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“Act without doing. Work without effort. Think of 
the small as large and the few as many.  Confront 
the difficult while it’s still easy and accomplish the 

great task in a series of small acts.” 

- Lao Tzu, Tao Te Ching 
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WELCOME 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

Dear Participant,!
Welcome and congratulations, on choosing to begin one of the most 
unique and powerful professional trainings available on sales.  

Imagine being able to sell your product, service, or idea easily and 
effortlessly.  Imagine being able to do that consistently and looking forward 
to sales conversations.  It feels natural.  You feel empowered in any situation 
with a potential client, because you never  

We recently did a survey, and as it turns out being effective at sales is one of 
the TOP CHALLENGES people face in their businesses. 

Your attitude about sales and your ability to sell yourself  
is the biggest factor in your financial success. 

If you’re not feeling totally “solid” in your effectiveness with people as you 
have sales conversations…they will sense it and will not likely want to 
become your clients. 

This program systematically deconstructs the myths and misconceptions 
people have about sales, showing you both why they are false and the way 
forward with a more accurate, and inspiring, model of sales, which will allow 
you to enjoy some of the same success he has enjoyed. 

The Natural Selling Method of sales is based on reverse-engineering the 
emotional stages buyers go through when buying.  If you guide your clients 
through these stages in the wrong order or more commonly skip a stage, the 
result is more often than not – no sale and a feeling on your part that “sales 
is hard”, “people don’t like being sold to,…” etc.  

TOP Companies in the Silicon Valley have paid over  
$250,000 to learn this stuff from us 

This program if you participate fully will permanently alter your capability 
and relationship to sales and selling yourself.  It is a set of powerful, practical, 
and highly learnable models that you will be guided through step by step so 
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WELCOME 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

that anyone who is committed will end this training confident and knowing 
not only how to sell but also how to really enjoy the process along the way. 

We your trainings have been regarded as power house Entrepreneurs, high 
level coaches and advisors to some of the most successful and exciting 
companies in the Silicon Valley, internationally known thought leaders, and 
sought after speakers and trainers.  So you are in really good hands. 

Here’s a bit of what you’ll learn: 

•  How to overcome the top 3 myths of sales and any other beliefs that you 
may not even know are getting in your way 

•  The 5 Phases of the sales process.  Bryan has reverse engineered the 
emotional stages buyers go through when buying.  You will learn how to 
guide your clients through these stages in the right order to significantly 
improve your success. 

•  The key ingredient to sales success.   Learn one of the key ingredients 
that will help ensure that your sales conversations go the way you 
intended. 

•  How to know when their interest is peaked.  Learn how to increase your 
clients interest and… 

•  The key step that is missing from most sales processes and is forgotten 
even by seasoned sales professionals 

•  Uncover how to build credibility.  Learn what clients REALLY need in order 
to buy.  

We know you are ready to stop playing bigger. We know you are ready to 
actualize your greatest potentials, and we know you are ready to impact 
and change the world in the way you know you are destined to.  We are 
excited to help guide you along the way.   

Shaping the Future Together,  
Bryan Franklin & Jennifer Russell!
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HOW TO GET  THE  MOST   
OUT  OF TH IS  TRAIN ING  

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

•  Be ready to play full out. Be willing to participate fully and contribute fully. 
People that get the most out of our programs are the ones who 
engage. .  Listen to each video and make sure to do all the integration 
exercises we recommend. 

•  Try on the ideas even if they are confronting. Consider, everything you 
know you are “right about”, is exactly the reason you are here – for new 
answers and perspectives. Try on what is suggested, said or asked for you 
to consider. You can always decide later to keep only what is completely 
useful for you. , be open to a new way of thinking and being in your 
business and life. Remember nothing we say is "True" with a capital T; 
what we present is what we deem useful! Find ways in yourself to try on 
what you are presented within your life and notice with an open mind 
what occurs.  If you find yourself resistant to doing any of the work in this 
program, actively open your mind, try new things you’ve maybe never 
done before realize that you can’t shift your reality or circumstance 
without doing things in a new way. 

•  Be responsible for the value you get. The value you receive is directly 
proportional to the participation you make. Just like your business and 
your life.   It’s up to you to participate  The only way to get good at sales 
is to practice and do it.  The materials in this course are designed to walk 
you through how to do it effectively step by step.  Let us guide you but 
you must make it up to you to find and integrate the value available in 
this course and in any course you take. 

•  Notice all of your thoughts. Give yourself permission to question your 
beliefs and thoughts throughout this training. Not like an insecure “all my 
thoughts are wrong” kind of questioning, but a stance of “I wonder what 
this challenge would be like, if I didn’t have that thought, had a different 
thought, or was wrong about what I currently believe?” People that are 
the most successful share the quality of being open minded and willing to 
challenge their framework of what is right and wrong and have their 
mind changed .  You can have all of the things you are sure you are right 
about, back when you finish this program…if you would like	  
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TEST IMONIALS  
What  people  are  say ing… 	  

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

“One of the best training programs for sales, marketing, 
and leadership in the world. They are possibly the best in 
the world at teaching people how to integrate these skills 
in their lives” 

    – Eben Pagan, Marketing Guru 

“You’ve taught me how to make hundreds of thousands – 
now I want you to teach me how to make tens of millions.”  

– Kane Minkus, International Speaker, Author, Facilitator 

“I went from bleeding red ink in my brick and mortar to 
making a tasty profit. I used to have fear and anxiety 
about my business – now I feel powerful and free. These 
are some of the best teachers on the planet and the 
community will allow you to thrive.” 

– Jena La Flame, Founder www.Pleasurableweightloss.com 

“I added more than $100,000 to my business – and I spend 
MORE time with my family, not less. I’m home at 5:05pm 
every night of the week. The best part isn’t the money – the 
best part is that I know I’m worth it now and it can just grow 
from here.”   

– Richard Goldstein, Patent Attorney 
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“I created a business that’s on track to do 6 figures per 
year in less than 18 months! The best part is that I feel like 
my new business is a pure expression of who I am, so I feel 
lucky every time I work and there’s no struggle, no having 
to do anything for anyone else.”   

– Michael Costuros, Founder Live Books | 
www.ThrivingPartners.com 

“I made over $180,000 in the room with Bryan & Jennifer 
over the course of a couple days” 

– Tonya Leigh, Slim Chic & Savvy 

“I tripled my income and I even started a new line of 
business that was profitable right out of the gate! Thank 
you so much!” 

– Nisha Moodley, Founder Fierce Fabulous & Free 

“My business is booming right now during a bad financial 
time. ” 

– Elie Venesky Founder, Prestige Prep 
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B ryan F rank l in  

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

Bryan Franklin "

Bryan Franklin has helped 7 companies grow from 
under $100 million to over $1 Billion in sales or 
valuation. As one of the most successful executive 
coaches in the country, he’s become the trusted 
mentor to some of the most exciting executives in 
the Silicon Valley.  Client list includes companies in 
the fortune 10 like Apple and Phillips, as well as 
high-tech leaders like Logitech, Google, LinkedIn, 
Microsoft, SAP, Cisco, and dozens more. He’s also 
founded or purchased 22 companies. 

His first business was FranklinMedia SDG, a post-
production company in the entertainment industry.  
There he worked on more than 300 feature films, 
including Meet Joe Black, Saving Private when 
Memento, a feature film edited at FranklinMedia, 
was nominated for the Academy Award for Best 
Editing. 

Bryan has dedicated the last 14 years to studying 
leadership, facilitation, sales and personal growth, 
leading cutting-edge transformational seminars for 
Lifespring, The Seven Habits Of Highly Effective 
People, Best Year Yet, WholeScale, and several of 
his own transformational companies including Mind 
Money Meaning, The Level 7 Leadership Group, 
The Coaching Program, and Recode in 
collaboration with partner in business and life 
Jennifer Russell.	  

Bryan is co-authoring the book that transforms the way you think about your 
wealth and your future with Michael Ellsberg. The Last Safe Investment 
published by Penguin Books, due out January 2016. 
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Jennifer is a dyed-in-the-wool entrepreneur, 
serving as president of a dozen companies and 
brands in her career. She’s helped bring more 
than 40 new technologies to market in dozen 
different industries as a member of executive 
teams of high impact and socially driven 
startups. 

Her background is in science, metaphysics and 
personal development—having designed and 
led transformational development programs 
that empower conscious leaders in all levels of 
business and technology, liberating them from 
self-imposed beliefs that limit what is possible.  
    
She’s dedicated to the intersection between 
creativity and productivity, and is famous for 
"getting more done by accident than most 
people get done on purpose." Whether its 
guiding a cancer drug through the arduous 
process of testing and development or guiding 
an entrepreneur through the process of 
creating a new global business, Jennifer's inspiration and insight puts the focus on 
facing reality, getting into action, and achieving extraordinary results.  

Through her live and online trainings, she’s helped thousands of entrepreneurs build 
their fledgling businesses into success stories with a unique combination of business 
strategy and deeply transformative identity level work, taking advantage of her 
mastery of the best of NLP, the human potential movement, family systems, 
collaborative systems, neuroscience, and sacred theater.   

In the spring of 2014, she was named managing director of The Emergence 
Project; A non-profit think tank dedicated to bringing together the brightest global 
strategists, futurists, data scientists, systems thinkers, researchers, world leaders and 
technologists to help create a new roadmap for humanity.  

Jennifer Russell 

Jennifer  Russell  Serial Entrepreneur, Scientist, Managing Director of Critical Path 
Global, Co-Facilitator of RECODE, and the Level 7 Leadership Group. 
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SALES  PROCESS :   
Par t  1  Summary  

Welcome to your introduction to one of the most power tools in business – 
the sales process.  This companion Workbook to the Natural Selling System 
contains:  

•  Summaries of each video in this training program 
•  Highlights of the key distinctions and diagrams to help illustrate the 

content 
•  Various self reflection exercises you can write about in this workbook 

to help you reflect on what you are learning 
•  Key integration exercises to begin putting it all into practice 

We recommend that you follow along with this workbook as you listen to the 
training and pause the video whenever you find it necessary to stop and do 
the recommended exercises and writing on the pages that follow. 

P A R T  1  S U M M A R Y :  
Here is a summary of the key points we’ll cover in Part 1: The Sales Process – 
Sequence of Emotions: 

•  We’ll explain the key distinctions of commodity and value markets 
and show you how to fight the trend toward becoming 
commoditized. 

•  We’ll give you more insights and reframes to help dispel the 3 lies of 
sales once and for all and give you the permanent mindset that 
successful sales people have.   

•  We’ll walk you through the best ways to elicit the 5 key emotions in the 
Natural Selling System 

•  We’ll give you a road map to the emotions so you can track them in 
your practice sessions 

•  We’ll show you something even scarier than selling and how to avoid 
it 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

VIDEO 

1	  
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SALES  PROCESS :  
3  L ies  Of  Sa les  

We discovered that the reason most people struggle to sell is as a result of 3 
misconceptions or lies that they've bought into.   

#1 It Takes A Certain Personality = FALSE 
If you think of a typical sales person, you think of someone who's 
charismatic, dominant, I usually imagine them to be tall with a broad smile.  
In hiring situations, I frequently hear "well, she's a real people-person, so she'll 
be good at sales".   

Not true... we've taught engineers, scientists, and artists to be expert sales 
people, and they don't have to change their personality.  It is true that 
selling effectively means creating a meaningful relationship, but every one 
of you is already an expert at creating meaningful relationships - some of 
you get hung up when there's money involved.  At the end of this video 
you'll have a very different relationship to that.   

#2 People Don't Like To Be Sold = FALSE  
  If you are pushing, convincing, or tricking someone into buying something 
they don't need then you are incompetent.   

Sales done well is simply a discovery process.   

Like an archeologist, you are excavating the landscape of the customer's 
world, trying to discover if there is a match between what you have to offer 
and what they really want.  If there is a match, then you close the deal by 
revealing that truth.  If there is no match, you let them know you have found 
no match and be on your way.  Your ability to sell will come down to how 
effectively you get into the customer's world, understand them, and handle 
them in a way that creates a relationship of trust between you.   

Everyone likes the experience of being deeply understood - which is exactly 
what sales done well is all about.   

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

VIDEO 

1	  
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SALES  PROCESS :  
3  L ies  Of  Sa les  

#3 Sales is Hard   
We've asked hundreds of people in our course rooms if they believe that 
sales is hard - lots of hands always go up before we teach them the sales 
process.  A day or two later, everyone in the room believes that sales is, in 
fact, easy.  The same will happen for you after you practice this process a 
few times.   

Selling is easy.  Think of a time when you sold something.  Remember - as the 
sale was actually happening, it probably felt effortless, didn't it?  What's 
hard is all the not selling you've done…trying to sell, failing to sell.  So I 
recommend doing less of that!     

I realize that it doesn't seem that easy, but with a few of the tools in this 
course - it can start to be just that. If you are finding that sales is hard - 
remember this first tool - which is to forget about what you are offering and 
focus on if and how you can help the person you are talking to.    

Watch Video 1 to see Where this Sales Process came from. 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

VIDEO 

1	  



14	  

THE  3  L IES  OF  SALES  
The reason many people struggle to sell is a result of 3 common 
misconceptions or lies that they’ve bought into: 

•   It takes a certain personality: Selling means creating meaningful 
relationships and every one of you is already an expert at that 

•  People don’t like to be sold: People love being sold…they just don’t like 
incompetence. 

•  Sales is hard:  Selling is easy…it’s all the not selling people do that is hard. 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  P U T  I T  I N T O  P R A C T I C E :  

What are the ‘lies’ and limiting beliefs you tell yourself about sales?  

How are these ‘lies’ not true? Is there any evidence in your experience 
to the contrary? 

Write down 3 positive beliefs you have about sales.  What is the 
evidence for these ideas being ‘true’? How are these ‘truths’ useful in 
your life? 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 
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SALES  PROCESS :  
Sequence of  Emot ions  

E M O T I O N A L  S T A G E S  O F  T H E  S A L E S  P R O C E S S :   
It turns out that every person goes through the same series of emotional 
stages every time they buy something.  If a customer misses one of these 
emotions or experiences them out of order, they simply cannot buy.  I think 
we often discount how important sequence is when thinking of the 
conclusions we make from our emotional states.   

The sales process is a sequence of phases - each with the purpose of 
eliciting a specific emotion in the customer.  The intensity and clarity of the 
emotions present in the customer in each phase is equal to the ease with 
which the customer will buy your product or service…given its a match.  The 
more powerful the emotion, the easier the sale.   

Each phase ends with a benchmark question - which is a way of checking 
in with your customer and calibrating their emotional state, to make sure 
that you are ready to move on to the next phase.   

So each phase begins with you eliciting a specific emotion in the customer 
and ends with the customer responding to your benchmark question with a 
congruent "Yes!".   

You supply the structure of the conversation (the context), the customer 
supplies the content.   So often, we see sales people struggle - as they are 
trying to supply all the content in the sales conversation, talking about their 
own product and all its features, about their experience, listing all the heroic 
deeds they've accomplished in the past, handling objections, and trying to 
guess what the customer wants to hear - meanwhile the customer is 
controlling the structure of the conversation, leading the salesperson 
around by the nose by asking questions about the product's capabilities 
and the company's reputation and experience.   This is a mistake!  

A good sales interaction has you the sales person leading the interaction 
and the potential customer talking 70-80% of the time. 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

VIDEO 

1	  



16	  

SALES  PROCESS :  
Sequence of  Emot ions  

E M O T I O N A L  S T A G E S  O F  T H E  S A L E S  P R O C E S S :   
NOTE:  The best way to elicit an emotion is to invite the customer to explore 
a topic that ALREADY has a significant emotional charge for them.  The 
more you are willing to dive into their world around this topic, the more 
powerful the emotional experience will be for them.  You are NOT supplying 
the emotion.  The customer is.  You are just inviting the customer to let you 
in.   

5  P H A S E S  O F  T H E  S A L E  P R O C E S S  
PHASE I - Curiosity:    
 CLIENT EXPERIENCE: CURIOSITY 

PHASE II - Decision Maker:   
CLIENT EXPERIENCE: EMPOWERMENT 

PHASE III – Value: 
CLIENT EXPERIENCE: POSSIBILITY, TRUST 

PHASE IV - Ready-To-Act:   
CLIENT EXPERIENCE: URGENCY 

PHASE V - Money:   
CLIENT EXPERIENCE: NO BRAINER 

PHASE VI - Details, Details:   
CLIENT EXPERIENCE: CAPABILITY, SENSE OF HAVING ALREADY BEGUN 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

VIDEO 

1	  
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SALES  PROCESS :  
Sequence of  Emot ions  

•  Each phase begins with eliciting a specific emotion 

•  Invite the customer to explore existing emotions.  Don’t try to create 
new ones. 

•  Each phase ends with asking a benchmark question and getting a 
congruent ‘yes’ from the customers 

•  You control the structure of the conversation 

•  The customer supplies the content 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  P U T  I T  I N T O  P R A C T I C E :  

Notice the sequence of emotions that you are creating now in your sales 
conversations.  Write them down.  
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	  	  	  	  SALES  PROCESS :   
    Commodi ty  vs  Va lue Markets  

I used to think that there was just one economy – you just exist making 
money.  But, there are actually segments in the markets, and you need to 
know which ones you’re playing in. 

Here’s why:  Many of you commoditize yourself instead of creating value.  
You’re going to learn how to do more of the later. 

There are 3 major segments: 
#1 Commodity Markets: 
#2 Intermediary markets:  
#3 Value markets:   

Some common example of commodity based markets are things like 
Grocery Stores, Gasoline, Book Stores, Office Supply Shops, Airfare, etc. 

Some common examples of intermediate based markets are things like: 
Restaurants, Art, Jewelry, House Builders, Hair salons (if you are a woman), 
etc. 

Some common examples of value markets are: Luxury Travel, Coaching 
and Consulting, Ivy League Universities, Sports Cars, 

The first thing you need to do is see how you’re interacting in the world.  
Your customers are already deciding whether you’re a commodity market 
or a value market. 

I hear entrepreneurs talking about the fear of 'being commoditized' all the 
time, but I rarely hear any useful ideas for what to do about it.  
Commoditization is like a invisible conveyor belt - making everything we do, 
make, or provide less valuable - inch by inch, day by day.    

The first DVD player invented by Ian Demoney cost 3 million dollars in 1993. It 
weighed in at 200 pounds.  In 1997, they were about $2000.  In 2012 they are 
less than $50.  This is commoditization at work.   

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

VIDEO 

1	  
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	  	  	  	  SALES  PROCESS :   
    Commodi ty  vs  Va lue Markets  

The minute you create value - the degradation process starts.  If you don't 
find new ways to create greater and greater value over time, eventually 
you'll find yourself falling off the conveyer belt and into the scrap heap on 
the commodity side of the belt.   

When you begin to study the attributes of commodity and value markets, 
you might discover that there are some ways you can slow or even reverse 
the speed of this process.   

Don't blame your competitors for 'commoditizing' your market - its not their 
fault.  They are just responding to the natural process - driven by normal 
customer expectations. 

Value and commodity markets have different textures and it’s important 
that your marketing strategy be matched to the type of market you are in.  

The customers collectively decide what type of market you are in. Simply 
declaring that you are in a value market doesn't mean that you are.   

Refer to the Value vs Commodity Worksheet.pdf 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

VIDEO 

1	  
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Commodi ty  vs  Va lue Markets  
Different markets have different textures, and it is important that your 
marketing strategy be mapped to the type of market you are in.  The 
customers, collectively, decide what type of market you are in.  You do not 
and cannot decide that your brand of coaching is in one type of market or 
another. 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

Commodity Market 

• Price is set by competition 

• Little or no pre-sales 
interaction with customers 

• Purchase decision is 
primarily based on price. 

• Customers have so many 
options, they don’t even 
bother to investigate them 
all 

• Customer loyalty less than 
25% (more than 75% of 
income comes from one-
time customers) 

Intermediate Market 

• Price based on cost of 
goods or services 

• Pre-sales interaction 
controlled by customer – 
serving as a comparison 
tool for them 

• Purchase decision is 
based on price with some 
weight given to quality 

• Customers have other 
options and they know it 

• Customer loyalty 
between 25% and 60% 

Value Market 

• Price based on value 
received by customer 

• Pre-sales interaction is 
significant 

•  Purchase decision 
requires a “leap of faith” 
experience for customer 

•  Customers may have the 
experience that there is no 
other option for this 
product or service 

• Customer loyalty above 
60% and is sometimes 90% 
or more 
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SALES  PROCESS :  
     Commodi ty  vs  Va lue Markets  

Here are the major signposts that distinguish each of these 3 markets 
(commodity, intermediate, and value): 

#1 Price  
In a commodity market the price is set by competition.  How much can you 
sell a box of nails for? However much the other companies that sell boxes of 
nails sell nails for. If its $5 and you’re selling it for $19, your nails aren’t going 
to get bought.  

How many different companies make nails? Dozens. If all the other nail 
companies and nail businesses change their price to be half as much, do 
you have any flexibility about what to do with your price? None. 

In an intermediate market, halfway between value and commodity, the 
price of the product is based on how much it costs you to make the 
product. The market expects you to mark it up a little, so you take the cost 
and a tiny profit and that’s your price. If the cost of your materials goes up, 
the expectation is that the price of your product goes up.  Home 
construction is an intermediate market.  If the cost of materials doubles, you 
can expect the cost of building the home to go up by about the difference.   

In a value market the price is based on the value received by the customer 
or client. If you are helping a customer raise $5 million dollars, the value 
received by the customer being able to raise $5 million dollars is quite a lot - 
and your price is based on that value.   

You could charge 10%, for instance.. If you raise $20 million you get $2 
million. How much a customer is willing to pay is a function of how much 
value the customer gets.  The price has nothing to do with your costs or 
what competitors choose to offer.  This is why value markets are so much 
more profitable. 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

VIDEO 

1	  
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SALES  PROCESS :  
     Commodi ty  vs  Va lue Markets  

Here are the major signposts that distinguish each of these 3 markets 
(commodity, intermediate, and value): 

#2 Pre-Sales Interaction 
A commodity market has little or no presales interaction with customers. In 
other words one of the first times the company and the customer interact is 
when there is money changing hands.  This is because customers don't want 
to have to pay for your sales force or the time you spend selling - and they 
expect to make their own informed decision.  

In an intermediate market - customers control the presales interaction.  The 
sales process becomes a comparison tool for them. In the restaurant 
business, an intermediate market, the customer might look at the menu 
outside of the restaurant or compare restaurants on the internet.  They are in 
control.   

In a value market the presales interaction is SIGNIFICANT and of course it’s 
controlled by YOU.   

#3 Purchasing Decision 
Commodity market purchase decision is primarily based on price.   

Intermediate market purchase decision is based on price with some weight 
given to quality. Automobiles are an intermediate market. Most cars cost 
between $20,000 and $100,000.  People may think that they are shopping 
on price - but they do that in a fairly narrow range.   They’re not going to 
buy a lower quality car that costs 1/5th as much just because it’s cheaper, 
but if they can buy a very similar car for $5,000 less they might.  

In a value market, Purchase decision requires a leap of faith experience for 
the customer. If you are in a value market the customers have to 
experience a leap of faith in order to purchase. They are buying value, and 
the value is unproven until you have delivered it. 
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SALES  PROCESS :  
     Commodi ty  vs  Va lue Markets  

#4 Customer Options 
In a commodity market customers have so many options they don’t even 
bother to investigate them.  

In an intermediate market customers have other options and they know it.  

Customers in a value market may have the experience that there is no 
other option for this product or service.  

Said another way, often, your biggest competition is for your customer to do 
nothing.  This creates an interesting mismatch with most selling techniques.  
So much of what we see on the topic of sales is about staking out your 
competitive advantage and talking about all the ways that you are better 
then your competition.  This forces the customer into an intermediate 
market mindset.   

You want to be leading the customer to be thinking of what you offer as a 
value market - which means that in essence you have no competition. For 
high end coaching for example, it’s a very real option for clients to not have 
any coaching at all. It’s not required, so the competition is actually doing 
nothing.  

They are either going to buy your service or not buy any service at all. As a 
result, there's no price comparison and more price elasticity.   

How do you set your rates in a value market? By understanding the value to 
the customer.  Come up with new ways of providing value to the customer - 
where it matters to them most - and when they have the option of doing 
nothing.   

Price your new offering as a function of the value the customer receives,  
not based on the value of your time, the cost of your materials, or what 
competitors charge for their stuff.  Drive towards and sell at the value end of 
the conveyor belt.  The more you do, the more you'll appreciate this sales 
process you are learning here. 
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#5 Customer Loyalty 
And finally there’s Customer Loyalty or Retention which in our case means 
having repeat customers.   In a commodity market this is generally quite low 
- less than 25%.  So, more than 75% of your revenue comes from one time 
customers, which means your cost of sales, or how much it costs you to get 
your customer, is quite high.  Customers will tend to be opportunistic in a 
commodity market choosing based on convenience. 

You’ll see customer loyalty between 25 and 60% in an intermediate market.  
If as a company in an intermediate market 60% of your revenue comes from 
repeat customers that’s pretty good.  Customers in intermediate markets 
are often looking at multiple factors 

And them, 60 – 90%, 90% or more customer loyalty for a value service.  There 
are years where I have no new customers, where 100% of my customers are 
old.  Make sense?   Of course the lowest rates would be in the commodity 
market and then highest rates will be in the value market.  In the value 
market the rates would not be calculated by the hour right? 
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What I think is the beauty of what we’re going to work on is that things can 
slide around.  What’s the difference between for instance a service provider 
that’s a commodity and one that’s in a value market? 

The very first time you meet somebody is the very first time they decide if 
they put you in a commodity bucket or a value bucket – or somewhere in 
between. 

The tools we’re going to start to use are ‘how do you have conversations 
where the value is building on the other side, for them, in their world?’  We’ll 
be teaching you to shift the focus from the benefits of your products and 
services toward having a sales conversation where your focus is on what 
their hopes, dreams, fears and frustrations are. 

One question to ask is how you set your rates in a value market? Price your 
new offering as a function of the value the customer RECEIVES- not based 
on the value of your time, the cost of your materials, or what competitors 
charge for their stuff.   

The experience you are creating is one where your customers think what 
you do is invaluable.  I only charge $2,000 a month and they go, “No 
problem!” 

We also want you to continually be coming up with new ways of providing 
value to the customer - where it matters to them most - and when they 
have the option of doing nothing. 

With these perspectives - you can fight commoditization by having your 
attention on the value side of the conveyor belt, rather than the scrap heap 
side.  The more you do these things, the more you'll appreciate the 
brilliance of the sales process we will be teaching you. 

Watch Role Play in Video 1 to see a demonstration of the sales process and 
each of the emotional stages they went through. 
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Commodi ty  vs  Va lue Markets  

	  	  	  	  	  	  	  	  	  	  	  	  	  P U T  I T  I N T O  P R A C T I C E :  

What are the ways you can move farther towards the value side of the 
market?   

Describe your business in terms of each of the 5 signposts for value:   
#1 How is price set?  

#2 What are your pre-sales interactions like?  

#3 How do your customers make purchase decisions?  

#4 What options do your customers have?  

#5 Historically what is your customer loyalty or retention like?   

How can you improve in 1 of these areas? 
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	  SALES  PROCESS :   
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Once you understand this process, you'll see that what matters is the quality 
of your attention on the customer, not the depth of your understanding of 
the details of your product or service.  Follow along in your mind so you can 
track as soon as you start to practice this process, you'll be shocked at how 
easy and enjoyable sales conversations can be  and you may be surprised 
by a few other things as well.   

The first time we taught a group of entrepreneurs this process, I thought 
they'd be relieved to find out that they really had what it takes to be an 
expert sales person, and that they are now free to sell effectively.   

At first they were, but then something unexpected happened - the month 
following this fairly dry material was one of the most emotionally difficult 
months of the year for people because they had lost one of their favorite 
excuses for not having the success they wanted.  "That sales is hard and I 
can't do it".   

You've had your last chance to "not know" how to sell.  From now on, if you 
aren't selling - you'll have to realize that there is another, darker reason.  I 
recommend facing this reason head on, and explore it by getting as much 
practice as possible in sales conversations.   

As you practice, look out for these potential wrong turns. 

• Moving on before you've really calibrated the emotion of the phase 
•  Benchmarking too late 
•  Letting the customer talk and talk as their emotional state fades away to 

nothing 
• Not moving on once they reach their peak or not moving on once you 

benchmark - which is selling past the peak 
• Going back to phases that have already been covered 
• Answering questions (we'll talk more about that in a module called 'non 

sequiturs’ 
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	  SALES  PROCESS :   
     Someth ing  Scar ie r  than se l l i ng  
People who have a lot of experience with the process are silky smooth, but 
that's really not very important.   

The process can work quite well even if you tell the customer “Look, I'm kind 
of new at this and we're supposed to have this conversation in order - the 
first step is to talk about what you're curious about - can you help me stay 
on track?"  They don't mind if you are new to sales, they just want you to be 
good at delivering your value. 

Now that you have this structure, in one year, the difference between which 
of you is the most effective sales person and which is the least will come 
down to practice and repetition.   Practice more, sell more, make more.  It 
really is that simple. 

There's something else that's scarier than selling.   

You'll notice that the power of this sales process is that it emphasizes that 
the customer is buying greater access to their desired future from you - 
rather than just buying your product or service.   

The more intense the experience of value, the better the sales conversation.   
This also means that you've made a promise to be instrumental in their 
attainment of that experience.  They are borrowing your faith in their ability 
to realize that value.  This means that they are counting on you.  If you are 
selling a product or service rather than the customer's experience, all you 
have to do is deliver that product or service, and its not your problem if the 
customer subsequently fails.  This is a lower risk game, and the customer 
knows it.  This is why this process is so effective, because you are exposing 
your heartfelt commitment to the customer - a rare and special thing in this 
world.   

So be brave!  Really commit to your customers.  Face the reasons you 
haven't' achieved what you want.  They'll only stop if you turn away and 
pretend they're not there and through it all, practice! 
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	  SALES  PROCESS :   
Network  In te rv iew 

My intention for myself is...  

How does the _________ community see me?  

What can you count on me for?  

What can you not count on me for?  

What do I have to offer people in the ___________ community? 
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