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Foreword by Patrick Renvoisé 

Late in 2001, after spending most of my adult life in sales, I took advantage of a break in my career to research and develop a new understanding of Sales and Marketing. During nine months of retreat and extensive research in sales, marketing, and neuroscience--integrated with my years of experience in closing complex transactions--I developed the basis of a method called the Selling to OLD BRAIN, now recognized as the first proven Neuromarketing approach to closing Sales.

I shared my work with a longtime friend, Christophe Morin. Christophe and I always joked about our respective professional biases. He was a “marketing” guy, and I was a “sales” guy. When I asked him to review the first draft of my book, his diagnosis was the following: “I love the theory and I am amazed that you have found a way to merge the best of marketing thinking with the best of sales thinking.”

That was the good news! “However,” he continued in his usual manner, “I think the development of your key marketing concepts needs some fine-tuning.” I wasn't surprised. Having huge respect for Christophe's highly successful career in marketing and management, I put him to the challenge. “Why don't you rewrite the sections you think should be improved and help me finish the book?”

By now, you know the end of the story. For twelve solid months, Christophe and I partnered to finesse the book and present a solid, proven formula to increase anyone's selling effectiveness. The book is still narrated by me, Patrick, as when I first produced the draft back in late 2001. You'll find it packed with stories, examples, and an effective, scientific formula for success. Enjoy!

Patrick Renvoisé 

PS:

In 2002, Christophe and I founded SalesBrain, a company whose purpose is to lead the charge in Neuromarketing by applying the Selling to the OLD BRAIN method through Research, Consulting, and Training. Since SalesBrain was founded, we have trained hundreds of sales executives and have received exceptional ratings and a multitude of wonderful success stories about the measurable impact of our groundbreaking approach.

Neuromarketing has since emerged as a powerful and exciting new branch on the Marketing tree. SalesBrain continues to grow and has been nominated twice to receive the “Next Big Thing in Marketing” award by the AMA--American Marketing Association. Neuromarketing is critical to you as both a consumer and as a marketer, and we invite you to learn more about it.
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INTRODUCTION

Have you ever been in a sales situation where you were absolutely convinced you had the best solution for your prospect, but you still lost the deal? Even the best of us have experienced this paradox.
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Selling today is tougher than ever because:

• Buyers are more sophisticated

• Competition is more intense

• Sales cycles are longer

• Buying by committee is more common

• Resistance to normal closing techniques has increased

Fortunately, learning about Neuromarketing will quickly increase your selling effectiveness, enabling you to “push your target’s ‘Buy Buttons’” and rapidly achieve the following:

• Deliver convincing sales presentations

• Shorten your sales cycle

• Close more deals

• Boost your revenue and profits

• Radically improve your ability to influence others

You will also learn how to craft compelling messages in your marketing material and on your web site that will bring you a constant flow of new prospects. These techniques can also be used to raise money for your business or to gain new jobs or promotions.

But, before we enter into the science of the OLD BRAIN, let me tell you a short story about my best customer ever. Even though he was homeless, I made $960 an hour consulting for him. Here is how it happened:

One evening, as I was entering a restaurant in San Francisco, a homeless person stopped me. He was displaying an all-too-common cardboard sign that said:

HOMELESS 
PLEASE HELP

He showed all the signs of distress with a sad emptiness in his eyes; a poor fellow indeed. I do not pretend to be an altruist, but often, when some of these poor people look me directly in the eyes, my conscience demands that I hand over a dollar or two. But, on this occasion, I decided to go one step further than giving him a dollar: I wanted to increase his selling effectiveness. You know what they say: “It's better to teach a man to fish than to give him a fish.”

The first challenge my would-be client faced was the same that many individuals or companies face: his message was weak, and certainly not unique. There are thousands of homeless people in San Francisco and they are all asking for “help”. So I handed over two dollars under one condition: that he would let me change the message on his cardboard sign for at least two hours. I even promised him an additional $5 if he was still there when I got out of the restaurant. I wanted to give him an incentive to try even if he thought my message wouldn't work.

I picked up his cardboard sign and on the reverse side, I wrote down a new message. He agreed to use it as I walked inside the restaurant with my friends. Two hours later, as we met him again on our way out, he refused to take my $5. Instead, the homeless man insisted on giving me $10! He happily explained to me he had made $60 in the two hours that I was eating dinner.

He normally averaged between $2 and $10 an hour so he was truly thankful. He forced me to accept his $10, and since the entire interaction had lasted only 30 seconds, this $8 profit translates into $960 an hour.

What did his new cardboard sign say?

WHAT IF YOU 
 WERE 
 HUNGRY

I did not realize at the time why this message had unparalleled impact: it spoke a powerful language understood by the true decision-maker, a language that will change sales and marketing principles forever.

So why should you read this book? 
 Because it is the fastest way to go from this...
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To this… 
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There are over 14,000 books covering sales and marketing. Throughout our careers, Christophe and I have read a great number of those books and attended every major sales and marketing training program on the market. However, at the end of each new book or program, we always felt that our selling effectiveness had increased by only a few points at best!

Current books and training programs focus primarily on the tactical issues relating to lead generation, prospect qualification, funnel management, and decision-maker identification.

This book is the only one that introduces you to a new language which, once learned, helps you build and deliver messages that influence the true decision-maker: the OLD BRAIN. Simple and easy-to-remember, the language of the OLD BRAIN offers a unique communication platform that dramatically increases your selling effectiveness, allowing you to reach a sustained higher level of success in all your sales, marketing, and communication efforts. An that’s the promise of Neuromarketing!



CHAPTER 1 

 THREE BRAINS: 
 ONE DECISION-MAKER

[image: Neuromarketing_0015_001]
Having the best technology or the highest quality solution does not guarantee that prospects will always buy from you. Exciting new findings in brain research suggest that speaking to the true decision-maker, the OLD BRAIN, will raise your effectiveness in communicating an idea or selling a product.

You probably already know that a distinction is often made between the left brain and the right brain. The left hemisphere is the center of linear thinking such as language, logic, and mathematics. The right hemisphere is the center of conceptual thoughts such as art, music, creativity, and inspiration.

The brain is also categorized into three distinct parts which act as separate organs with different cellular structures and different functions. Although the three parts of the brain communicate with each other, each one has a specialized function:

• The New Brain thinks. It processes rational data and shares its deductions with the other two brains.

• The Middle Brain feels. It processes emotions and gut feelings and also shares its findings with the other two brains.

• The OLD BRAIN decides. It takes into account the input from the other two brains, but the OLD BRAIN is the actual trigger of decision.

The OLD BRAIN is a primitive organ. It is our “fight or flight” brain, our survival brain--and is also called the reptilian brain because it is still present in reptiles today. It exists as a direct result of the basic evolutionary process. According to leading neuroscientist, Robert Ornstein, in The Evolution of Consciousness, the OLD BRAIN is still concerned only with our survival as it has been for millions of years.

In fact, the body of research that demonstrates the prevalence of the OLD BRAIN in the decision-making process is overwhelming, and yet, it is ignored by traditional sales and marketing approaches.

In the book, How the Brain Works, human brain scientist, Leslie Hart, observes, “Much evidence now indicates that the OLD BRAIN is the main switch in determining what sensory input will go to the new brain, and what decisions will be accepted.”

In his book Descartes’ Error, Professor Antonio Damasio, Head of Neurology at Iowa Universit,y one of the foremost experts in the brain/decision-making processes states, “The lower levels in the neural edifice of reason are the same ones that regulate the processing of emotions and feelings along with the bodily functions necessary for an organism’s survival…Emotion, feeling and biological regulation all play a role in human reason. The lowly orders of our organism are in the loop of higher reason.”

Michael Tomasello, a cognitive scientist and Codirector of the Max Planck Institute for evolutionary Anthropology in Germany writes, “The 6 million years that separate human beings from other great apes is a very short time evolutionarily, with modern humans and chimpanzees sharing 99% of their genetic material…There simply has not been enough time for normal processes of biological evolution involving genetic variation and natural; selection to have created one by one each of the cognitive skills necessary for modern humans to invent and maintain complex tool-use industries and technologies, complex forms of symbolic communication.”

Other works that highlight the role and importance of the OLD BRAIN include You've Got to be Believed to be Heard by Bert Decker, who develops the concept of achieving trust via the OLD BRAIN in order to generate understanding and Emotional Intelligence by Daniel Goleman who also reviews the working principals of the OLD BRAIN.

Finally, in Emotional Brain, Dr. Joseph LeDoux points out that the amygdala--a part of the OLD BRAIN--has a greater influence on the cortex than the cortex has on the amygdala, allowing emotional arousal to dominate and control thinking.


Researchers have demonstrated that human beings make decisions in an emotional manner and then justify them rationally. Furthermore, we now know that the final decision is made by the OLD BRAIN.




CHAPTER 2 

 THE ONLY SIX STIMULI THAT SPEAK 
 TO THE OLD BRAIN
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So how do you systematically reach the true decision-maker, the OLD BRAIN? The OLD BRAIN, in addition to processing input directly from the New Brain and the Middle Brain, responds to six very specific stimuli, which, if mastered, give you the key to unlocking the language the OLD BRAIN understands.
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1. The OLD BRAIN is self-centered. Think of the OLD BRAIN as the center of ME. It has no patience or empathy for anything that does not immediately concern its well-being and survival. If you had the misfortune of seeing someone injured right in front of your eyes, your OLD BRAIN wouldn’t really care: it simply can’t afford to. It’s just relieved that you’re not the one who got hurt. Emotionally, of course, you may empathize or, rationally, you may be concerned about the consequences of what just occurred, but this reaction occurs at the Middle or New brain level.
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2. The OLD BRAIN is sensitive to solid contrast such as before/after, risky/safe, with/without, and slow/fast. Contrast allows the OLD BRAIN to make quick, risk-free decisions. Without contrast, the OLD BRAIN enters a state of confusion, which ultimately results in delaying a decision, or worse, making no decision at all.

[image: Neuromarketing_0020_003]
3. The OLD BRAIN needs tangible input: it is constantly scanning for what is familiar and friendly; what can be recognized quickly, what is concrete and immutable. The OLD BRAIN cannot process concepts like “a flexible solution”, “an integrated approach”, or “a scalable architecture” without a lot of effort and skepticism. It appreciates simple, easy-to-grasp, concrete ideas like “more money”, “unbreakable”, and “24-hour turnaround time”.
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4. The OLD BRAIN remembers the beginning and end but forgets most everything in between. This short attention span has huge implications on how you should construct and deliver your messages. Placing the most important content at the beginning is a must, and repeating it at the end an imperative. Keep in mind that anything you say in the middle of your delivery will be mostly overlooked.
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5. The OLD BRAIN is visual. Neuroscience demonstrates that when you see something that looks like a snake, your OLD BRAIN warns you instantly of danger so that you react even before the New Brain physically recognizes it's a snake. The optical nerve is physically connected to the OLD BRAIN and is 25 times faster than the auditory nerve. Therefore, the visual channel provides a fast and effective connection to the true decision-maker.
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6. The OLD BRAIN is strongly triggered by emotion. Neuroscience has clearly demonstrated that emotional reactions create chemical events in your brain that directly impact the way you process and memorize information. In fact, you simply can’t remember events and information for anything more than short-term unless you experience what some scientists refer to as a strong “emotional cocktail”: the result of emotions being chemically processed by the brain.
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Increase Your Selling Probability by Triggering the Only 6 Stimuli that Reach the True Decision-Maker


The OLD BRAIN responds to only 6 stimuli. Mastering these 6 stimuli immediately gives you the capacity to sell better, to be more efficient in marketing, and in all forms of communication.




CHAPTER 3 

 THE METHODOLOGY: 
 FOUR STEPS TO SUCCESS
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“Creating a new theory is not like destroying an old 
 barn and erecting a skyscraper in its place. It is 
 rather like climbing a mountain, gaining new and 
 wider views, and discovering unexpected 
 connections between our starting point and 
 its rich environment.”

-- Albert Einstein, Physicist 

To help you sell, market, or influence more effectively, this book translates the six stimuli into four easy action steps. To help your OLD BRAIN remember these four steps, we have made them rhyme.

The 4 Steps of Selling to the OLD BRAIN 

You will directly increase your Selling Probability when you follow these four fundamental steps:

1. Diagnose the PAIN and craft a message that concretely demonstrates to your prospect how you will cure it

2. Differentiate your CLAIMS from those of your competitors

3. Demonstrate the GAIN that your solution provides to your prospect

4. Deliver to the OLD BRAIN in a way that has maximum impact
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Diagnose the PAIN 

In this step you should ask the right questions and carefully listen to your prospects. The true PAIN often lies below the conscious level, so be prepared to unveil PAIN they did not even know they had.

Since the OLD BRAIN is self-centered and concerned with its own survival above all else, it is highly interested in solutions that will alleviate any PAIN it is feeling.

If you’re selling drills, your prospects really couldn't care less about the drills. What they actually want are the holes. Your diagnostic should consist of bringing to light all the issues they have about the holes they need to make...not the drills.

Combining your expert knowledge with their own understanding and interpretation of their current situation and their desired outcome will lead to an accurate Diagnostic of their PAIN.
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Differentiate your CLAIMS 

Have you noticed that approximately 95% of all web sites or brochures start with the same sentence: “We are one of the leading providers of…” This is an empty CLAIM that works against you. To reach the OLD BRAIN more effectively, this book will teach you new ways to say and to prove the statement, “We are the only provider of…”

As you have learned, the OLD BRAIN responds favorably to good, solid contrast. Powerful, unique CLAIMS attract prospects. They also simplify purchasing decisions.

Your prospects will always be thinking of two contrasting scenarios, whether they ever come up in your conversation or not:

• How does this compare to other options? and

• How does this compare to my doing nothing?

So ask yourself, “Is my solution uniquely able to cure my prospect’s PAIN?”

If you can quickly point to what is absolutely different and valuable about your solution, then you create the contrast that the OLD BRAIN is looking for. More importantly, you become the only vendor that can solve their PAIN.

[image: Neuromarketing_0026_001]
Demonstrate the GAIN 

Listing and talking about the unique benefits of your solution as recommended in Step #2 is all well and good, but it doesn't technically prove anything. Remember, the OLD BRAIN prefers tangible. It needs solid proof about how your solution will enable it to survive or to benefit. Since the OLD BRAIN can't decide unless it feels secure, it is not enough to simply describe the value of your product or service; you need to concretely demonstrate the GAIN your prospects get from your solution--a specific cure to their number one PAIN--in a way that satisfies the OLD BRAIN’s need for concrete evidence.

Remember, when it comes to communicating the benefits of your solution, it’s not just about value. It's about proven value!
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Deliver to the OLD BRAIN 

The latest brain research clearly demonstrates that the OLD BRAIN always makes the final call! When you deliver your message, your impact is directly linked to your ability to sell to the decision-making part of your prospect's brain by speaking to it directly, in a language it understands, through the six stimuli that trigger a response. In fact, your ability to deliver directly to the OLD BRAIN affects your selling probability as much as the three other factors--PAIN, CLAIMS, and GAIN--combined. That’s why it has a cubic function in our formula:
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Let's take a simple example: using all four steps in our formula, imagine you are selling water.

1) The more thirst--translate PAIN--your prospects are experiencing, the more potential you have to sell them water.

2) If you have two competitors who also sell water and assuming that your CLAIMS are equally strong as those of your two competitors--your selling probability is immediately divided by three.

3) Now, let's assume that your unique CLAIM is that your water is the most refreshing. The more strongly you are able to prove what your customer will GAIN by drinking your “most refreshing” water, the more chance you will have to close the sale.

4) Finally, imagine you and your two competitors are selling water in the middle of a desert. As a way to impact your prospects’ OLD BRAINS, you could advertise your water using a large billboard with a fountain of actual cold water flowing out of it while giving away small samples for them to taste. This surely would have more impact than just using a static sign, no matter how large, that said: “Fresh Water”.

Applying the Four Steps of Selling to the OLD BRAIN requires method and discipline, but the rewards are well worth the effort. The four upcoming chapters will cover each of the four steps in detail.

Since this book is the only neuromarketing book based on a remarkable, innovative combination of the latest brain research and cutting edge sales, marketing, and communication techniques, you can begin to use these techniques immediately to turn your newfound knowledge into action to develop and deliver messages that will change the way you influence forever.


You will directly increase your chances to sell if you follow the 4 fundamental steps:

1. Diagnose the PAIN and construct a message that concretely shows your prospect how you can eliminate it.

2. Differentiate your CLAIMS from those of your competitors or other offerings in your field.

3. Demonstrate the GAIN that your solution offers to your prospect.

4. Deliver to the OLD BRAIN to get the most impact.


Important 
 Note 

All you need to remember about the Selling to the OLD BRAIN method is found a a large graphical poster inserted into this book. I recommend you post it near you in order to have an overview that will serve as a point of reference while you read. Remember that the OLD BRAIN is visual! If you follow visually where you are in the process as you progress, you will improve your comprehension and your memorization of the Selling to the Old Brain method. You will see that the first section of the poster summarizes effectively what we have already




CHAPTER 4 

 STEP 1: DIAGNOSE THE PAIN 
No PAIN, No GAME 
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“One of the best ways to persuade others is with 
 your ears--by listening to them.”

-- Dean Rusk, Former U.S. Secretary of State 
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How would you feel if you were sick and your doctor prescribed a remedy without listening to you describe your symptoms first? How much faith would you have in his remedy? Similarly, how do you feel when a salesperson tries to sell you a product without understanding your PAIN or sources of stress and tension first?

Before prescribing medication, a doctor questions his or her patient and typically initiates a dialogue that helps unveil the true source of the PAIN. From this information, the doctor formulates a diagnosis, which is shared with the patient. Often the doctor makes an effort to ensure that the patient really understands and accepts the diagnosis. By doing so, the doctor can be more confident that the patient will follow instructions and take the prescribed medication.

If you think about it, people who buy drills have a specific PAIN that really has nothing to do with drills: what they really want is what the holes can do for them, like hanging a picture or remodeling their kitchen.

By taking the time to carefully probe your prospect's PAIN, you achieve several goals:

• you help them unveil the true source of their PAIN

• you establish your expertise by the appropriateness or relevance of your questions

• you establish valuable trust with their OLD BRAIN.

Years ago, a pizza company did a survey to uncover the number one PAIN of customers who ordered home-delivered pizza. What do you think it was? The taste of the pizza? How hot or cold it was? Getting it fast? Actually, the number one PAIN was measured as not knowing when the pizza would arrive. Armed with this vital information, Domino’s Pizza established a very successful slogan: Thirty minutes or less (or it’s free). This is a strong example of how diagnosing the PAIN and showing your prospects how you can solve it will make your solution highly compelling.

Can you and every person you work with state the number one PAIN of your prospects? Are you absolutely certain you are selling benefits that are correctly aligned with their number one PAIN?

Let's look at what happened to Christophe Morin, co-author of this book, while heading the US subsidiary of a flag and sign manufacturing company.

How can you win a multi-million dollar, highly competitive American Olympic contract when you are a foreign-owned business with little US presence, and your solution is the most expensive one on the market?

The answer is by doing the best diagnostic of your prospect's PAIN:

I spent two and half years visiting ACOG (Atlanta Committee for the Olympic Game) from 1993 to 1996. It took this much time to understand ACOG's complex and ever-changing organizational chart and to discover what the dominant financial, strategic, and personal expectations of the buying committee responsible for flags, flagpoles, flag ceremonies, and flag logistics were.

My meticulous and tedious process led me to a surprising conclusion: ACOG's PAIN was mostly personal. Buyers were deeply worried about the embarrassing, if not devastating, impact of a diplomatic incident. You may never have thought about this, but raising or flying a flag can have multiple sensitive issues associated with it. For instance, what is the proper protocol for raising a flag in an indoor venue? How should it be handled and folded? Who will view the flag and how will it appear from each angle? How high does it need to go logistically so it can be seen properly? How do you make sure that the design of a particular country has been officially approved or updated?

These are exactly the PAIN factors I focused on. During the development of the RFQ (Request for Quote), I insisted that we had the highest level of competency in the art and science of flags (vexil-lology) and could claim to be the only company in the world that had developed an officially approved digital database of flag designs. With these unique CLAIMS clearly and comprehensively articulated --addressing an obvious and profound understanding of ACOG's PAIN --I was able to overcome the overwhelming odds against us and close a multi-million-dollar deal.

Now, let’s look at the best way to diagnose the PAIN. The Selling to the OLD BRAIN theory defines PAIN as the difference between a desired state and an existing state. To properly diagnose a prospect's PAIN, you simply need to answer the following four questions:

1. What is the source of the prospect's most prominent PAIN?

2. What level or degree is the intensity of that PAIN?

3. What is the level of urgency requiring the PAIN to be solved?

4. Is my prospect aware of and does he/she acknowledge his/her own PAIN?

Source of the PAIN 

PAIN always falls into three main categories: Financial PAIN, Strategic PAIN, and Personal PAIN.

Financial PAIN: this category covers the economic performance or lack thereof. Sales revenues, profitability, and ROI are good examples. Financial PAIN is typically highly visible and easy to measure.

Strategic PAIN: this category includes issues that affect the business processes used to develop, manufacture, and sell products or services. Typical strategic types of PAIN include poor product quality, declining market share, and higher business risk. Strategic PAIN is not as visible as financial PAIN and cannot always be easily measured.

Personal PAIN: this category is made up of the feelings and  emotions affecting those who are involved in decision-making and the resolution of the PAIN. Good examples of personal PAIN is a high level of stress, job insecurity, or longer working days.
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Assess Whether the PAIN is Financial Strategic or Personal

Defining the source of the PAIN is like taking a patient's pulse at the right location. It is the best way to make sure your product or service is designed to bring effective relief. Take a look at this table (See Figure 4.1) to help you quickly define the source of your prospect's PAIN.

		Areas of Pain & Tension	Methods of Measuring	Result/Fear Stimulated in the Old Brain
	Financial	Lack of Funds Low Return on Investment	Data	Loss of Money
	Strategic	Quality Issues Long Delivery Delays Long Product Development Cycles Lack of Strategy	Market Benchmarks Mappings Surveys Competitive Analysis	Loss of Business Control
	Personal	Poor Attitude High Stress Lack of Motivation	Employee Surveys Leadership Assessments	Loss of Personal Energy

Figure 4.1 - Sourcing Your Prospect’s PAIN 

The first level of diagnosing the PAIN is best performed through extensive marketing research. Research can be conducted to:

1) explore PAIN

2) measure PAIN

In both instances, using surveys that ask the right questions is critical. All too often, the person or organization who designs the survey puts too much focus on descriptive variables such as demographics rather than motivational variables such as fears, desires, expectations, attitudes and satisfactions. This makes it nearly impossible to unveil the real PAIN.

To explore PAIN, you can conduct 12-16 in-depth interviews. Since your sample is so small, make sure you select very different prospects or customers depending on your focus. Stretching the boundaries of factors responsible for the PAIN is absolutely essen- tial to produce a good qualitative assessment.

To measure PAIN, depending on total size of your market, you need bigger samples. For instance, for most Business to Consumer (B2C) markets, you will need at least 300 respondents to draw statistically meaningful results. At that sample size, there is a 95% confidence level that the actual population mean is within about 10% of the sample mean.

So, for example, on a yes-or-no question, if your mean is 20% for yes, you can be 95% confident that the actual mean would be between a minimum of 10% and a maximum of 30% if you were to survey the entire population.

Use the telephone, the web, face-to-face interview methods, or a combination of all three for best results. Note, however, that for these statistics to apply, the sample has to be random, or nearly so. Therefore, it is not desirable to include only volunteer respondents.

Intensity of the PAIN 

The intensity of the PAIN is a crucial factor. You don't want to waste your time offering a cure for what may be a temporary itch. As you diagnose your prospect's PAIN, learn to measure its intensity. Low intensity is typically related to a low involvement or low urgency in the buying decision process. What this means is that the prospect or the organization will not commit major resources such as time, people, or money to the resolution of the PAIN and they may be harder to convince that they need a “cure” or a solution.
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Learn to Detect and Focus on the High Intensity PAIN

High intensity PAIN manifests itself when large amounts of resources or efforts are drawn by the PAIN. Learn to diagnose whether the PAIN you are working to eliminate is of high or low intensity early in your selling process. Then focus on the high intensity PAIN!

[image: 1]
Focus on the Most Time Sensitive PAIN Areas

Identifying the Urgency to Alleviate the PAIN 

Knowing the source of the PAIN helps qualify the amount of tension or stress that is driving the intent to buy. Once you identify the source and intensity, you will know whether or not your prospect has powerful and compelling reasons to seek an imminent cure for the PAIN.

Urgency is a direct function of the consequences that will be felt if the PAIN is not cured. If the consequences are imminent or growing proportionately, then your prospect is more likely to act sooner than later. If there is not enough urgency, your prospect’s OLD BRAIN will postpone a decision in order to deal with other priorities related to survival.

Acknowledgement of the PAIN 

It is a critical part of the selling process to make sure your prospect acknowledges his or her own PAIN. Many times the common PAIN for which everyone is selling solutions has lots of competition. When you uncover a PAIN that is more unique or previously unrecognized, the prospect needs time to acknowledge it. Think about the last time you went to see a doctor. Most likely, after answering questions related to your ailment, you were asked to confirm that the diagnostic was realistic and reasonable.

In conclusion, the highest PAIN Factor is going to be found in the following case scenario (See Figure 4.2).

PAIN FACTOR

	SOURCE	INTENSITY	TIMING	AWARENESS
	Mainly Financial Loss of Money	High Prospect is allocating multiple resources to eliminate the PAIN	Immediate Prospect's life or business will endure instant deterioration if no action is taken	High Prospect is highly conscious and actively seeking a solution

Figure 4.2 - PAIN Factor 

Many sales and marketing teams make the mistake of just promoting specific features of their product or service. Others, who are more experienced, transform those features into benefits. But, experts in Selling to the OLD BRAIN creatively diagnose their prospect's PAIN. Then, they address this PAIN with a solution that is customized and unique.
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Let's examine this point: Sony once created an ad for video projectors which focused on one very specific PAIN they had identified. An ad like this (See Figure 4.3) which features the world of the prospects enhances the PAIN or trauma they feel. Notice how emphasizing a prospect's PAIN can have much higher impact on the OLD BRAIN than simply featuring the benefits of the projector or even picturing the projector itself. This works because the prospect’s OLD BRAIN can relate to the self-centered, visual PAIN that is reenacted in the ad.

[image: Neuromarketing_0038_001]
Figure 4.3 - Focus on the PAIN 

Also note the power of focusing on one main benefit of a projector: its small size and light weight. Notice how an actual projector isn’t even visible in the picture. By re-enacting the PAIN--not by emphasizing the features of their projector--this ad speaks to the OLD BRAIN.

Asking Open Questions 

In the diagnostic phase of the sales process, you should always start by asking open-ended questions, questions that cannot be answered with ‘yes’ or ‘no’. These questions will invite your prospects to reflect on their PAIN and eventually come to acknowledge its severity and/or urgency.
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Start your Sales Process with Open Questions

At this early stage, you should drive the diagnostic without real attachment to winning the business: if your prospect's PAIN cannot be cured by your product or service, then you should move on and look for another prospect. The soft-selling approach adds great credibility for you and builds trust for the future. However, if your product or service can solve the top PAIN of the prospect, then positioning the unique benefits of your products, i.e. your CLAIMS, early in the sales cycle will inevitably disqualify your competitors.

Manuel Hoffmann is a Director of Marketing at a high tech company in Silicon Valley. His favorite tool to help jumpstart the dialogue with his prospects is to invite them to use a white board.

“In my first meetings with them,” Manuel says, “I really want to understand their PAIN. As I listen to their issues and challenges, I often draw a picture on the white board. Then I ask them if this is correct and I hand them the pen. It's amazing what people are willing to reveal if you are willing to listen and truly understand their PAIN points.”
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Use 'Diagnostic Dialogue' as a Shortcut to Assess the Main PAIN of your Prospect

Diagnostic Dialogue 

If your process allows for an individual interview with your prospect, you should adopt a “Diagnostic Dialogue” technique.

In his renowned book, On Dialogue , world-famous Quantum Physicist, Dr. David Bohm, offers four fundamental rules to conducting an effective dialogue. In order to explore your prospect's PAIN and lead to an accurate assessment of his or her PAIN, you should use these four principles because they ensure the optimum flow of ideas and thoughts which ultimately lead to quick understanding:

Principles of Effective Dialogue 1-Suspend your judgment 

By holding back your opinions, you release the tight grip on your preconceived positions. You create a climate of trust and intimacy in which your prospect feels free to open up and take a good introspective look at his/her situation.

2-Listen carefully 

The way you listen directly impacts your capacity to learn and build quality PAIN diagnostics. True listening means that you allow others' ideas and opinions to influence yours. Your attention and your body movement must convey this state to your prospect. Listening also involves actively searching for the meaning behind the words instead of impatiently waiting for the other person to stop speaking so you can jump in with your own thoughts.

3-Challenge assumptions 

Assumptions are like dirty glasses. We look through them and we sometimes draw wrong conclusions about what we see. Our perception may actually be distorted based on our own experience. It is always better to state your perception-with awareness that it is your perception and make sure the other person in the dialogue sees it the same way. Revisiting assumptions enables you to build your dialogue from a platform of truth and clarity.

4-Inquire and reflect 

Inquiry brings new information. Reflection brings new meaning to the information and creates a new perception of the relationships between various pieces of information. If you reflect on what your prospect says by accurately stating your prospect’s points back to him, you can both assure that you understand his PAIN and probe deeper to generate further details. This fosters an environment for creative thinking that builds on past experiences versus reliving the same pattern over and over again. In short, it creates new ideas.
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Selling Without a Thorough Diagnostic is Like Providing a Cure When You're Not Sure What the Disease is

Sales and Marketing professionals strong in Selling to the OLD BRAIN apply these rules naturally. They create a climate in which the prospect also adopts and follows these rules for a deeper dialogue. The deeper the dialogue, the more chances you have to discover the real PAIN.

Take heed: a common mistake often made is to start selling too early. Selling too early without a diagnostic is like trying to provide a cure when you are not sure what the disease is. If you jump into a description of features and benefits without taking the time to assess the PAIN, your prospect may believe that you are specialized in one particular area or offer something that is peripheral to what they really need and to the PAIN they feel most urgently.

Probe Deeper with a PAIN Diagnostic 

Your next challenge is to visit some of your prospects and customers and conduct a thorough PAIN Diagnostic. Use the four “Rules of Dialogue”: (1) withhold opinions, (2) listen carefully, (3) challenge assumptions, and (4) reflect.

For more measurable and tangible results, you should conduct a formal marketing survey that will help you unveil the true PAIN by asking deeper motivational questions. It is critical that your prospects' PAIN is brought to their awareness.

Use caution in your diagnostic process: if you sell the same products to different groups or types of people, your prospects' PAIN might be significantly different from one group to another. To address clusters of prospects, it is more effective to confirm and verify the common PAIN of each cluster. If you are selling to individual prospects, it is even better to confirm the PAIN for each individual prospect. If you are selling to a group, you may need to confirm the personal PAIN of each one of the decision-influencers.

In How Customers Think, Gerald Zaltman, Professor at Harvard Business school states, “ Marketers need methods that go beyond what customer can readily articulate –that get at what people don’t know they know…the more important is the unconscious mind.” And that is why careful Diagnostic of the PAIN is so important.


A frequent error is attempting to sell too soon. Not having a thorough diagnostic is like trying to prescribe medication for someone when you don’t know what their symptoms are. If you begin to describe the features and functions of your solution without taking the time to evaluate the PAIN of your prospect, he may end up believing your solution is too specific. Your solution must address his deepest PAIN. 




CHAPTER 5 

 STEP 2: DIFFERENTIATE 
 YOUR CLAIMS 
No Claim, No Fame 
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“In order to be irreplaceable one must 
 always be different.”

-- Coco Chanel, Fashion Designer 
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If you are not selling something unique, you are selling as much for your competitors as you are selling for yourself.

If you have no competitors, or if your products or services are truly unique in the world, you can skip this chapter. If you read on, it is vital to define what is unique about your product or service before you can get the attention of the OLD BRAIN.

As you'll recall, contrast is one of the six stimuli that impacts the OLD BRAIN. CLAIMS create the evidence of a sharp contrast between your solution and all others offered by your competition.

The majority of corporate web sites start with the same sentence, “We are one of the leading providers of…” This CLAIM fails entirely to impact the OLD BRAIN. Why? It offers no contrast. The highest impact on the OLD BRAIN is achieved when you say, “We are the only provider of…”
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Always Sell Something that is Perceived to be Totally Unique

Take bread, for example. Could there be a more general product? Is there a more competitive business than selling bread in Paris? Isn't bread in Paris the ultimate commodity product?

For years, my own father has driven two miles every day to go to the same bakery. In his opinion, that particular bakery has the best bread in the area. The quality of their bread is known to be highly unique and my dad is so fanatic about bread that he is willing to drive the extra distance.

In contrast, when I lived in Paris, 99% of the time, I bought my bread from the bakery downstairs from my apartment. Although the bread at the downstairs bakery was only average, my main buying criteria was the fact that I didn't have to make any detour to buy my daily baguette: it was literally on the same sidewalk as my parking exit. I often came back late from work, and after a long stressful day, the idea of saving a few minutes of time was enough to keep me as a faithful customer. This bakery was the only bakery between the garage exit and the elevator that led to my apartment. That provided me with a unique benefit.

So every time you walk into a bakery or a coffee shop, ask yourself, “What is unique about this place that makes me buy here?” You'll quickly notice there is always something unique that explains your buying decision.

So how do you define your unique CLAIMS? Treat your solution as an invention and build your message firmly on your CLAIMS.
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CLAIM that You are "The ONLY One" Who Does or Has Something Specific

When inventors wish to register an invention, they must go through an extensive patent registration process that culminates in the description of what are called “CLAIMS”. In this process, an inventor must argue what features or benefits of his solution are completely new that no other invention has ever offered. In other words, it is part of the process that any features claimed as new be contrasted with what already exists.

Let's look at video projectors again to see how leading companies choose their CLAIMS and highlight them.

Main CLAIM: Our Projector is the Smallest and Lightest 

Remember the earlier ad that focused on the prospect's PAIN of carrying heavy, large projectors? Here is an example of another ad (See Figure 5.1) that focuses on the same CLAIM--having the smallest and lightest projector- but uses a different approach.
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Treat your Solution as an Invention and Build your Message Firmly on your CLAIMS

Main CLAIM: Our Projector is the Brightest 

 In this ad, the CLAIM is all about the brightness of the image the projector displays (See Figure 5.2). The PAIN being addressed is how poorly an image from another brand of projector shows up in brightly-lit rooms.

To differentiate yourself from the competition, choose one main CLAIM that correlates with your prospect’s PAIN and address it in a powerful way. You can’t miss the evident CLAIM in this ad of being the “brightest” projector on the market.

Main CLAIM: Our Projector is the Easiest to Use 

A third PAIN uncovered in the world of projectors is that of setting them up and using them. In this third example, a real ad from InFocus, the CLAIM is “extreme ease of use” (See Figure 5.3).
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Figure 5.1 - Main CLAIM: Smallest Projector 
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Figure 5.2 - Main CLAIM: Brightest Projector 

In the three potential examples of CLAIMS we just reviewed, notice how each manufacturer differentiates its CLAIMS. They aren’t selling “just another video projector”. Instead, they sell:

• The lightest projector or

• The brightest projector or

• The easiest projector to use

By focusing on a specific CLAIM, each company emphasizes its own strength and tries to disqualify the competition.
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Figure 5.3 - InFocus 

What is unique about your solution?

If you have difficulties finding something unique about your business, look beyond pure technology or service differences. Be creative when you make your CLAIMS, like:

• the “original” such as Coke or Levi's

• “Number One” in sales (at the time): Hertz Rental Car

• the “recommended choice” as in “recommended by more doctors”

• “genuine” as in Russian Vodka or German cars

Avis’ Unique Claim 

How can a rental car company establish unique CLAIMS if they are not number one in sales? Traditionally, every rental car company rents out the same cars from the same airport counters and their services and pricing are almost identical.

Avis creatively found something unique about being Number Two to then-leader, Hertz. The slogan Avis adopted, “We Try Harder”, implies that you will receive better service from them than from any of their competitors.

“We Try Harder” landed Avis the distinction of having the most recognized brand slogan in the rental car industry. Launched in 1963, “We Try Harder” has become synonymous with Avis, superior customer service, and going the extra mile.

The ubiquitous “We Try Harder” button is worn not only by Avis employees, but is often adopted by charitable volunteers to highlight their spirit and was even embraced, in camouflage version, by U.S. soldiers fighting in Vietnam.


WHAT TO REMEMBER

You need to find one or several unique attributes about your solution to strongly assert your CLAIMS. In choosing CLAIMS which eliminate the strongest principle PAIN of your prospects, you will strongly motivate them to buy from you. Your next task, then, is to demonstrate that they will get a substantial GAIN when they choose your product or your service.




CHAPTER 6 

 STEP 3: DEMONSTRATE THE GAIN 
No Evidence, No Confidence 
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“Tell a man there are 300 billion stars in the 
 universe and he'll believe you. Tell him the plate 
 you're handing him is very hot and he'll have to 
 touch it to believe you.”

-- Mike Jaeger, Musician 

By now, you have properly diagnosed the PAIN of your prospects and you have also discovered what unique CLAIMS you can make to position your offering as the best cure.

There are over 1,200 books that talk about the Value Proposition. The general advice they give is to show the highest possible value for your solution. Unfortunately, they all omit the importance of reaching the OLD BRAIN. Simply talking about the value is not enough: you have to prove it.

Because it controls our most primitive survival mechanisms, the true decision-maker, the OLD BRAIN, is especially resistant to adopting new ideas or behaviors. Some research has even suggested that the PAIN of making a change may be as harsh as physical torture. Be tangible and provide hard evidence if you want to increase your influence.
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Don't just Talk about your GAIN, Prove it!

You may think that because your product or service is a great value, it should sell itself. If the benefits of your solution are greater than its cost (the GAIN), your prospects would be foolish not to buy it from you. However, you need to deliver proof in terms the OLD BRAIN accepts.

A few years ago I was hired to help a start-up company raise money. Their product was a new device for portable phones or palm-tops, which they believed had the potential to become the de facto standard for all wireless devices of the future.

We had a first meeting set up with two people from a venture capital firm, John and Ron, the VCs, were using a large suite in a hotel by the airport where they had filled their entire agenda for the day with presentations from seven different start-ups. At 4:00 pm, our allotted timeslot, we knocked on their door.

They greeted us professionally, but with a definite lack of enthusiasm. We were the last to present that day and when Ron joked about the fact that we were the “last obstacle before their shower, a hot meal, and what would be a well-deserved night of sleep,” I knew we had our work cut out for us.

As we set up for our presentation, John shared a bit of what their day had been like. He commented, “All six products we've seen today have great value propositions. All six founders are experienced and very enthusiastic, and all six of them have a perfectly laid out plan of how they will go public in six to twelve months.”

However, John also volunteered the information that they were not particularly excited about making an investment in any of the companies they had seen because, in his words, “They've told us that their product is great and that there is a huge market for it. They've shown us the numbers they project, but they haven't actually proven anything.”

Considering this new information and the seriousness of the situation, my client and I decided to skip our introduction and start directly with a proof of our value--an actual demo of our product.

We had a small prototype that perfectly illustrated what the product could do. In fact, it was so simple to use that the demo did not require any training and could be used by anybody, instantly.

I handed the device to John. It took about five seconds before he exclaimed enthusiastically, “This is cool! I get it!”

John and Ron spent the next 45 minutes playing with the different demos in the prototype. My client and I were beginning to think we were going to run out of time before we had a chance to tell them about the technology and the market.

It was 6:45 pm when we left their room that day with a commitment from them that they would send a team of their experts to review the technology and the nature of the investment. The prototype demo was an instant proof of value for John and Ron. Instead of just claiming value, we actually proved the value of our CLAIMS. 

A couple of months later my client raised the money he was looking for.

So do you just tell people about your Value or do you prove them the GAIN?
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The Value Must Outweigh the Costs 

When a prospect decides to make a purchase, there is always a cost involved--whether it be Financial, Strategic, or

Personal. Therefore, it is vital that you demonstrate the GAIN in a manner that is indisputable. GAIN is defined as the difference between the value of your solution minus its cost. If your prospect's OLD BRAIN does not perceive a relevant and tangible  GAIN from your solution, it will never make the decision to buy.

Just like PAIN, GAIN can be broken down into three categories: Financial, Strategic, and Personal.

1. The Financial GAIN or ROI--Return On Investment--is proven when prospects see the evidence of measurable positive return on their purchase like saving money or increasing revenue or boosting profits.

2. The Strategic GAIN includes benefits that are less mea surable yet provide strategic enhancements to your business such as increased quality, faster product diversification, shorter market cycles, easier access to new markets. The Strategic GAIN cannot always be translated into financial GAIN.

3. The Personal GAIN relates to greater peace of mind, more fun, higher pride of ownership, improved chances for a promotion, a greater sense of accomplishment, more self-satisfaction, etc..

In a recent ad, IBM used this concept (See Figure 6.1) to illustrate the stress points an executive might personally experience in his life. Viewers can immediately relate to the multitude of thoughts and worries in progression around him.

Four Ways to Prove the GAIN 

There are four ways to effectively demonstrate the GAIN to the OLD BRAIN. They are listed below from most effective to least effective. The effectiveness of each method is largely a function of how tangible and provable each one is.

1. A Customer Story: 80-100% Proof 
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Imagine you are trying to sell your fabulous product to Ford and you have the benefit of already having sold a similar system to Chrysler. If you do a good job of illustrating the GAIN to Chrysler in a tangible way, how easy do you think it will be for Ford to draw a parallel between the benefits Chrysler is deriving from your system and what your prospects at Ford could get as well?
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Figure 6.1 - Demonstrating the Personal GAIN 

Customer stories are the strongest possible Proof of GAIN. The customer story you select should have a number of attributes in common with the prospect you are selling to. For example, you could say, “ABC company has been using our system for over three months now. They have saved an average of 5 cents per transaction.” Since your prospect manufactures similar products and does 10,000 transactions per day, they can infer that they would potentially save $500 per day or $175,000 per year.

Of course, if the story comes directly from the customer in the form of a testimonial, it is even more powerful than if you require the customer to take your word for it. Hearing of your success from a peer in the following format will have even more impact: “We have been able to save 5 cents per transaction since we installed this new system.” -- John Smith, VP Operations, ABC Company.

2. A Demo: 60-100% Proof 
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A Demo is a short demonstration or prototype of your product or service that proves the GAIN without necessarily going through all the features and functionality. Instead, it demonstrates one particular benefit or uniqueness. For example, you could show that your prospect could save 10 seconds per transaction, potentially creating a 5-cent savings per transaction.

Your Demos must be perfectly scripted and rehearsed to make sure they don't fail. Sometimes a simple picture or a written document from a credible source can constitute a strong Proof of GAIN. Depending on the nature of your CLAIMS and the relevance of your Demo to their PAIN, the Proof of GAIN of a Demo can be high.

3. Data: 20-60% Proof 
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Let's take the following financial calculation as a Demonstration of GAIN, “Our product will save you an average of 5 cents per transaction and since you average 10,000 transactions a day, you will save $500 a day--or $175,000 per year.” This calculation is based on two assumptions:

1) Your prospect is making 10,000 transactions per day. If this number has been provided by your prospect, then he/she will find it credible and tangible.

2) Your solution can truly save them 5 cents per transaction. This assumption may be harder to justify without testimonials or a solid demo, but it helps put a dollar sign to the Value.

You run a higher risk of your prospect's OLD BRAIN raising questions and concerns when presented with data than with customers' stories or demos. Data means numbers, which ultimately do not have as much impact on the OLD BRAIN. It's OK to use data if you don't have other options, but data works best if you can use it to contrast a situation like before and after.

Now, let's examine the least tangible demonstration of GAIN: a Vision.

4. A Vision: 10-40% Proof 
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Imagine you are targeting a large car manufacturer with a new device that makes the use of a gearbox or an automatic transmission totally obsolete. If you don't have a sale or a customer testimonial yet, you may choose to use a “Vision” to Demonstrate the GAIN. For example, you could say, “Remember when the first CD players became available people did not really appreciate their benefits. Now, 20 years later, very few people still use turntables or cassettes. This is what our new transmission will do: it will render obsolete all previous technologies that transfer the energy from the engine to the wheels.”

Steve Jobs, founder of Apple Computers was able to sell a vision of user-friendly, “cool” computers well before the technology could be demonstrated. If you choose a Vision, it will be more effective if you tell a story, use a metaphor, or create an analogy, as in the example above.

When you do not have any other way to Demonstrate the GAIN, a Vision can still help your prospect believe that they will receive benefits from your solution. This type of proof is much less effective than any of the previous techniques we discussed since it requires an act of faith from your prospect.

Organize your Proofs of GAIN 

Organizing your Proofs of GAIN in the form of a matrix (See Figure 6.2) will help your prospects determine if they can derive most of the GAIN from the Financial, Strategic, or Personal area. It will also help you see if you are asking your prospects for an act of faith or if you are providing them with tangible Proofs.

For each GAIN statement, you should use at least one Proof of GAIN. To strengthen that proof--and if you believe it is a critical point--you can use more than one piece of evidence.

For example, if your prospect’s PAIN is primarily financial, they will be highly interested in whether or not your solution can truly help them save money. You’ll achieve much greater impact by using a powerful corresponding customer testimonial from a customer who experienced a significant financial GAIN along with providing your prospect with a Demo.

You have two effective options when presenting the Proof of GAIN to prospects: you can follow the matrix vertically by telling a story that includes all three categories--Financial, Strategic, and Personal--or you can use the matrix horizontally by giving several proofs in any one of the four categories.

Proof of GAIN Matrix for Your CLAIMS
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Figure 6.2 - Proof of GAIN Matrix 

One element of the matrix can be a simple sentence like, “John Smith, VP of Manufacturing at ABC, saved $125,000 last year while using our new machine”, or it can be a longer and more complex demonstration of the GAIN. However, by keeping it simple, you will help your prospect’s OLD BRAIN accept the value statement.

Remember, the Proofs of GAIN are the core of your message. As supporting evidence of your CLAIMS, they must be tangible, factual, and provable in order to impact your prospect's OLD BRAIN. Make sure that every piece of information you share with your prospect has value for them. Ask yourself, “Am I training them on features and benefits or am I actually selling something that will appeal to their OLD BRAIN? Do I need to include this information to help them reach a decision or am I just diluting my value?” Sell, don’t just “tell”.

Main CLAIM: Our projector is small and lightweight 

Remember seeing an ad earlier that features a projector between books (see Figure 5.1). What kind of GAIN does an ad which focuses on the size of the projector allude to: Financial, Strategic or Personal?

The answer is Personal GAIN: it suggests that by choosing a product from that particular manufacturer, you won’t have to personally, physically drag a heavy, bulky projector with you whenever you’re on the road. Therefore, the ad in Figure 5.1 uses a Demo as proof of value: it demonstrates the value of a small size projector.
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Make the GAIN the Center of your Message

Again, part of the power of that ad was that it focused primarily on the personal PAIN: all the other features of the projector were deliberately omitted and the Proof of GAIN was entirely based on one CLAIM: the small size of the projector.

Proof of GAIN Matrix for Your CLAIMS
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Figure 6.3 - Identifying Where your Proof of GAIN Applies 

Summary 

Sales books often present arguments or tricks to create urgency in your prospects' minds to push them to make faster buying decisions. If you create a strong Proof of GAIN, you will never have to worry about creating that urgency: it will already be built right into your message. Why would your prospects delay the decision to buy if you have proven beyond reasonable doubt everything they will GAIN when they buy your solution?

If your prospects were rational thinking machines, sales and marketing strategies would only include these first three steps of Selling to the OLD BRAIN: Diagnosing the PAIN, Differentiating your CLAIMS, and Demonstrating the GAIN. However, human beings are not fully rational. All final decisions are made by our OLD BRAINS. Therefore, it is critical that you deliver your message in a manner that will directly impact the true decision-maker.

The next chapter explains how you can deliver the critical building blocks of your message in a way that easily maximizes your ability to influence the OLD BRAIN of your prospects.


Most books dedicated to sales show you how to create urgency in the mind of your prospects in order to push them to make a quick purchase decision. But if you establish effective proof of your GAIN, you will never need to worry about creating this urgency: it will be inherently included in your message. Why would your prospect delay making a decision to buy if you have proven without rational doubt, visually and concretely, everything that they will GAIN by choosing your solution?




CHAPTER 7 

 STEP 4: DELIVER TO THE 
 OLD BRAIN 
No Connection, No Decision 
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“Power is not revealed by striking hard or often, 
 but by striking true.”

-- Honore De Balzac, French Author 
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Being unique by Differentiating your CLAIMS and proving your value by Demonstrating the GAIN are vital steps in impacting your audience. But alone, they are not enough. The most solid and logical message, though it may be of interest to your prospect, will still not trigger a buying decision unless the OLD BRAIN understands. Delivering your message with maximum impact to influence the real decision-maker, the OLD BRAIN, truly gives you the edge.

Building and Delivering Your Message for Ultimate Impact 

For every message you create, you’ll need to make use of a few special tools to have ultimate impact. Your Selling to the OLD BRAIN toolbox includes six Message Building Blocks and seven Impact Boosters that will gain you immediate attention and credibility with the OLD BRAIN.

Just as cells are the building blocks on which human life is based, each Selling to the OLD BRAIN Message Building Block is critical to the ultimate construction of a powerful message, and every Impact Booster will enhance these Building Blocks for maximum impact.

The more Selling to the OLD BRAIN tools you use when you build and deliver your message, the more immediate impact you will have on your audience’s OLD BRAINS--ultimately helping you close deals and dramatically increasing your Selling Probability!

The Six Selling to the OLD BRAIN Message Building Blocks 

1. Grabber

2. Big Picture

3. CLAIMS

4. Proofs of GAIN

5. Handling Objections

6. Close
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Message Building Block #1: Grabbers 

“If you grab attention in the 
 first frame with a visual surprise, 
 you stand a better chance of 
 holding the viewer.”

-- David Ogilvy, Advertising Expert 

For survival reasons, it is in the best interest of your OLD BRAIN to be most alert at the beginning and at the end of interactions when change or an unknown new factor could cause danger. This is why beginning and end is one of the six stimuli to the OLD BRAIN which tends to pay less attention once security and familiarity is established in a given situation. When the OLD BRAIN becomes comfortable, it benefits more by going into an ‘energy saving’ mode and pays less attention to its surroundings.

Make a powerful impression early. Because beginning and end is so important to the OLD BRAIN, you need to grab your prospects’ attention early in your interaction or you may lose them forever. This applies to any form of communication you use including phone calls, faxes, emails, web sites, cold calls, and face-to-face presentations.

Keep the OLD BRAIN alert and attentive. Recall the last time you attended a seminar or convention. At the beginning of each presentation, your OLD BRAIN was wide-awake and on guard, scanning for the new and unfamiliar. In this mode, you achieved between 70% and 100% of maximum attention and retention.
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Make a Strong First Impression by Creating a Powerful Grabber

As the presentation continued and your OLD BRAIN perceived that nothing seemed to be threatening its survival, it dropped its guard and went into “idle mode”. At that point, your attention and retention dropped to 20% of the maximum level (See Figure 7.1) as suggested by George Morrisey and Thomas Sechrest in their book, Loud and Clear: How to Prepare and Deliver Effective Business and Technical Presentations.

Now, think about the last time you gave a presentation. Did you start with:

1. Who you are or what your background is?

2. The agenda of your presentation?

3. An overview of your company?

4. Features of your product or service?

If so, you probably wasted valuable time delivering details of little importance during the timeframe your prospect’s OLD BRAIN was wide awake and chances are, you didn't get to the core of your message until your audience’s OLD BRAINS started going into “idle mode”. What a missed opportunity to deliver the highlights of your story to the true decision-maker!
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Figure 7.1 - Measuring Attention & Retention 

Don’t waste valuable information by delivering it at an inopportune time. Typically, many individuals present the most important content too late in their presentations. Take a product demo as an example: your demo might contain two or three golden “nuggets” that could really change your prospect's life with unique, measurable GAIN. But if you catch your prospect at a low attention level, he or she will miss the GAIN entirely. You just lost a valuable opportunity that you can never recapture! Most demos are just a long list of features with no real connection to a tangible GAIN or a solution for the PAIN.

The purpose of using a Grabber is to present your GAIN upfront. Just like mining for gold, your prospects will stay attentive longer if they actually discover several nuggets in the first three minutes.

Make a strong first impression. Grabbers have tremendous impact because you only have one chance to make a first impression. The OLD BRAIN is quick to judge and label so it can immediately categorize and recognize a potential threat. Once judgement is passed, it's very difficult for the OLD BRAIN to change its first impression. Begin your presentation or message with a Grabber that is centered around your prospect’s most prominent PAIN and you'll set the stage for a great start.

You can develop a higher understanding of this process by examining the natural 'human resistance curve'. (See Figure 7.2 ) This curve shows the natural human response to any new idea or message. The solid line represents an average adoption curve that does not have a Grabber. The dotted line shows how one adopts the concept more easily and more quickly when one is exposed to a message where a strong Grabber is used.

By using a Grabber, you ensure that your prospects will go through the five phases of Human Resistance Curve much faster. Moreover, their overall reactions will remain more positive in the long run.

Print ads are frequently just big Grabbers: there isn't the time or space to present anything else, so the message has to catch the reader's attention right away. Humor is another type of Grabber often used at the beginning of speeches and presentations.

Types of Grabbers 

The best Grabbers to reach the OLD BRAIN can be classified into five specific categories:

1. Mini-dramas: a painful day in the life of your prospect contrasted with the benefits of your solution
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Figure 7.2 - Reaction to a New Idea 

2. Wordplays: creative use of language gets attention

3. Rhetorical Questions: let the OLD BRAIN produce the answer you want

4. Props: using an object that symbolizes what your solution could do for your prospect

5. Stories: the OLD BRAIN responds to stories

So let’s now review each category.

Grabber 1: Mini-dramas 
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“When you sell fire-extinguishers, 
 open with the fire.”

-- David Ogilvy, Advertising Expert 

A mini-drama is a reenactment of a “day in the life” of your prospect without the benefit of your product or service. It makes your prospect relive the PAIN he experiences every day because he is not using your product or service.
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The most effective mini-dramas close with a second act: a reenactment of the same situation with the benefit of your product or service. A sharp contrast helps the prospect experience the difference… and it stimulates the OLD BRAIN, which is very sensitive to contrast.
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Here's an example of a mini-drama one woman, Agnes Perrot, used to sell herself during a job interview.

Agnes requested my help to prepare for a job interview. Agnes was a successful professional with an engineering background and a great personality. She had worked supporting sales engineers with a technology company for the past four years, but she wanted a job with a higher salary, more responsibility, and travel.

Agnes was applying to a hot Internet company in the process of expanding its international operations in Latin America. They wanted somebody based in the San Francisco headquarters to help their distributors with all pre-and-post-sales issues. The job required a strong technical background and a capacity to interact with prospects--in this case, mostly distributors.

Agnes had customized her résumé to fit the job description. She had already been to a first interview with the HR department and to a second interview with the recruiting Director. They had told her that she was one of the final three candidates for the job.

Although the interviewers expressed complete confidence in Agnes’ technical knowledge, they mentioned some concerns about her sales skills. To dissipate this objection, they asked Agnes to come and give a 20-minute presentation on the subject of why they should hire her.

When Agnes called me, she was both excited about the opportunity and scared about the next step of the recruiting process. We met late on a Friday to prepare for her Tuesday appointment.

We first discussed the PAIN her future employer was experiencing: the reason why they were recruiting. She said that they were growing quickly, but their Latin American distributors were complaining about a poor level of responsiveness, a lack of proper communication, some missed commitments due to time difference and language issues, and the inability to get timely and accurate technical responses.

Then we explored what was unique about Agnes. What could she present to the recruiting people that no other candidate could claim? On the technical side, she already knew that her skills were a great match for the job, so most likely, this would be one of her unique CLAIMS.

Agnes was also fluent in Spanish. Although the other candidates may also claim to speak Spanish, Agnes' mastery of the language and her knowledge and understanding of the culture could become another valuable CLAIM.

Next, we discussed how Agnes could prove the GAIN she could bring to her prospective employer. Agnes had a number of interest- ing stories from her previous job experience where she really had made a difference. She had helped closed at least two multi-million dollar deals, so she had a great example to prove her financial value. She had similar customer stories that would prove her strategic GAIN as well.

Then, because of her internal responsiveness and technical abilities, Agnes had some strong references from her previous management. These could demonstrate some personal GAIN for her co-workers or her customers they would not have to worry about getting the wrong answers from her, or worse, no answer at all.

Finally, we talked about how Agnes could present with maximum impact. We needed a strong Grabber. Agnes had never done a mini-drama before and even the word 'mini-drama' made her feel uncomfortable: she believed she had no talent for acting. However, during the course of our interaction, she gradually became convinced that this particular type of Grabber could have huge impact, so she agreed to try.

Here is what happened:

Agnes arrived promptly at her Tuesday appointment. After a friendly greeting, they invited her to begin her presentation.

They were evidently expecting her to use a PowerPoint presentation since a projector was already set up and available on the table. Ignoring it, Agnes said, “Let's take a look at the life of your distributors today. Imagine it's 6:00 pm on a Friday, and Marco, your Venezuelan distributor has a problem with the software. He has an important demo with a large prospect on Monday.”

Here, Agnes picks up her portable phone. Speaking in the phone as if she were Marco, she pretends she is desperately trying to reach somebody at the supplier's San Francisco office. After several tries and transfers, Agnes--playing Marco--finally manages to get a live person on the phone.

Marco's English is far from fluent, so Agnes imitates Marco by mixing both Spanish and English as she tries to get her issue solved with the person she has finally reached on the phone.

In the mini-drama, Marco gets disconnected, so Agnes desperately dials again, playing on the frustration and desperation Marcos is experiencing at this point in his interaction with the company. By now it's 6:30 pm and when somebody finally picks up the phone again, it's someone in the sales department who cannot be of any assistance to Marco. It never occurs or seems to matter to anyone in the supplier's office that it was now 10:30 pm in Caracas and that they are going to miss the biggest opportunity yet in Venezuela because nobody is available to help Marco.

Finally, having demonstrated Marco's aggravation to a very painful point, Agnes hangs up the call with a grim look on her face, signifying the results of her desperate efforts to find a solution to the problem.

After a dramatic pause, Agnes walked slowly to the other side of the room and said, “Now, let's see what would happen to Marco if you hired somebody like me.”

Once again, Agnes picked up her cellular phone, ostensibly dialing from Caracas on a Friday night at 10:00 pm local time. Instead of calling the central number at the San Francisco supplier's office, she--still acting as Marco--dials the direct line for Agnes Perrot, the newly hired technical contact for South America.

Agnes, speaking as Marco: “Hello, Agnes, es Marco de Caracas, como estas?”

Agnes, speaking as herself: “Muy bien, Marco , y tu?”

Marco: “Tengo un problema con el software…”

 Agnès: “Si entiendo. Es porque…”

Agnes switches her phone from her left hand signaling Marco, to her right signaling herself. Also she uses a different voice to make it clear when 'Marco' is speaking. Occasionally, Agnes blocks the phone with her hand to explain to the three people in the room what is happening as she conducts the call in Spanish. Agnes explains to her audience that the deal Marco is working on is for about 500 licenses, the largest deal for their company in South America so far. Agnes even offers to fly out to help Marco close the deal. It is obvious to everyone that Marco is having a much better experience now that Agnes is on board.

As the call ends, Marco is evidently very happy with the help and support he has received.

The final act of the drama unfolds when 'Marco' calls Agnes back on Monday evening to explain that his demo was such a huge success that the prospect is now talking about placing an order for 1,000 licenses. Because of the size of the deal, Marco is requesting the presence of Agnes for the next sales call where he hopes to close the deal.

After 'hanging up' from the final call, Agnes went back to her seat and asked her audience if they could see how the life of their distributors would be impacted if they were to hire somebody with both her technical and cultural skills. She had chosen her two unique CLAIMS as:

• The right technical skills 

• The right cultural skills 

The whole mini-drama lasted no more than three minutes and Agnes was anxious to move to the next part of her presentation where she would deliver the Proofs of GAIN of her two CLAIMS. However, at this point, something odd happened. The VP of Sales interrupted and asked Agnes if she would mind leaving the room for a few minutes so the three could have a private discussion. While she waited, Agnes was nervous: Had she overdone it? Did they feel her acting was unprofessional?

When they called her back a few minutes later, Agnes had prepared herself to hear the all-too-familiar, “Thank you. We'll let you know next week.”

However, as Agnes reentered the room, the VP of Sales smiled at her warmly, “I have never seen a better demonstration of sales skills. What will it take to bring you on board?” The rest of the interview was focused on the job conditions, salary requirements, and logistics. Agnes was not even asked to finish her presentation. She was offered the position and given a handshake agreement on the spot. In three short minutes, Agnes had managed to convince the three of them that she was the right person for the job.

Agnes called me back about two weeks later after she signed the letter of employment. She was thrilled about her new job, and she was even more surprised and pleased that they had increased her compensation package over and above what she had asked for.

The Grabber Agnes used contrasted the PAIN experienced in the life of the customer before interacting with Agnes with the GAIN experienced in the life of the customer after interacting with her. The selling power of such a mini-drama was enough to convince three people at once that she was the best person for the job. It also managed to prove the GAIN of the CLAIMS she was making in three short minutes.

It took Agnes a complete weekend of brainstorming and several hours of rehearsal. At first, she admitted, she wasn’t entirely comfortable with her planned performance. But, retrospectively, Agnes now says it was the best investment of her time. A mini-drama is the most efficient way of impacting the OLD BRAIN. It focuses on the PAIN of the prospect, creating an emotional reaction and a strong, memorable event.
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Panasonic even used a mini-drama in a print ad I came across recently. The ad was for Toughbook computers and proceeded to describe a situation where an individual, rushing to a pending presentation, accidentally dropped his laptop in the street. Reading the ad, I was caught up in the drama of the tale, and my heart plunged right along with the computer in the story as it tumbled to the ground. However, wonder of wonders, the laptop was undamaged and the hero was able to continue on his way with no further problem.

Mini-dramas are actually entertaining stories that are imbued with emotion. How can you turn a story into a mini-drama? If you were selling computers with a similar CLAIM to Toughbook’s, you could drop the notebook during your presentation, making it seem to be an accident. Then, you could build on the PAIN by telling your audience you've probably broken the computer, lost all your data and cannot continue the presentation.

Once you get a reaction from your audience and make sure their OLD BRAINS are wide awake, you make your point about the GAIN they can experience with your solution, by saying something like, “Oh, I forgot this is a Brand X Indestructa computer, so everything is fine.” This is a great Proof which Demonstrates the value of your product!

Grabber 2: Wordplays 
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Wordplays are attention-getters. Good Grabbers add another layer of meaning, typically humor or logic to the original content of a sentence. As such, they engage the whole brain: New, Middle, and OLD BRAIN.

Here are some good examples of wordplays:

• “More bank for your buck.” In just five words, Wells Fargo bank emphasizes the fact that they'll offer you the best banking service (CLAIM) for little cost (Financial GAIN).

Other examples of wordplays as Grabbers

• “Blue for a better airline?” -- Jet Blue

• “When News gets Broken, Blame Us” -- ABC News:

Finding good wordplays can be difficult and often requires the assistance of an ad agency. Such Grabbers are effective in printed ads and other marketing collateral. (See Figure 7.3)
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Figure 7.3 - Using Wordplays 

3. Rhetorical Questions 
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Because there are no guarantees that your prospect will actually listen to what you are saying, why not start by asking a question designed to impact your prospect’s OLD BRAIN and force them to focus on finding the answer? Rhetorical questions also represent an easy, interesting way of providing important information such as numbers, figures, and statistics that otherwise may not be friendly to the OLD BRAIN.

3.1 “What if you…?” questions 

Imagine you are selling pacemakers to hospitals, and you are making a presentation at a large medical conference. Assuming that the CLAIMS you wish to establish about your product are:

(1) long battery life

(2) small size

(3) easy installation

Here is how you could start your presentation by asking a few simple questions:

• What if you and your patients could rely on a pacemaker that would last for six years?

(4-second pause) 

• What if you could easily hide the device so it becomes totally invisible?

(4-second pause) 

• What if you could install it in less than four hours?

(4-second pause) 

Do you notice that by asking such questions you draw the reader or listener into an internal dialogue? In fact, your audience will start to think about the positive things that would happen in their lives if they had access to the benefits of your product.

The financially-driven doctor will think about how many more pacemakers he can implant monthly; the medically-driven doctor will think about the increased autonomy it provides to his patients or how much safer the procedure is; the aesthetically-driven doctor will think about the fact that the device is totally invisible.

Using this technique, you are not forcing the functions or features of your product onto the prospect; you are simply enabling them to visualize how the benefits would positively impact their lives.

To make these “What if you...?” questions most effective, it is important to:

• Carefully choose the questions to reflect on the benefits of your CLAIMS.

• Make the question simple and short. The rule is to ask a question that is shorter than one normal line of text.

• Pause for at least four seconds at the end of each question. Without a pause, your audience will not have enough time to think about the answer to that question.

• Use “What if you...?’” questions to appeal to the personal, self-centered aspect of the OLD BRAIN.

“What if you...?” questions also have great impact as print ads. W Hotels created one that showed a couple enjoying the comforts of their hotel room and appealed to the emotional side of the OLD BRAIN, asking “What if you found true love?” You can’t help but thinking about the GAIN you might enjoy from any well-crafted “What if you...?”’ question.

3.2 What do these words have in common?

One effective way to engage the OLD BRAIN of your audience is to start your presentation by writing down a series of words and asking, “What do these words and/or numbers have in common?”

One of my clients defined a new paradigm for developing complex software. The main benefit of his solution (an automatic, intelligent code generating system) was a dramatic decrease in software development costs: up to seven times less expensive than the existing process.

However, his prospects systematically underestimated their actual development costs because, at the beginning of a project, they couldn't really see all the different factors that would impact their bottom line. They were consistently unable to foresee how much it would take to complete a given project and did not understand the GAIN they would receive by using my client's solution.

To make prospects aware of this issue, my customer used the following Grabber:

“What do the following have in common?”

• Radio waves

• Magnetic field

• Black holes

• The future

• Hidden Software development costs

The answer? There is scientific evidence that they all exist even though they are not easily visible.

By making the connection between Software Development Costs and other abstract concepts, the prospects were able to change their perception of how substantial those costs really could be. This paradigm shift allowed them to glimpse what benefits they would get by using my customer's software.

3.3 Number Play 

Here’s a similar type of rhetorical question called a number play. Sina Fahte, a CEO in the hardware industry, started a presentation to a small group of venture capitalists by asking the following:

“What do these numbers have in common?”

• 120

• 25

• 10 to 2

• 5 and 3

• 100

After a one-minute pause while the audience analyzed the situation, Sina completed the demonstration by saying, “These numbers represent the state of the wireless market and what we could do for it:

• 120 million is the number of wireless devices sold this year

• 25 is the annual percentage of growth of this market

• 10 dollars is the cost of our solution today--going down to 2 dollars over a 3-year period

• 5 is the number of granted patents we have already received with 3 more pending

• Finally, we project that our revenues will grow to 100 million dollars in 5 years.”

The same numbers would typically be presented in a conventional corporate overview format which, though accepted by the New Brain, is completely unfriendly and has little or no impact on the OLD BRAIN. However, by using a number play in the form of a Question, you make sure that your audience's OLD BRAIN doesn't fall asleep: it is a fast and effective way of presenting important numbers or words with impact.

Grabber 4: Props 
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Most of us love props because they are tangible and visual--and they often remind us of toys we had when we were kids. This attachment for simple, concrete objects or props is deeply rooted in our OLD BRAIN. Interestingly, recent research has proven that objects identified as ‘tools’ have the biggest impact on the OLD BRAIN. Using a prop in your presentation will ensure that your prospect will remember your message--Guaranteed!

Of course, the object you choose should have a powerful significance in the world of your prospect: it is not just intended as entertainment. You'll want to use a prop when you need your prospect to remember one of the benefits of your solution forever.

Here are some real life examples of how you could use a prop:

Natasha Deganello is head of Shabono, a firm specializing in Corporate Identities and Branding. One day, one of her prospects called to request a presentation of her portfolio. They needed to redesign their logo, recreate their brochure, and solidify their corporate identity. Her prospect was a mid-sized software company specializing in security software. Natasha had reviewed all the collateral of her prospect and it was obvious that they needed to standardize their corporate image to make it consistent and cohesive. 

[image: Neuromarketing_0084_002]
Natasha met with the CEO, the V.P. of Marketing and the Director of Communication.

“Today, you have three different product lines,” she said. “Each one deals with security. The first is a simple security encryption for small network applications. The second is for web-enabled applications, and the third consists of security products for large e-commerce applications that require commercial grade security.

So, to ensure that the software will not be broken into or stolen, you provide locks.” Natasha pulled a large lock out of her bag and waved it in front of them as she continued, “The problem, however, is that each of your three divisions designs different locks.” Natasha pulled a second and a third type of lock out of her bag. “No wonder you have a corporate identity issue,” she said smoothly. “You are currently sending several different messages to your prospects, almost to the point of appearing to be several different companies.” 

She waved three very different types of locks in front of her executive audience. “I can help you look like one company, with similar locks, to meet your prospects' broad needs.” With a flourish, she brought out three locks of different sizes but exactly the same model. 

Natasha finished the presentation by showing off her portfolio as Proofs of GAIN to her prospect. A few days later, Natasha signed a contract. Per her suggestion, the company started buying small key chains with a lock that they leave behind every time they meet with a prospect.

Here is another example of the lasting impact a prop can have:

Back when I worked at Silicon Graphics, their logo was a 3D cube. In my capacity, I had to give many presentations about the company and their products: supercomputers, large graphics workstations, and servers.

Knowing the value of a good prop, I found an 8-inch cube that looked exactly like the Silicon Graphics logo and used it to explain how the graphics engine inside the machine processed geometrical information. This was a strong Claim for SGI, allowing the user to rotate, zoom in, pan, tilt, or even slice any object in any possible position.

The SGI hardware was very complex and few people really understood how the “geometry engine” worked. However, 100% of my prospects loved the prop because it helped them see how the SGI system worked and why it was unique.

One day, years later, as I walked through the airport in Munich, Germany, a stranger approached me saying, “You're the cube guy! You probably don't remember me, but I visited your headquarters about three years ago with a large group of German Executives and I remember your presentation with the cube. In fact, my company ended up placing a large order for SGI computers.”

That's the power of using a prop: people will remember you and your presentation long after the impact of a traditional message normally fades away. The image of the prop will be forever stored in the long-term memory of their OLD BRAIN.

How to use props:

• Use a prop when you want to illustrate a specific point of your presentation--and make sure it's relevant. At the end of the day, it might be the only thing they remember about you.

• Choose a prop that is appropriate in the environment in which you are presenting. Using a pack of cigarettes as a prop during a lung cancer conference may be a bad idea… or it could get you a standing ovation. It all depends on the context and the audience.

• Rehearse. Just like a joke with a bad punch line, nothing would make you look more foolish than if your prop fails to illustrate your point. Looking back at the example of using locks as a prop for a presentation to a software security company, imagine the negative connotation to the OLD BRAIN if one of the locks accidentally popped open while you were using it to demonstrate the security and dependability of the solution!

Grabber 5: Stories 
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“The writer's job is to dig so much 
 into his own story that he reaches 
 everyone's story.”

-- William Stafford, American Writer and Poet 

I once heard a story originally told by Winston Churchill in the late 1930's. The objective was to convince the British Parliament to approve his request for a larger military budget. The increase was necessary to allow the development of new weapons. However, Churchill was facing opposition by a number of representatives who strongly rejected the idea of increasing the budget for new, unproven technologies. He told the story of the battle of Om-Durman as follows:

“Remember the war England fought in Africa in the late 1800's? Our troops were fighting the Whirling Dervishes. The Dervishes were strong and courageous soldiers, and although their only weapons were swords, we suffered heavy losses. We had only one-shot guns back then.

Just imagine what it was like for one of our soldiers to fight that war: you've been in the desert for four months, and after yet another poor night of sleep, you wake up with a dry mouth and a burning thirst. It's going to be very hot again today and you are craving a good cup of tea. As the sun rises, you anxiously await a new wave of attacks by the Dervishes. You are hiding out in 6-foot trenches and the still air signifies a terrifying calm before the storm. The sun is turning the purple horizon into deep blood-red and you can't escape the memory of yesterday's battle where you lost 3 friends to violent deaths.

Suddenly, in the distance, you see those terrifying red turbans. As the battle begins, you panic during the endless 20 seconds it takes to reload your gun after each shot. That delay gives the Dervishes and their curved swords plenty of time to approach. By now, you have calculated your odds, and you know that for every Dervish that will die today, a British soldier will have to give his life. 

This was the horrific reality of war until October 21, 1898. On that day, everything changed. Britain provided troops with the newly-introduced Gatlin gun, the first automatic weapon. It could fire hundreds of shots per minute. Thanks to the Gatlin Gun, during the final battle of Om-durman, only eight British soldiers died for hundreds of Dervishes who perished.”

“And that's the benefit of keeping up with technology or thinking it will always be the same”, added Churchill to conclude his story.

After Churchill’s story, the parliament voted overwhelmingly to approve his proposal.

The impact of a good story is that it makes your OLD BRAIN believe that you have actually lived that story. Stories put the audience in a world of sensory impressions that make it impossible for the OLD BRAIN to differentiate between the reality and the story: The OLD BRAIN feels that it has lived through the experience even if it only heard it told.

What else makes stories so appealing to the OLD BRAIN? Can stories actually increase your ability to sell to the OLD BRAIN? Let's look at stories from another perspective.

What do the following people have in common?

• Parents

• Grandparents

• Relatives

• Friends

• Spiritual leaders

Answer: They all care about us and they have all told us stories at one time or another.

The subliminal message when you tell somebody a story is that you care for him or her. It opens up their OLD BRAIN to your message.

Think of it this way: let’s imagine that I am one of your colleagues, sent into your office to pick up a document on Monday morning. If I don’t know you personally, it is highly unlikely that either of us would tell the other a story about what we did over the weekend.

However, if we were friends, it is natural that we would feel comfortable relaying a detailed account of our respective weekends. Stories equal caring. All leaders have the ability to tell stories that motivate people to act. In Leadership in Paradoxical Age, author Noel Tichy rates the art of story telling as the number three criteria that makes leaders, third only to taking responsibility for the leadership training of others and developing teachable points of views in areas of ideas, values, and emotional energy.

Stories represent a powerful way of highlighting one of your benefits or one of your CLAIMS. They help you make a point without resistance or objections from your audience.

Do you remember the story of Agnes Perrot's job interview and how she conducted a mini-drama to create impact?

Stories can come from any source as long as you can tie them into the world of your prospect. They are a subtle but strong way to imprint an idea on the mind of your listener. Imagine the impact if that idea is one of your CLAIMS.

Telling stories is an art in which many business people have not been trained. Here are a few tips that make for good stories:

• Make sure your story has a point and make sure you make the connection for your audience. Don’t rely on them to draw the connection on their own. A story with no point is like a joke with no punch line: it's a waste of time.

• Make the story personal. Don't say “A woman went to a job interview.” Say “Agnes went to a job interview.”

• Put passion into your story. Add details that prove you really lived or experienced that story. Create those sensory impressions that will impact the OLD BRAIN and help your prospects envision themselves in the story.

An effective way of using a story with a prospect is to tell a customer story. If you were presenting to Mercedes, for example, imagine the impact of using a story that illustrates what BMW gained by using your solution.

When telling a customer story, be sure to:

• Include the company name if confidentiality is not an issue. Also include the name of the key person who is featured in the story. This makes it more concrete for your listener.

• Make it personal: draw at least three parallels between the prospect in the story and the company you are presenting to.

• Contrast what your prospect’s life was like before your product with their life after they started using your product.

• Present specific, tangible benefits instead of using generalities.

• Highlight the GAIN: Financial, Strategic, or Personal.

In fact, the stories are so important that we will discuss them later on in the book again.
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