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This new approach requires sales specific emotional intelligence—
Sales EQ. Sales EQ is the ability to manage your own disruptive
emotions while at the same time accurately interpreting and responding
to the emotions of stakeholders, in the context of the sales and buying
processes. As you’ll learn in the upcoming chapters, it is this emotional
control that sets ultra-high sales performers apart.

Figure 3.1 Seller versus Buyer
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Medium Potential Prospect (MPP), and Low Potential Prospect (LPP).
It looked like Figure 12.1.

Within each square the participants described the profile of a
prospect that would fall into that square. In the High Potential
Prospect/Technical Qualifiers square, for example, they agreed on:

■ Greater than $2 billion in annual revenue
■ CIO headquartered in the United States
■ Global footprint
■ Greater than 10 percent annual growth rate
■ At least one serious data breach in the previous 24 months

This represented the highest-potential prospect for the software
product this group was selling based on only technical qualifiers (TQs).
Since TQs are just one part of the puzzle, we proceeded to complete
the remainder of the matrix.

Technical qualifiers. TQs are quantifiable facts and figures. This
is the easiest information to gather prior to engaging a prospect. For
example, at Sales Gravy we sell an online remote training and mobile
learning solution. Our target companies are $10 million to $100 million
in revenue, privately owned, with greater than 10 sales resources on the
team. These prospects represent our highest potential for self-directed
and instructor-led remote learning sales. As prospects move away from
this sweet spot, win probability decreases.

Stakeholder qualifiers.This column of the qualificationmatrix is
stakeholder and engagement focused. Stakeholder qualifiers (SQs) help

Figure 12.1
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The AEs would only engage in opportunities that were perfect
(with a capital P). They were unwilling to work with any prospect that
wasn’t served up on a silver platter. It was killing the pipeline.

HPP unicorns are rare. Most opportunities are imperfect. Qualifi-
cation is as much an art as it is a science and data never tells the whole
story.

You must both consider factual evidence and listen to your
intuition when assessing the viability of a deal. Along the way, based
on empirical information combined with gut instinct, you must make a
series of decisions to discern if the opportunity merits your continued
attention (Figures 12.2 to 12.6).

Figure 12.2

Figure 12.3
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Figure 12.4

Figure 12.5

Figure 12.6
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We each have a unique style of dealing with the world around us.
Some people are direct, whereas others beat around the bush. Some
people speak slowly and exhibit little emotion, whereas others are more
animated. People may be direct and driven, analytical and careful,
focused on building consensus, or social and outgoing.

Flexing your style essentially means adjusting your approach and
interpersonal behaviors for each individual so that they are more
comfortable working with you; thus, easing their anxiety and opening
the door for an emotional connection.

Four Predominant Stakeholder Personas

There are four predominant communication styles (Figure 20.1). Labels
for these styles shift from psychometric test to psychometric test and
from training program to training program. Regardless of the labels,
though, the style markers across the multiple theories of human
behavior and innate communication preferences tend to converge
on these four dominant styles.

We use the descriptors director, analyzer, socializer/energizer, and
consensus builder because we find them easier to remember and apply.

Figure 20.1 Four Communication Styles
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To reduce resistance and get what you want, you must ask
confidently, concisely, and assertively, with no hesitation. There are
three keys to asking (see Figure 26.1):

1. Ask with confidence and assume you will get what you want.
2. Shut up.
3. Be prepared to deal with objections.

Ultra-high performers with high Sales EQ believe they are going
to win and are supposed to win. This mind-set of positive expectation
manifests itself in their outward body language, voice inflection and
tone, and words. Average salespeople assume they’ll get no. UHPs
assume they’ll get yes. They exude confidence. That confidence
transfers to stakeholders, compelling them to comply.

Whether on the phone or in person, the words you use and how
you structure those words broadcasts loud and clear that you either
assume you will get a yes or assume you’ll get a no.

Nonassumptive, Passive,
and Weak Assumptive and Confident

“I’m just checking in.” “The reason I’m calling is . . .”
“I was wondering (hoping)

if . . . ?”
“Tell me who—how—when—

where—what . . .”
“I have the whole day open.” “I’m super busy bringing on new

clients, but I do have a slot
available at 11:00 AM.”

Figure 26.1

(continued)
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When you’ve done everything right, most objections are either
legitimate questions that need to be answered or sincere negotiating that
is mistaken for an objection. For example, I love it when a stakeholder
says, “Jeb, we really want to do business with you but. . . .”This means
I’ve closed the deal. The stakeholder has made a commitment tome. All
we need to do is negotiate the “but.”

It’s important to remain alert for objections that are really buying
signals so that you don’t walk on them.

Ultra-high performers leverage the Five-Step Objection Turn-
around Framework (Figure 27.1). When responding to questions,
objections, and attempts to negotiate, this framework serves to help
them manage disruptive emotions, isolate the real issue, and work
through it with their stakeholder without doing harm.

Relate

This step, much like the ledge we use when dealing with reflex
responses and brush-offs to next-step responses, serves the purpose
of giving your rational brain time to catch up and gain control of the
disruptive emotions generated by rejection.

Buyer: “Your prices are high compared to your competitors.”
You: “I get how you might feel that way. They sometimes do seem a

little higher than our competitors, and no one wants to pay more
than they should.”

Figure 27.1 Five-Step Objection Turnaround Framework
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