of problems, the slower
the process. When a fisherman hooks a marlin, the big game fish
needs time to play out the line and become tired. Otherwise, the
fish is too strong and you'll never get it into your boat. Smart fish-
ermen know how to play the fish and work the process until they
can land it.

So remember, allow the prospect enough time to assimilate
the information and feel the pain. He needs to see clearly he has
a problem and he needs to feel the consequences. Once the pros-
pect understands, he will formulate the best solution from his
own perspective and take action. If he chooses something other
than what you recommended, it’s likely you didn’t clearly present
your solution.
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Discovery

Before we move to the next chapter on compensation, let’s
look more closely at the enlightenment phase. In the legal world
when a case is being prepared for trial, each side must go through
the arduous phase of interviewing potential withesses. This phase
is called discovery. The enlightenment phase is the discovery phase.
It involves allowing the prospect enough time to work his way
through all of the elements of his problem so that he can identify
(on his own or with a minimum of help) what consequences he is
up against. If you shortchange the prospect by cutting short his
ability to experience the discovery process, you have undercut your
chances in a couple of ways.

First, you have virtually eliminated the prospect’s ability to grasp
the full meaning of his situation. By moving too fast, you rob him of
the opportunity to “own” the problem. This ownership requires that
the prospect first discover the scope of the problem and then believe
that it is a problem. This is called “owning the problem.”

For instance, a businessowner who has not yet thought through
the consequences of business succession, may not fully grasp the
impact his death will have on his company. As a result, this owner
may disregard any attempts to set up a business continuation plan
or keyman insurance. Most advisors know a business faces severe
economic and internal turmoil when it loses its leader. Loans may
be called, suppliers may pull back credit and decision-making may
falter causing cash flow problems. Whatever the problems, they
are unigue and yet the same.

The discovery process needs to focus on the survival strategies
a company must implement when a key manager disappears. Ask
the owner if he has ever known any businesses where the owner
died or became disabled? Find out what happened. Develop his
attitudes and thoughts about that situation. Ask what would hap-
pen if he were no longer there.

Sometimes he will demean his own value and say the com-
pany will be better off. But you need to stick with the pain and
develop this further. Determine if what he says is really true.

You might say, “I hear you, but how many of your employees
would feel comfortable working for this company if you were no
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longer here to solve the problems?” Put your statements and
thoughts into questions that need longer answers than a grunt or
moan. The prospect needs to come face to face with the possibility
of death or disability. He needs to see that his death or disability
could destroy the business. Most people will not want their life’s
work destroyed, especially if they can easily prevent it.

Likewise, a wealthy landowner, stockholder or investor needs
to see clearly the impact of death on his estate. You need to help
him visualize the possibility of losing 50-60% of his holdings. Ask
him which assets would need to be sold. Ask what the sale of these
assets would do to his portfolio. Would it make them feel like they
did a good job of planning if 50% of their net worth were to sud-
denly evaporate, because of taxes.?

Again, salespeople need to be known by the problems they
solve, not the products they sell. When the focus is the product,
then it becomes a commodity and becomes price sensitive. The
buyer can become confused, and subject to multiple discussions of
whose price is lowest. All of the features and benefits become less
meaningful. The buying decision is often on the wrong issue.

Where is the Focus?

When the focus is on the problem, then the buyer is focused on
the benefits and features. The price is important, but it does not
dominate the decision-making criteria. As a result, the buyer be-
comes more rational and the decision is based upon the appropri-
ate factors, price being only one of them.

A lack of trust occurs when you do not allow the buyer to pro-
cess the discovery information properly. In chapter 5 on objec-
tions, you will find there are four fundamental objections. The fourth
one, No Confidence, occurs when the buyer doesn'’t feel ready or
competent to make a decision. He lacks trust because he lacks con-
fidence either in his own ability to decide or in your ability to lead—
either one is deadly to the sales process.

Besides the loss of confidence, another by-product of
shortcutting the discovery process is the buyer’s “loss of innocence.”
As mentioned earlier, when you first meet a prospect, he is usually
in some stage of denial. The opening interview and factfinder are
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designed to bring the prospect through the denial process into en-
lightenment. Once he is enlightened, he must transition into the
consequences mode. If he doesn’t make this transition, he will re-
turn to denial.

Comments like: “I don’t need to deal with this now,” “the fam-
ily will be all right if something happens to me,” “the company can
figure out a way to survive,” are all denial statements. These state-
ments indicate the prospect has little understanding of the problem
and is unwilling to look closely at the consequences.

If we jump in with a solution too quickly, the prospective
buyer will link the solution to the problem and will recognize the
strategy the next time around. While there is nothing inherently
wrong with this situation, the fear of taking action and the obvi-
ous bias that has prevented the prospect from taking action be-
fore, all come into play. The prospect, however, is now armed
with limited information given out of sequence. The resultis a
“loss if innocence.”

No good comes from “giving” the solutions away too soon.
That’'s why you must learn to speak “consultation” (problem) and
not speak “insurance” (solution) until the time is right.

Paralysis of Analysis

Another problem that a proper discovery process overcomes is
the paralysis of analysis. Once the prospect understands the scope
of the problem and the limitations of his alternatives, it is easier for
him to make a buying decision. If he feels there are other alterna-
tives he does not understand or hasn’'t seen, his skepticism will
“sink the ship.”

As an advisor, you need to help the prospect discover his alter-
natives. Not only will you gain his confidence and trust, you will
also maintain control of the process. If he learns his options from
another source, you run the risk of losing the “most favored” posi-
tion. If you are going to be faithful to your objective—to provide an
ethical and complete array of choices—you need to fully explore all
of the prospect’s choices.

By now you should have an appreciation of what riskless sell-
ing is all about. The perfect sale is one where the buyer is brought
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through a process of enlightenment to discover his needs and se-
lects your recommendation as the best solution. This can happen
frequently if you are faithful to the process.

The closer you come to emulating this ideal model, the higher
your probability will be of making a sale.
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CHAPTER ELEVEN

OnNnly Monkeys
WVVWorlk for
FPeanuts

_I_ he most difficult obstacle becoming a consultant is the
transition to charging fees. It is much easier to move
the client/prospect into the factfinder if you don’t charge fees.
People are always willing to recieve perceived value for free. The
trick isto convert “free value” into value added services for afee.
If you promise to work for free and are willing to do unlimited
amounts of work on the“come” so to speak, your prospect islikely
to participate.

But what happens when your prospect realizes you want to
charge a fee for your services? Business customs often dictate
what you can do. If your traditional business custom has been to
deliver value up front, for free, and then get paid on the back end,
you may discover charging a fee is tough sledding. It is hard to
convince a client to now pay for something, they have come to
expect to receive for free. You may have trouble making the shift.
However, thereisaway. Changetherules.

Just because everyone el se gives away their knowledge and ex-
perience for free, doesn’t mean you have to continue doing this as
well. We dl know the world is shifting. Years ago, the consultant
controlled the data, the information, the knowledge and the wisdom.
But the world is different today. Now, a prospect can get on the
internet and find all the data they would ever want to analyze. You
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can download the entire library of Congress between Washington
DC and San Francisco in virtually a nanosecond. So data is how
availableto anyonewho wantsto search for it making it alot harder
to charge fees for data.

Information is virtually the same issue. It has become a com-
modity. Anyonecan find out practically any fact in afew key strokes.
Soitisdifficult to chargefor research and analysis. Likewise, knowl-
edge, which wasthe key to client control for so long, is now trans-
ferable because the data and information is so readily available.
Chat rooms and other mediums are open now for anyone to ven-
ture in. That leaves only one skill that has not been turned into a
commodity —wisdom. We get paid for making recommendations
to our clients based on our years of practical experience.

How to Charge Fees

| first started charging feesinthelate 70's. It was very difficult
to convince myself | wasworth afee. But | discovered many pros-
pects would rather pay afee than be obligated to do business with
me. They didn’t object to asmall fee aslong asthey believed they
weregetting value. Infact, | discovered, they expected to pay afee
for services and often were surprised when it didn’t cost them any-
thing. They liked the freedom to be able to walk away with no
guilt. When | look back, | see the darkness more clearly. Rarely
did they ever walk away. But by allowing them the freedom to
make that choice, it left them in control.

You can always afford to give away that which no one will
take. Charging feesis an art. The first lesson in fee charging is
simple. Never make the fee too large! Ouch you say! How am |
going to get paid enough to make it worthwhile? The answer is
simple. Break your tasks into small parts so that they are logical
and valuable. Make each stage of the sales process afee. That
way, the client remainsin control and can disconnect anytime they
feel they need to.

Phase One —The Factfinder
Think! What isthefirst step of the sales processfor which you
can ask your client to pay afee? The factfinder? Right! So make
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the cost of entry low enough that the client will want to give you
their data. But what value can you deliver back? What about an
analysis of their current situation? This allows them to assess the
cost of their current plan and to understand the pricetags associ-
ated with the decisions they have already made. There is little
risk in helping them understand their current situation. See how
thisfitsright into our seven-step sales process.

Thisis phase one. You will gather their data and give them a
quick analysisof the pricetag of their plan. Maybeyou only charge
$1000 for this phase. Remember to keep the end in mind. What
you really want to do is to help them plan their entire program.
You are merely getting paid something for what you used to give

away.

What isthe Next Step? — Step Two

Now that you have obtained all of the data, what is the next
logical step?You need to hel p them assess the pricetag and deter-
mine how they feel about their plan. This moves usinto the next
level of planning. Once they understand their current plan and
realize it does not fit their objectives, they are ready to consider
other alternatives. Here you can up the ante, so to speak. They
want answers, wisdom. You can now charge for what you know
and how to apply it.

| remember hearing my friend George Hester, give the best
answer | could possibly tell a client. When they ask what you
charge, you tell them, “You can’'t buy my time; only my family
can buy my time. | chargefor my ideas.” Your valueisto remove
the pain. The better job you have done of creating the pain, the
easier it will be for you to move them to the next step.

I remember the first rea significant fee job | ever sold. |
knew the cost to provide the whole plan would be upwards of
$50,000. When the client asked me the feg, | told them the cost of
the first phase was going to be $5,000. | thought he was going to
have a heart attack right there in the restaurant. Job over! But |
didn’'t blink and after he thought about it, he decided to go ahead
with the job. Why? Because he wanted what | was offering. He
wanted to seeif | had an answer for his problem.
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Phase Three—The Flaw

After the factfinder was completed and after | showed him the
pricetag of his plan, we had to move to the next phase — the plan
design. By now the ante was a little higher. If he wanted to see
how the solutions | wastalking about really worked, he was going
to have to pay alittle more. He weighed the cost. My fee versus
the pricetag of doing nothing - or cost in excess of $20,000,000 if
he did it his way. He wanted answers and a plan which would
reduce the cost to his family. When | told him the fee would be
$75,000, he didn’t blink thistime He wrote the check because he
wanted the solution.

You see the basic rule about pain issimple. If it hurts enough,
most peoplewill do anything to get rid of the pain. That’swhy we
have to concentrate on selling the problems, not the solutions. When
the pain is great enough, they will pay anything for the solution.
But if we focus in on the solution without making the pain hurt
enough, the price of the solution istoo much.

Finding the Solution

Once you have found the pain, now you have to find the solu-
tion. Selling feesisall about selling process. Anyonewhoisknowl-
edgeabl e about the problems, probably knows the solutions. The
key is defining the problem in terms the client can understand and
will buy. When this occurs, you have along-term client.

Managing the pain-solution paradigm is a learned art. You
have to spend enough time studying the problem with the client to
help them understand the problem. Oncethey get it, the pain starts.
It may take alittle time before the client really getsit. But thisis
where we have to patient. Unless we are willing to wait for the
enlightenment to occur, we should not even bethere. We aredoing
our prospects a tremendous disservice to not do this right. After
all, you may be the last person who will ever earn the right to talk
to them about this. If you blow it by being unprepared, moving too
fast, being unprofessional, you may destroy the opportunity for
anyone else.

I remember an older client who approached me after a semi-
nar. He had heard me do this seminar three times. He told me he
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wanted to hire me. He thought | was the only person he had met
who could help him find asolution to his planning issues. Hewas
in pain already. But he couldn’t find anyone to help him out of the
problem.

When | did thefactfinding, | discovered avery scholarly memo
from an extremely bright tax attorney. He had covered all of the
bases and had outlined agift solution for thisman’s problems. What
happened? They didn’t connect emotionally. Asit turned out, we
used the attorney to draft the final plan after | did the factfinding
and plan design. The attorney was grateful for our ability to bring
the client to a satisfactory conclusion. What was interesting, how-
ever, was the attorney was worried about how to present the fina
documentsto theclient for signature. When | suggested that | should
help, it was abolt of lightening. He had never even considered me
as afacilitator for the signing of the documents. Everything went
smoothly and the client signed without hardly having a question.

What's the point? Client management is more important than
data, information or knowledge. We possess the power if we have
built the right relationship.

Phase Four —the Documents

We need a fourth phase to our planning process. Thisis the
documentation of the plan. Again, thisrequires afee for crafting
the right words to make the plan happen. We don’t write docu-
ments, the attorney does. But, we can be paid for bringing the
transaction to conclusion. Thisistrue added value. Most planning
stops and starts a few times along the way. If we can short circuit
the roadblocks and procrastination, then we have created value.

We need to make certain we are seen as an important part of
the team. This allows us to build further rapport with our clients
and the other advisors. | think it is easy to see that his value can
trandlate into referrals and other professional benefits along the
way.

There is a possible stumbling block in this process. If you
haven't adequately tied down the commitment to the team, other
players can creep into the equation. When this happens, al bets
are off and you may lose total control. It is important to make
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certain you have aletter of understanding and agreements before
you start working towards the end result. Otherwise, you may end
up with an unwanted partner in the case. This can only be con-
trolled by experience. Once you have seen it happen, you probably
won't let it happen again.

Onecasel did, | did perfectly, well, amost. | did thefactfinding,
the plan design and we got the go ahead for drafting. But theclient
decided to do a second look without telling me. He took it to a
bank trust officer who had no ideawhat we were trying to do. The
trust officer raised a series of ridiculousissues and made the client
nervous and confused. As aresult, the plan stalled and we had a
hard time getting it back on track. How did this happen? It hap-
pened because the client needed assurance and felt he had to get
the assurance independent from me. Had | addressed this up front,
when he signed the letter of retention, | could have prevented this
situation from happening. Thiswas alesson learned.

Phase Five - Service

As my friend and associate Stan Mountford has said many
times, these plans are like children, they don’'t raise themselves
very well. They need service and tender loving care. Thisisan-
other opportunity to charge a fee and earn the right to maintain a
relationship that is profitable. So often, once you make asale, the
only way you can get paid isthrough the additional sales. Itishard
tojustify feeswhen you are earning commissions. But if you area
consultant, then you get paid for your time. Believe me, these plans
need on-going guidance and support.

So When Do You Sell Any Product?

That isagood question. Product is the ultimate solution. You
can't introduce product until AFTER the deal issigned, sealed and
delivered. To interject product before the plan isfinalized violates
the basic thesis of riskless selling. The focus becomes you and
your needs, not theclient’s. If you introduce product too early into
the process, you run the risk of having them focus on whether they
want the product or not. The focus should aways be on the plan
and how the plan eliminates the pain.
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Intheideal situation, the client will say, “Wouldn't (insert your
product ) work here?’ Do you think you could make the sale now
if the client has suggested the product? Riskless selling isall about
helping the client discover away to solve their problem with their
solution. The better we are able to guide them to this place, the
better able we are to make certain the client does what is right.

Conclusions

| am occasionally asked, “How can you charge so much. That's
too high!” Ever heard those words? The best answer I've heard is,
“If you are only willing to pay peanuts-you'll get monkeys.

Thereisalot more that could be said about fees — how to set
your fees, how to make certain you earn them, how to hold your
organi zation accountable. But those are subjectsfor another book.
Sufficeto say that if you arereally going to do consultative selling,
you are going to have to think and act like a consultant. Thisre-
quires you to answer the basic question, Why Do People Buy?

By now, you should be ableto answer thisquestion. You should
know that people do what they want to do when they want to do it.
Asaresult, your jobissimple. All you haveto doisfind out what
they want to do and then show them asimple way to do it. If you
can master this simple task, then you will succeed.
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CHAPTER TWELVE

T wimng 1t All
T ogether

f you have stuck with me through all these pages describ-

ing my concept of sales consciousness, you have probably
wondered how you can apply any of this in a practical way. After
all, when you are in the “heat of the battle,” it is difficult to main-
tain your composure. But as we all know, it is often at this point in
the selling relationship the sale is made.

Many of the thoughts and experiences relate directly to the
sale of financial products, specifically life insurance. But | would
suggest that these concepts will work for any type of selling - even
for developing deeper relationships with friends. Transactional sales
occur because a buyer knows what they want and are looking for
someone to complete the transaction. But relational sales occur
because trust is formed and through that trust intimacy is devel-
oped. Intimacy creates a professional relationship of awesome pro-
portions.

Remember, if we are known by the problems we solve, not the
solutions we sell, we become referable. People are unwilling to
take action unless they believe the problem warrants the cost. If we
focus on solutions, we are forcing the client to acknowledge they
have a problem. If we focus on problems, we are forcing the client
to accept they need a solution. It is really that simple.

The way to accomplish this transition from solutions to problems
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is to develop a selling process that allows the prospective buyer to
understand his problem and then decide whether or not the solu-
tions he has readily available will work for him. These steps are
the buyer’s process. The ability to synchronize the buyer’s process
and the selling process is an art and it is crucial to any successful
strategic plan.

Let me summarize what | have tried to communicate for you
in this book about the buying and selling processes—the basic com-
ponents of a strategic plan.

The Strategic Plan

There are some very basic selling principles that have helped
me establish a selling process, but there is only one strategic plan.
By tactically applying the basic principles, you can then follow
your overall strategy and achieve your ultimate objective of per-
sonal satisfaction and plenty of sales.

Before reviewing the basic selling principles that make up the
strategic plan, let's review the strategy itself first. Imagine a base-
ball manager going out to the ball park without a complete under-
standing of the skills and talents of each of his players. He knows
each player’s strengths and weaknesses and tries to manipulate the
game situation to his advantage. He may order an intentional walk,
a sacrifice, a stolen base or a hit and run. Regardless of his tactics,
he has an overall game plan in mind. Like the manager, we must
think strategically, too. We need to have a reason for everything we
do, with an ultimate purpose in mind. The sales strategy is simple
— let the buyer do what he is going to do anyway.

In this book, | have concentrated on how to discern whether or
not you have a prospect, how to open a case and some issues to
develop in the fact-finding process. But most agents who have prob-
lems in the fact-finding process have difficulty because they are
unable to tell the difference between a good prospect and a china
egg. They waste time on prospects that they will never have a chance
to sell. It is better to err on the side of productivity than to waste
time with a prospect who might never buy. This is especially true
during the beginning stages of your career.

I know this concept is likely to be controversial. Many sales
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trainers say an agent should have as much activity as possible early
in their career. But perfect practice makes perfect. Why not pros-
pect a little harder and practice on buyers instead of non-buyers. It
is pretty easy to sense who loves their family, who has character,
who has a need, and who can afford to buy. Poor prospects are a
result of fear. | have held on to bad prospects because | was afraid
| would get no other prospects. Your ultimate strategy then is to
start with the good prospect and from there apply the basic sales
principles to the selling tactics in your selling process. You can
achieve success faster by talking to successful prospects.

The Sales Principles

In order to effectively implement your sales process, think about
following the sales principles | have already discussed in previous
chapters. These principles cannot be ignored. You must learn them
and trust them before you can apply them. A sales principle is noth-
ing more than an observation about human behavior.

1. People do what they want to do, when they want to do it. We
visited this one earlier in the book but do you believe it? If not,
experiment and see how many people you can get to do what they
don’t want to do. Understanding this principle will set you free
from guilt, shame, and blame. It will also release you from a lot of
fears.

2. Whoever uses the objection first, owns it and controls it. An
objection is either an appeal for more information or the prospect’s
way of telling you that you have not sold them yet. Either way,
being complete in giving your prospective buyer all of the infor-
mation they could ever need to make a decision is just good sense.

If you surface the issue and discuss it openly and honestly, you
will be perceived as trustworthy. If you avoid the tough questions
and hide from the issues, especially if you know they are going to
be a problem, you are just kidding yourself. Be frank. Bring up the
problem before they do.

3. People are too busy being successful. If ever there was a
truth in selling, it is this one: people procrastinate because they
don’t want to take the time to focus and because they are afraid of
making a mistake. As sales professionals, our job is to overcome
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this natural reluctance and develop a logical way for them to look
at the issues. Being busy is the excuse they use to hide from the
reality of their situation. Use their busyness to your advantage by
making it the reason they need you. Take away the objection be-
fore they can use it on you.

4. Value-based selling. We are hearing a lot about this, but what
does it mean? Values are arbitrary unless they are based on solid
truths. It means simply that buyers are going to be consistent with
their previous decisions if they understand the basic truths. We need
to help our prospects understand the inconsistencies that may exist
between their beliefs and actions. It is a rare prospect that will not
bring their overt decisions into parity with their truths.

Sales Tactics

Once you believe these sales principles, you then must develop
sales tactics in order to complete your strategy. Let's look at sev-
eral tactics you can utilize to help you increase your effectiveness.

1. Have a selling process. Every successful seller has a pattern
they have perfected, that works for them. Know your process and
practice it regularly. Be so confident and bold in your process that
you know you will always sell something. It is in this boldness that
you can make the biggest impact in the lives of your clients. Un-
derstand the merits of what you sell and why people buy it. Work

FACT
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your process like an artist painting a portrait. Do everything on
purpose and with confidence. The more you believe in yourself,
the more the client will believe in you.

2. Be known by the problems you solve, not the solutions you
sell. It is too easy to fall into the size 10 shoe mold. Be known for
your creative ideas, not for selling products. Be able to discuss the
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problems your clients face in a non-product manner. Don’t be
trapped into offering a solution before you know they are concerned
about the problem.

3. Make your sale in the factfinder. | hope by now you are
convinced that the factfinder is where you allow the prospective
client to discover their problems and the consequences for them-
selves. It is here you can delve into their mind and determine all of
the pertinent data and values. You need to be able to show them
how you came up with your conclusions.

4. Develop afilter. A filter helps you protect your magic box. It
gives you a set criteria to use as a measure for all of your prospects.
If you are going to invest your time and resources in a prospect,
make certain the prospect fits your business model. Do things on
purpose. The first filter helps you determine whether or not you
want to do business with this prospect.

5. Develop a second filter. The second filter determines whether
the prospect wants to do business with you. Here you ask the simple
guestion, “Is there any reason why you can’t do business with me?”
Eliminate everybody who is not going to use your services. Obvi-
ously they cannot guarantee whether or not they will buy, but you
can certainly find out about any obvious reasons why they will not
buy—like a brother-in-law in the business, an agent they already
trust, or they don't do business unless their advisors agree. What-
ever the reason, you need to negotiate the buying terms—up front.

6. Recognize the Filter Filter
buyer’s process. Here we
have probably the mostilp
subtle aspect of selling.
We need to acknowledge.
the buyer’s rights. The
buyer needs to have time.
to process the importanca
of the decision they are
making. Their process is
one of understanding, price tags, acceptance, and decision. If we
accept this process and manage our information process around their
timing, we will be successful. If we fail to consider their timing needs,

FACT
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we are almost certain to fail in our attempts to do business with
them.

7. Don't be afraid to establish the rules of the game. Tell me
the rules to the game and I'll tell you if | want to play. The buyer
needs to know that you are serious about your relationship and
that, as a business person, you are investing your resources into the
relationship. When you negotiate the rules of the “buy,” don’'t be
afraid to tell them what you are doing. If they tell you they want to
STEP 1. 2.

3. 4.
A0 4
ENLIGHTENMENT GRIEF
Und
(Understand ENMOTION DECIDE
Consequences)

shop around, then find out how they plan to make the decision
once they have all of the information. Make the buyer respect you
and your business values. The more they respect you, the higher
the probability they will do business with you.

8. Speak directly to their fears. If you have confidence and bold-
ness, you can speak directly to their fear of what might happen. You
may know exactly why they are not taking action but you back off
because you are afraid to confront them. Speak directly to those fears.
Raise the issue. Put it on the table. Then you can deal effectively
with the issue and help them understand how your process can help.

9. Raise the issues before you show them solutions. A key to
selling is to make certain you know everything you can, before you
start to disclose the best solution. That's why the “I” word should
not be used until the last part of the process. Once they know the
solution, they can start coming up with all sorts of excuses. Re-
member, people will solve problems, but they don’t buy solutions
unless they have first bought the problem.

10. Don't use the “I” word too soon. This is probably the most
important tactic you can adopt. Hold off using the “I” word until
you are certain they understand the price tag of their problem and
have emotionally internalized the cost. If you move too fast to solve
their problem, they will not have processed it long enough to really
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want to do anything about it. Make certain they understand the
price tag of their problem, before you show any solutions. Remem-
ber, whoever uses the “I” word first, loses.

Buying And Selling—The Strategic Plan

I have talked about the importance of understanding the buyer’s
process and the seller’s process. When your selling tactics are imple-
mented, they have to be used with an eye on the buyer’s process. It
is the buyer’s process that really controls the flow and tempo of the
sale. If you allow your own agenda to control the buyer’s attitude,
you run head to head against one of the basic sales principles—
people do what they want to do. Helping them to do what they
want to do is your strategic plan.

If people do what they want to do, then it is important to keep
pace with their involvement. It may require an additional factfinding
meeting. You may have to negotiate with them several times on the
complexities of an irrevocable trust or a gifting plan. They must
first buy into the liabilities of their plan before they will buy into
the financing aspect of the plan.

I think we make a major mistake trying to get the prospect to
understand the price tag of the solution too soon. It takes patience
and skill to move a buyer through their buying process and end up
at the decision point together. But when this is accomplished, great
things happen. When we fall, it is a fiasco.

Matching the Processes.

Let’s look at how the selling process and the buying process
work together and our role, as the facilitator, in trying to time the
outcome. Take a step back and think for a minute—what is our ulti-
mate objective? Isn'tit to help our client/prospect accomplish what
is in their best interest? | would think that in the final analysis if
the prospect does what is best for them, then it will be best for us.
Remember, people do what they want to do...

Having said this, there are two processes that are happening
simultaneously. The buyer is processing the information and we,
the sales person, are attempting to hold to a sales process that works.
The objective is to make both arrive at the destination together.
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Stages Of Buying And Selling.

Look with me at the first stage of the buying process—Denial.
Here we have a buyer who is unaware or unwilling to address im-
portant issues that relate to the financial well being of their family
or business. The second two stages of the selling process, the open-
ing and the factfinder are designed to awaken the denial. The buyer
must respond to the stimulus or else we do not have a prospect. As
a facilitator, we need to identify the problem and then achieve a
corresponding reaction. No reaction means no sale.

Assuming the prospective buyer responds, the second stage of
the buying process is enlightenment and consequence. Here the
buyer comes to the realization that they do indeed have a problem,
and, better yet, they also begin to understand the price tag of their
problem. The third stage of the selling process, the factfinder and
negotiation, is aimed at helping the client come to grips with the
scope of the problem and the magnitude of the solutions which are
available to them. Without our intervention to help the prospect
uncover the natural consequences, the price tag of the problem is

STAGE 1. predictable. Remember, every
problem has a price tag and the

prospect needs to be given time to

DENIAL process the problem and the re-
lated price tag consequences.

Stage three of the buying pro-

cess is the emotional buy-in. |
called this “grieving” earlier in the
book. They have to assimilate the
consequences and go through a
process whereby they emotionally
understand the severity of their cir-
cumstances and the lack of reasonable solutions to them. They need
to “feel” the problem. Our job is to help them through this process.
The corresponding stage three of the selling process is the emo-
tional bonding between you and the prospective buyer that takes
place at this point. We become their confidant and friend. It is
through this process that they learn to trust us and they see us as
the implementor of a solution. The problem needs to be seen in
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gualitative terms as well as STAGE 2.
guantitative terms. As long as
this bonding is real and com-
plete, you are virtually assured ynderstang
of making a sale.

The selling process needs
to last long enough to allow the
buyer to move through their
buying process naturally. As
the sales facilitator, we have t
be aware of the progress ourae DESIGN PRESENT
prospect is making throug
these stages and adjust the
tempo of our presentation to
accommodate their progress.
The worst thing we can do is finish our process before the prospect
has finished his. If this happens, you can be almost certain there
will be no sale.

ENLIGHTENMENT

Y

NEGOTIATE
<

STAGE 3. Pacing Your Selling Process.
Many sales people have learned to
pace their presentation by experience
AL and have come to a point where they
do it without thinking. But | believe
leaving this important strategy to
chance causes many of us to fail under
pressure. In golf, a player can shank a
shot (hit it dead left or right because
they fail to follow through) or yip a putt
(lift up as they start to hit it.) These are

\{

DESIGN PRESENT
signs of pressure and show up at the
worst times. As professional sales-
NEGOTIATE people, we need to have confidence in
< our “game.” We need to know it will

hold up under pressure. That's why un-
derstanding the buyer’s process is so important. By recognizing
each stage and pacing our presentation to our prospect’s needs, we
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not only increase the probability of success, we also build lasting
relationships.

The negotiation phase of the sales process is where we allow
the buyer to process their grief. | do this by working through their
issues in a series of well thought out iterations. An iteration is tak-
ing the plan design you have in mind and breaking it into smaller
steps. Then introduce each step to the client as they become ready
to move along the map you have drawn for them.l must warn you
this is tedious. But if you want to sell big cases, you must learn to
do this or the only sales you make will be by good fortune, not

THE BUYERS PROCESS

DENIAL F

IDENTIFY OPEN

ENLIGHTENMENT
(Understand
Consequences)

FACT-

FIND DESIGN

NEGOTIATE

THE SELLERS PROCESS

necessarily sales skill. You have to pace the negotiation to match
their understanding of the consequences and the emotional buy-in
needed to make a decision to implement your suggestions.

Can you see why the “I” word becomes such a critical issue?
Giving away the solution before the buyer is ready to consider al-
ternatives shifts the focus from the pain of the consequences to the
need for insurance. Then, the focus is on the wrong issue. You don’t
need to talk about insurance when the client is still thinking about
whether they even have a problem. Until they understand their prob-
lem, there is no need for the insurance.

If you have paced the selling process properly, you arrive at
the solution at the same time the buyer accepts that they have to do
something. Masterfully orchestrating the timing of these processes
can be as thrilling as hitting a home run in the bottom of the ninth
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or sinking a hole-in-one on the last hole. Having achieved this re-
markable conclusion many times, | can tell you from my own ex-
perience, it is a wonderful feeling. There is joy in knowing you
have done the job properly.

So now, the buyer wants to take action. They see the problem
and understand that your solution is the ideal action. They want to
solve their problem and they know there are no other acceptable
alternatives. What greater testimony to the value of your service
and experience is there than the satisfaction of knowing you have
helped someone?

Why People Buy

So there you have it—-Why People Buy. They buy because the
facilitator has given them enough time to understand the dynamics
of their situation and to face consequences without interference
from you, the salesperson. In this psychobabble world, the need to
interfere with this process could be called codependency. Our need
to help others fix their problems is so great that we cannot stand to
watch them agonize over the consequences of their situation. By
interfering, we may temporarily become the hero but usually end
up scaring the prospect away before the process is complete.

By waiting, we allow the progression of natural conse-
guences to fall into place. We can influence the prospect’s de-
sire to deal with his circumstances. Once the prospect truly ac-
cepts the consequences and realizes the harm that could be done
to the ones they love, they will do anything within reason to
solve the problem and to remove the pain. Once they have had
the opportunity to internalize that pain, they will buy to elimi-
nate it. Your challenge is to trust this concept and apply it to
your selling process.

Your Action Plan
1. Review your selling process. Do you have one? If not, de-
velop one now before your next interview.
2. Develop a criteria for your future client base. Write down
who you want to do business with and what common char-
acteristic they share.
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3. Start now to match your prospect against your criteria. If
they match, go sell them. If they don’t match, then ask your-
self if you really need to invest your precious resources on
them.

4. Develop a sensitivity to your buyer’s process. Learn to rec-
ognize when they are in denial and when they begin to un-
derstand the problem and the consequences. Watch them go
through the emotional buy-in and the acceptance.

5. Learn to pace your presentation to their process. Figure out
how to turn your sales presentation into a negotiation—a back-
and-forth fine tuning. Time your recommendation to coordi-
nate with their acceptance that they must do something.

These five easy steps will bring you sales success. You can
start now to build the practice you have always dreamed of having.
You can reap the rewards of terrific referrals from happy clients.
You can become the success you have always wanted to be. All
you have to do is practice these concepts. Just remember, it is per-
fect practice that makes perfect.

HAPPY SELLING.
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