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BLACK BELT  TECHNIQUES :   
V ideo 3  Summary  

Welcome to Part 3 of the Natural Selling System 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  3  S U M M A R Y :  
Here is a summary of the key points we’ll cover in Video 3: Black Belt 
Techniques. 

•  You’ll learn the importance of effectively dominating in a sales 
conversation and how to lead someone in the direction you want it to 
go 

•  You’ll learn how to use Non Sequiturs, the art of smoothly not 
answering questions,  to keep your conversations on track 

•  You’ll learn what the most common objections that people might 
have and how to expertly handle them, so they just disappear and 
people feel ready and excited to say “YES” to you!  

•  You’ll also learn how to nail what’s often the most difficult part of the 
sales process, the Value Phase - where you are eliciting possibility and 
trust. 

•  And we’ll teach you the 6 ways to establish an unbeatable sense of 
value.  
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BLACK BELT  TECHNIQUES :   
Cont ro l l ing  the Context  

So you’ve practiced the sales process a couple times and it probably feels 
pretty awkward at first.  The two things that trip people up the most are: 

•  Allowing the customer to control the structure of the conversation and 
•  Failing to communicate enough value. 

C O N T R O L L I N G  T H E  C O N T E X T  
Lets talk about controlling the structure first.  Often in sales conversations the 
customer will ask you questions like,  

“What do you do exactly?”,  
“How long have you been doing this?”,   
“What are your credentials?”  
“How much does it cost?”   

Every fiber of your being is going to be compelled to answer these kinds of 
questions.  It’s culturally taboo to leave a question unanswered.  Imagine 
being asked a question directly and not answering even though you 
could…It feels uncomfortable doesn’t it? Most likely you’ll even want to 
have really impressive answers too.    

Unfortunately, this sets you up to have the focus on yourself (either your 
pride in the answers you’re happy about or your shame in the ones your 
not). If you answer, you are paying two prices.   

The first is that the conversation starts to become an intermediate or 
commodity sale. Why? Remember the distinction between the markets? In 
a value market, you control the sales interaction. In a commodity market, 
the customer controls it.  When you answer a customer’s question, you are 
letting the customer decide what the two of you will talk about and in what 
order.  They’re controlling the conversation, which means, that the 
customer will experience you as less valuable.   
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BLACK BELT  TECHNIQUES :   
Cont ro l l ing  the Context  

The second price you pay is the customer proves to themselves that they 
can dominate you and therefore you cannot help them or lead them 
where to what they really want.    

I know “dominate” can have some pretty negative connotations, but 
we’ve found that customers want to be dominated – and they wont to buy 
from people they feel can’t dominate them.  It’s a way that you 
demonstrate that you hold a larger frame and can actually lead them. 

They know that they are on a certain trajectory, and if your product or 
service is going to really help them, it has to move them off of their current 
path and towards where they want to be.   

Left to their own devices, they would just continue to create the same 
results they already have.  If you can show a caring dominance in the sales 
conversation – the customer will begin to trust that you can lead them to 
where they want to go.  Making sure that you control the conversation – by 
skillfully not answering their questions – is a great way to do this. 
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What  Customers  Want  to  Know 
Customers often ask a lot of questions about you, your experience, and 
your capabilities (i.e. How long have you been doing this? Can I talk to 
some references? Have you ever worked in my industry before?).  What the 
customer really wants to know is: 

•  Can I trust you to understand my domain? (particularly its challenges and 
opportunities.) 

•  Can I trust you to be committed to me winning? 

•  Can I trust you to be accountable if something goes wrong? 

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

Think of a time when you are with your customers and you are blaming 
your circumstances when things go wrong.  What are some ways you 
can shift towards more accountability? 

Think of a time when you didn’t believe in your customer.  Can you 
discover a “smaller chunk” goal or opportunity that you could believe 
in?  

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 
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BLACK BELT  TECHNIQUES :   
Non-Sequ i tu r s  

T H E  A R T  O F  N O T  A N S W E R I N G  Q U E S T I O N S  
I was in a meeting once and one of the execs turned to me and 
asked,   

‘Where did you get your MBA?.’   

Now  I have an un-finished Bachelor of Fine Arts in theater, which is 
several degrees of coolness less than an MBA, I said,   

“That’s interesting, most people assume I have an MBA. This business 
problem we’re talking about, how do you see it resolving, what’s 
going to be your role in that?”  

He completely forgot he was asking about my schooling, partly 
because he doesn't really care about that, he cares about his own 
business problem, and partly because I skillfully didn't answer his 
question. 

To do this, use non-sequiturs, the art of not answering questions, to 
lead your customers and keep the conversation on track.  By using 
non-sequiturs, you keep the conversation focused on the phase of the 
sales process that you are in, while still giving the customer the 
experience that you are listening and care about what they have to 
say. 

If you are avoiding the question, the customer will know it and you will 
lose credibility.  If you skillfully non-sequitur the question, they may not 
even notice because the focus will be right where it should be. 

Your goal is to make the change of subject as pleasant as possible for 
the customer. When you're new at non-sequiturs, sometimes you can 
piss people off.  There is a tiny break in rapport, when I refuse to 
answer your question.   
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BLACK BELT  TECHNIQUES :   
   Four  Types  of  Non-Sequ i tu r s  

The idea is to make that break in rapport as small as possible, while 
effectively dominating the conversation.  You want them with you.  If 
you lead and they do not follow, you’re not leading; you’re just being 
a jerk, right?  By using the examples of non-sequiturs we're about to 
show you and a little bit of practice, you'll be able to keep you sales 
conversations on track and experience little or no break in rapport. 

Here are four types of non-sequiturs: 

1.  Future reassurance:  Reassuring the customer that you'll answer 
their question eventually, so they can let go of it for now.  Rather 
than answer their question, you might say,  

“We'll talk about that in just a minute, but before we do, what was 
it that you wanted?" or "Hey, I'll cover that in a bit, but what I'm 
wondering is what do you want, exactly?"   

2.  Mind Reading: Making an assertion that you know the private 
thoughts of the customer. The customer may ask, "What 
methodology do you use?"  and instead of answering, you could 
say "I'm glad you asked that question, because that means you're 
serious about getting what you want.  And, I'd like to know a little 
bit more about what that is.  So, can you describe it for me?" or 
"Hey, that’s an excellent question, that question tells me that you 
care about your situation deeply and so do I, so what is it that you 
want?” 

THE NATURAL SELLING SYSTEM 
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BLACK BELT  TECHNIQUES :   
   Four  Types  of  Non-Sequ i tu r s  

2.  Mind Reading: Sometimes a customer’s questions can be 
borderline hostile... And you can really tell that they are cynical 
about you, your product, service, or industry.  You might answer 
their questions like this,… Hmm, sounds like you’ve been burned 
before. I’ve been burned too. Why don’t you tell me a story of 
what happened and the reasons it didn’t go well." Using this "mind 
reading" non-sequitur can create trust with your customer, 
because you are acknowledging their underlying concern - 
without answering their question and getting off track. 

3.  Storytelling:  The next type is the anecdote: telling a short story to 
capture the customer's attention. A customer might ask, "Can you 
guarantee results?" and you might reply, "You know, the first time I 
was asked that question was by a guy, who ended up being a 
really close friend.  He ended up being one of my best customers, 
because quality was really important to him.  But, what I want to 
know, is what's important to you?" or "It seems like you've been 
burned before, and that's good.  I prefer to work with people who 
are savvy and know the difference between someone who just 
makes promises and someone who can keep them.” 

4.  Assurance of capability: Customers will ask questions like, "How 
many clients have you had?"  "Have you done it before?"  "How 
long have you been in business?"  You might say, "It seems like 
you're really asking me, can I do this job?  And I can.  My other 
clients, always have the experience, that I've handled them 
expertly.  But, if I was going to handle you expertly, what would I 
be doing?  What kind of work would be important to you?  Which 
non-sequitur you use has very little to do with what question the 
customer asks. its more about what feels comfortable to you.  

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

VIDEO 

3	  



11	  

BLACK BELT  TECHNIQUES :   
Four  Types  of  Non-Sequ i tu r s  

1.  FUTURE REASSURANCE:  Reassuring the customer that you'll answer their 
question eventually, so you don't have to keep track of it.  

“We'll talk about that in just a minute, before we do, what was it that you 
wanted?"  
"Hey, I'll cover that in a bit, but what I'm wondering is what do you want, 
exactly?"  

2.  MIND READING: Making an assertion that you know the private thoughts 
of the customer. This can create trust with your customer, because you 
are acknowledging their underlying concern - without answering their 
question. 

"I'm glad you asked that question, because that means you're serious 
about getting what you want.  And, I'd like to know a little bit more about 
what that. is so, can you describe it for me?” 
"Hey, that’s an excellent question, that question tells me that you care 
about your situation deeply and so do I, so what is it that you want? 
“Hmm, sounds like you’ve been burned before. I’ve been burned too. Why 
don’t you tell me a story of all the reasons it didn’t go well? “ 

3.  ANECDOTE: Telling a story that addresses their underlying concern.  This 
is a useful credibility builder. 

"You know, the first time I was asked that question was by a guy who 
ended up being a close friend.  He ended up being one of my best 
customers, because quality was really important to him.  But, what I want 
to know, is what's important to you?"  
 "It seems like you've been burned before.  I prefer to work with people 
who are savvy and know the difference between someone who just 
makes promises and someone who can keep them.  I once heard about a 
competitor that really screwed up but, what kind of promises would you 
want me to keep for you?” 

4.  ASSURANCE OF CAPABILITY: Use this type of non-sequitur when 
customers ask questions like, "How many clients have you had?"  "Have 
you done it before?"  "How long have you been in business?"   

It seems like you're really asking me, can I do this job?  And I can.  My other 
clients, always have the experience, that I've handled them expertly.  If I 
was going to handle you expertly, what would I be doing?  What kind of 
work would be important to you?  

THE NATURAL SELLING SYSTEM 
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BLACK BELT  TECHNIQUES :   
   S t ructu re  of  a  Non-Sequ i tu r  

You’ll notice that non-sequiturs tend to have a similar structure, sometimes 
called a “3 point turn”.  You can start to develop your own non-sequiturs by 
following this formula.   

•  First, acknowledge their question.   
•  Then, draw a conclusion that is positive for the customer and supports 

working together, and then finally  
•  Ask the customer a question that leads them back to the correct 

phase of the sale process. 

Let’s see some non-sequiturs in action – Jennifer and I will role play a sales 
conversation. I'll be selling my coaching services.  I've been referred to 
Jennifer by a mutual friend who’s worked with me in the past. 

You can either have the cultural taboo of not answering questions be the 
reason you lose the sale, or you can have the very same cultural taboo be 
the reason why you get the sale.   Asking the customer a question will put 
enormous pressure on them to answer…the same pressure you felt when 
they asked you a question.  If you are more practiced in handling this 
pressure then they are, you will control the context of the conversation and 
lead them artfully and skillfully down the path you are intending for them to 
go. 

You’ve got to feel the discomfort of not answering the question and use a 
non-sequitur anyway.  As you are feeling the discomfort, notice they can 
really have this thing that they want, that you may have an important piece 
of the puzzle.  But in order for you to find out if that's true, you've got to get 
into their world and find out about what its like.   

Let your curiosity about them be louder than your discomfort, shame, or 
pride in yourself. 
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BLACK BELT  TECHNIQUES :   
      W h e n  s h o u l d  y o u  a n s w e r  q u e s t i o n s ?  

We're not saying that you should never answer any questions.  There are 
times when you should answer their question in the sales process for 
example in the Details Phase V when you say  

“Is there anything else you need to know before making a commitment?”  

Then, you are inviting them to ask some questions that you can answer.   

Once the customer has been through Phases 1 through 5, their questions will 
be very different, and you can answer them as someone who is already 'on 
their team'. 

Some customers will be very persistent in asking questions right from the 
beginning and at a certain point, non-sequituring every question feels like 
you're going in circles.   If I feel like I'm going nowhere and really breaking 
rapport then I’ll just answer their question.   Don’t think that you’ve lost the 
sale just because you answered a single question.  It’s not so.   

Again, Non-Sequiturs are the art of not answering questions.  What makes it 
an art is being able to do it with little or no break in rapport.  If you can't do 
that just answer the question. 

Customers often ask a lot of questions about you, your experience, and 
your capabilities…   
“How long have you been doing this?"  “Can I talk to some references?"   
“Have you ever worked in my industry before?"   

The thing is, they don't really care about the answers to these questions.  
What they are really asking is: 

1)  Can I trust you to understand my domain? particularly its challenges 
and opportunities. 

2)  Can I trust you to be committed to me winning? 
3)  Can I trust you to be accountable if something goes wrong? 
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BLACK BELT  TECHNIQUES :   
      W h e n  s h o u l d  y o u  a n s w e r  q u e s t i o n s ?  

If you can demonstrate that the answer to these three questions is "YES" in 
the sales process, you'll rarely if ever get asked these qualifying questions.   

How long you’ve been working at your job is irrelevant.  If you answer it, 
you’re digging yourself a hole, they are controlling the conversation, and 
now you are dealing with whether or not the facts about your work 
experience match their arbitrary expectations. 

Go ahead and non-sequitur these types of questions, but know that the 
customer is telling you they haven't seen you demonstrate your 
understanding, commitment, or accountability enough to trust you.   

Demonstrate these things through your actions, by telling stories about your 
other relationships, and by the quality of your attention on them. They are 
building blocks that the customer will use to assess your credibility, which 
we'll go into more detail later: 
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BLACK BELT  TECHNIQUES :   
    6  Ways  of  E s tab l i sh ing Va lue 

Now lets talk about the value phase and how to effectively elicit a sense of 
possibility and trust in the customer.  This phase is the most important to get 
right, and often takes the most practice. 

Most of the time you will have an intuitive sense of how to explore value with 
your customer, but if you've failed to establish enough value in this phase, it 
can sometimes feel like a mystery as to what went wrong.  Lets look at a 
roadmap to help you solve the mystery.  There are SIX relevant ways of 
establishing value, and although You don't necessarily need to cover each 
of these, any problem you may have in this phase of the sales process can 
be traced directly to one or more of these six areas. 

1.  Getting Clear About What They Want:  This includes being clear both 
about their physical return on investment and on the metaphysical or 
emotional benefits they are looking for. Look for things they want to 
attain as well as what they want to avoid.   

 Its not enough just to get it right the customer has to have the 
experience that you understand them. So even if you already think you 
know the answers, the tool you need to get clear about what they 
want is INQUIRY.   

 Here are some example questions that are good at getting to the heart 
of the matter: 

•  What will having that do for you? 
•  How will you know when you have it? 
•  So, if you don't do anything about this, what will that cost you?  
•  How have you tried to solve this problem in the past? 
•  What was the best/worst part? 
•  Tell me about a time working with someone like me that went 

really well? 
•  What is most important to you about that? 
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BLACK BELT  TECHNIQUES :   
    6  Ways  of  E s tab l i sh ing Va lue 

1.  Getting Clear About What They Want:  (Continued) Now lets add a twist 
with these next few: 

•  Hey, assuming we can solve this problem together.  What do you 
suppose it was worth to your business?” 

•  What will be essential in our work together to make sure it was well 
worth it for you? 

•  So there you are, in the not-too-distant future, and we solve the 
problem.  What was that like? 

Notice anything about the verb tense in these last few questions? You’ll 
see we started with present tense and switched in the sentence to past 
tense.   It is grammatically wrong, but it will make sense to them. If you 
can have them creating pictures of working with you in their past, it's 
easy for them to commit to you in the present. 

2. Establish Their Commitment: One of the most important keys to a 
customer's sense of possibility is the strength of their own commitment, 
and because most sales people are focused entirely on the value they 
are hoping to bring to the relationship. It’s commonly missed.   

 Your customer will need to feel a commitment to their future at least as 
strong as their fear of change.  If your product or service makes a big 
promise, your customers are going to be wrestling with a big fear of 
change, and in order to buy, they are going to need to make a big 
commitment to themselves.   

 Again, the tool you'll need here is inquiry:  You can establish 
commitment like this:  "It seems like what you are trying to accomplish is 
pretty big.  Are you going to see it through, even when it gets tough?" 
And then I'll ask directly for their commitment (not to me, but to 
themselves).  "So, are you committed to solve this thing?" Once you've 
established their commitment, then you have become partners - 
working together towards a solution. 
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BLACK BELT  TECHNIQUES :   
    6  Ways  of  E s tab l i sh ing Va lue 

3.  Get Into Their World:  Even if we are strangers, in a short conversation I 
can get a good sense of who you are, what you want, what you value, 
what you fear, how you came to the conclusions you came to, how 
your conclusions have been helping you, hurting you, where to go from 
there.  Then the sales conversation feels like I'm just taking you on a tour 
around your house, showing you rooms you didn’t know you had.  You 
can do this too, by getting into the customer's world. 

 You need to do it well enough, so that when you ask the benchmark 
question, "So, what you want is…" , they give you a congruent “YES!”. 
Almost like, how come my wife doesn’t understand me the way you 
do? You can get clear about what someone wants just by asking the 
right questions, but getting into their world requires something more - 
understanding them as a human being - and once you do that, you 
can start to know the answers to questions you haven't asked.   

 Most people think they are better listeners then they are. Want to know 
how good you really are?  Ask yourself these 5 questions after a sales 
conversation: 

1.  What are your customer’s values? 
2.  What are your customer’s worst fears? 
3.  What is more important to your customer, doing something fast 

or something right? Or doing something cheap or have it be 
perfect? 

4.  What is something important to your customer that they haven’t 
said? 

5.  What is something your customer doesn’t like or doesn’t want 
but they haven’t said? 
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BLACK BELT  TECHNIQUES :   
    6  Ways  of  E s tab l i sh ing Va lue 

3.  Get Into Their World: (Continued)  These questions are a test to see 
whether you’ve stood in their shoes and if you can look  through their 
eyes.  Because if you have, you can nail this.  And if you haven’t, I can 
give you 100 guesses and you’d never get the answers right.  It can't be 
faked. 

 Your main asset here is your intuition.  I think we all are intuitive people. 
Even if you think you aren't you get lots of hints about people, 
sometimes in the form of your judgments - what you think is wrong 
about them.  we’ve been trained that our judgments are bad so we 
have to pretend they’re not there.  We stop listening to them.  

 But actually they’re a great resource - because hidden in our 
judgments is our intuition.  If we can just take out the piece of the 
judgment that says they’re a freaking idiot, and see what’s underneath 
that, we can start to understand their hopes, fears, capabilities, limits, 
wants, and don’t wants.  Each time you have a judgment about 
someone, you are getting a peek into their world, and then deciding 
that they are wrong instead of talking a good look around.  If you can 
pause and explore, consider that they might not be wrong, you'll start 
to get into their world, and your sales conversations can go well. 

4.  Establishing Your Credibility. They're not going to trust you if you've got 
no credibility with them, and what's worse - they probably wont admit 
that's how they feel.  When a person judges your credibility, they are 
making an incredibly complex calculation, and taking into account 
many factors - conscious and otherwise.   

 Some of these factors cannot be adjusted inside of a sales 
conversation, like your age, gender, and how you were introduced to 
the customer. 
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BLACK BELT  TECHNIQUES :   
    6  Ways  of  E s tab l i sh ing Va lue 

4.  Establishing Your Credibility. Here are just a few of the things that play 
an important role in how people assess your credibility that you CAN 
effect in the sales conversation which we touched on briefly: 

 #1 Demonstrate Domain Expertise - The first of these is demonstrating 
your understanding of their domain, especially it's opportunities and 
challenges:  To do this you'll want to make sure you use the right jargon, 
key words, and language exactly the way someone who understands 
their domain does.   

 #2 Establish Your Commitment - Another way to demonstrate credibility 
is to be committed to their success.  Notice how much you focus on 
what you provided instead of what your past customers actually 
achieved.  By telling a story about your customer's successes and 
leaving out the part about how great you were, the listener will believe 
that  you will be committed  to their success. 

 #3 Be Accountable - The next way to demonstrate credibility is your 
stance on accountability especially if something goes wrong.  Notice 
how often in your language you blame your circumstances for your 
results.  Even little things like, blaming traffic for being late or blaming 
other people at your company for not having the right materials can 
be a sign that they can't trust you if things go wrong. 

 #4 Listen & Inquire - The next way to establish more credibility in a sales 
conversation is to listen more before you make suggestions.  Its amazing 
the difference between how a customer will respond to a suggestion at 
the beginning of a meeting and how they'll respond to the very same 
suggestion if you just wait and deliver it after the customer feels they've 
fully explained their situation.  Identical ideas go from being stupid and 
short sighted to being thoughtful and inspirational.  Also, listening more 
first will give you lots of clues as to how to frame your product, service, 
or relationship in a way that's most beneficial.  You should note that 
your credentials, your education, and your impressive resume are 
among the least persuasive arguments for your credibility. 

THE NATURAL SELLING SYSTEM 
with BRYAN FRANKLIN & JENNIFER RUSSELL 

VIDEO 

3	  



20	  

BLACK BELT  TECHNIQUES :   
    6  Ways  of  E s tab l i sh ing Va lue 

5.  Have Them Belong. One of the other-than-conscious factors that drives 
a person's experience of your value is their sense of belonging.  The 
more they want to be like your other customers, the more eager they 
will be to buy.  

 In the server business, there's an old adage "nobody gets fired for 
choosing IBM".  Competitors would offer clearly superior products at 
lower prices, and still would lose to IBM in sales engagements.  If an IT 
manager went with IBM and the project failed, they would still be in the 
company of all of IBM's other customers, the fortune 500, so they 
couldn't be faulted for their choice. 

 I was in the value phase of a sales conversation with the CEO who 
responded to my question with "Well, we really want to be the social 
media, sort of the LinkedIn, or the Twitter, or Facebook for creative 
professionals."  I replied,  

 "That's interesting because, in my conversations with Twitter and 
coaching the executive team at LinkedIn through the years, we've 
talked a lot about the role of revenue in a company like that.  For every 
dollar you make, you've got to create a story about how there are 3 
more dollars you COULD make… so what's your story?” 

 Not only does this reply demonstrate that i understand his domain - I'm 
using language that you'd hear in any board room - but it also creates 
a club of people that are my customers in his mind, a club he very 
much wants to belong to. 

 Wield the tool of story telling to give the customer mental pictures of a 
tribe of people he or she wants to be like, all standing together enjoying 
the things he or she wants to enjoy, all wearing name tags labeled "your 
customers". 
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BLACK BELT  TECHNIQUES :   
    6  Ways  of  E s tab l i sh ing Va lue 

6. Differentiate: The 6th way to establish value is to differentiate between 
you and your competition. the most common and least effective way to 
differentiate yourself from your competition is to list the ways that your 
product or service is "better".   It's got more this and better that more the 
other thing and it costs less.  The obvious problem with this approach is 
that there may or may not be a match between what the customer 
values and your statements of differentiation.   Trying to sell me on a 
laptop that has a more elegant design is a lost cause, because I don't 
care about how my laptop looks - even though other people might. 

A less obvious problem is that by making apples to apples comparison 
statements, you are setting up in the customer's mind that you and your 
competition are 'basically the same', or 'the same with some differences'.  
With that mindset, the customer will make their own evaluation, based 
on limited data, and weighted heavily by price.  If two products are 
basically the same, why would you buy the more expensive one? 

Differentiation done well uses the tool of framing or re-framing.  Once 
you understand what's important to the customer, frame your product or 
service as a one-of-a-kind, and make all competitive evaluations feel like 
'apples-to-oranges'.   

One company does that really well is Ferrari.  Imagine you are a Ferrari 
salesperson, and your customer is trying to decide between one of your 
cars and a Lamborghini.  It would be a mistake to get out the spec sheet 
and tell the customer all the ways the Ferrarri is "better”….slightly longer 
wheelbase, slightly easier to get in and out of, slightly faster response time 
in the paddle shifters.  Instead, you would do well to reframe the choice 
to be about elite racing heritage.  Ferrari is the most successful franchise 
team in auto racing's ultimate arena, F1.  When you own one, you are in 
the company of Michael Schumacher and Ayrton Senna - legendary 
drivers.  By extension, you are a legendary driver if you buy the ferrari.  
Lamborghini?  They only even entered races for one losing season in 
1991.  That's a great reframe.   
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BLACK BELT  TECHNIQUES :   
    6  Ways  of  E s tab l i sh ing Va lue 

6. Differentiate:  If you are a service provider, you can often do "apples to 
oranges" differentiation just by doing a better job getting into their world 
and understanding the customer.  You are the only you, and if you are 
clear about what your genus is and you've built a powerful relationship 
with the customer, that can be differentiation enough. 

 If you are selling in a pure value market, your biggest competition will be 
with 'do-it-yourself' or 'doing nothing'.  Don't introduce the idea of 
competitors to your customer if they aren't already thinking about them.  
Never be the first one to mention your competitor's name!  If you think 
you don't have any competition, imagine that you do have a competitor 
- and that competitor is selling a product called "doing nothing", and 
that product has costs, features, and benefits - it's free, easy to 
implement, and the results are guaranteed,  How will you differentiate 
yourself against doing nothing?  By reframing the customer's situation 
and putting your product or service in the critical path. 
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6  Ways  To  Create  
Poss ib i l i t y  &  T rus t  

The value phase of the sales process is the most important to get right, and 
often takes the most practice.  Below are 6 ways to effectively create 
possibility and trust along with the tools you’ll need to create each one: 

1.  Get Clear About What They Want: Both their physical return on 
investment and the metaphysical or emotional benefits they are 
looking for.  It’s not enough to get it right, they must believe you 
understand them.   (See Get Clear Handout for Example Questions)  

Your Tool = Inquiry 

2.  Establish Their Commitment:  Your customer must feel commitment to 
the new possibility at least as strong as their fear of change.  The bigger 
your promise, the bigger your customer’s fear of change will be and 
they are going to need to make a bigger commitment to themselves.   

Your Tool =  Inquiry 

"It seems like what you are trying to accomplish is pretty big.  Are you 
going to see it through, even when it gets tough?"  

"I'd like to understand how you view risks like this.  You know its possible 
that you could make a huge investment in finding a solution and still not 
get to where you want to be.  What's it going to be like if you've burned 
through the cash you think you'll spend on this problem - and find 
yourself only half way there?” 

3.  Get Into Their World: You get lots of hints about people, sometimes in 
the form of judgments.   They can be a great resource because hidden 
in our judgments is our intuition. (See Did you Get Into Their World? 
Worksheet).  

Your Tool = Intuition 
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6  Ways  To  Create  
Poss ib i l i t y  &  T rus t  

4. Establish Your Credibility: People are making both conscious and 
subconscious calculations of your credibility when you interact. The key is 
to demonstrate it during the sales conversation. Demonstrate domain 
expertise (use the right key words), your commitment to their success, 
your accountability if something goes wrong, listen more before making 
suggestions.  

 Your Tool = Story Telling  

5. Have Them Belong: This is one of the other than conscious factors that 
drives possibility and trust. They should want to join the club of your other 
customers.  

 Your Tool = Story Telling  

6. Differentiate: Once you understand what’s important to your customers, 
frame your product or service as a one-of-a-kind solution. Apples to 
Oranges, not Apples to Apples.  

 Your Tool = Reframes  
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	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  P U T  I T  I N T O  P R A C T I C E :  

Practice several sales conversations to discover your highest leverage 
point. Pick one of the 6 Areas above that you believe will make the 
biggest difference in creating the experience of possibility and trust with 
your customers. Use the tools and write down how you will improve how 
you handle that area:  
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Gett ing C lear  About   
What  They Want  

Ask these questions: 

•  What will having that do for you? 

•  How will you know when you have it? 

•  So, if you don't do anything about this, what will that cost you?  

•  How have you tried to solve this problem in the past? 

•  What was the best/worst part? 

•  Tell me about a time working with someone like me that went really well? 

•  What is most important to you about that? 

And with twisting the tense: 

•  Hey, assuming we can solve this problem together.  What do you 
suppose it was worth to your business?” 

•  What will be essential in our work together to make sure it was well worth 
it for you? 

•  So there you are, in the not-too-distant future, and we solve the problem.  
What was that like? 

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

During a sales conversation begin to use the questions above to get clear 
about what they want.  Make sure to use their keywords. 
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Did You Get  In to  The i r  Wor ld?  
Ask yourself these 5 questions after a sales conversation to test whether 
you’ve gotten into their world: 

•  What are your customer’s values? 

•  What are your customer’s worst fears? 

•  What is more important to your customer, doing something fast or 
something right? Or doing something cheap or have it be perfect? 

•  What is something important to your customer that they haven’t said? 

•  What is something your customer doesn’t like or doesn’t want but they 
haven’t said? 

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

Have a practice sales conversation where you go through the sales 
process at least through to the value phase.  Answer the questions above 
to the best of your abilities and check your answers with your potential 
customer.    

How many did you get right? Which ones were difficult? How can you 
improve your ability to get into their world? 
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