


End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   


OEBPS/page-template.xpgt
 

 
	 
		 
	

	 
		 
	

	 
		 
	

	 
		 
	

	 
		 
	    		 
	   		 
	    		 
		
	



 
	 






OEBPS/khal_9781591842262_oeb_045_r1.gif
End in Mind

Key Beliefs

Proof/Action

Questions

What do we want the client to say, do, decide at the
end of the meeting?

How will we gain agreement to the EIM before or at the
beginning of the meeting?

What will the client likely need to believe,
intellectually and emotionally, to comfortably decide
on the EIM?

What proof or proposed action will we provide to
address the key beliefs?

What would we most like to know from the client?
How will we ask?

What questions is the client likely to ask?

How will we respond?
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‘The Opportunity (Client Confirmed)

Your Rating

Rato the opporunity n the folowing categories. A scao for each provides a
continuous range o possiblo poini. Enter | Entor | Entor
Date 1 | Dato? | Dato

Busiess Issucs. Havo e tosted | Unconfimd, vague, conictng,
thatall the problomsirosutsaro | uncompeling -
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mpolng Complte, prioitzed, compeling....6
EVioENE AND IPACT. I . Mising or weak avidancoimpact 4
ovidonce fo key issues hard, sof,

Ponoxisiet? s there a monetary | Not avilbles illng to develop
impact that the lot agroes o7 fs | ovidencofmpact 1
the impact arge relative o the

potontal investment? How important. | Hard evidence and substanial

& tho impact o the clont, from | oconamic impact 2
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Hiring Costs?
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Problem or Result Evidence

Impact

Missed sales goals.
Lack information about
key customers

Want a better coverage
model
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Their Range

Their Range

Tl forae
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Initiate Qualify Win  Grow

Exact

0 opportunity E | solution
{Ensble
Gecttons
R | Resources )
Resutts
R %

D Decisions A4 No decision

Offer Gracefully to Exit
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Steps Decisions When Who
Validate Compelling
business case and believable
or not?
Interview key Do we
stakeholders  understand
issues and
criteria from
their
perspective?
Any fatal flaws?
Qualify
Resources.
“What ... if" Do we have a
oral solution that
presentation  meets the
needs?
Formal Go or nolgo

proposal
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I do it foryou..
(continued)

Lapprecate the ffe. You've
cortaily been helgful 50 far.

put your questions in writing.

Tapprecite theoffr

Put your questions in writing
and I share the questions and
answers with all vendors,

(Ho: Go o the bidders”
conference and ask your
questions there.)

Acknouedge:

Thanks for th offr Can 1 share

16 my job. They delegated it
Adknowledge:

Tapprecate that. My goal i to
support you in that esponsibily

You can', It not allowed.
1¢5 against our poicy.
They don'esee consatants.

Res

1 you came to my company and my job was o get you the infornation
fom our ey staksholders, | coud guarantee you at least two things:

1.4 do my absolute best - an yet the communication would be
iltred it would be less than th orginal. (Teaphore game)

2.1 would ot ak the same questions a5 you would - you're the
expert - 50 crucal information may n be commuricated

Option: Do it together?
Option: Start with just one prson and expand ane at a tine?

* Take longer.
« Communication s lssrich.

Suggestion:  ill wite dov my questions, give them in advance, and
then we can have 2 20 t 30 mitute conversatin. Docs that make

* You have proprietary information, which we cannot disclose under
stit penaly (NDA).

= Ourinquity (analysi) process i proprieary 0 us and we dort
share it with our ompetitors any more than you would with yours

& We only ask that what'sfir for you i e for us s el

 Our conversations will oly take about 30 minutes. If you gain
importan insightsfom them, please fel fee to sharethem with
al the vendors.

Thejob we do reflects on you
e proset wel,you Look good.
1 e prsent poory, you ook bad
WHETHER THEY CHOOSE US OR NOT

Suggeston: Gotogether o one person at  tme.

Notion: You may ind it informativ and enlghtening as well.

Acknowledge: And probably forsome very good ressons.
Could you at east share with m the reasons?
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Price Objection

A Framework for Price Negotiation

- » Work for ART as if it were NoD
e ® Only negotiate price if it's the last issue.
» Offer options not ulitimatums
(prepare in advance).
» The first options should keep you “whole.”

» If you offer concessions:
Concede slowly
Concede small
NEVER GIVE SOMETHING FOR NOTHING.

» Keep the Dialogue Open

Note: A prerequisite for Price Negotiations = Budget Cards
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Execution Skills
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Criteria).

What How il
What are decision When will Who is each
ailof” | amemde | "Nt molued in | decision
wdstepsr | e | aicider | eachsuep | moker
= step? 4 decide?

Competition: How wil they decid between alternstive solutions?

Gain/Loss: Who in the organization stands to win or lose if this
<olution is adapted?

Personal Stake: How does the person we are tatking with win or lose?
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Get Prospects

to Call You
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Roadmap

Opportunity
Tssues
Evidence
Inpact
Contet
Constraints

Resources
Time
People
Money

Decisions
Process
Aecess
Citria/Belefs
Attematives

Exact Solution
Solution
Deal Structure

Enabling Decisions

End in Mind
Key Belefs
Proof/Action
Questions
Yellow Lights
Nest Steps

Results
Yes
o
No Decision

Relationships
Who

How

Initiate

Qualify
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End in Mind (EIM)

Key Beliefs

Proof/Action

What do we want the client to say, do, decide at the
end of the meeting?

How will we gain agreement to the EIM before or at the
beginning of the meeting?

What will the client likely need to believe,
intellectually and emotionally, to comfortably decide
on the EIM?

What proof or proposed action will we provide to
address the key beliefs?
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They'e too busy. 1t wort take much time: 30 to 40 minutes each; e can do it on
16 would toke too much time. the phone if necessary.

1 e make a presentation that doest adress their prioites o
Fcan appreciate how busy they | - criteia, that doesnt gve them the information they need to make a
must be. oo decision s a horible waste of thei tme. They hate i,
T can apprecate the pressue to

et I il take them Lot mor tie than 30 minutes to undo an il

e time el informed decision.

e going tospend huge amounts of tine preparing a solution
— ' only asking a very small amount o time to make sue that
solution tuly meets your eeds.

If we letyou do it we'd have to | Time: Se sbave. In adition: if you dorit have enough time, cither
et everyane do it ands 1 Rediuce the number of competitors—not the access to key

... that wouldtake oo much takeholder,
time,
ke the tine and do this ight.
(and/or) N
2.".that would' be fa We | W Agre that the fnal N companies can et fll nenies.
need to keep @ level IoYing | 1y et your
fld.
' Heighten,don' liminate diffrentition among compeiton.
Acknoutedge;
TSppecite the prssure touse |8 How sluion provides se your time i a great wy to fudge
iy them (e, howthey sell . e sample of how they sove).
Yapprciate the desie to be i | Suggeston: Let each company fllow it own course o action.
Tell them you il udge the by the eficency and effiacy of
theirapproach.
Faimess:

1 The goat i to be fair to a olution that meets your stakeholders’
needs, ot to a bunch of outside vendors. And i not fair to
expect you can exactly meet the needs of people ith whom
you've never talked

8 e going to spend thousands of person-hours preparing 3
solution—all ' asking fo i exchange is 30 minutes of an
individuat time to mke sure th sclution i relevan. T’ that
fir?

1 Suggestion: Only et people talk o the stakeholders who feel
they need to—and judge them positively or negatively by how
wellthey use your time. Thats fair

1 they doritask, they pobably don't need the time.
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Competitive Advantage/Competition includes: do nothing; do it themselves; do it
‘with someone other than us.

Rato the competitvo advantage i th folowing categories. A scale for each Your Rating
provides a continuous range of possibl poits

Enter | Entor | Entor
Data1 | Datoz | Date3

‘SOLUTION ADVANTAGE. Howwel | Compatiion halds advartage
does oursoluon produce the (orour scuton weak). -
asirod rosuls? How dose  rato for

foasibilty, ease o iplementaton, | Perceived party. o
and porcoved risk? How wll doos 1

et he timing and the docsion. | O soktion s very sound and
crteria? How does oursoluon | SUperor to comptton. 10

compare o the atematives?

DEAL ADVANTAGE. How doos otx | Gompatiion hads advarage

doal structure comparo o ho (orour dealsiuctro s woak)..... -4
altomativos? Pring? Cash flow?

ROI? Risk milgation? Oporatonalor | Perceived paty. o
financil flexibilty? Stategc, tactica,

compattio, otha advantage for | QU dealstncur & vry scund and
Ghent? ‘Suporor to comption
RELATIONSHP ADVANTAGE How | Compatiion halds advartage

srong and posiive i our personal, | (orourrlaionships are weak).....-6
poltca, and profossonal

Telatonship with koy nfuencors and | Perceived party. o

ocision makers? 1 wo have o N "
champions or supportors, hatis | Out eatonlips are very irong
i el dacion making power? | and upero o competion ...

EXTRA ADVANTAGE, Aro there specil | Compatiion hads advantage.....4
consderatins orcrcumstances that
Would favor ihor us ofho. Parcaived party. o
competion?

Our advantage. s

ToTAL
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Where Client
Wants To Be

Where Client
Is Today
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Problem or Result

Evidence

Impact

Need one place to go for Multiple systems or

customer information

Want to improve and
personalize the
customer experience

Need to improve sales
productivity

Poor forecasting ability

spreadsheets with often
conflicting data

Not able to
differentiate by
customer; large
number of customer
complaints.

Too few salespeople
hit quota; key sales
metrics are at or
worse than industry
average

Significant gaps
between expectations
and actual performance

High systems costs; high
support costs; low
revenue per customer

Dollars and margin per
customer; lfetime
customer revenue

Sales costs too high; can't
calculate what improved
productivity would bring
o bottom line

Either employee costs
high or sales results
too low
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Wake sure all yllow lights,
present or future, are tumed
o green now while the
elationship i stong. For an
initiative ke thi, based on
past experionce:

« What potentil yellow lghts
might the client foresee?

« What potentil yellow lghts
might we foresee?

* What preventive actons
might we ake?

« What comnunicatio
vehices might we sot up
now o faciltate effective
Tesolation of any difficltios
in the future?

Do everything humanly
possible to ensure they get the
dosied esults (idelly, ones
that can be measured),

Thank the clent for their

nvestment of e and eneray.

* Ask e your solution faled
to met thei needs—or how
Some other solution was
superir

* Plant theidea o us elping
thens

—Ifthe curent project doesit
ok out.

—On other projects

e there compeling reasons
ot o dacide?

I the business case o longer
valid? (Has the evidence
changed? Are they no longer
experiencng the impact? Did
the constrants go away? Did
the contest change?)

00 they not fee ther is.a
solution tha delvers the
business case? How 507

0id priorities change?
Somathing else?

Eliita concete series of steps
that will llow th dliet to
feol compltely confortable
saying oither Ye or No—and
No i okay. Follow thestep.
Get a decison.
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Ini

ate Qualify Win Grow

) Exact
0  opportunity. Solution

E | (Enable
-

- No
D Decisions No dacison

Offer Gracefully to Exit
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Successful
Move off the
Solution

Softening |

Listening || Softening The “Move”
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They have a
range or number
in their head

How did they

Logistics ¢ arrive at » o vale
that number?
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Steps.

When

Who

Meet with
initial client
person

s there
sufficient
interest to
keep talking?
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Ask for the End in Mind.
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SPI Sales Progression Index

Client Name: Opportunity:

Account Manager:
First Scoring: Second Scoring: “Third Scoring:
Da Date: Date:

Highest Level of Person Interviewed

Rato thelovel of tho porson 0 whom you are taling. The scale rprosns  continuous rango of possible
points.

Your Rating
Who are youtaking o7 Justa | BIRdRFP. ] s e
bind RFR? Infomation gatherer? or | Entor | Enter
Technical person? Key Concorned stakohalder | pate | pate2 | Dates

influencer? Decision maker? | Strong infusncericision maker...... 4






OEBPS/khal_9781591842262_oeb_054_r1.gif
(zpremioy Buaow Anyssaaons
wosy wayy do3s 3ybuw Jeyp) ;sansst asouy butssaippe
woij woeziuebio auy paddors sey Jeup isauferIsU0)

(01-1 10 855) (011 10 $55)
Zpanatipe suoneziueBlo oy
ssamans 1 gohed 3y s aeu B350 143 51 on MoK
Zo1-1 uewodn mon syen 011 wevaduy woy sygenn
(Gt 2) oy 1o s (Giak 2) o 2 5
oo U3 Jo NI TS TEUM "3 | AP O 0 OMew 43 51 10U 7
eduy synsay peduy waiqord
12961351 10 pom e '€ 250,034 w1 70 prvom seun ¢

tsuopsand uspion

2 e ok op ot 1
tsuopasend uaplog s tanssy pieH
2dn wous wargond
esagausg oy 95 nek yn sk 10 33049 043 0p o
sarons o o ot Ok sy | 245100 ® 531 oy ok 511Uk
yasasons i s moth on 1w wof Cataguea weigosd o 209 NoK
SIS4M OUM MOH TONSSI 3405 | SISUM FeUM MO :9nSST 305
25u3piAg wajqold

asanenuy pue saibatens Koy ojut o Mumioddo
S143 S30p MOW ¢Pa123348 SL 3572 JEUM 10 DU 1IXBIU0Y

&m0 buwafuo 2102 1 pig
46U 34396 1 pig
jozuiowung

Zsposu 10w Appexa
1643 vonnjos = 351>
Bugou pue 3sauy anos
sssauaaIduoa 10} 1591

2303112453 oA Wiy
snsay/swaigoid
Jevonippe o

a3 agh 3593 ue> nog

spienar ‘siyauag
“sawooo ‘speod (T
“sanalgo = snsay

suonDEjsIRsSIp ‘Suiaau0
“sarnayjtp ‘sanssy
“sabuaneys = swalgold

spiom nauy 95
wey = oy (2
ureg = wdiqor

“aseiyd 1o
pion oy e asn
Tnsoy/waqoig

(i2z13p100d)
sanssy Aoy 3517





OEBPS/khal_9781591842262_oeb_027_r1.gif
DECSION PROCESS EXANPLE

Staps Decison When Who.

Tkt e
Compares

Slection
Commitee

feerto 0
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Crteria
Beliefs

What How will
Whatare | decision | Whenwill | Whois cach
slaf | getsmade | ey | imolved in | decision
the steps? | in ead decider | each ste maker
> step? P decder

Compatition: How il they decide between alternative solutions?

GainLoss: Wh in the organization stands to win of lose f this
solution is adopted?

How does the person we are talking with win or lose?

Personat Stake:
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LET’S GET REAL
OR LET’S NOT PLAY

TRANSFORMING THE
BUYER / SELLER RELATIONSHIP

MAHAN KHALSA
and RANDY ILLIG

PORTFOLIO
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Stimulus Responses?

Tell
Accept
Guess,
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Opportunity—Resources—
Decisions

Enabling Decisions—Results

Divergent thinking: developing
multiple issues; considering many
possibilties; talking to many people;
systemic thinking

Inquiry:seeking first to understand

Understanding effects of problems.

Deciding fit

Convergent thinking: driving to a
decision; resolving issues and
concerns; implementation;
measurement; continuous
improvement

Advocacy: seeking to be
understood

Understanding causes of
problems

Executing fit
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Source

Pros

Cons

Family, friends, close
business associates

People we know:
friends of friends,
colleagues, clients,
professional contacts

People we know of: the
outer network of the
people we know; people
we identify who are
close to the prospective
client yet with a weak
connection to us

Willingness strong

Willingness reasonable

May have strong
connection to priority
prospects

Limited connections to
priority prospects.

Action tends to be low

Willingness suspect
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Questions.

Yellow Lights

Next Steps
Agenda

What would we most like to know from the client?
How will we ask?

What questions is the client likely to ask?

How will we respond?

What reasons might the client have for ot deciding or
deciding not in our favor (stalls, doubts, concerns,
objections)?

How will we address them?

What next steps, if any, should we be prepared to offer?
What is a concise agenda that integrates all of the
above?

How can we best gain agreement to the
agenda?
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Continued: The Opportunity (Client Confirmed)

‘CowText (operATIONAL A0 Neither org o op. 2
ORCANZATIOWA), Has tho clot
idonifiod who or what el s Eithor org orop. 2
afectod oporationally? Do thoissuos.
o into koy organizatonal prioios?_| B9t org and op. 3
‘ConsTRANTS (conFLCTNG Opportuniy thratening
PRIORITIES, POLTICS, RISK. consrants. &
BEURS £1c), What has stoppod | Constaints ot ontifed. o
them rom doing ths i the past?
‘What might iop thom inth fuurg? | Consiraints idiiiod and
Can walthey dealsfecively wh | manageabie. 3
these consrants?
EMOMONAL MOWENTUM (cOULD BxsT | Wiho cares? (0:6). -
EVEN WITHOUT SOLID BUSIESS LoGK)
Ona scal of 1-10,with 10 being | Srong nterest (7).... 1
“mission crical' and 1 being Who.

Wission cical (3.9, 10). "

cares?” how important s tis
iniativo o ey Stakeholdors? How
emotonaly vested are they?

ToTAL
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THE DECISION PROCESS

" How: Decsion
Steps Deciion When Who e i)
What are it | WP AOKON |y it chey | Who s imatved | EI the HOW
the steps? st modelo decide? ineachstepr | (citero) directly
eachstep? o the WHO.
Ve vant to
e the steps
2| sometines e Who gets ntoiew the
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When we interview
them we want to
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Enabling Decisions

Rato your (o your toan’) ailty to prasont o onabo decisons n the
following categorios. A scale for each provdes a continuous 1ango of

possibio ponts.

Your Rating.

Entor
Date 1

Enter
Date2

Enter
Date 3

PRESENTATION FORNAT Are we
presentinginporson, 1 the right
peopl, o the right amountof time.
{andin the dasied positon i
compative)?

Decision-hreatening probioms.
Challenging but doabl.

Favorabl.

THOUGHT STRUCTURE (e Lo,
EAsLES ADEGION).Is R crystal
cloar which docison(s) tho
presentation s intandod to onable?
Waltho cliont eadily agroo? Havo
‘o dentiiod and organized around
ho koy bolas/supporting docisions.
ho dlont mustros0o to make the
fial docision(s)? Do we havo
compoling proaf? Do we know how
wa il sk orthe decision on both
the supporting and ulimate
docisions? Is tho proseniation flow
logical,casy to understand, and
invoiing?

Wesknoss oxsts
Reasonable yet noeds work

Cogent, concise compeling

ViSUAL PRESENTATION. I the visual
presentation aasy to absor? Doss it
Complement and facitalo tho
though sructure?

Poor
Acceptable.
Excollont

NONPRCE YeLLoW LiGHTs (s7ALL,
DOUBTS, QUESTIONS, ORIECTIONS).
Have we forsen and thoroughly
propared for o most lkly
uestons sals, doubt, objections?
Ao wo kited in rosobing
unforeseen yalow ights?

Unpropared.
Acceptable.
Wl propared

)

PRICE NEGOTIATION (NCLUGES TERMS.
0 ConoImoNs). Do wo have
aggressive, ealstc targets (ART)?
Hav we astablished the no-deal
point(NGDJ? Do we have optons
hat would kosp us whole™ I o
choose 1o move of ART, do we have.
options that wo can trade off? Ao we
comitted to not giing something
for noting? Hav wo propared for
predicable clnt tacics?

Unpropared
Acceptable.
Wl propared...
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Crteria for 1deat
Y implementation?

Predetermined

Solution
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Problem o Result

Evidence

Impact

Missed sales goals

Lack information about
key customers

Want a better coverage
model

Takes too long for new
salespeople to be
productive

Inconsistent ability to

hit quarterly sales goals:

by product, by team, or
by individual

It takes too long to
respond to customer
inquities. Unable to
cross and up-sell at

point of sale.

Some reps have too
many prospects, some
too few
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customer experience
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Next Steps
Agenda

What reasons might the client have for ot deciding or
deciding not in our favor (stalls, doubts, concerns,
objections)?

What next steps, if any, should we be prepared to offer?
What s a concise agenda that integrates all of the
above?

How can we best gain agreement to the agenda?
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