TheArt of War Study Guide

Persuasion

Intheorigind, thischapter iscaled “Momentum” or, intheorigina
Chinese, acharacter than means“force.” Init, thetopicishow creativ-
ity givesforceto our competitivestruggle. Insaes, theforceof creativ-
ity raisesusfrom*just another salesperson” to someonewho istruly
persuasive and can move peopleto take action.

Sun Tzuredlized that peoplenaturally resist pressure. Simply battling
the competition or pressuring asal esprospect createsresistance. Sun
Tzu called thisstate” battle,” meeting an action of onepersonwith an
action of our own. Weideally want to create such adominating posi-
tion that peopledon’t even chalenge us, but, especialy insaes, this
isn't wayspossible. Whenwe meet resistance, Sun Tzu teachesus
that we can’'t Simply battlefor success. We must assumethat our
opponents or prospects are as capable aswe arein termsof protecting
their own self-interest. Sowemust introduce something unexpected
into themix. Wemust do something unexpected, or, what SunTzu
caled, unusud. Thisiswhat wecall cregtivity.

Inusing credtivity, weforcethe peoplewe aredealing with thereevalu-
atethesituation. Wemakethem rethink their positionsand thisopens
them upto persuasion. Salescreativity meansthat wetailor thesales
processsothat it isno longer about making asale (or resisting one). It
becomes about our prospect asan individual . We adapt our processto
focuson hisor her needs. We keep the process moving, focussed on
their needs, building salespressure.
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Persuasion

Question One:

When doyou dir ectly confront a competitor ?

A. You never directly confront an opponent.

B. You can directly confront them if your company islarger.

C. You canonly directly confront small competitors.

D. You can only directly confront competition if you arecreative.

Complex sales are the same as simple ones.
You only need to divide your time among more people.
A sale to a large company is the same a sale to a small one.
You need to understand its organization.
You may meet larger competitors.
You can compete against them and you should never lose a sales
to them.
You only need to use creative and standard methods.
Together, they increase your influence with a prospect.
You must attack the competition on their weakness.
You must understand both their strengths and weaknesses.
From The Art of War

Answer:
D. Youcanonly directly confront competition if you arecregtive.

Many peoplethink that larger organizationshave anatura advantagein
salessituations. They don’t. Inthemodern parlance, therulesof sales
competition arescalable. Large companiesaresoldtointhesameway
assmall ones. Larger competitorsaretackled the same assmall ones.
In sales, we cannot direct confront or attack our salescompetition
unlesswe are creative about how wedoit. We cannot win salesby
attacking our competition directly.

InSun Tzu'ssystem, directly conflictisgeneraly avoided. Idedly, we
want towin saleswithout ever being serioudy challenged by the compe-
tition. Wewant to be so much closer to the prospect that the competi-
tion doesn’t even get inthepicture. 1t doesn’t dwayswork out that
way. Sometimeswe must directly meet acompetitivechallengeinan
account. When thishappens, we never ssmply confront our opponents.
We must confront opponentsin acresative and inventiveway that takes
them by surprise and doesn'’t alienate our prospects.
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Question Two:

When doyou usesurprisein adirect confrontation?

A. You useitimmediately to put the competition off balance.
B. Intimingaconfrontation, makingit asurpriseattack.
C. You useat theend of the sales process, winning it.

D. You useit continuously throughout the salesprocess.

|n selling, you must use standard approaches in making
contact with a prospect.
Your creativity wins the sale.
From The Art of War

Answer:
C. Youuseat theend of the salesprocess, winningit.

What wecall “creativity” inour sdlesversonsisusualy trandated as
“surprise”’ intheoriginal text. Neither ideaisexactly what Sun Tzuwas
tryingto express. Hisideaof “surprise’ or “creativity” (which might
alsobetrandated as* extraordinary” or “unusua” methods) iscloserin
meaning towhat wecdl “innovation.”

Itiscritical that asalesprocess startsconventionally. Salesprospects
need to understand our basic proposition. They need to be comfortable
withit. Evenif our product iscompletely revolutionary, wedon't want
them to see our product that way initialy. Salesprospectsneeda
familiar framework inwhichthey can evaluate our offering. They will

not even giveit achanceif itinitially seemsstrangeand unfamiliar.

Towinin competitive sales cons stently, however, wemust stand out at
the end of the process. We must offer be ableto redefine our under-
standable product into something extraordinary. If our productisn't
very different than the competition, why should prospects choose our
offering over that of the competition consistently? If itisn’t extraordi-
nary, why should the prospect change what they areusing now? So, by
theend of the sales process, we must redefinethe basisfor the decision.
We must revol utioni ze the reason that people buy and redefinethe
benefit that they can get from purchasing.
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Persuasion

Question Three:

What isthe best use of innovation?
A. Discovering new methods.

B. Discoveringnew positions.

C. Discovering new tools.

D. Discovering new concepts.

You must use creativity to be successful in all sales.
Creativity uses the unique conditions of the situation.
No sale is ever exactly the same.

From The Art of War

Answer:
B. Discovering new positions.

We can create new sales concepts, sales methods, and salestools, but
the best use of innovation isredefining therolethat our product playsin
thecustomer’sbusiness. Every prospect’ssituationisunique. Every
prospect hasdifferent needsand concerns. Inlooking for aunique
salesproposition, we not only emphasi ze our product’suniquefeatures,
wemust also ook to what makes agiven prospect or groups of pros-

pectsunique.

Oneof SunTzu'scommon themesisthat to be successful wemust use
this* philosophy of aninvader,” that is, we must go after new areas. We
must discover therichesof undiscoveredterritory. Sdlingisn'tsmply a
matter of giving the prospect thebest choice. 1tisn’t smply amatter of
beating the competition. Salesmeansexploring limitlesspossibilitiesin
defining therel ati onshi ps between our customersand ourselves.

A salehappensoneperson at atime. Marketingistargeted at agroup,
but a sale takes place between two people. Creativity in salescomes
fromthefact that each salesprocessinvolvesaunique set of personali-
ties. Wemay discover creative approachesthat we can use again and
again, but wemust be careful not tofal into dull, repetitious habits
instead of being totally engaged by rea peoplewithreal differences.
Oncewelosesight of theuniqueindividua, weloseour ability totruly
innovate our salesprocess.
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Question Four:

How did Sun Tzu describethecreativeroad to success?
A. Creativity requirestimeand over comingfailure.

B. Creativity requiressecretivenessand planning.

C. Creativity requiresattention todetails.

D. Creativity requiresaspecial typeof character.

If you are creative, you can be rejected and yet return.
Yesterday's failure becomes tomorrow’s new approach.

If you are creative, you can lose a sale and still recover.
You can lose one season and come back the next.
From The Art of War

Answer:
A. Creativity requirestimeand overcoming failure.

Notice how quickly inthediscussion of cregtivity that Sun Tzu ad-
dressestheissueof failure. Many great ideas can taketimeto become
successful. They only work after we havetimeto fine-tune them.
Many ideas never work at all, but that doesn’t mean that we can stop
experimenting. Successcomesfrom the processof constant experi-
mentation.

Innovationisnot amatter of persona genius. If it was, only certain
sales people could beinnovative. Instead, innovationismore aprocess
of trial and error. Intrying out new approaches, new waysto excitethe
customer, we should not be dissuaded by the possibility or evenlikeli-
hood of failure. Few ideasareinstantly successful. Fewer still come
without being built on afoundation of earlier failures.

Sun Tzu saw timeasthekey ingredientininvention. If aninnovative
approach doesn’t work, we usetimetoimproveonit. Someideas
simply requireachange of theway we expressthem. Othersneed to be
fleshed out and compl eted before the make senseto others. Some
samply fail and will never work, but we can still usethem as stepping
stonesto better ideasthat have abetter chance at success. By experi-
menting welearn what worksand doesn’t work for different prospects.

5



Persuasion

Question Five:

What isthefoundation of salescreativity?

A. Thefoundation of salescreativity isinspiration.
B. Thefoundation of salescreativity isknowledge.
C. Thefoundation of salescreativity isaction.

D. Thefoundation of salescreativity isposition.

There are only a few basic sales technigues.
Yet, you can combine them any number of ways.
You can always find a better way to sell.
From The Art of War

Answer:
B. Thefoundation of sdlescredtivity isknowledge.

Knowledge startswith aset of known facts, but creativity comesfrom
knowing which factsare useful and how to arrangethem. If you read
and listento different formsof saestraining, youwill soonfindthat al
courses start repeating themselves. Thereareonly afew stagesof a
sdle: qualification, presentation, answering objections, closing. Each
stageonly hasafew steps. For example, in qualification, most pros-
pectsaregoing tofal into ahandful of categories.

Beforeyou can master crestivity in sales, you must master thesebasic
techniques. You must be comfortablewith them and understand both
their purpose and their psychology. Once understand the techniques of
salesand perform them naturally, you arefreeto becreative, that is, do
thingsinanew way.

For Sun Tzu, crestivity isamatter of recombining knownelementsina
new and different ways. For example, in qualification, asalesperson
might normaly quaify up; establishing theminimum pricelevel before
trying to establish the maximum price someone might bewilling to pay.
For Sun Tzu, crestivity meanssimply switching thesetwo stepsaround,
devel oping the maximum price beforethe minimum. Whenweshift
elementsaround, reactionsa so change. Wedon't know theresult
beforehand, but wewill find that somework better than othersdo.
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Question Six:

What isthe next step in the creative sales process?

A. After knowledge, salescreativity demandsunder standing.
B. After knowledge, creativity demandsgenius.

C. After knowledge, creativity demandseffort.

D. After knowledge, creativity demandscomplexity.

There are only a few basic human needs.
Yet, every person feels them differently.

You must always find your prospect’s unique perspective.
From The Art of War

Answer:
A. After knowledge, salescrestivity demandsunderstanding.

Intheorigind text, thisstanzarefersto recombining colorsinaninfinite
number of ways. For Sun Tzu, sight isthe metaphor for vision, being
abletoforeseethefuture. Insaes, wearedeaing one-on-onewith
individuals. Our ability toforeseetheir reactions dependstotally onour
understanding of their needsand character. .

Therearetwo pointshere. First, thereareonly certain basic needs.
Whether weuse Mad ow hierarchy or amore specificlist, whenwe
qualify prospectsweareonly looking for ahandful of interest points.
Theuniquenessof eachindividual comesfromtheir own personal
hierarchy of those needs.

Inqualifying, our prospectsknow that sales peopletend to lump
everyonetogether into broad categories. People hateto beingignored
inthisway. They areinsulted by it. To each of us, our personal needs
areimportant, even precious. A salesperson breaksthrough much of
the common salesresistancewhen they ask directly or indirectly how a
prospect feeshisor her situation differsfrom most people.

Creativity insalesstartswith technique, but it must includeareal
understanding for what makesagiven prospect’sneedsunique. Once
wediscover those need, wearein aposition to get very credtive.
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Question Seven:

What should bethefocusof your creativity?
A. You must focuson novelty.

B. You must focuson visibility.

C. You must focuson value.

D. You must focuson uniqueness.

There are only a few kinds of value.
Yet, it changes from person to person, moment to moment.
You can discover new benefits from customers.

From The Art of War

Ansver:
C. You must focusonvalue,

Intheend, the salesexchangeisan exchange of value. Assalespeople,
wewant acustomer’sinvestment. Inexchange, the customer doesn’t
want our product. He or shewantsvauefrom our product. Oncewe
understand agiven prospect’sunique needs, wearein aposition to
fashion avalue proposition that they can appreciate. To beuseful,
crestivity must produce something of value.

Sun Tzu believed that the only justification for war wasto protect and
support the people. Thosewho competesimply for theglory or fame
of successarefools. Our goal shouldn’t simply betowin sales. It
should beto create valuefor our customers. When wego back to
them, wewant them to fedl that they got morethan their money’ sworth.

The satisfaction that people can get from aproduct isn’t awaysobvi-
ous. Thereareawaysnew, creativeformsof value. For example,
smply making aproduct difficult to get can makeit morevauable. For
years, people bought stuffed animalsfor gift and toysbecausethey were
cute. Then Ty cameaongwith Beanie Babiesand, by limiting their
availability, heturned the purchase of astuffed animal into atreasure
hunt. Peopleweredtill buying cutelittle stuffed animals, but thevaue
they were getting when they found arare teddy bear wasthe val ue of
winning acontest. Thisvalueproved addictive.
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Question Eight:

How does a creative idea change the sales process?

A. Anewideainstantly changestherules.

B. A newideademandsreinvention of all your methods.
C. Anewideagradually replacesconventional thinking.
D. A newideamust bemixed in with standard methods.

You win sales with persuasion.
You only use a few creative and standard techniques.
Yet you can combine them to make each process unique.
You have no limit to the ways you can win.
From The Art of War

Ansver:
D. A newideamust bemixed inwith standard methods.

Thoughwetrandatethetitle of thischapter as* momentum,” the Chi-
nese character iscloser totheideaof “force.” Creativity alonehaslittle
forcebecauseit smply disconnectspeople. Thisiswhy wemust start
thesalesprocessin atraditional manner. Weinitially haveto connect
with peopleand provide aframework within which they are comfort-
ableworking.

We use crestivity oncewe meet resistance. Ascustomers, weall feel
that itisour natural duty to resist salespressure. We should expect our
customers, evenif they areprofessional buyers, to do thesame. Pros-
pect useresistanceto test asales person and their proposition. No
one, other than achild, takesthe claims of asalesperson at face value.
Wewant to use crestivity to disconnect our prospect fromthisnatural
reaction and get themto refocustheir attention on what we are offering.

Creativity in salestermsmeans persondizing the salesprocessand sales
proposition to the specific customer needs. Thisprocessshould take
people by surprise. Onceasales processbecomesuniquetothe
prospect, it becomesdifficult if notimpossibletoresist. All peoplehave
needs. Most of usfeel that no one caresto understand or deal with our
specific needs. If wecan, assales people, connect with these personal
needs, our proposition becomesirresistible.
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Question Nine:

What isthe sour ceof all new ideas?
A. Imagination alone.

B. Advancement intechnology.

C. Legal regulation.

D. Sandardsapproaches.

Creative and standard approaches require each other.
You must use both and move from one to the other.
If you use both, no one can stop you.
From The Art of War

Answer:
D. Standard approaches.

Without standards, people have no framework withinwhich to eval uate
thevalue of asalesproposition. Innovation without abackbone of
standardsissmply chaos. Notice how easy Sun Tzu makesthe
processof credtivity. Weare changing everything. Wearen'tinventing
anything new. Wearesimply rearranging the standard componentsina
way that individualizesthe salespresentation. Standard approaches
create the environment in which creativeideas can haveforceand
momentum and becometruly persuasive.

In sales, many sales peoplefoolishly want to consider themselves
“marketing” people. Thisisamistake because marketingisabout
attracting general groupsof peopletoaproduct. Sellingisnot about
groups. Itisaboutindividuas. Remember how Sun Tzu started this
chapter? We handle big, complex salesthe same assmall ones, one
personat atime. Persuasionistheskill of individuaizingthesaes
process.

Without mastering aframework of standards--standard salestech-
niques, standard needs, standard val ue propositions--wearein no
positionto get creative. Oncewe understand the standard approaches,
wearein aposition to see how each prospect isunique. Weare
comfortableenough to addressthem asindividuals.
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Question Ten:

What forcecan resist thefor ce of persuasion?
A. None.

B. Faith.

C. Time.

D. Courage.

Creativity gives impact to ideas.

The force of your ideas can wash away resistance.
This is persuasion.
From The Art of War

Ansver:
A. None.

Weadll devel op habitsin dealing with people. A salespersoncallsusat
home on the phone; we know exactly what we are going to say assoon
asweknow thatitisasalescall. Whenwewalk into asales show-
room, we haveour “just looking” at thetip of our tongue. How doesa
sal es person underminethis conditioned reaction?

We must confront peoplewith something that they don’t understandin
order to break them out of these programmed reactions. Peopleare
forced to deal with change or surprise. Because both the prospect and
we both understand the* standards’ of asalesprocess, weareinthe
positiontoinnovateit. Inusing persuasion, wetry to confront our
prospectswith surprise after surprise, change after change. Change
creates pressure on people. They havetothink. They haveto respond.

Thebest weapon in salesisalwaysspeed. Thisisespecidly truein
using innovationand creativity. Thefaster we canbringinnovationinto
the process, thefaster we can take control of the conversation. A
telemarketer may only have afew seconds. Themore quickly wecan
launch another surprise, the harder it will befor the prospect to get
back totheir traditional mode of dealing with salespeople. Thisis
especially important in competitive sal es processes where acompetitor
istrying to keep up with our salesprocess.
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Question Eleven:

What isthemost important characteristic of creativity?
A. Itssize

B. Itsnovelty.
C. Itstiming.
D. Itsdirection.

You close the sale with good timing.
Asking for the order at the right time overcomes resistance.
This is closing.

From The Art of War

Ansver:
C. Itstiming.

Aswesaid earlier inthe chapter, we use standard approachesto begin
the sales process, but weuse creativity toendit. Thisisamatter of
timing. Whenistheperfect timeto launch asurprise? Thiswill be
different with every salesprocess.

We changethetopic to put our prospects off balance. We overcome
their natural resistance by forcing them to seethe salesproposition from
anew perspective. Whenweindividualizethe salesprocess, theonly
way that aprospect canresistitistotell usmoreabout themselves.
Oncethediscussionistotally focused on the prospect, virtualy every
guestion we ask becomesaclosing question. Itisall about prospect
letting usservehimor her.

Thisstill takesagood sense of timing. We must know when the pros-
pect islistening and when heisthinking about what heisgoing to say
next. When the sales processisindividualized, the prospect hastodoa
lot morethinking than normal. Wemust make surethat wedon’'t getin
theway of their thought processes. Wewant to help their thinking, not
frustrateit by interrupting the process. If wearetruly innovatingthe
salesprocess, personalizingit, we haveto say less, not more. We must
spend moreof our timelistening and waiting for openings. Asthe
prospect tellsuswhat they want, our job smply becomessurprising

them by agreeingtoitif they will agreetothesde.
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Question Twelve:

When should you sur prisethecompetition during a sale?

A. Continually batter the prospect with surprises.

B. Surprisetheprospect when you want to get attention.

C. Surprisetheprospect when the processneedsto be changed.
D. Never. You should only dowhat prospectsexpect.

Success in sales depends on your skill.
Your creativity must be persuasive.
You must time your closing exactly.

Persuasion should increase the tension in the sale.
Closing should release that tension in a moment.
From The Art of War

Answer:
C. Surprisethe prospect when the process needsto be changed.

Creativity isused to changethedirection of the salesprocess. We often
usesurpriseearly inorder to get attention, but we also can useit later in
the processto closethesale. We never useit to batter the prospect
becausethey won’'t stand for it.

We need pressurein the salesprocess. Unless prospectsfed pressure
inthe process, they will not act. We need pressureto overcome
peopl€ snatura inertia.

However, we don’t want our prospectsto fedl that we are pressuring
them. If they fed the pressure coming directly from us, they will smply
resist or cut off the processentirely. The pressure must comefrom
withinthem, asthey struggleto ded with the surprisesthat we offer
them. We createthe pressure by setting up the situation, but we do not
personally pressureanyoneinword or deed.

When the prospect feel sthe pressure, our jobistorelieveit. The
natural way torelievethispressureisto makeadecision. Inaskingfor
thesale, wemust doitinaway that hel psthe prospect out of the
gtuation, helping them resolvetheir internd struggle.
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Question Thirteen:

How can we make surethat the sale goesaccor ding to plan?
A. Bytakingall contingenciesinto account.

B. By keepingour planssimple.

C. By keepingour planssecret.

D. By assumingthat thesalewon’t go accordingto plan.

Sales are always complicated and confused.
Selling is messy.
It is your job to put order into the process.

Your position in the sale is never clear.
It is constantly changing.
Nevertheless, you must never lose the sale.

From The Art of War

Answer:
D. By assuming that the sdlewon’t go according to plan.

Each saleisunique. No sale can be completely planned. Prospect have
their own plans. Salescompetition hastheir plans. Inthisarenaplans
collide, creating something new than no one planned. Thosethat think
that they canforeseeevery detail inasalearewrong. Keepingthesaes
processsmpleisawaysagood idea, but it does not prevent the
processfrom having alife of itsown. Keeping our planssecretisalso
great idea, but it also doesn’t assuretheir success. Too many other
peopledso have plans, many of which directly conflict with our own.

Instead of trying to make surethat everything happensaccording to
plan, we must expect to be surprised. We must assumethat we don’'t
have control over everything that happens. Wewill succeed at some
plansandloseat others. Thesituationisconstantly changing. Thisis
shifting changeitself iscompletely predictable becauseit isthe nature of
sdlescompetition.

If the sales processisaways chaotic, how can we prevent chaos? If it
isalwaysso messy and uncertain, how canwe prevent our failure? This
isthe message of the next lesson.
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Question Fourteen:

If asales processischaotic, wher e does control comefrom?
A. Control isimpossible.

B. It comesfrom human nature.

C. Itcomesfrom our discipline.

D. It comesfrom our aggressiveness.

Your customer’s confusion requires your clarity.
Your customer’s uncertainty requires your confidence.
Your customer’s weakness requires your strength.
From The Art of War

Ansver:
B. It comesfrom human nature.

The salesprocess creates uncertai nty, but thisuncertainty isabad or
worsefor the prospect than it isfor the sales person. Human nature
desiresorder inthings. It seeksto make sense of confusion. The
greater the confusion, themore peopledesire order. Itisthisdesirefor
order that makes order possible evenin complicated sales processes.

We are dways sensitiveto our own weaknesses, but good sales people
are sensitiveto the needs of others. Everyone hasneeds. No onecan
perfectly predict thefuture. Strength comesfrom accepting the needs of
othersand doing our best to addressthem. We have speciaized
knowledgeand skillsthat our customersneeds. Our knowledgegives
usthestrength to take thelead in the sales process.

The confusion of salescompetition makesour success possible. With-
out it, our cresativity would havelittleor noimpact inthebattlewith the
competition. We must show more confidence and certainty than our
competition shows. We must show more confidence than our prospect
fedls. Despitethe confusionsand uncertainty in asale process, we must
never show that wefedl uncertain ourselves.

Thisconfidencemust comefromour faithin our creativity. Our plans
to changethereinvent the course of thesaleat acertain point giveusa
control that no oneelsecan have.
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Question Fifteen:

How can you plan to control of the chaos of salescompetition?
A. Youplanstructure.

B. Youplansurprises.

C. You plan attack.

D. You plan defense.

You must clarify what is confused.
This depends on your analysis.
You must overcome uncertainty.
This depends on your persuasiveness.
From The Art of War

Answer:
B. You plan surprises.

Persuasiveness comesfrom combining standard sal esapproacheswith
approachesthat no one else expects. It dependson our ability to
personalizethesale. Confusion makes people desire order, but we
can't plan everything to go asweexpect. Theway wetake control of
saleschaosistofeedintoit. We can changetherulesof thesales
processthrough surprise and innovation. Wedon't know what will
happen when weintroduce our planned changesinto the sales process,
but we are better prepared for whatever happensthan our prospectsor
competitors becausewe control thetiming of our proposals.

What isimportant hereisour sense of control. We cannot control
everything that happensin sales competition, but we know that we can
keep the competition off-bal ance by changing therulesviasurprise.

By planning to personalizethe sale, we prepare oursel vesto seizethe
initiative. For that critical moment, wewill control the momentum of the
salescontest. Thisknowledgegivesuscourage. Whenweknow that
we have asurpriseto spring, we can go into any salescontest with
more confidence. We can have morefaithin our position and eventual
success. Thismakesit possiblefor usto bemoreaggressive and
courageousin facing the uncertainty of the sales process.
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Question Sixteen:

What should you dowhen the sales pr ocessslowsdown?
A. Takeactiontomoveit forward.

B. Wait, processes have natural pauses.

C. Let prospectsdeterminethepace.

D. Letthecompetition makethenext move.

You have both strengths and weaknesses.
They arise from your position.

You must always take the lead in moving the sale forward.
Offer different types of proposals.
Your customers must think about them.
Offer customers something without risk.
They will want to take it.
You can use promotional offers to move them.
You can use your ideas to motivate them.
You can use your certainty to prevent a bad decision.
From The Art of War

Ansver:
A. Takeactionto moveit forward.

We establish agood position in the sal es process so that we can control
it. No position or proposal, however, isperfect. All positionshave
weaknesses. Theseweaknesses can eventudly stall the sales process.

We must prepareto takethelead if the sales process stalls. We should
have backup plansand proposals. We may or may not consider these
plansseriousalternatives. Their purposeisto reengagethe prospects,
thatis, givethemwork to do. Even bad alternativescan make our first
proposal |ook better.

Sometimeswejust need to get the prospect moving. Wehavetogive
him or her asmall, painlessdecisionto make. If weoffer them some-
thing that haslittle cost or risk, they can agreeto something easily. This
pavestheway for movedifficult decisons. Wemust makeit clear that
no decisionisabad decision when problems can be solved.
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Question Seventeen:

How doyou closethesaleswith a prospect in highly competitive
gtuation?

A. Byinspiringthem.

B. By appealingtotheir self-interest.

C. Bysurprisngthem.

D. By usingmomentum.

Y ou must create the perfect situation for closing the sale.
You work toward it by building your influence.
You do not demand the sale from the customer.
You offer a great proposal and then you use real persua-
sion.
From The Art of War

Answer:
D. By usng momentum.

Persuasion meansbuilding momentuminthesale. A good sdlesrela
tionship startswith respect. We haveto respect the prospect’sdeci-
sions-making skills. Wecan't demand the sale. The prospect givesus
theorder. Inorder to closethe sale, we must create an environment
wherethe prospect iscompletely comfortablewith thedecison and
movestowarditinevitably. .

Thisiswhy itissoimportant to keep the sales processmoving. Whena
salesprocessgtdls, it losesmomentum. Persuasion requiresthat we
keep the prospect engaged and keep the processmoving forward. 1f
the processisfocussed on the prospect’sneeds and we keep it moving
forward, it will takeon alifeof itsown.

In order to havethiswork, the process demands“agreat proposal.”
Thismeansthat the proposal must betail ored to the needs of the
prospect. We should try to understand these needsin our particul ar
areabetter than the prospect him or herself does. Whenwedo, we
arenot fighting against the prospect, but fighting for them. Thismakesit
impossibleto counter the momentum that we build in the process.
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Question Eighteen:

I n high-pressuresituations, how do you get prospect tofollow
your lead?

By askingthem tofollow their self-interest.

By makingyour directionssimple.

By usingthe proper incentives.

By usingtheproper time-limits.

o0 m»

You must keep the sale moving forward.

You do this by keeping the prospect engaged.

One task must naturally lead to another.

The process must keep them moving.

Satisfaction with the status quo keeps them from acting.

Problems force them to act.

Solid information gets their attention.

Surround customers with information and they must act.
From The Art of War

Answer:
A. By asking themtofollow their sdlf-interest.

Everythingissaesisbased on saf-interest. Inabad salesprocess, the
sales person makeshisor her desireto closethe sale readily apparent.
When making the saeisabout meeting the salesperson’sneeds, it will
never happen. A good sales processisso focused on the prospect’s
needsthat the prospect overlooksthefact that the salespersonisinit
for themoney.

Prospectsare engaged aslong asthe processisabout their needsand
problems. Our jobisto emphasi ze those needs because, without them,
the prospect has no reason to change or make an investment. We must
become obsessed about solving the customer’s problemsand creating a
better futurefor them. Themore solid factswe can givethem about
their current problems, themorethey will fedl their needs.

We must focustheir attention on how their life can beimproved. We
mist also beableto deliver that improvement.
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Persuasion

Question Nineteen:

What arethe steps by which you makethe sales process per sua-
sive?

A. Using standardsand creative appr oaches.

B. Focusand personalization.

C. Creatingpressureand releasingit.

D. All of theabove.

You make yourself powerful in a sale with persuasion.
You want everything moving inevitably toward a decision in
your favor.
Use persuasion.
From The Art of War

Ansver:
D. All of theabove.

Thischapter started showing how we must approach the prospectina
standard way, but that it takes creativity to closethe sales. Beforewe
can closethe sale, wemust tailor the process and val ue of the product
to meet the specific needsof theindividual prospect.

Our focus on the prospect drivesthe processforward. Throughit, we
learn about the prospect by asking questions and educate them about
their own conditionsand needswith hard facts. We keep the process
moving forward by keeping the prospect engaged in the process. .

By keeping the prospect engaged, webuild the pressureinthe sales
process. The pressure doesn’t comefrom us, but from the needs of the
prospect and the decisionsthat he or she must confront. We prevent
the prospect fromignoring their needsor problems. Asthepressure
builds, it becomesclear that theonly way to relievethe pressureit to
make adecision and closethe sale. We help the customer makea
decisionto helpthemrelievethe pressure of the decision process.

We must plan this process of persuasionin every salesprocess. We
must plan to make every salesprocessdifferent and yet the same.
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