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Introduction:
Let the Crusade Begin!

Four words will soon change the way the world sells, markets, and does
business. They’ll be the new mantra of momentum. The words of wis-
dom and wealth. The phrase that pays.

They’ll be sweeping across continents, boardrooms, and sales
floors. Business owners, CEQs, entrepreneurs, and sales leaders will
soon politely push, urge, and cajole their troops or even themselves to:

STOP WHINING!
START SELLING!

Ain’t no time for bellyaching. Moaning. Groaning. Complaining.
Or finger-pointing.

How will your success be defined?
With quantifiable goals and measurable results!

Whether you’re a rookie or a seasoned veteran, you’ll soon learn:

Excuse-eliminating,
Gripe-removing,
Profit-producing,

Surefire,

r X X % %

Guaranteed,

5

No-holds-barred strategies to . . .

Drive explosive results, make more money, and

achieve greater happiness—starting now!

XV
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follow-up to, 301
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316-317
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212, 235
Competition, 87-88
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241-242
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277-278
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mistakes with, 283-286
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Deadlines, 121, 142, 251
Deceit, 127
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C-class, 130-134
identification of, 8-9
judgments, 161-162
Details, attention to, 249, 251,
259
Dewey, John, 122
Difficult customers, dealing with, see
S.E.R.V. approach
Direct mail, 152, 182
Direct Response Specialist (Brock),
168-169
Discovery techniques:
overview, 36-38
termination of, 4041
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Evaluate, in S.E.R.V. approach, 295 Inn.ovatlve Interviews, 118-119

Excellence, in S.A.B.E.R. approach, 249 Insight, 32, 34

Excuses, xxi, 32, 256, 261

Execute, in A.P.E. strategy, 100,
104-110

Image impact, 161-163
Influentia] forces, 263-264

Inspiration, Sources of, 155-156
Inspirational questions, 21-22
Integrity, importance of, 126-127,
203-204, 250-251
Internet, search engines, 155
Interruptions, 37,311
Interviews, 36,118-119
Intuition, 140, See also Gut instincts
Involvement strategy:
benefits of, 177, 179-180
examples of, 178-179

Face-to-face meetings, 233-234
Facilitator, for advisory councils, 281
Failure, reasons for, 141-142
Fairness Doctrine, 58-59, 83-87, 94
Fear, overcoming, 245—246.
Feedback, in customer service, 297-301
First class referrals, 227, 229
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?::}:ru:g Emal()gv, 22-23 Jacobson, Rochelle, 252
Flexibility, 120 Jokes, 284

Focus Jones, Vicki, 165
ocus:
benefits of, 246

fear vs., 245-246 N
importance of, 35, 164-165, 259, 272 :
Focus Five approach: Lagniappe, 287

Knowledge, importance of, 254

commitment to, 323, 325 Language, word choice:
referral generation, 221, 225-226 boilerplate langu'age, 301
ample worksheet, 324 in customer service, 291-293
s ~ 5 DL 1
Follow-up, generally: impact (l)f, 59, 6166974
importance of, 274-275 n longS(()atters,
questions, 8, 98 losers,
powerful examples, 78-80
T ' J { ds, 75-76
sifts, see Thank-you acknowledgments power words,
E”h;i :‘)‘“ : profit-producing language upgrades, 80
](:Zh;c'vcmcnt of, 66, 309 referrals, conversation openers,
: ; i 2 2
customer’s, 120 230-232

G.O.ILM.O. approach, 265 Leadership skills, 258-259
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Letter-writing guidelines:
format, 169
general, 165-168
length of letter, 166, 168-170
long letter, example of, 171-175
standardized letters, 313
Listening, importance of, 18, 251,280
Little r’s, relationship power, 200
Logic, 78-79
Lost clients, 141-142
Loyalty barrier, 83-84

McCormack, Mark, 176
Manipulation, 204

Marketing, 23

Metrics, 25, 183

Mind share, 24

Minute management, 311-317
Mistakes, dealing with, 256, 283-285
Motivated needs, 34

Motivations, 128

Name-dropping, 75, 156

National Speakers Association (NSA),
329, 332

Need-development questions, 38,62

Negotiation, 23, 120-121

Networking/Prospecting/Referral
Generation Questionnaire, 217-219

New business, referral generation,
212-213

Nonmanipulative approach, 204

Note-taking, 37, 56, 60, 62, 139, 311

Objection(s):
avoidance, 99-100
handling, 98-100
identification of, 102
in-house, 111-112
response to, 105
success scripts, 106-110
Objectives, defined, 315. See also Goal(s)
Observation, 138-139
Obstacles:
dealing with, 261-262, 265, 273-274
types of, xxii
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1% Solution, 243-244

Open-ended need development questions,
31, 56, 58, 62

Open-ended vs. closed-ended questions,
44

Opportunities, awareness of, 253-254,
273-274

Opportunitree, in referral generation,
220-223

Organizational culture, 111

Paperwork, 314
Paradigm push, 16-17
Passion, importance of, 10, 20
Pearl, Lynn, 162
Perceived reality, 103
Perceived value, 202, 241
Performance plan, 66
Persistence, 15, 23. See also Hustle
Personal appearance, 284
Persuasion, 204
Persuasive emotion, 103
Plan, in A.P.E. strategy, 100, 104
Planning, 136-137. See also Daily
planning guidelines; Self-
management
Platinum Capital, 150-151
Positive attitude, 20, 151, 248, 301
Power probing:
components of, 36-38
179 potential power probes, 45-55
termination of, 4041
Power words, 75-76
Practice, importance of, 45
Precommitment questions, 58, 64-66
Preparation, 136
Prioritization, 315
Problem-solving, 274
Procrastination, 307
Productivity, 311
Professional publications, 24
Professional reading, 24, 254
Profitable pennies strategy, 179-180
Profit phrases, 75-76
Profit-producing tips, 37-38
Project planning, 314
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Promotional materia]:

referral generation, 211-212

writing guidelines, 1735475
Prospecting, 18-19, 23. See aiso Referrals
Psychiatrist strategy, 152-154

Psychic debt strategy, 241-242
Publicity, 277

Questions, see specific types of questions
benefits of, 34-35, 40

on first impressions, 162-163

importance of, 18, 31-33, 3940, 43,
272-273

referral requests, 207-209

Rapport, establishment of, 230, 232
Rationalizations, 256, 261
Referrals:
asking for, 187, 189-190, 206-209, 253
Banc One Financial Services,
“Referrals: Your Road to Results”
program, xxiii, 193-194, 328
benefits of, 86, 152, 188-190
conversation openers, 230-234
mental mind-set, 195-198, 215
Networking/ Prospecting/Referral
Generation Questionnaire, 217-219
opportunitree, 22(0-223
referral action plan (R.A.P), 224-226
relationship power, 199-200
REMEM.B.ER, 191-192, 234
sample requests, 207-209
sources of, 187, 190, 210-214
thank-you acknowledgments, 235-238
timing of request, 205-206, 230
types of, 228-229
from unable-to-help customers.
214-216
VINe strategy, 201-204
Reflective morality, 122
Rehearsal, importance of, 45
Rejection, 23, 215-216
Relationship development:
control of impression, 176
first impressions, 149-151, 162-163
image impact, 161-163
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influentia] factors, 8,67, 77
referra] generation, 199-2())
success factors, 266-268
Relationship power, 199200
Remedy, in S.ER.V. approach, 295
R.E.M.E.M.B.E.R., in referral
generation, 191-192, 234
Reputation, 127
Research, adviso
282

Resistance, dealing with, 84-85
€spect, importance of, 162, 251

Results, in S.AB.ER, approach, 249-25(
Results plan, 66

Results Report, The, 141-142, 332
Rewards, 23,25

RoAne, Susan, 200

Roundtable discussion,
281-282

Rule of 4.1, 163-166

Russell, Bill, 25-27

Iy council meetings,

advisory councils,

S.AB.ER. approach, 247-250
Self-accountability, 256-257
Self-management:

commitment to, 309

maximizing, questions for, 318-322

minute Management, 311-317

time, mastery of, 307-310
Selling, 23

Seminars, 254

S.E.R.V. approach, 294-295

Serve and soar language, 292-293
Situational ethics, 127

Skills, in S.A.B.E.R. approach, 247-248
Skills development, 36

Smooth talking, 35-36

Specify, in S.E.R.V. approach, 294
Spontaneity, 120

Stall tactics, 95

Status quo, 252-253

Strategic partners, 288

Strength analysis, 120

Success scripts, 104-110
Supportive statistics, 173, 182
Support statements, 58, 60—62
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Supremacy, in CAUS strategy, 148-149
Surveys, referral generation, 212

Team development, 15. See also Advisory
groups/councils
Telephone calls:
appointments for, 316-317
cell phones, 312-313
concentration calling, 311
first impressions, 150-151
ignoring, 284
note-taking, 311
with referrals, conversation openers,
233-234
returned calls from prospects, 152-154
Testimonials, 159-160, 173, 277
Thank-you acknowledgments, 235-238,
300
The Ladder:
clarification, 58, 63-64
climb the ladder, 58-61
function of, 57-58, 67-68
overview, 58
plant the ladder, 58-59, 62
precommitment, 58, 64-68
success scenario, 62—-63
Time, mastery of, 307-310. See also Daily
planning, guidelines; Self-
management
Timing, 23
To do list, 312, 314
Total satisfaction strategy, 94-97
Transition ladder language, 58-60
Truisms, 250-251
Trust, importance of, 203

Unable-to-help customers, as referral
source, 214-216
Unacceptable offers, 121
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147-148
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Urgency, 309-3 10, 317
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perceived, 202, 241, 27
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Value-driven organizations, 201-202
«Values” (Ruskin), 202-203
Vandenburg, Russ, 151
Verify, in S.E.R.V. approach,

295

VINe strategy, 201-204
Vision, peripheral, 25-27
Voice mail, eliciting responses, 152-154
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