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know one another and share thoughts and emotions. 
Likewise, both will prefer to stick to high-level discus-
sions, choosing to skim over the details. While sharing 
like styles will benefit their comfort with each other, 
two High I’s can easily take each other off  track with 
excessive socializing. Being fairly disorganized to begin 
with, two such people can exhaust what time they had 
available for business by talking about everything but 
the original objective.

High I — High S

Whereas both styles enjoy a people-focused orienta-
tion, and seek to connect rather than control or analyze, 
they only enjoy a moderate level of  comfort; with the 
High S perceiving the High I as being overly “salesy,” or 
pushy. The High I, on the other hand, can misinterpret 
the lack of  emotion from the High S as being standoff-
ish or disinterested. These “risk aversion” versus “risk 
taking” differences can cause further tension.
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High I — High C

These two styles will enjoy a low level of  comfort 
at best in most cases. While the High I wants to be 
open, have fun, move quickly, stick to the big picture 
and avoid the minutiae, the High C prefers to remain 
closed, stay professional, move slowly, dig deep into the 
specifics and thrives on the details. The natural actions 
of  both styles will tend to be the opposite of  the oth-
er’s preference. While not as distant as the High D to 
the High C, these two styles must adapt significantly 
to get along.

High S — High S

Like all other identical styles, two High S’s will enjoy a 
high level of  comfort and communicate effectively with 
each other. Sharing the same style, they will each pre-
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fer to take it slow, not rock the boat, resist change, and 
create order, structure and security. Both will, however 
reinforce the potential for inaction in the other. Both 
could enable the other in their resistance to change, 
thus promoting too low a sense of  urgency.

High S — High C

The High S and High C only enjoy a moderate level of  
comfort and compatibility. While they both share simi-
lar needs for structure, certainty and low-risk environ-
ments, the High S has a more open, people-orientated 
perspective whereas the High C is more closed and 
takes a task-oriented point of  view. The High S prefers 
to respect others and is sincere in his support of  peo-
ple. The High C, however, is more focused on accu-
racy and the rules and can therefore run afoul of  the 
High S’s respect for others — when those others break 
the rules of  fall short of  expectations.
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High C — High C

Two High C’s tend to enjoy favorable compatibility 
with each other due to their sharing the same prefer-
ences for order, correctness, details, accuracy and com-
pliance with some procedure. Their needs to gather 
data and move slowly and cautiously only serve to 
improve their compatibility. Being very sensitive about 
their work, however, two High C’s could come into 
conflict if  their beliefs differ . . . as neither is prone to 
admit mistakes or being wrong.
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Overview of all combinations





Conclusion

In the end, this entire book is about one thing . . . helping 
you grow your practice. While I’ve poked some good-
natured fun at the professional sales people of  the world 
(myself  included), the underlying message should be 
deadly serious. If  you intend to survive as an indepen-
dent consultant or coach, you will always have to rely 
on yourself  to bring new clients into your practice.

That being the case, there is a world of  hurt wait-
ing out there for those independent consultants who 
decide to achieve that growth by paying a visit to the 
sales store to buy into the best practices of  that com-
munity, then try to take them home and apply them in 
their own house. It’s no more effective then trying to 
plug my US power cord into a UK wall outlet. 
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The art of  selling is actually very complicated and some-
thing that should be left to the professionals. Unless you 
are a sales professional, “don’t try this at home.” For all 
the reasons I’ve stated herein, the act of  “selling” is sim-
ply NOT a good fit for what you do and who you are. 
Remember, it’s about growing — not selling.

The good news is that there is plenty of  opportunity to 
grow your practice to incredible heights without hav-
ing to sell. The conventional wisdom or legacy beliefs 
of  how we as business consultants or coaches should 
grow are simply dead wrong! And we can state this 
with certainty because those who are actually growing 
their practices faster and farther than anyone else prac-
tice none of  that conventional wisdom when it comes 
to the act of  selling. They have broken with any legacy-
thinking that binds them to outdated ways, and look at 
the objective from a radical new perspective.

It was my intent in this book to give you that same 
perspective and let you see what things look like from 
where the best stand. Of  course, everyone is unique 
and should create their own best practices, and I hope 
you, too, modify these lessons to best fit your specific 
world. I simply hope I’ve given you food for thought, 
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caused you to take a look at things from a brand-new 
perspective and given you hope that there is more than 
one way to grow your practice and it doesn’t involve 
you struggling with becoming the best sales person in 
the world.

Look, in the end, just be you! If  that’s a natural born 
sales person, awesome. Be that sales person. If  you’re 
not a sales person at heart, however, and instead your 
“you” is a natural born coach — rest easy knowing that 
you don’t have to be anything else other than just that 
(a great coach). And . . . you can still be just as success-
ful as you want to be.

Happy consulting & coaching!
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Appendix A

On Delivering Superior Customer Service
Alan Weiss, PhD.

What Actually Constitutes Superior Service?

Everyone wants to pride themselves on their service 
in the consulting profession, but that desire is often 
unsupported by definitions of  exactly what constitutes 
outstanding service.

How would you demonstrate that your service is, 
indeed, worth paying a premium for? After all, if  your 
fees aren’t commensurate with such superb service, 
then what’s the point?

Let’s put ourselves in the client’s shoes. How would we 
know that service is top-drawer?

1. Response time.
I would receive return calls from you at a minimum the 
same day they were made (or first thing the next morn-
ing, if  I called you late in the afternoon). At best, you’d 
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return my calls within a few hours. Email responses 
would always occur within 24 hours.

2. Deadlines honored.
Reports, suggestions, responses, and anything else 
requested would be delivered in worst case on deadline 
and, in best case, considerably before it. This includes 
last-minute requests and short-deadline requests. In 
other words, if  you’ve agreed that you can do it, you 
do it as promised. I never have to follow-up with you to 
obtain an awaited document.

3. I’m a priority.
You don’t take my calls on a cell phone forwarded to 
you while you’re in an airport or, heaven forbid, work-
ing with another client. I never feel rushed or taken 
for granted or patronized. I have your undivided atten-
tion. While I know you can’t be available whenever I 
pick up the phone, I expect that when we do connect I 
will not be competing for your focus.
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4. Your support functions are professional.
If  I talk to your assistant, answering service, or even 
voice mail, I’m treated with respect and don’t have to 
“jump through hoops.” I don’t want to listen to the 
same 30-second commercial for your services every 
time I call simply to leave you a message. Your assistant 
never slaps me on hold and doesn’t mispronounce my 
name. Your letters and email are error-free and, elec-
tronically, everything you do is compatible with my 
own platforms and applications.

5. I perceive trust and candor.
You don’t add to my problems, and you candidly 
inform me when something has gone wrong, includ-
ing my own behavior. I know I’m going to hear under-
currents of  discontent from some staff  members who 
may feel threatened by you, but I don’t expect to find 
any substance behind it (such as evidence you are tak-
ing sides in turf  battles).

6. You respect our culture and operation.
You’ve taken the time to learn about how we operate, 
so you don’t make unreasonable demands and commit 
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silly mistakes. You pay for your coffee, park in the cor-
rect area, observe office policies, and request expense 
reimbursement commensurate with the situation (e.g., 
if  our own team flies coach and takes taxis, that’s the 
level of  reimbursement you request).

7. You are proactive. 
I periodically receive articles, ideas, references, and 
other resources that are non-promotional and clearly 
helpful to my company, position, and/or life. You pro-
vide more than I anticipate and your intent is clearly to 
ensure that my needs are exceeded, not merely met. 

Superior service is a wonderful differentiator, because 
it requires no capital investment and is often easier for 
a smaller firm or solo practitioner to enforce than it is 
for a larger, more bureaucratic organization to main-
tain. Your service level may well exceed the sample 
seven I’ve listed above. The key is to be able to articu-
late them and extend them to every prospect and client.

High service levels always assist the perception of  
value, so they need to be manifest from the first point 
of  introduction to a prospective client.
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Appendix B

Proven Methods to Increase  
and/or Protect Your Profits

Any two or three of  these tips below will probably 
increase your profits immediately:

1.	 Work together with the client to let him estab-
lish value collaboratively

2.	 Always base your fees on value, never tasks or 
hours worked

3.	 Never itemize unless you absolutely have to 
(price for value, not materials/time)

4.	 Never use time as the basis of  your value
5.	 Start with what they “want,” but then extend 

the engagement by determining what they 
“need” (sell them what they want, give them 
what they need)

6.	 Think long-term — real revenue is cumulative, 
not situational

7.	 “Never” voluntarily offer options to reduce fees
8.	 Add a premium if  you personally have to “do 

it all”
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9.	 If  you’re forced to consider fee reduction, 
reduce value as you reduce fees

10.	 Provide options every time: the choice of  
“yeses”

11.	 As early as possible, ask the key scope question: 
“What are your objectives?”

12.	 Ensure that the client is aware of  the full range 
of  your services

13.	 If  something is not on your playing field, sub-
contract. Never turn away business

14.	 Always ask yourself, “Why me, why now, why 
in this manner?”

15.	 Know how many options the buyer perceives 
other than you

16.	 Use proposals as confirmations, not explorations
17.	 When asked prematurely about fees, reply, “I 

don’t know . . . yet”
18.	 Do not accept troublesome or unpleasant cli-

ents, no matter how hungry you are
19.	 Seek out new business opportunities laterally 

during your projects
20.	 It is better to do something pro bono and pro-

tect value than to do it for a low fee and erode 
value perception
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21.	 Fees have nothing to do with supply and 
demand, only with value

22.	 If  you are unaware of  current market fee ranges, 
you’re undercharging

23.	 Psychologically, higher fees create higher value 
in the buyer’s mind

24.	 Value must include subjective as well as objec-
tive measures

25.	 Introduce new value to existing clients to raise 
fees in these accounts

26.	 At least every two years, consider jettisoning the 
bottom 15% of  business

27.	 “Start” with payment terms maximally benefi-
cial to you every time

28.	 Offer incentives for one-time, full payments
29.	 It’s always easier to sell new services to old cli-

ents, than old services to new clients
30.	 Always be prepared to walk away from business
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Appendix C

Hourly versus project-fee approach?

Many of  our consultants struggle with deciding 
whether to charge an hourly rate or a single project fee. 
We strongly recommend the project or value-based fee 
structure and here’s why the client agrees. The follow-
ing are points to make to the client as to why they want 
a project fee:

1.	 It always leaves the focus on results, not activity.
2.	 There is a cap on their investment. They know 

exactly what is to be spent and there are no 
surprises.

3.	 There is never a “meter running.” They do not 
have to worry each time your help is requested 
that you might be here for an hour, a day, or a 
week.

4.	 It is unfair to them to place them in the position 
of  making an investment decision every time 
they may need help. Otherwise, they’re trying 
to determine the impossible: Is this an issue that 
justifies a $2,000 visit or a $500 phone call? No 
client should ever be in that position.
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5.	 They should feel free to use your assistance and 
to ask for your help without feeling they have 
to go to someone for budgetary approval. This 
only makes them more resistant to sharing their 
views, and at best delays the flow of  important 
information.

6.	 If  you find additional work that was unantici-
pated but must be performed, you can do it 
without having to go to them for additional 
funds. In those instances, legitimate, additional 
work would otherwise be viewed as self-aggran-
dizing and an attempt to generate additional 
hours or days.

7.	 The overall, set fee, in relation to the project 
outcomes to be delivered, is inevitably less of  
a proportional investment than hourly billing. 

8.	 This is the most uncomplicated way to work 
together. There will never be a debate about 
what is billable time (e.g., travel, report writing) 
or what should be done on site or off  site.
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A word on pricing

1.	 Being high is good! Perceived subconscious 
value of  higher priced goods or services is 
always higher. It also weeds out those bargain 
hunters who will drive you crazy and focus only 
on price, not value.

2.	 When you are just starting out, or hungry, it’s 
easy to adopt a “will-take-all-comers” attitude. 
You wouldn’t advise your clients to do this when 
hiring, so take your own advice and don’t do it 
when you are “hiring” new clients. Many of  our 
consultants tell me that they will take one “bar-
gain-hunting” client in the hopes that they will 
refer them to more business. The truth is that 
those clients only refer you to other bargain-
hunting, difficult clients most of  the time. Be 
selective in what clients you hire, based on your 
ability to help them build a reputation for suc-
cess, and enjoy the work!

3.	 If  price is their only objective, your outcome is 
doomed from the start!

4.	 Know when to walk away. Author Seth Godin 
wrote a great book on knowing when to quit 
titled The Dip. It’s only 79 pages long, so you can 
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read in on one flight. It talks about how the best 
know when to quit, and do so often. If  you are 
hanging in with a difficult client, or trying to 
do what you can for one that needs much more 
than you can accomplish, know when to get 
out. Oftentimes, leaving the situation is a big-
ger benefit to you than sticking it out and not 
being the success you are charging them to be. 
It is hard to turn away business, but when you 
are selective, your success will be much greater.

5.	 Whenever a client comments on your price being 
high, here’s something that one of  our consul-
tants taught us that really worked for him. He 
decided to quadruple his fees one year, mostly 
because he felt it would be easier than firing cli-
ents, and he wanted to scale back, anyway. The 
result was that his business revenue quadrupled 
that year. Yes, he lost a fair number of  clients, 
but he kept the ones who really understood his 
value, worked much less, made more money 
and was much happier. The revenue we’re talk-
ing about here, by the way, was in the seven fig-
ures by the end of  that year, so this can really 
work. Whenever someone says to him “Wow, 
you are expensive,” instead of  trying to justify 
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that as he used to, now he simply says (without 
being too cocky), “I know.” He stops right there. 
He refuses to say another word after “I know.” 
I’ve done this myself  and it actually works! You 
don’t want to come across as cocky, but when 
you do it humbly and with confidence; you con-
vey your value that much more.



176    Appendices

Appendix D

How to Deal with People Who Always Want a Deal

Many consultants fail to fully appreciate that once you 
make a single concession on price, you’ve enabled a 
behavior that will inevitably cost you money and prob-
ably drive you crazy. Requests for price concessions 
generally emanate from the owners of  small compa-
nies who are accustomed to haggling with everyone 
from the coffee vendor to the hourly employees (and 
who, themselves, are constantly asked to lower price 
from their own customers); and from larger company 
purchasing departments and low-level feasibility buy-
ers, whose ultimate job is to spend less (not deliver 
results, per se). 

There are several keys here:

•	 Never offer a concession without a quid pro 
quo. Once you lower fees (no matter how 
slightly) or delay the client’s payment dates 
(no matter how little) you have opened 
Pandora’s box. The client, like Archimedes, 
will stick a lever in that slightly open door 
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and rip it off  the hinges. Sometimes such 
concessions are the right thing to do, but 
never go into them lightly and always try 
to maintain a balance so if  you take price 
down, you take something out of  the deliv-
erable of  equal value.

•	 Be prepared to deny the request and walk 
away. Be confident in your value. We’ve 
had buyers whom we have interviewed tell 
us, “I always ask for a concession because 
I believe it’s good business. I’m shocked 
at how often they’re granted without any 
resistance, despite the fact that I’m seldom 
prepared to press the issue if  I’m told ‘no.’”

•	 Focus on the value proposition and the 
ROI. When buyers are especially resistant 
to the price, but indicate they would go 
ahead with the proposal IF you reduced 
price, they’re really saying that they believe 
you can help them, but they’re not sure 
how much (so they want to hedge their 
bets). Demonstrate that even a conserva-
tive return will provide dramatic ROI.

•	 And, make sure that ROI is always seen 
in dollars. Whenever you are highlight-
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ing your value, it must be in hard finan-
cial terms. Telling a company that they will 
achieve improvement in their performance 
doesn’t do much to offset the very tangible 
price you’ll charge them. Telling them they 
will achieve a 10% increase in performance 
is only somewhat better. Telling them that 
they will achieve a 10% increase in perfor-
mance, and that represents $X amount is 
fantastic. In other words, they have to see 
a greater weight in hard cash to offset the 
weight of  your fees.

•	 Offer non-monetary “concessions.” Some 
people just need the ego fulfillment of  
having received something for free or at a 
reduced price. Offer anything from a free 
book, to complimentary quarterly updates, 
to free newsletter subscriptions. Provide 
something to salve their ego so it’s not a 
“win/lose” proposition.

•	 Always provide options, even to small busi-
nesses. If  the buyer says, “I love option 
three, but the fee seems a bit high, reply 
with, “That’s why we have an option two.”
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•	 Stop work if  you’re not paid on time. 
“Deal-seekers” are famous for delaying pay-
ments to squeeze out extra work. If  you’re 
not paid in advance, and a payment date 
has passed, allow ten days and then stop 
working. Otherwise, you’ll be in perma-
nent debt to the company store. At the 
time of  writing this I can name two close 
consulting friends who both kept work-
ing too long after payment was “delayed” 
and both ended up never getting paid in the 
end, each being owed over $8,000.000 USD! 
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Appendix E

Maximizing Value to Maximize Profit

The key to maximizing profit is to give things away. 
That’s not an oxymoron. Whenever you are communi-
cating with a prospect—whether in person, by fax, by 
e-mail, by phone, by correspondence—provide some-
thing of  value. And, no, your marketing brochure isn’t 
of  value to the prospect!

You can give away only one of  two classes of  value: 
tangibles, such as books, tapes, articles, documented 
models, etc., and intangibles, such as advice, referrals, 
feedback, empathic listening, etc. The idea is to have 
the prospect think, “If  I received this much value in a 
casual contact, how much would I receive if  I actually 
hired this person?”

The articles or advice don’t have to be yours. Simply 
providing something that the prospect can use, no mat-
ter what the source (and assuming you use proper attri-
bution) creates value in the eyes of  the client. When I 
learned that one prospect was a wine aficionado, I sent 
along a list of  an expert’s choice of  the best domestic 
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wines. The value doesn’t have to be business-related, 
but it should stop short of  gratuitous gifts (i.e., bribery). 
If  you’re seeing a prospect in person, either bring some-
thing along or provide it immediately after the meeting.

Prospects must see something of  value beyond your 
charming personality. You can manage this aspect of  
the sales process, whether your consulting work is as a 
generalist, in computers, in outplacement, in sales, or 
anything else. Just ask yourself: “How will the prospect 
be better off  after having communicated with me?”

Never allow the discussion with a prospect to focus 
exclusively on fees. Yes, fees are something that must 
be discussed, but they are best discussed after the value 
has been decided upon, and only then as a matter of  
detail. Once you let the primary focus become your 
fees, you will constantly be on the defensive, trying to 
explain your contribution. Most embattled consultants 
resort to a description of  the tasks they plan to per-
form, thereby aggravating the issue by allowing the 
prospect to zero-in on such irrelevant matters as how 
many days are to be spent on site, how much time is 
required to tabulate a survey, and how many people are 
necessary to do the job.
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Always focus on value. Move the prospect’s attention 
to the outcomes of  the engagement, and the impact 
of  the results on the prospect’s business plans. This 
avoids the task and commodity concerns (how much 
time, how many people) and instead focuses on the 
results objectives near and dear to the prospect’s heart. 
If  you’re faced with the question, “Can’t we do this for 
less?” reply simply, “Of  course. Which value (results) 
would you like to eliminate?”

Prospects always want to reduce fees, but they never 
want to eliminate value. You control that dynamic 
by managing the conversation in a given direction. 
And it’s never the prospect’s business to help deter-
mine how many focus groups, how many interviews, 
how much training, how much observation or how 
much of  anything else you do in the course of  gath-
ering information and formulating recommendations. 
That’s why you’re the consultant and the prospect has 
called you. Never surrender your expertise to a com-
mittee that will decide what you must do to deliver the 
desired result. Your physician wouldn’t let you tell him 

how to operate on you, would she?
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Appendix F

The EBM Guide (How to Get Started on an EDM 
Campaign)

While starting an EBM program may sound a little 
intimidating at first, in reality it’s incredibly simple (and 
that’s not hyperbole). Let me show you how simple it 
is. Take a minute to answer the following questions:

1.	 Would you consider yourself  expert enough 
in one single topic to speak authoritatively to a 
group of  friends at dinner?    rYes    rNo

2.	 What would that topic be? ________________
_____________________________________
_____________________________________

3.	 Would this topic be of  compelling interest to 
a significant portion of  your target market? 
rYes    rNo

4.	 Could you fill three notebook pages with 
notes — straight out of  your head, right now — on 
this topic (e.g., key points, causes, trends, com-
mon mistakes, tips and developmental ideas)? 
rYes    rNo
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That’s it! If  you answered yes to the questions above 
(and identified a topic) then you have everything you 
need to kick off  an EBM program and start positioning 
yourself  as the expert you are . . . today.

Action steps:
1.	 Market — Select your market (who needs your 

expertise — make it “niched”): _ ____________
_____________________________________
_____________________________________
_____________________________________

2.	 Message — Select your topic (what can you 
speak as an expert on, and what does your tar-
get market want to learn more about? HINT: 
make the topic relevant to a significant problem in 
the chosen market):_______________________
_____________________________________
_____________________________________
_____________________________________

3.	 Vehicle — Select your medium (where will your 
message be seen? — the more the merrier): 

a.	 Newspaper article
b.	Write a book (full length or e-book)
c.	 Your newsletter
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d.	Case study/white paper
e.	 Journal article
f.	 Website (blog, videos, podcasts)
g.	Online article submission sites
h.	Social media (Twitter, Facebook, 

LinkedIn)
i.	 Teleseminar
j.	 Webinar
k.	Live seminar/speaking (free or fee)

4.	 Choose your timeframe: 
a.	 Ready to roll: ____/____
b.	Start marketing the event: ____/____ 

(live, virtual or written, you should 
build excitement for the event/publica-
tion in advance)

c.	 Actual launch date: ____/____
5.	 Advertise your program (how will they know 

to come/read/watch):
a.	 Email invite (broadcast emails to your 

opt-in network)
b.	Partners:

i.	 Marketing affiliates (others who 
can advertise in their networks): 
___________________________
___________________________
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___________________________
___________________________
___________________________

ii.	Chambers of  Commerce (geo-
graphically close): ____________
__________________________
__________________________
__________________________
__________________________
__________________________
__________________________

iii.	Associations (who has members 
hungry for your content?): ______
___________________________
___________________________
___________________________
___________________________
___________________________
___________________________
___________________________
___________________________
___________________________
___________________________
___________________________
___________________________
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___________________________
___________________________
___________________________
___________________________
___________________________
___________________________

c.	 Website promotions
d.	Social media (twitter, Facebook, Linke-

dIn, etc.)
6.	 Execute: you have to actually DO IT!
7.	 Repeat (go back to step one and pick a new 

topic, new market, new vehicle). 

Remember, EBM is about EDUCATING . . . prolifically!
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Appendix G

Top 10 Sales Mistakes Even Professional Sales 
People Make

1.	 Talking too much — not listening enough
2.	 Not asking enough questions, or the right 

questions
3.	 Using “tie-down” questions, or canned closing 

techniques
4.	 Inconsistent or insufficient prospecting activity 

(i.e., low EBM efforts)
5.	 Quoting price too soon
6.	 Presenting the solution you want, not the one 

the prospect wants
7.	 Failing to ask for the business (i.e., close)
8.	 Failing to provide social proof  or testimonials
9.	 Under-delivering on promises

10.	 Not creating enough value

Partial Source: Bill Brooks, 21st Century Selling manuscript, 2003.
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Appendix H

Just What Is a Qualified Prospect?

What makes a qualified lead? As simple as it sounds, 
sometimes our passion (aka “desperation”) to close 
more business as consultants can easily lead us to find 
ourselves telling our story to anyone who will listen. I 
always start all my classes for consultants with a round 
of  introductions. In addition to stating their name, 
where they are from and what they offer, I ask my stu-
dents to share with the rest of  the class who they pro-
vide consulting to. I can’t tell you how many times I’ve 
sat there listening to a fellow consultant answer this 
last part with what commonly amounts to, “Anyone 
with a pulse.”

Outside of  the humor, the sadness of  this answer 
shouldn’t be overlooked. So, “as simple as it sounds,” 
it’s vital that you make sure you aren’t wasting your 
time with an unqualified lead. 

This problem is even more prevalent in the consulting 
community because the majority of  consultants haven’t 
ever lived life as a professional salesperson. They have 
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never attended professional sales training programs, 
and they have never learned the very hard lesson that 
your first and most important action — if  you are to suc-
ceed as a sales person, and put food on your family’s 
table — is to qualify the lead before you invest any time 
trying to sell to the lead. Even though I champion the 
spirit of  removing the act of  selling from your approach, 
even if  you’re not seeking to “sell,” even if  all you want 
to do is help someone, seeking to help unqualified leads 
will not do you or the prospect any favors. In the end 
you will only waste two peoples’ time.

There’s an old saying that goes, “The best thing you 
can tell a sales person is ‘yes.’ The second best thing 
you can tell a sales person is ‘no’ — but quickly.” The 
focus of  this saying is on the “no” you receive. One of  
the biggest dangers in sales is to invest (waste) a lot of  
time in a sale that will never happen. Prospects that are 
neither qualified, nor serious, can suck up tons of  time 
and still lead to nothing in the end. The “opportunity 
cost” of  that time wasted can really add up and cost 
you a lot of  revenue in the end.

Instead of  giving your pitch to everyone with a pulse, 
always try to qualify whether this person is indeed a 
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“qualified prospect” before investing too much busi-
ness time. So what exactly is a qualified prospect?

Qualified prospects are people who:

1.	 Have a need for what you do AND are aware 
of  it

2.	 Are very interested in doing something about 
that need

3.	 Have the authority and ability to hire you to 
help fix that need

4.	 And . . . who believe (trust) in you as someone 
who can help

As simple as it seems, you would be amazed at how 
easy it is to invest significant time with someone who 
fails to have all four of  these qualities. The truly quali-
fied prospect, however, has all four of  these. Someone 
with only three is that much less qualified then some-
one with all four and someone with only two is half  as 
qualified. You can turn that equation around as well 
and have a feeling for how likely they are to become a 
paying client. Someone with all four qualities is twice 
as likely to become a client than someone with only 
two of  them, and so on. 
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How tempted would you be to schedule an appoint-
ment with someone who called you to ask, “I saw 
your article and I love what you do. Could we sched-
ule some time to talk about how you could help our 
organization?” Many of  you would be very tempted. If, 
however, you fail to qualify this person, you could be 
wasting a lot of  time. Before I schedule time to meet 
with this person I would want to find out: what their 
title or position was (addressing #3 in the list above), 
what the specific problem is or why they want to meet 
(addressing #1 above), and why they are calling me 
(addressing #4 above) first. Number 2 in the above list 
is somewhat taken care of, since they did reach out to 
me actively, but when I get together with them I would 
want to gauge their level of  urgency more, of  course.

In doing this I have — many times unfortunately — find 
out I was talking with someone who had no authority 
or no real interest outside of  finding someone to pro-
vide an invoice for training so her budget was kept up. 

Trust me, this is one of  the hardest parts of  selling, 
because we love to think that there isn’t anyone out 
there who we couldn’t benefit, and everyone can help a 
sale (even if  they have no authority) or surely they will 
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see why they need me once I get the chance to meet 
with them (i.e., I will create a need). It’s exceptionally 
hard when you’re hungry for business.

Just be careful to not give too much of  your time (per-
sonally) to too many people until you can qualify them 
very well. This one simple issue is more often than not 
one of  the core driving factors in a failed sales person’s 
career.

So, be sure to qualify your prospects as much as pos-
sible because your time is valuable and wasting it on 
people who will never become a client helps no one.
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Appendix I

Causative Metrics Library

The list on the next three pages is a comprehensive list 
of  all the 181 variables you could quantify by using the 
IMX family of  profiles detailed on page 48 in this book 
(i.e., The DISC Index, the Values Index and the Attri-
bute Index). 

Collectively, this combination of  tools comprises one 
of  the most comprehensive diagnostic kits in the 
world. The key is that with these tools there is almost 
no cause out there that you aren’t able to identify for 
your prospects! Using the DISC Index you could mea-
sure the following 48 behavioral traits:
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Ability to relate to others
Ability to support others
Acceptance to change
Accuracy
Adventuresomeness
Aggressiveness
Assertiveness
Attention to detail
Carefulness
Cautiousness
Charm
Competitiveness
Conscientiousness
Consistency
Cooperativeness
Decisiveness
Defiance
Degree of  optimism
Degree of  pessimism
Dependability
Determination
Enthusiasm
Extroversion
Flexibility
Forcefulness

Generosity
Impulsiveness
Independence
Inquisitiveness
Introversion
Modesty
Organization
Passivity
Patience
Perfectionism
Persuasiveness
Poise
Practicality
Precision
Rebelliousness
Reliability
Restlessness
Results orientation
Risk aversion
Spontaneity
Stability
Stubbornness
Teamwork orientation
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Causative Metrics Library (continued)
Using the Values Index you could measure for the fol-
lowing 38 motivators or drivers, which drive people to 
be passionate for their work and fully engaged:

Acquisition of  knowledge
Aesthetically pleasing surroundings
An improved society
Artistic expression
Authority
Autonomy
Balance and harmony
Benefit to others
Best value for money
Caring
Compassion
Competitive edge
Creativity
Discovering the truth
Efficiency
Ethics/Principles
Form over function
Generating value/revenue
Generosity

Independence
Influence
Leadership
Learning opportunities
Logic
Maximizing gains
Monetary gains
Mutual respect
Power/Control
Practical returns
Regulation/Processes
Rules/Order over chaos
Self-fulfillment
Selflessness
Status and esteem
Systems/Structure
Traditional ways
Uniqueness
Utility/Functionality



Appendices     197

Causative Metrics Library (continued)
Using the Attribute Index you could measure the fol-
lowing 94 talents and decision-making traits:

Accountability for 
others

Attention to detail
Attitude toward 

honesty
Attitude toward others
Balanced 

decision- making
External clarity
Internal clarity
Conceptual thinking
Concrete organizing
Conflict management
Consistency and 

reliability
Continuous learning
Conveying role value
Correcting others
Creativity
Customer focus
Developing others
Diplomacy and tact
Emotional control
Empathetic outlook
Enjoyment of  the job
Evaluating others
Evaluating what is said
Flexibility
External focus
Internal focus
Following directions
Freedom from 

prejudices
Gaining commitment 
Goal directedness
Handling rejection

Handling stress
Human awareness
Influencing others
Initiative
Integrative ability
Interpersonal skills
Intuitive 

decision-making
Job ethic
Leading others
Long-range planning
Material possessions
Meeting standards
Monitoring others
Objective listening
Persistence
Personal accountability
Personal commitment
Personal drive
Personal relationships
Persuading others
Planning and organizing
Practical thinking
Proactive thinking
Problem and situation 

analysis
Problem management
Problem-solving ability
Project and goal focus
Project scheduling
Quality orientation
Realistic expectations
Realistic goal-setting for 

others
Realistic personal 

goal-setting

Relating to others
Resiliency
Respect for policies
Respect for property
Results orientation
Role awareness
Role confidence
Seeing potential 

problems
Self-assessment
Self-confidence
Internal self-control
Self-direction
Self-discipline and sense 

of  duty
Self-esteem
Self-improvement
Self-management
Self-starting ability
Sense of  belonging
Sense of  mission
Sense of  timing
Sensitivity to others
Status and recognition
Surrendering control
Systems judgment
Taking responsibility
Teamwork
Theoretical problem 

solving
Understanding attitude
Understanding motiva-

tional needs
Using common sense
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Appendix J
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