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Chapter 1¢ SalesOrganization Stage
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Chapter B ¢ Likelihood of No Decision

Name of Account:

Low High

Informational stress 1 2 3 45

Vendor stress 1 2 3 45

Budgetary stress 1 2 3 45
Evaluation committee

stress 1 2 3 45
Corporate citizenship

stress 1 2 3 45

Organizationalstress 1 2 3 4 5

Add up your points and compare the
results to the categories below.

22 points and over High likelihood
of no decision
Medium likelihood
of no decision
Low likelihood

of no decision

17- 21 points

16 points and under
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Is the Is the tug of Is money Why can’t Is it in the Should we
information war between available and we agree? best interest really do it?
being presented vendors justified to be of the
truthful? equal? spent? company?
Informational Vendor stress Budgetary Evaluation Corporate Organizational
stress stress committee citizenship stress
stress stress



Chapter20 ¢ Account ControlChart

High

Rapport

Low

Competitive

Account Control

Blind

Competitive

Low

Deal Information High




Chapter21 ¢ Account Control Spider Chart

7. Access and rapport with
the senior executives who
must approve the decision

6. Accurate
understanding of

Likelihood of beating competition and/or
overcoming “no decision”
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1. Intimate knowledge of selection,
negotiation, and procurement
processes

2. Ability to influence

account standing and “
whether you are winning
or losing

5. Privileged intelligence about the
politics of decision making and
who is for or against you
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. Ability to persuade evaluators to follow
your advice and disseminate information on

your behalf

oLy

the selection process

3. Trusted relationships with
evaluation team members



Chapter2l ¢ Sales Strategy Creation

Sales cycle

Type of product
Point-specific
Platform
Enterprise

Type of sales cycle
Renewal/add-on
Persuasion
Creation

Type of buyer
Intra-departmental
Consolidator
Consulter
Responder
Bureaucrat

Key evaluators
Coach

Bully with the juice
Emperor

Account control

People involved in decision

Politics of decision-making

Buyer personas

Human nature of decision-
making

Process of engagement

Established sales process

Sales intuition and pursuit
knowledge

Positional tactics based on
competition

Product and company
positioning

Value, ROI, and proof
points

Best practices and
successful clients

Business compatibility

Provocation versus
alignment

Alignment with customer's
thought process

Transformation of
customer’s thought
process

Provocation of customer’s
thought process

Customer interaction

Build rapport and relationships

Likability and harmonious
communication

Trusted advisor relationship

Establish situational dominance
Professional differentiation
Influencing of opinions and beliefs

Gather information

Discovery and competitive
perceptions

Deal qualification and
triangulation

Educate

Learning styles and information
dissemination

Handling of objections and
changing opinions

Motivate action and close

Achievement of sales call goal
and outcomes

Mutual understanding and
purchase motivation



Chapter30¢ The Buye® Journey

Research of vendor Introduction Business Final
offerings by of competing value and decision
customer online sales teams philosophical process
fit assessment
Why
buy now?
Why buy
a particular solution?
N
Why buy
anything?
A
5 - Sales
uyer’s journey . . team’s
completed independently Sales team’s direct influence indirect
influence
Buyer research Solution Business Political
Stage stage stage stage

Progression of the sales cycle




Chapter39 ¢ Flanking Streegy Action Plan

Priority

Flanking Description

Owner

Target
Date

Predicted
Success %

Completed
Date
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Chapter45 ¢ Quarterly andAnnualdient Business Reviews

and objectives for the session. Discussion of meeting methodology,

Session Kickoff. Introduction of attendees and review of the agenda
@J preparation steps, and research.

Account Status Overview. High-level assessment of where the account
@ @ stands that includes completed milestones and proof points showing
accomplishments.

Metrics, Trends, and Rankings. Metrics from the vendor’s perspective
that provide a snapshot of current performance and historical trends.
Metrics from the client’s perspective showing how the customer ranks
in comparison to other clients or industry-published statistics.

AW

OO Best Practices Recommendations. Real-world examples that provide

ﬁﬂ specific recommendations on how the client can improve product

usage, streamline business processes, and drive profitability.

Company Update. New information including recent company
W developments, financial results, customer success stories, and industry
K reports that help the client understand your company’s direction and
success to validate the client’s commitment to your company.

Client Vision Road Map. Discussion about the future partnership that
_ ‘\‘P _maps out the vision of where you and your client are headed together,
0.0 whether it be through new products, additional services, or entirely new
ventures.

Post-Meeting Survey and Takeaways. Meeting takeaways including
~ -~ eye-catching graphics that easily communicate the topics that were
covered. Online survey where attendees can anonymously rate the
quality of the meeting, share their thoughts, and provide advice on how
to improve future meetings.



Chapter47 ¢ Sales Strategy Planning Checklist

Use the following checklist to help you prepare for your next sales strategy. (Source chapters are referenced in brackets.)

[J what's my initial account O For enterprise sales cycles, is

d

(]

O

strength, and are my product,
personnel, and company at an
advantage, equal, or at a disad-
vantage to the competition’s?
(15]

Is the deal far outside my zone,
or was my RFP response score
test over fifty? [15]

Is this a renewal/add-on, persua-
sion. or creation sales cvcle? [16]

What buzz-kill moment should |
prepare for? [17]

the buyer a consoclidator, con-
sulter, responder, or bureaucrat?
[31-34]

Who is the bully with the juice,
and what is our relationship to
him? [36]

Who is the emperor, and what is
our relationship to him? [36]

Who are our coaches, and what
are their coach rating classifica-
tions and their numeric rank-

[J Has a turning point already ings? [37]
occurred that will prevent me O . X
from winning? [17] :’:hat b?nefacttonstare gegmd

e customer’s motives?

[J What is the likelihood of no [87]
decision being made, and ] Have we created an organiza-
was the stress test score over tion footprint chart? [38]
twenty-two? [19] [J Is this a corporate control,

[] what tactics will | use to moti- independent, or interdependent
vate the customer to buy and organization? [38]
overcome no decision? [19] ] what different types of flanking

[] What steps will I take to estab- strategies will we use? [39]
lish account control? [20

_ [ ]_ . [] Should we conduct a flanking
What is my quadrant position on strategy session? [39]
the account control chart? [20] )
[ what d ¢ ol ] what are the psychologi-
_a 08s my acgoun contro cal, political, operational, and
spider chart look like, and what - .
o strategic values | provide to the
are the weakest radii? [21]
customer? [40]

O] How will I employ the indirect m . )
approach and create a turning What actions ""f'" we tal.(e to
point? [22] brl:ljlﬂd ;:fe;sfer client relation-

- . . ships?

O what positional tactics will | ps? [41]

employ to gain account control? O For existing clients: How will we

[23]

What is my sales strategy state-
ment? [24]

Will | use provocation, transfor-
mation, or alignment? [25]

What'’s the customer’s bud-
geting process, and is this a
planned, unplanned, or inter-
rupt-driven purchase? [27]

Is the customer price con-
scious, price sensitive, or price
immune? [29]

conduct annual and quarterly
business review meetings? [45]



Chapter54 ¢ Business Operations Language

Job Title:

Create Control
1. 1.

2. 2.

3. 3.

4. -,

5. 5.

Job Title:

Create Control
1. 1.

2. 2.

3. 3.

4. -,

5. 5.

Job Title:

Create Control
1. 1.

2. 2.

3. 3.

4. =,

5. 5.




Chapter71 ¢ Measuring Salesdll Succes

Great 10
9
Good 8
Average 7
6
Poor 5
4
3
2
1
Personal Technical Business Political
receptive receptive receptive receptive

state state state state



Chapter72 ¢ Buyer Personas



