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This book is dedicated to my late father, Dr. Jerry Henderson. As a clinical psychologist and coach, he served and impacted thousands of lives . . . especially mine.

Dad, your influence cannot be measured. Thank you for your example, belief in me, and for making me memorize and live this truth:

“The victory doesn’t go to the stronger or faster man—it goes to the one who thinks he can.”

I love you and miss you.
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Introduction Mykonos Mic Drop


I was sipping my trusty gin and tonic while socializing at a five-star resort high up in the rocky hills of the Greek island of Mykonos. There was a slight breeze as three small boats floated out in the bay and the sun slowly set in the distance.

It was the last night of a business award trip I’d earned that year for selling medical devices. Every year, sales teams across the country compete for top honors to show who can grow their sales and revenues the most. That year, I’d earned the prestigious number one final ranking of our President’s Club competition—and all the perks, including a paid trip for two to an island resort nestled in the teal waters of the Mediterranean. During dinner that last evening, I was having a conversation with our vice president of sales, who oversaw multiple selling divisions and was in charge of revenue for all of North America. He was a tall man, at least six-foot-six, with a sunburned bald head and serious demeanor. Like me, he was an avid reader, and we often talked about our favorite books and authors.

Standing at the edge of the elevated patio watching the last glimpse of sun fade, our conversation moved from reading to education.

“Do you have an MBA?” I asked.

“I do,” he said, while swirling the ice around in his drink. “But you know what? Knowing what I know now, I’d go back and get my master’s degree in psychology, not in business management.”

As a student of psychology, my ears perked up.

“Why is that?” I asked.

He looked down at his brown sandals and continued, “Selling is a complex process. Influence is more psychological than anything. I already had the business background and leadership experience. What I think I needed help with then, and still do now, is how to better understand what drives people’s behaviors, motives, and thoughts.”

While I pieced together this insight from a wealthy and powerful individual in the medical device field, he shared a concept that has become a core philosophy I live by and teach.

To paraphrase, he said, “Collin, if I can sum up twenty-five years of leadership and sales experience, it would be this: Sales psychology beats sales strategy every day of the week.”

Like James Bond in a movie scene, he dropped that powerful line and then walked away. I watched him stop by the bar to get a refill in what seemed like slow motion. Wait, were there explosions going off behind him as he walked away, or was that just my imagination?

Either way, it truly was a mic-drop moment.

For the rest of the night, I kept saying it back to myself: Sales psychology beats sales strategy. That’s so good.

I realized our vice president of sales just summarized something I had recently experienced firsthand. Several years before that picturesque mic-drop moment, I was not sipping G&Ts, feeling a sense of accomplishment, receiving ginormous bonus checks, or enjoying a gourmet dinner on a foreign island with my wife. I was far from that. In fact, I was a hot mess.

Just four years prior I was borderline depressed, living in a constant state of fear, and feeling lost in my career. I wasn’t sleeping. My blood pressure was in the high 140s and 150s, and I was taking daily medicine to help lower my chronic anxiety. I was underperforming in my role in medical sales, and this professional struggle was spilling over into my role as a husband and father.

Luckily, I saw the deep hole I was in and had enough courage to find a way to crawl out. I applied for a new job, got hired, and was blessed with a mentor and sales trainer, Frankie Pretzel, who showed me a different way. And it had to do with Star Wars. Stay with me here.

Star Wars is an epic sci-fi story about good versus evil, set in a galaxy far, far away. The heroes are the Jedi, who use an energy known as The Force to protect the galaxy. They can move things with a flick of a finger or use a Jedi mind trick to influence someone. Honestly, aren’t the best salespeople and leaders kind of like that? They have a natural charisma, a way of using words, energy, or presence that moves people in ways you can’t always explain—a force.

My new mentor, Frankie, taught me a valuable lesson. He said, “Collin, there are a million and one business and sales books. They are all fine, but I think you’ll get more impact reading books that focus on mindset.”

I now call this book list “the Jedi Scrolls.”

Just like the most famous character, Luke Skywalker, showing the new hero and Jedi-in-training, Rey, the ancient Jedi Scrolls at the Jedi Temple (cue Star Wars: Episode 8 for reference), my mentor gave me the real-world equivalent of those sacred Jedi texts. These books included strategies, tools, tactics, examples, and pages of content breaking down the laws of success, cognition fundamentals, and neurolinguistics, including beliefs and behaviors driven by trained psychological patterns.

I took this book list, consumed all the teachings, and saw a complete transformation in myself, not only with my success in sales but also with my mental fitness and happiness.

After a few years working at my new company, I started training other sales professionals, eventually discovering my life calling as a coach.

I left that company after earning accolades like Rookie of the Year, President’s Club winner, and top performer, and now I coach mindset and selling skills to thousands of people all over the world—my dream job! Along with high-level athletes and coaches, I train sales professionals and leaders at top global companies such as Salesforce, Amazon, Medtronic, Johnson & Johnson, Microsoft, Zillow, and Nike. I went from being depressed and floundering in my career to teaching others how to succeed in leadership roles.

But back to Mykonos, Greece, and the mic-drop moment from the VP of sales.

Right then and there, I knew more people needed access to mindset tools—especially in selling environments. My mind started swirling, thinking about how to do this. On a foreign island, with the sky turning from sun to stars, our VP of sales validated everything I believed—he wished he had had better sales psychology training. I wanted to provide that type of training to everyone I could train, coach, or mentor.

And so I developed the Oz Method.



Enter The OZ Method and My New Life Calling


Inspired by the classic characters from The Wonderful Wizard of Oz, the Oz Method is a framework for influence rooted in empathy and collaboration—the ability to step out of your own world like Dorothy—and into the world of your client with curiosity. Through the Scarecrow (mindset and learning), the Tin Man (emotion and storytelling), the Cowardly Lion (courage and executive presence), and the Yellow Brick Road (daily habits and process), it teaches you to understand deeply, connect authentically, act boldly, and execute consistently. When you blend these characters, the Oz Method will help you connect, clarify, and collaborate on a solution with your clients together.



OZ INFLUENCE SEQUENCE
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Description
The flow chart contains three arrow shaped steps arranged in a horizontal sequence from left to right. The first step on the left reads Connect in bold uppercase letters with the phrase with curiosity in smaller text below it. An arrow points to the second step in the center, which reads Clarify in bold uppercase letters with the phrase with story in smaller text below it. An arrow points to the third step on the right, which reads Collaborate in bold uppercase letters with the phrase on a needs based solution in smaller text below it.

If you’re a leader, entrepreneur, or in any kind of selling role, the goal is simple: Take the ick out of influence and the scary out of selling. I know firsthand how sales can feel overwhelming, stressful, and even a little soul-sucking when you’re just trying to hit numbers without a clear path. But once you learn these principles, you’ll have a foundation to build on. You’ll walk away with a system to make influence feel natural, selling feel intentional, and yes, even fun. Oh, and let’s be real: I’m all in on helping you make more money—wealth that actually reflects the value you bring to others. Our journey begins now.








Chapter 1 Origin Of OZ


I didn’t come up with the Oz Method on my own right off the bat. I have a colleague named Scott to thank for that. Toward the end of my medical sales career, part of my time consisted of managing accounts in five states and selling in the Pacific Northwest. Supporting and training other sales reps across the country filled the rest of my time.

In my role as a national sales trainer, I worked with new hires for a week before they went off to their territories and began their sales career with our company. I followed up with their managers to check on their progress. I also worked with veteran reps to help them gain a different perspective in their territory and upgrade their mindset and selling skills.

Scott was in a pool of new hires I had trained. After a year on the job, I received a call from his manager, who informed me that Scott was about to be put on a performance improvement plan (PIP). I remember saying, “Do not put Scott on a PIP. Don’t do that to his confidence. Let’s get another set of eyes on him. I’ll fly down and spend several days with him in the field.”

Scott’s sales manager agreed to let me work with him. However, he said if Scott’s numbers weren’t up after a month or two, then he’d proceed to issue a plan to terminate Scott’s employment.

Wow. I had some work to do. But I knew Scott. I had met his wife and two adorable daughters. I related to him. I knew with all certainty that Scott had more in him. He just needed a different approach.

I called Scott and let him know I would be flying in to follow up on his initial rookie training and help support his growth. There was no mention of a PIP.

We were both fired up, and had a lot in common. Scott knew about my collegiate sports background and interest in mental performance. He was a scratch golfer who had played both basketball and golf in college, and he was open to exploring new mental conditioning techniques.

To start the process, I had a phone call with Scott to better understand his territory and his current approach. I asked him some questions to get the ball rolling.


	“What’s your sales process?”

	“What’s working? What’s not?”

	“Can you walk me through a normal opening of your call?”

	“How do you advance the call?”

	“Who are you targeting?”

	“What visuals are you showing?”

	“What stories or examples are you telling?”

	“What are your most important questions?”



It quickly became apparent why Scott was not selling effectively. When selling, Scott was only talking about himself or our products.



Dimensions of Selling


Sales professionals often fall short when they sell in what I call one dimension, or “1-D selling.” This is when they only talk about themselves. If they sell in “2-D,” they have an understanding of, and can talk about, the marketplace, competition, and industry. And in “3-D selling,” well, that’s when a sales professional can talk about the specific needs of the customer. They know their customer’s pain points, thoughts, and desires. They can speak their language—on their level.



3 DIMENSIONS OF SELLING
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Description
The diagram displays three horizontally stacked rows arranged from bottom to top. The bottom row contains a label 1D on the left in bold text and the text Talk about self on the right. The middle row contains a label 2D on the left in bold text and the text Talk about the marketplace on the right. The top row contains a label 3D on the left in bold text and the text Use customer's language on the right. On the right side, a vertical upward pointing arrow runs alongside all three rows with the word Impact printed vertically beside it.

As a sales leader and trainer, I always tried to make my visits fun by weaving a theme through them. Knowing the impact of storytelling, I usually come up with an interesting metaphor as a launching pad that ideally continues long after my training session with a sales professional ends.

On my three-hour flight from Seattle to Kansas City, I stared out my window listening to a new playlist (probably consisting of John Mayer, Khalid, or Taylor Swift). I had an epiphany: This situation with Scott was like The Wizard of Oz.

Random, right? I was flying to the state of Kansas where Scott lived. While processing what to do to help him, this metaphor splashed into my head like an 808 beat from a European techno DJ.

My vision and plan became clear. Inspired by the old-school 1930s film The Wizard of Oz (originally a book by L. Frank Baum, published in 1900), Scott was like Dorothy: He was selling and having conversations with his customers in boring black-and-white. He was stuck in Kansas.

In Scott’s case, Kansas represented outdated selling philosophies of teaching or talking at your customers—discussing only yourself or rattling off features and benefits that you think matter.

Need a quick example? Here’s what not to do in a urology sales call (and what Scott sounded like): “Our Foley catheter uses a dual-layer silicone design with enhanced drainage eyes and a redesigned balloon. It even won Product of the Year at the UroTech Expo.”

This approach is all about your product, not about the customer’s real-world challenges. It’s like talking about how fast an engine can go from zero to sixty when someone just wants to know if the car will survive a snowy school run.

Have you ever been on a date and the other person only talks about themselves the whole time? That’s what Scott’s approach felt like. Scott wasn’t telling stories, creating metaphors, or engaging the customer with empathy or collaboration. He asked few, if any, thoughtful questions. He wasn’t using the customers’ language or engaging in conversations that were important to them. He was in his world and not theirs. The experience was very “I centered,” instead of “you” or “we centered.”

I decided right then and there that I needed to take him on a journey to Oz.

Remember when the tornado takes Dorothy out of Kansas—out of a black-and-white picture and into the Technicolor world of Oz? In the same vein, this would be a fun new journey bringing Scott and his customers into a different place and creating a new experience.

In this scenario, Scott was Dorothy, with traveling to Oz as the metaphor for getting into the world of your customer (in color) and out of your world (or Kansas, which is black-and-white).

And how do you travel from Kansas to Oz, and then on to Emerald City to meet the Wizard? You follow the Yellow Brick Road—Scott’s process and path. Following the original story, Dorothy encountered three memorable characters along the way: the Scarecrow, the Tin Man, and the Cowardly Lion. These characters were each searching for something—a brain, a heart, and courage—and these mindsets just happened to be integral to Scott’s transformation.

The Oz Method follows these three main characters, each of whom represents the traits required to influence others.



The Scarecrow: Mindset and Learning


The Scarecrow wants a brain. Scott needed to rewire his brain—the old beliefs and dated stories that were holding him back. He needed systems to improve his thinking process and self-image. When we first sat down together, we decided to focus on how he could educate his customers in a way that made them feel engaged and enlightened about the product. We agreed that in this modern age of selling, you have to earn the right to teach. You can’t just “show up and throw up.” Earning this right means focusing on mindset, authentic creativity, and customer collaboration. A key component of developing one’s brain is learning. Scott needed better curiosity systems to learn the needs of his customers, so he could move beyond just selling from his perspective.




The Tin Man: Emotion and Story


The Tin Man wants a heart. From what I could tell, Scott was not selling with heart or emotion. We agreed that he wasn’t telling stories or building rapport. Instead, he was talking about himself, forgetting to bring his customer along the journey as the hero. The number-one asset of influence is generating emotion. After all, stories stick. Scott’s calls had no pulse—just like his sales numbers. Storytelling represents the beating heart and emotion that brings the client and seller together to serve a common goal.





The Cowardly Lion: Courage and Executive Presence


The last character in this timeless story is the Cowardly Lion. So much of selling is having courage and getting comfortable being uncomfortable, trying new things, and “failing forward.” The character of the Cowardly Lion also represents having the public-speaking skills and ability to provide the information, peace of mind, and simplicity to give the customer courage to change their behavior and take action. Scott wasn’t serving his customers because he wasn’t being the courageous value giver I knew he could be.




The Yellow Brick Road: Success Habits and the Power of Process


All of these characters followed a path toward the Wizard—the Yellow Brick Road. In selling, it’s not the road to success, but the success road. The best influencers, sellers, and leaders have a specific set of habits and behaviors that drive their results.

Many performers and sellers fall into the trap of being what Chris Cullen, the author of the book I Get To, calls “outcome junkies.” Do you get your self-worth by results alone? Discipline, consistency, and resilience—not just outcomes—are the hallmarks of any top producer. You can’t say yes to everything.

The Yellow Brick Road is all about operating by design, not by default—specifically with your habits and discipline.




The Wizard: Influence Fundamentals


I also reminded Scott that, just like in the story, when Dorothy and her companions finally reached the Wizard, they expected a mythical power—only to realize he was just a man behind a curtain. That moment matters in selling. When we stop putting customers on unrealistic pedestals and instead see them as human beings, fear fades. This is where we’ll break down the Law of Proximity, how to handle objections with confidence, and how to ethically persuade like a wizard. As we’ll learn, influence isn’t about intimidation or authority—it’s about connection, trust, and meeting people where they are.





The OZ Transformation


This visit to Kansas was the beginning of the Oz Method. Scott and I spent nearly three full days together working on these concepts. Our goal was that by the end of my time with him, Scott would be armed with his Yellow Brick Road daily habits, the mindset of the Scarecrow, the emotions and storytelling of the Tin Man, the courage of the Cowardly Lion, and the awareness that his customers were not Wizards, but human beings, who need more than facts and features.

During our time in the field, we practiced in real time how Scott could tap into the mind of his customers. We scripted clear stories he could tell, based on intel he learned from the current and desired states of his key decision-makers. We mapped out behaviors that stretched his comfort zone to try new actions, innovate, and fail forward. Scott was willing to put in the work. I saw his courage, clarity, and confidence grow over our several days of meetings. By the time I jumped back on my flight to Seattle, filled with hope and excitement for him, he had a psychology system, not a five-step cookie-cutter sales script.

Within weeks, positive results started to roll in. Each week and month, his business and influence skills grew. The following year, Scott totally transformed as a seller and leader—and his numbers showed. He received an on-stage President’s Club award by finishing in the top six in the nation.

By optimizing a better sales psychology approach using the Oz Method, within a year Scott went from nearly getting a PIP to receiving a President’s Club award.

What are you doing to increase your chances of winning your equivalent of the Winner’s Circle, President’s Club, or Top Honors? This book will be your guide as we break down each piece of the story and you learn the fundamentals for selling with mindset, storytelling, and courage, while following the Yellow Brick Road of success. These principles are so powerful and simple that they work beyond sales. Whether you’re a teacher, coach, leader, public speaker, or seek to influence behavior change in others, these concepts work.

Before we begin our journey in Kansas and embark on our road to Oz, I have a clear disclaimer to share with you.




Glinda’s Guidance


You’re about to start a journey—not just through the pages of this book, but through your own mindset, influence, and potential. Consider this your Yellow Brick Road map. As Glinda the Good Witch said to Dorothy when she landed in Oz, “It’s always best to start at the beginning.” So, don’t skip ahead. This isn’t a bingeable Netflix series or a multicourse meal you try to down in one sitting. Pace yourself. If you rush, you’ll miss the magic.

The Oz Method is real-world selling psychology, influence frameworks, mindset tools, and tactical drills that I’ve tested with top performers and industry leaders. If you apply it, your awareness will sharpen, your communication will shift, your influence will grow, and—yes—your ability to bring value (and revenue) will reach new heights.

Remember: Results don’t come from intensity—they come from consistency.

Here’s the move:


	Read one chapter a week—or even a month.

	Start a book club with like-minded associates.

	Reflect, apply, and repeat the drills.

	Discuss the Oz Method with your team or an accountability partner.

	Stack small wins until they become second nature.



If you’re a sales leader, treat this book like a curriculum: One chapter at a time. One behavior at a time. One culture shift at a time. Don’t just read it—process it, practice it, then coach it.

This book is a path to self-discovery. To mastery. To unlocking what’s already inside you.

Let’s begin.








Chapter 2 Kansas: Break The Pattern


Let’s look deeper into the day I first reached out to Scott.

Before flying out to work with him in the field, I scheduled a short phone call to better understand his territory and approach. I follow this process with every salesperson I coach because a single conversation can reveal more about someone’s process, challenges, and blind spots than any spreadsheet ever could.

I was parked in the garage outside Harborview Hospital in Seattle when Scott’s voice came through the speakerphone. I leaned back in my front seat, pen in hand, looking out at the Seattle skyline rising beyond Puget Sound, ready to listen.

After a few pleasantries and catching up on his young family, I got right to the point.

“Scott, walk me through your typical sales process,” I said. “How do you approach your accounts?”

He hesitated. “Well, I usually start by introducing myself and talking about our product line and catheters. I explain how we’re better than the competition—especially being silicone and hydrophilic.”

I jotted down notes. “What systems are you using to prepare for these calls? How are you researching your customers or accounts?”

“I’m not really doing that,” he admitted. “I know my territory from Salesforce, but I usually just go in and see where the conversation takes me.”

That answer was telling.

“What about visuals or examples?” I asked. “What do you bring into meetings?”

“I bring our sales aid and products,” he said. “I cover the main details—what the medical assistants, nurses, and urologists need to know.”

I paused, then asked the question that mattered most. “What questions are you asking them? How do you figure out what’s most important to them or which accounts are high volume?”

There was a long silence. “I’ve been following the routing of the previous rep,” he finally said. “I usually ask if they’ve used our products before and who they’re buying from. Then I kind of gauge interest.”

I felt the weight of what wasn’t being said.

“What about storytelling?” I asked. “What are the go-to stories that are working for you?”

“Stories?” Scott said. “I know we covered that in onboarding, but I can’t think of one. I usually focus on why our products are better.”

At that point, the pattern was clear. Scott wasn’t selling poorly because he lacked effort or intelligence—he was stuck in 1-D selling, entirely focused on himself and the product, paying little attention to the customer’s world.

I leaned in. “When you walk into these meetings, do you feel like you’re really connecting with them? Do you understand what’s driving their decisions?”

“Probably not as much as I should,” he admitted. “I’m too focused on showing the products.”

That was my opening.

“The best sales conversations aren’t about features,” I said. “They’re about people—their challenges, goals, and pressures. Selling is a conversation. Never sell. Instead, serve. If you





Break the Pattern

















Novelty







Comedy







Vulnerability








Work on Your Introductions and Hooks




	Novelty: How can you open differently than everyone else?

	Comedy: What can you say or show that makes people smile and lean in?

	Vulnerability: What honest truth can you share that builds trust fast?








Edutainment





edutainment (noun)
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The Six E’s of Edutainment




1. Empathy




	What are their pain points?

	What problems are they trying to solve?

	What language resonates with them?

	What are their goals?








2. Engage








3. Entertain







4. Educate








5. Empower







6. Ethics








Edutainment Framework: Guiding Questions




	Hook: What can you open with that immediately earns attention and makes your audience lean in?

	Empathy: What do they care about most right now, and how can you show that you understand it?

	Engage: How will you invite participation so they feel part of the experience, not talked at?

	Entertain: How can you make the moment memorable through story, humor, or emotion without losing the message?

	Educate: What is the one idea you want them to remember long after this moment ends?

	Empower: What is the simplest, clearest action you want them to take next?

	Ethics: How will you ensure your influence is rooted in honesty, trust, and genuine value?








Top Selling Mistakes










Top Ten Selling Mistakes




1. Show Up and Throw Up






2. The Box Checker






3. The Professional Friend






4. Robot Rick and Sound Bite Sally






5. No-Humility Hannah






6. X-Men (Excuse Makers)






7. All or Nothing






8. One and Done






9. Fearful Frank






10. No-Process Paula






	Show Up and Throw Up: Stop showing up without insightful questions and curiosity and without winning the connection first. Instead, he would prioritize learning his customers’ needs first.

	Robot Rick and Sound Bite Sally: Stop talking in sales speak. Instead, we worked on using improv skills as a way to be more present and adaptive.

	One and Done: Stop giving up. We identified specific accounts where he gave up after one or two interactions, and instead brainstormed creative ways to learn their needs and bring them value.








Thoughts Become Things: Disrupting Patterns
















Real-Life Selling Examples Using the OZ Method























Chapter Review: Get Out of Kansas with Curiosity and Creativity
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