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Foreword

The publication of Win-Win Selling is a fulfilling moment for me, since

it extends the benefits of the Counselor selling approach to many read-

ers. It also takes me back to my earliest days in sales, in the Fifties. I

was earning $200 and spending $210 each month, teaching high

school. My uncle recruited me into the life insurance business, promis-

ing I would make $400 per month. I actually believed I would never

have another financial challenge in my lifetime. 

It wasn’t easy at first. I was shocked that some people didn’t want to

talk to me as a life insurance agent. I started reading Victor Frankel’s

book, Man’s Search for Meaning. It helped me weather the emotional

slings and arrows of outrageous rejection. Frankel’s message about the

final freedom that everyone experiences when faced with any adversi-

ty encouraged me as if he were whispering right into my psyche. 

For my seven years in the business I stayed at the top of my company’s

sales success chart and became the Youngest Lifetime Member of the

Million Dollar Roundtable. That honor led to invitations to speak at

meetings and share my selling secrets. I accepted them, even though I

couldn’t articulate what my secrets actually were. So I borrowed other

people’s secrets and spoke articulately as though they were mine. 

Then the unexpected happened. A client company to whom I had pre-

sented my secrets-of-somebody-else’s-success speech asked if I would

create a training program for them. My immediate, fearful thought

was, “I don’t know how to do that,” but nonetheless, I said yes. 

Then it occurred to me. Until the Sixties, selling was seen as an adver-

sarial relationship – the seller beats the buyer in a win-lose scenario.

You heard about 110 ways to close a sale, 88 ways to answer an objec-

tion. This clearly wasn’t the basis of my success. So I went looking for

my own secrets. I lucked out when I paid $1.00 for a psychology book.

The only part I read was by Brandice University’s head of psychology,

Abraham Maslow, defining his pyramid of needs. I had never heard of

8
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him, even though he pioneered in humanistic psychology. 

I soon met with Dr. Maslow because I knew his concepts had some-

thing to do with my “humanistic” view of selling. It was a defining

moment. Maslow guided me to Dr. Carl Rogers, a well-known thera-

pist, who authored On Becoming a Person and Client-Centered Therapy.

These books, combined with Maslow’s humanistic perspective, be-

came the soil in which Counselor concept began to germinate and pro-

vide the harvest for an entirely new mindset on selling. 

Dr. Rogers helped me understand the model of counseling, which is an

integrated philosophy, discipline, and set of skills. These help the client

solve problems, find advantages, and reap the benefits of new solu-

tions. Applied to selling, the Counselor salesperson benefits by creating

a win-win relationship and a loyal customer. 

Helping people get what they want and feel the way they want to feel

was what I couldn’t express earlier. Essentially the model says, “The

more I help others get what they want, the more I get what I want.”

This new model felt right, and helped me discover and become more

of my true self – the person I was when I was at my best. 

I don’t know how many millions of people have been through the

Counselor Salesperson program offered by Wilson Learning since

1965. But I do know that those who have absorbed its full message

have discovered the power of its secrets not only in their work lives,

but more importantly, in all aspects of their lives. In learning to coun-

sel with their clients, they also learn to counsel within their most im-

portant relationships – with family, friends, themselves.

I started Wilson Learning with a purpose statement that was inspired

by Dr. Maslow – “helping others become as much as they can be.” I

hope, as you read this book, you can combine your life purpose with

these powerful competencies. Counsel yourself to become as much as

you can be, while counseling your clients to become as much as they

can be. You’ll both enjoy the ultimate Win-Win. I wish you all the best.

Larry Wilson

9
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The Win-Win Counselor Mindset

Supporting completes the cycle,
ensuring customers experience the
benefits of solutions and see needs
met. Reinforces your Counselor
role in the implementation; reveals
the next problems to solve to-
gether. Avoids dissatis-
faction; gives you a
sustainable ad-
vantage.

A d v o c at i n g
links the out-
comes of Discovery
to your offering and en-
gages your customers as partners.
Involves customers as internal sup-
porters of your jointly developed
solution. Avoids customers’ sense
that the offer gives no help for their
situation.

Discovering en-
gages the cus-

tomers in candidly shar-
ing information so you can to-

gether define their needs and
problems, the very ones which cre-
ate the Gap that prevents them
from getting to their desired states.
Avoids the common perception
there’s no need to buy.

Relating creates an open, trusting
relationship with your customers
and enhances you credibility. Lays
the groundwork for genuine prob-
lem solving. Demonstrates good

intent. Avoids problems stem-
ming from customers’ ini-

tial tension about
your intent and

ability to help.
Relating

No Trust

Advo

ca
tin

g

NoHelp

Problem
Solving
Attitude D

iscovering

N
o

Need

Su
pp

or
tin

g

N
o

Sa
tisf

act
ion

The Counselor method combines win-win, problem solving attitudes with

people skills, in a four-stage cycle. But the whole – the Counselor mindset

and the Counselor selling skills – is really greater than the sum of its parts.
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Loving Your Job:

1 the Counselor Mindset 

Picture this: you love your job in sales, and you are really good at it.

You get up each morning excited about the joys and challenges of the

day. You know you are doing something that helps other people and

makes them feel good about themselves. You solve problems and

make things better. Your customers welcome you warmly. You’re a

successful salesperson, and you feel great. 

Unfortunately, that picture doesn’t describe every salesperson to-

day. And if you look for books to help you sell better, you find that

most people do not believe that salespeople can or should feel good

about themselves. Titles like Guerilla Selling or How to Sell Anything to

Anyone create the wrong impression about successful salespeople.

How can you feel good about your job day after day if your primary

goal is to pull a sale out of your customer’s pocket?

At Wilson Learning Worldwide we reject that approach to selling.

We believe, and our research shows, that the most successful salespeo-

ple gain happiness and fulfillment from being a different kind of sales-

person. They reach fulfillment by seeing selling as a way to help cus-

tomers get what they truly need and want. This philosophy funda-

mentally changes what happens between the salesperson and the cus-

tomer. You, the seller, become a counselor for your customer. That is

why we call it the Counselor Approach. 

With this book, you can master the practical, proven skills of the

Counselor Approach and adopt the Counselor Mindset. When you do,

you will sell well and feel good about it. At Wilson Learning, we call

11
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this Performance with Fulfillment. It is a powerful tool, not an impossi-

ble dream.

PERFORMANCE WITH FULFILLMENT 
Look around at the workers you know – other salespeople, colleagues,

friends. You can locate each one somewhere on the Performance with

Fulfillment matrix.

1. Low Performance – Low Fulfillment: Hopefully you don’t have too

many of these people around you, but there always a few. These folks

drag themselves into work each day, doing the minimum needed not

to get fired. They hate their work, hate their work environment, and,

most importantly, don’t think that they produce anything of value.

2. Low Performance – High Fulfillment: These people are excited by

their jobs, love working with their co-workers, and think they are mak-

ing a difference in the world. Unfortunately, they lack the skills or abil-

ities to actually make it happen. This group includes lots of new hires,

thrilled with their jobs but not very good at them – yet.

Performance with Fulfillment Matrix

High 

Fulfillment

Low High

Performance Performance

Low

Fulfillment 
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3. High Performance – Low Ful-

fillment: You probably also know

a few of these folks. If they are

salespeople, they make a lot of

sales. But how do they achieve

their numbers? Do they manipu-

late or dupe buyers, selling with-

out any consideration for whether

their customer needs their prod-

uct or not? Are they complainers?

(“I could make more sales if I had

better leads, better products to

sell,” and so on.) Do they get any

repeat business? With little trust or

appreciation from their customers,

no wonder they aren’t happy.

4. High Performance – High Ful-

fillment: You can’t miss these

people. They are the highest per-

forming sellers, and they love it.

They talk passionately about

what it means to serve a customer.

They get a kick out of under-

standing the customer’s problem

and fashioning a solution that improves the customer’s business or

life. These salespeople walk away rather than sell a customer a prod-

uct he doesn’t need. Customers love them.

HELP THE BUYER WIN – A STORY OF EVOLUTION
To understand how the Counselor Approach is different from other ap-

proaches to selling, let’s look at the evolution of the practice of selling

and buying. The approaches of salespeople and buyers have changed

over time, particularly in the ways the sellers regard buyers’ needs.

13
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What Drives a Counselor 
Salesperson?

At a training session in Singapore, we

met a dozen insurance salespeople.

They sold group life insurance to

large multinational corporations. At

the end of the first day, after talking

about Performance with Fulfillment,

we asked the question “What is your

job?” Next morning, one of the partic-

ipants announced that he had spent

half the night thinking about this

question. This fellow, the highest per-

forming salesperson in the group,

said it boiled down to a single sen-

tence: “My job is to make sure that

every family in the world feels finan-

cially secure.” He really knows what

Performance with Fulfillment is all

about!
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The Pre-Choice Era
In the early days of “selling,” new

technology and inventions were

rare, distribution was limited, and

copying or knocking off products

wasn’t easy. As a result, the seller

who put a unique product before

the buyer had a clear, sustainable

advantage over other sellers. “I’m

the only game in town” was often

quite true for these storefront ven-

dors. If customers needed the

product, they sought out the seller

– they had virtually no choice. 

The sales approach was “What-

ta ya want? Here’s what I got! Take

it or leave it!”. Advantage to the

seller.

The Feature-Based Era
The Pre-Choice Era didn’t last long

because advances in technology

turned local markets into regional

and then global ones. Companies

began to produce greater numbers

of products and to transport them

over greater distances. The num-

ber of vendors and sources for

goods increased. Competition

among vendors heated up. As a re-

sult, buyers found more options

for purchasing goods and services,

and prices started falling. The

14
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The Feature-Based Era

Sale

I have a blue one, a red one and one

with lights. If you’re smart, you’ll

take the one with lights. When can

we deliver? Don’t pay attention to

the fine print.

What would you like?

Nice to meet you.

Start

The Pre-Choice Era

Sale

Here’s what I got! 

Take it or leave it!

Whatta ya want?

Start
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score changed, and it was advantage to the buyer – sort of. 

Sellers retreated at first and resorted to trickery – “selling strate-

gies” like bait and switch, loss leaders, fine print clauses in contracts,

and so forth. Then they tried to differentiate their products based on

“features.” The bells and whistles added in this era ranged from deco-

rative to valuable – valuable to someone, but not everyone. So the ap-

proach to selling became: “What would you like? I’ve got a blue one, a

red one, and one with lights. If you’re smart, you’ll take the one with

lights. I’ll let you pay on the installment plan (but don’t read the fine

print). When can we deliver?”

Sellers regained the advantage, but soon most of them were offer-

ing the same features. Low prices became the next point of differentia-

tion, and a lot of businesses went bankrupt as profits shrank.

The Needs-Based Era
Then major a paradigm shift

occurred between buyers and

sellers. Sellers realized that, if

they could not have a product,

feature, or price advantage,

perhaps they could differenti-

ate themselves by the way

they sold. The concept of

needs-based selling goes like

this: “Instead of adding fea-

tures to our products to make

them serve the widest possible

use, let’s identify the features

that we can produce best and

cheapest, then identify the

buyers who most want those

features and sell to them.” 

Sellers left their storefronts

15
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The Needs-Based Era

Sale

Match!

Here’s what I’ve got.

Let me install it for you.

What do you need?

Nice to meet you.

Start

Need/
Product
Match?

No match?
Find another

buyer.
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and started reaching out, targeting buyers. Instead of saying, “You

need this,” salespeople started asking, “Do you need this?” If the buy-

er needed it, they made a sale. If the buyer didn’t, they just moved on

to the next buyer. The seller stopped wasting time, energy, and money

trying to force the product down the throat of the buyer who really

didn’t want what was being sold. The approach became, “What do you

need?

1. I have what you need – when can we deliver? Or,

2. I’ll call back in two months to see if your needs have changed.”

Both the seller and buyer gained some advantage here. Sellers were

less pushy in their selling and had better odds of success, and buyers

faced less pressure to buy and got better service. But the seller was still

selling.

THE COUNSELOR EVOLUTION
Many companies still use this needs-based sales approach and use it

effectively. But about 40 years ago a new approach, a sub-species of the

needs-based approach, began to emerge. In the United States, Larry

Wilson, founder of Wilson Learning, labeled this new creature the

Counselor salesperson. Three distinct traits set this approach apart

from the basic needs-based approach.

1. Counselor salespeople don’t see themselves primarily as salespeo-

ple. They see themselves primarily as “Counselors,” whose prime

responsibility is to make the client successful through the purchase and

implementation of their product or service.

2. Counselor selling creates a partnership between you and the buyer.

You don’t match buyers’ needs to your product. Instead, you work

with customers to identify the best solutions for their problems.

3. After the sale, the Counselor stays by the customer’s side to ensure

that the solution works to the customer’s satisfaction. 
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As a result of these critically

important traits, the Coun-

selor stops selling and, in-

stead, “counsels” with the

buyer, who in turn becomes

the client or even the patient. 

The Counselor starts by

building trust with the client,

and then continues with the

needs-based era’s process of

defining needs – except that

now the Counselor asks,

“What are your business

problems?” not “What do

you need?” The focus now is

buyer-centered, not seller-

centered. The buyer’s answer

lets the Counselor determine

whether he or she can help or

not. If it’s yes, then the reply

is, “I’d like to suggest that we

work together to adapt our

brand offering to make it work for you.” If it’s no, then, “I’d like to call

back in a month or so to see if your problems have changed.”

Clearly, this Counselor Approach makes for a significant advantage

to the customer, because problems get solved. It’s also a significant ad-

vantage for the seller and his or her organization, because the counsel-

ing skills of the sales team become a unique, strategic advantage that

the competition cannot replicate. When the Counselor Approach is fol-

lowed successfully, the customer sees the relationship with the selling

organization as a business partnership, one that is very hard for the

competition to displace. The switching costs simply become prohibi-

tive.
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HOW THE COUNSELOR APPROACH WORKS
The Counselor salesperson has two aspects:

• The Counselor selling skills, and

• The Counselor Mindset.

The other chapters of this book will provide you with the skills of a

Counselor salesperson. But before learning the skills, it is important to

understand how they work together. While using the skills indepen-

dently will improve your sales performance, understanding and using

them with the Counselor Mindset will significantly enhance their im-

pact. The whole is really greater than the sum of the parts.

The Counselor Mindset starts with this assumption: People love to

buy but hate to be sold. People are happier when they feel that they have

made a reasonable and conscious decision to choose one option over

all the others available.

The Four Obstacles to Buying
Recently, Helga set out to buy a digital camera for some clients’ pro-

jects. She returned a few hours later, disappointed and without a cam-

era. The reasons why she didn’t buy provide a good example of the

major barriers that a Counselor salesperson needs to anticipate and ad-

dress.

1. No Trust. “I kept getting conflicting information about the cameras.

No one seemed to really know what they were talking about.” 

2. No Need. “They didn’t listen to me. I tried to explain what I needed

to do with the camera but all they did was talk about pixels and

stuff I didn’t want to know about.” 

3. No Help. “They just said ‘this is the best camera’ without explaining

why it was the best one for me.”

4. No Satisfaction. “In the end I felt pressured and manipulated. I nev-

er want to go in that camera store again.”
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The Counselor salesperson understands that these four obstacles to

buying are present in every potential customer. Counselor selling pro-

vides a systematic approach that helps the salesperson address and

avoid each obstacle in turn. Chapters 2 through 5 cover these topics.

Relating: Dealing with No Trust
People will not buy from sellers they believe do not have the buyer’s

best interests in mind. Nor will customers willingly share important

information about their problems, needs, or goals unless they believe

that the salesperson has the intent and ability to help them. 

Chapter 2 shows how a Counselor salesperson creates an open,

trusting relationship with a customer. The Relating skills in Chapter 2

will help you to establish credibility, build trust, and lay the ground-

work for a problem-solving sales relationship with your customers. As

a result, you will quickly be able to reduce the tension that is normal

to any sales relationship and build the bond that will help you help

your customers.

Discovering: Dealing with No Need
Bob was remodeling his kitchen and knew he needed a new floor. But

beyond that, Bob didn’t really know what kind of floor he needed.

What Bob knew best were his problems. He knew his legs got tired from

standing on the old, hard ceramic tiles; he knew that his kids spilled a

lot and that the dogs tracked in muddy footprints all the time. 

What customers know best are their problems, goals, and visions for

the future. A Counselor salesperson uses Discovery skills to under-

stand these things, and then goes on to work with the customer to dig

deeper, prioritize, and group them into an organized set of needs. 

Thus, for the Counselor salesperson, Discovery goes beyond the

needs-based stage of asking, “What do you need? Let me see if I have

a product to match.” Instead, Discovering needs is a process that says,

“Let’s understand your problems, goals, and priorities. Because then

together, we can discover what is most important to you.”

Loving Your Job: the Counselor Mindset 
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Advocating: Dealing with No Help
You’ve been there. You spent some time with a salesperson; you think

he or she listened to you as you described your situation and needs.

You wait for his or her response and out comes a canned presentation,

detailing features and benefits. You don’t have a clue about whether

they will solve your problem. This might be the right solution, but

there is no way of knowing, given the presentation.

Advocating, addressed in detail in Chapter 4, is not about how to

give a good “presentation,” but about how to link the Discovery of the

customer’s needs to the characteristics of your solution. Advocating

skills help you make your customer a partner in the presentation of the

solution. Thus, Advocating is less about “This is the solution I (the

salesperson) recommend” and more about “Here is the solution we

built together.” This is especially important when there are multiple

buyers with different motivations and needs. The Advocating step

gives you an internal champion that will help you sell to others in the

buyer’s organization, others who may have different buying motives.

Supporting: Dealing with No Satisfaction
Counselor salespeople never lose a sale because of “buyer’s remorse.”

Why? Because they recognize that the sale never really ends until the

customer has experienced the benefits of the product or service and is

satisfied that the critical needs are met. So they follow up on imple-

mentation, troubleshoot, adjust, and listen hard for clues about new

problems and needs that could lead to future work together.

Chapter 5 provides you with skills for dealing proactively with po-

tential sources of dissatisfaction. It shows how to assure the four criti-

cal Support needs (support for the decision, implementation, objec-

tions, and the relationship) are addressed.

Counselor Selling in Action 
The last chapter of this book gives you some real-life lessons about

how the Counselor Approach works in a variety of circumstances. You
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will find the cases helpful in seeing how the rich resources of the

Counselor skills and the Counselor Mindset come together to solve

customers’ problems, meet challenges from new circumstances, and

more. Finally, the section on Other Resources which follows Chapter 6

will lead you to additional sources of information and training in this

approach.

A TRUE WIN-WIN SOLUTION
The Counselor Approach creates a true win-win solution, with gen-

uine advantage for both the customer and the salesperson. Customers

gain advantage because they get what they need and want without ex-

tra features that don’t provide any value but that do add cost. Coun-

selor salespeople also gain advantage because they end up creating a

trusting relationship with customers that the competition cannot easi-

ly replicate or compete with effectively. When the Counselor Approach

is implemented successfully, the customer sees the relationship with

the selling organization as a business partnership, one he or she values

and wants to continue.

While this book cannot replace the live practice and experience that

is provided in Wilson Learning’s Counselor salesperson workshops,

we hope your journey through this book inspires you and helps you

gain more fulfillment – and better performance – in your role as sales-

person.

21

Loving Your Job: the Counselor Mindset 

win win selling 06/10/2002  12-03-2003  08:55  Pagina 21



Index

A
Account penetration, 125
Advantage, 14-17
Advocating, 10, 20, 63-111, 118-119, 124-

125, 144
Ask for the order, 92, 96-97
Assumptive close, 91-93, 96, 102

balance sheet, 93
cost analysis, 94
mini-max, 93
next step, 94
options, 94
summing up, 94

B
Back wheel knowledge, 65
Ben Duffy approach, 33-36
Benefit, 33, 70-72, 118

gaining, 71
maintaining, 71-72

Best interest of customer, 36
Bicycle analogy, 65-66, 110
Blame, 75, 121
Broll, Jan, 40
Buyer roles, 20

budget director, 78-79
concept, 77, 79
economic, 76-77, 79
end user, 78-79
feasibility, 77-79

gatekeeper, 76-77
multiple roles, 78-79

Buyer’s remorse, 20, 112-13, 117
Buying motives, see Purchase motivation
Business problem, 17, 19

C
Carey, Pat, 66, 97, 110-11 
Case studies, 20-21, 130-153
Catchers, 43
Cattle call, 145
Checking questions, 72
Closing, 25, 63, 90, 94, 110, 141; see also

Assumptive close
Commonality, 25, 28-29, 31-32, 153
Communication, 84-90

abstract words, 85
analogies, 86
compare/contrast, 87
drama, 88
“feel” the benefit, 85
prospect’s language, 85
show vs. tell, 86

Competence, 27-28, 31, 32, 37, 65, 81, 133
Competitive intelligence, 83-84, 141
Complex objections, 102-109; see also Ob-

jections
Complaints, 90, 100, 112
“Consultative selling,” 43
Counselor

approach, 11, 13, 18, 20-21, 39
evolution, 16-17
mindset, 11, 18, 21, 119
sales, 13, 16, 18-21, 29, 32, 34, 38, 39,
64, 69, 97, 128, 130, 135, 141, 148, 152
selling strategies, 130

Credibility, 25-26, 35, 75, 81, 132, 137
Cross-cultural sales, 151-153
Customer as advocate, see Internal advo-

cates

D
Differentiation, 40, 67, 148
Discovery Agreement, 43-49, 54, 56, 70,

72, 74-75, 81-82, 90, 91, 94, 96, 100, 103
sample, 46

Discovery faux pas, 54-56
Discovery, 10, 19-20, 37-62, 64, 70, 72-75,

81-82, 90-91, 94, 96-97, 100, 103, 107,
112, 124-126, 132, 134, 140-141, 144,
148-151; see also Listening, Questioning

Dissatisfaction, 10, 114-16
Documentation, 82 

E
Edison, Thomas, 95
E-mail, 139
Empathy, 33-35, 142
Enhancing the relationship, 125-29
Eras in selling, 14-17
Esatisfy.com, 116

158

win win selling 06/10/2002  12-03-2003  08:55  Pagina 158



Evolution of practice of selling, 13-17

F
Fact-finding questions, 47, 49, 132
Fear, in customer, 113-114, 118
Fear, in salesperson, 94-97
Feeling-finding questions, 48-49
Four obstacles to buying, 18-20; see also

Obstacles to buying
Four pillars of support, 116-29
Friedman, Jackie, 69
Front wheel skills, 65
Fry, Art 63
Fulfillment, performance with, 8-9, 11-13,

21

G
Gap between Have and Want, 43-45
Gatekeepers, 76-77, 137
Golden Rule, 39
Goodyear Corporation, 129
Gove, Bill, 43
Government institutions, 144-46

H
Handling dissatisfaction, 121-25
Have(s), 43-45
Helms, Nick, 46
Hidden influencers, 54

I
IBM, 110-111
Implementation, 10, 20, 116, 120
Indifference, 114
Influences, external, 61-62
Influences, internal, 60-61
Influencers, 47, 54, 60, 61, 76, 140
Internal advocates, 80-81
Intent, 10, 19, 25, 30
Isotec, 42

K
Kramlinger, Tom, 41, 156

L
Leimbach, Michael, 156
Listening, 39, 50-52
Loss leader, 15, 136

LSCPA Model (Listen-Share-Clarify-
Problem Solve-Action), 96-102, 121,
140, 143

Luce, Don, 117-18, 121

M
Mackay, Harvey, 82
Managing the implementation, 120-21
Mayo Clinic, 42
Medtronic, 99-100
Motives and appeals, 20, 40, 57, 60, 107
Motives, personal, see Personal agenda

or motive
Multime Company, 129

N
National Cash Register, 129
Need(s), 10-11, 16-21, 42-43, 47, 64, 71,

139-40
Needs-based selling, 15, 38 
Needs survey, 124
No help, no need, no satisfaction, no

trust, see Obstacles to buying
“No Hurry” phenomenon, 113-114
Non-profit, 135

O
Objections, 90, 96-109
Obstacles to buying, 18-20

no trust, 10, 18-19, 22-36
no need, 10, 18-19, 37-62
no help, 10, 18, 20, 41, 63-111
no satisfaction, 10, 20, 112-120

P
Partnership with customers, 10, 16, 20,

43
Performance with fulfillment, 8-9, 11-13,

21
Personal agenda or motive, 76, 103, 

106-09
approval, 108
power, 107
recognition, 107-08
respect, 109

Pitch, 43, 80
Plan B, 82
Positioning, 83

159

Index

win win selling 06/10/2002  12-03-2003  08:55  Pagina 159



Preferred provider, 146-47
Presentation, 39, 55, 63, 74, 80, 102
Price, 97, 107, 130-131, 135-137, 147,
Problems, problem solving attitude, 10,

19, 38-42, 68, 97, 99, 103, 110
Product knowledge, 65-66
Propriety, 25-27, 31-32, 133 
Purchase influencers, 47, 52-54, 74, 119,

134, 145
Purchase motivation, 20, 44, 56-60, 113

task motives, 57-58
personal motives, 57-60

Purchase roles, 53
Purchasing committee, 144
Purpose, process, payoff (3 Ps), 32-33, 36,

131, 133

Q
Questioning techniques, 33-35, 39, 45-50

best/least, 48
catch-All, 50
checking, 51
fact-finding, 47-49,52
feeling-finding, 48, 52
magic wand, 50
permission, 47

R
Relating, 10, 19, 22-36, 64, 96, 112, 125,

131, 134, 148
Relationship tension, 23-25, 33, 47
Riddell, Tevilla, 117

S
Saab, 117
SAB (Solution Advantage Benefit), 70-

72, 74, 76, 91
Sabre, 68-70
Sale botched, 41
Satisfaction, 71, 110, 114-16
Shapiro, George, 84
Silver, Spenser, 63
Smythe, Jonathan, 99-100
Soft skills, 65
Solutions, 16
Sondrall, Keith, 67, 98, 100, 102, 115
St. George, Fred, 129
Stalling, 112-13

Strategies, 15, 79
Supporting, 10, 20, 112-129
Supporting the buying decision, 117-19
Sustainable advantage, 10
Switching costs, 17 

T
Task agenda, 76, 103

operational justification, 103
financial justification, 103

Task fears, 113
Task tension 19, 24-25, 79, 92
Third parties, 29, 87-89
Thompson, John, 129
3M Corporation, 63
3 Ps see Purpose, Process, Payoff
Time/tension model, 24
Tittel, Ed, 156-57
Trust, 10, 19, 21, 21-25, 29 102

U
University of Minnesota, 84

V
Value adding, 32, 97, 126-29, 135

W
Want(s), 11, 21, 43-45
Whistle presentation, 67-68, 70
Williams, Bill, 129
Win-win, 10, 21, 30, 110
Wilson, Larry, 8-9, 16, 95-96
Wilson Learning Corporation, Wilson

Learning Worldwide, 11, 16, 21, 25, 29,
40, 67, 95, 115, 117

Y
Yesford, David, 157

Z
Zone of indifference, 114-16

160

Index

win win selling 06/10/2002  12-03-2003  08:55  Pagina 160


