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INTRODUCTION


ON A LAZY SATURDAY MORNING IN MARCH OF 2017, MY SIX-YEAR-old daughter and I were sitting in our family room. With her child-proof padded iPad perched on her lap, my daughter spoke, “Princess games,” into the App Store search bar using the voice-to-text function. Sitting across from her on our L-shaped couch, I was scrolling through family-friendly movie options on Netflix.

In one thirty-second interval, my daughter selected an app to download, and then looked up at the TV screen. Without hesitation, she helped me decide whether a movie option was worthy of her Saturday morning. She had not heard of any of the games she was scrolling through on her iPad before making her decision. She hadn’t yet mastered reading. We had not even heard of the majority of the movie options we were scrolling through on Netflix. How did she decide on a game with such confidence, without even being able to read the descriptions?

“That app has 4 stars, which is better than these 2 and 3 star ones. And that movie has a cute bunny, and almost 5 stars.”

Given that I had spent nearly four years building one of Chicago’s fastest growing technology companies, PowerReviews, I have oﬅen wondered whether I had created a review-dependent monster out of her. Reviews were in my blood... and perhaps hers, too.

Looking at the world right now, it’s clear that this isn’t limited to my family of course. It’s everyone...young and old, male and female. Today, children (aka “our future buyers”) are growing up surrounded by reviews and feedback on everything they interact with. Adults are becoming dependent on them as well. These present and future buyers have an expectation of transparency, where their decisions are influenced by user-submitted feedback listed right alongside the options they are deciding upon. In some cases, we have even become incapable of making a selection without the aid of these reviews.

We, as consumers, are quickly becoming reliant on picking restaurants, hotels, products, and experiences based on reviews and star ratings shared online more than ever before. We are even rating our services, like Uber drivers. And those Uber drivers are rating us back. Perhaps even more concerning for anyone in business is that consumers oﬅen trust those reviews more than they trust what the organizations providing those products and services say.

When my daughter chose the movie she wanted to watch, she wasn’t choosing based on movie posters or meticulously scripted and edited trailers. The rating was the only thing that mattered.

It’s easy to think that this is just an extreme example. Marketing has to play a part, doesn’t it? What about the importance of the salesperson?

I have spent nearly all of my career working in sales and everything I learned was about the importance of the relationship. There are countless books on how to close deals, build your network, be a trusted advisor, and nurture relationships. So I couldn’t help thinking, surely sales, which has always been highly dependent on personal relationships, could never be reduced to mere reviews? This question drove me to spend the next year exploring the shiﬅing evolution of how to sell eﬀectively in a world filled with on-demand reviews. It led me to uncover one startling truth that drove me to write this book.

To understand this truth, we should start with a quick review of some interesting research into how consumers research and buy the things they need online today. According to research:


	95% of consumers use reviews for their online purchases, with 86% considering them to be an important part of their purchase journey.1

	82% of consumers specifically seek out negative reviews when making a purchase.2

	Purchase likelihood peaks when the average star rating of a product is between 4.2 and 4.5 stars (on a 5 star scale).3



Let’s consider that again.

A product with a 4.2 star rating sells better than one with a perfect 5.0. Inherently this makes sense. Our brains are wired to resist being “sold-to” and so this is an understandable defense mechanism.

It also leads to the single truth at the heart of this book:



TRANSPARENCY SELLS BETTER THAN PERFECTION.


We have been taught to sell perfection, but perfection does not sell. To win in this digital era, where feedback is all around us and easy to come by, we need to adjust how we sell to optimize for the way buyers buy.

The Transparency Sale is about giving people all of the information the brain requires to feel confident about making a decision. It’s about framing our solutions as a 4.2-4.5, and no longer positioning as though we’re a perfect 5.0. It’s about understanding how feelings and emotions influence the decisions buyers make. It’s about how your potential prospects and buyers make the majority of their decisions subconsciously, understanding that the selling cycle isn’t just about getting your buyers to make one decision...to buy from you. The selling cycle requires a recognition that the buyer is making hundreds or even thousands of subconscious micro-decisions.

How would I make leading with unexpected honesty, sharing vulnerabilities, and optimizing every interaction based on how the brain engages and makes decisions work? I began to mess around with the concept of how to talk about our products’ shortcomings with buyers, and sharing the fact that some buyers found our competitors’ oﬀerings more appealing.

In my own experience, the use of unexpected honesty and transparency shortened sales cycles dramatically. In one instance, what was normally a six-month sales cycle closed in our favor in under a month. In another, the head of e-commerce for a major fashion brand kicked his team out of the office, grabbed a folder filled with spreadsheets containing his fiscal budget, and walked me through it line-by-line. Before these experiments, I had never encountered a buyer (a term I use loosely to describe anyone who is being influenced) who was willing to show me their actual budget, much less during the first meeting. Aﬅer employing this technique, one buyer actually sold ME on why the competitive oﬀering I had presented as a diﬀerentiator in the competitor’s favor wasn’t valuable at all, and why we were correct in our choice not to develop that same functionality.

Through this approach, I found that the relationship between our sellers (a term I use loosely to describe anyone who is influencing a potential buyer) and their buyers was situating on a rock-solid foundation of trust. Sellers spent less time on opportunities they should have disqualified as being worthy of their time investment from the beginning. Buyers became less likely to believe any false claims that a competitor made because trust and openness was established from the first conversation. And, when something went wrong once the buyer was a customer, addressing those issues became incredibly easy, as expectations were set properly pre-sale.

Prior to the digital age we’re all living in, salespeople had the power. Buyers needed sellers. Buyers had limited means to research your products, your services, and your pricing without actually communicating with you, the seller. There were a limited number of options for getting questions answered, so buyers oﬅen wanted to communicate with you. Believe it or not, there was a time when buyers consistently picked up their phone when you called. A mistruth or flaw about a product or service could not be shared consumer-to-consumer in an easy way. Up until the 1990s, the only way to complain about a product was to pick up the phone and call the company the purchase was made from... or even less eﬀective, write a letter.

Today, by the time you actually get to talk to a buyer (one study states that it now takes eighteen dials on average to connect with a prospect4), they have likely self-diagnosed their own pain, researched potential solutions, have formed opinions on the potential solutions available to them, and are armed with data to support their opinions...data which they didn’t get from you.

Today’s digital era has brought with it rapid advancements in technology, information accessibility, and our understanding of how the brain makes decisions. Ironically, this technology has also shiﬅed all of the power to the buyers. When you attempt to reach out to those buyers, they’re using technology like caller ID on their phones to avoid you, email to avoid speaking to you, and voice mail systems that now are able to transcribe your words to text so they don’t even have to hear your voice!

It’s time to regain the power back.

This starts with a better understanding of our buying brain: the way that we make decisions as consumers. Beyond reviews or striving for authenticity, building a better understanding of how decision making really works is key to getting better at selling anything to anyone. In this book, we will take the latest insights from decision science and merge them with a broader understanding of consumer influence. Ultimately, this blend will help you to make your own Transparency Sale when it really matters.

In particular, the book will cover the following topics:




SECTION 1: TRANSPARENCY REDEFINED


Considering our requirement as sales professionals to ease the path for buyers to make the countless decisions required throughout the sales process, these first four chapters are written to teach you the fundamentals of The Transparency Sale. We’ll explore the fundamental truths of how the brain makes decisions (Chapter 1), how every interaction with a potential buyer is either building or eroding trust (Chapter 2), the Results Formula which will be used to measure the impact of changes you make (Chapter 3), and finally basing your sales process on the recognition of where a buyer is in their journey (Chapter 4).




SECTION 2: WHY CHANGE?


In your eﬀorts to drive buyers to decide to change from what they’re doing today to something new, we will apply the concepts from Section 1 to prospecting with a special focus on digital communication (Chapter 5), positioning your products and services with unexpected honesty (Chapter 6), and the power of Mutual Decision Plans (Chapter 7).




SECTION 3: WHY YOU?


Once the buyer is shaken from their status quo and recognizes the need to change, the conversation usually shiﬅs to why they should make that change with you. In Chapter 8, we’ll build a presentation choreography that not only tells a great story, but also both compels the listener to action, and through the use of brain science, quickly brings a group together in their thinking. In Chapter 9, we’ll also briefly explore the use of references in your sales cycles, both in how to empower the references and how to shiﬅ the way in which you approach and build references for your products.




SECTION 4: WHY NOW?


Building trust does not need to end once your buyer has selected you and your company. Negotiation and contract finalization no longer need to be about starting at opposite ends of the table, and hoping to end up in the middle. In Chapter 10, I’ll teach you the concept of Transparent Negotiations, and in Chapter 11, we’ll explore ways to maintain momentum in your sales cycles through the contract Ts & Cs (Terms & Conditions) process.




SECTION 5: WHY STAY, BUY MORE & ADVOCATE?


Sales doesn’t stop when the contract is signed. There is no easier path to more sales than through current customers, relationships, and rock-solid trust. In Section 5, we will briefly discuss the vitally important moments following signature through your Post-Purchase Interaction (Chapter 12). And, in Chapter 13, we’ll apply the concepts of The Transparency Sale to the world of Client Success.

Finally, we’ll end with a “Bonus Chapter” (Chapter 14), which explores the application of these concepts to your next job search, to your recruiting eﬀorts, to managing a team, and a diﬀerent way to think about maximizing your investment at conferences in how you set up your booth.

As the former Chairman and CEO of GE, Jack Welch was quoted as saying, “Change before you have to.” The use of unexpected honesty and transparency is still rare. Transparency wins, and now there is science to back it up...science, which can be applied to every element of your sales arsenal. There is an advantage waiting for you inside the pages of this book.

Then, it is my hope you will leave a review wherever you picked up the book, and that the score will average out to a solid 4.5!



	1 PowerReviews (2014): The Proven Power of Reviews.

	2 PowerReviews (2014): The Proven Power of Reviews.

	3 From Reviews to Revenue, PowerReviews, 2015, spiegel.medill.northwestern.edu/_pdf/Online%20Reviews%20Whitepaper.pdf

	4 “Sales Development Technology: The Stack Emerges.” TOPO Blog, 22 May 2015, blog. topohq.com/sales-development-technology-the-stack-emerges/








SECTION 1: TRANSPARENCY REDEFINED








CHAPTER ONE THE BRAIN AND DECISION MAKING


HAVE YOU EVER BEEN CONSUMED BY AN IDEA? IN MY CASE, WHAT started as an interest in transparent selling became a sort of obsession. I had a theory regarding how selling as though we’re imperfect could have an incredible impact on our results, and I had some data about how transparency aﬀected marketing and e-commerce, but still had to prove the value of this potential new approach. In so doing, this idea of transparency and decisionmaking science in our day-to-day life consumed me. I looked for elements in everything I did, and clues of its impact when I observed other people.

Walking from the train station in downtown Chicago to my office a little more than a half-mile away, I wondered about a gentleman’s decision-making process, as he was walking in the other direction, looking fantastic in his sport coat, perfectly pressed pants, well-shined shoes, and big smile on his face as the rest of Chicago’s commuters were dressed like Sherpas. (The wind chill was -20 degrees Fahrenheit that morning.)

I looked for signs of decision science everywhere, including watching the news one morning, listening to individuals interviewed who had spent the night sleeping on a sidewalk outside of an Apple store. These individuals wanted to be first in line for the new iPhone, and described for the reporter why they braved the elements that night: “The new retina scan technology and the enhanced battery life were two reasons why I couldn’t wait to get my hands on this new phone!” I couldn’t help but think, is that really why you slept on the sidewalk? Wouldn’t those same features be available if you went into the store at 10 a.m. that morning? Or was it the feeling of being first? Could it have been the feeling and emotion involved with being a part of a pack braving the elements together for a memorable experience?

I wondered if my middle-aged friend driving up in his new Corvette really bought that specific make and model car because of the reasons he told me: “I really needed the acceleration capability for pulling onto the expressway, and the financing deal was perfectly aligned to my requirements.” Is that really why you bought a Corvette? A Volkswagen Golf has surprisingly quick acceleration, and is a fraction of the cost of what you paid for the Corvette. Wouldn’t many other lower-profile cars also fit the desired criteria regarding acceleration and investment?

Why do people make decisions the way they do? Why do people justify decisions to others one way, but are likely making those decisions using a diﬀerent set of criteria? The mission of the sales profession is meant to be to help people make good, confident decisions that have a positive impact on their buyers both personally and professionally. Are buyers always telling the truth when they point to a set of diﬀerentiating features to justify choosing a competitor? Did a prospective client choose a competitor because of a tangible feature, or was it more of an intangible feeling that their interaction with the brand’s salesperson generated?

I set out on a journey to find out. Through extensive research in brain science, neuromarketing, conversations with many sales leaders, and working with a neuroscientist to ensure my theories were correct, I identified three fundamental truths about how the brain functions and makes decision in a sales context. To understand how to leverage your buyers’ decision-making processes, let’s begin with a quick review of the anatomy of the brain as it relates to decision making.



THE THREE PRIMARY PARTS OF THE BRAIN

For the purposes of sales application, think about your brain as having three primary “parts:”


	1) The reptilian brain: Located at the core of your brain, this part governs instinct, focusing on survival and subconsciously regulating your responses to outside stimulus. For example, if you touch something hot, your reptilian brain will cause you to pull away instantly, before you even give it a thought. It also regulates how you breathe, how your body’s organs digest food, and how much blood your heart needs to pump through your body given the situation.

	2) The limbic / midbrain: This section of the brain is in charge of your feelings and emotions, sitting just on top of the reptilian core. It works with the reptilian brain and the brain stem, motivating us and driving our behaviors. It’s an appraisal system, determining whether things are good or bad and driving our decision making. Everyone’s appraisal system is diﬀerent in the sense that our life experiences shape our attitudes about what we value.

	3) The neocortex: The neocortex makes associations utilizing the information it receives from the reptilian brain and your limbic/midbrain with thought and logic. It is the largest area of the brain, and surrounds the midbrain, which sits on top of the reptilian brain. It sits in an area called the “Frontal Cortex,” which as you might guess, is located towards the front of the skull. The neocortex is the math, reasoning, and justification center. It doesn’t make the decisions, it justifies the decisions.



So, the reptilian brain governs our instinctual and drive to survive, including eating, sleeping, and reproduction; the limbic/midbrain governs feelings, emotions, memories, and our connection with others; the neocortex governs thought and logic.




THE THREE FUNDAMENTAL TRUTHS OF DECISION MAKING

To make a decision, all three parts of the brain must interact with one another. As these parts work together, there are three fundamental truths that result from the brain’s configuration:


	1) Our brains are designed to resist “influence.” Our brains put up barriers to block themselves from being unduly driven to make decisions and change.

	2) Our brains are wired to make decisions with emotion and feelings, then justify those decisions for themselves and to the outside world using logic. Logic is the backup for a decision, not the driver of the decision.

	3) Human beings make over 90% of decisions subconsciously. As individuals, we are in a constant state of decision making. The sales process isn’t about getting a buyer to make one decision to buy from you. Your buyer is making hundreds, or even thousands, of micro-decisions along the journey.



Let’s explore each of these three truths further:


1 - OUR BRAINS ARE DESIGNED TO RESIST “INFLUENCE.”

So much about the sales profession is about driving change. Your prospective buyers are living without your products or services today and are surviving. Your charter is to get them to do something diﬀerent tomorrow than they are doing today.

If you work in sales, that means you are making phone calls, writing emails and proposals, and having face-to-face discussions with the goal of convincing the buyer to not only change his or her behavior, but also take on additional work.

One aspect of the sales profession that is so difficult to overcome is in the brain’s inherent hardwiring, designed to resist said change and influence. The brain does not like change, and because of this, will oﬅen resist outside influences or suggestions to change course. The brain’s neocortex (governing thought and logic) takes more energy to function than any other portion of the brain. In making a change, as we sales professionals are calling on the neocortex to justify a purchase, it takes the brain more eﬀort to think about and do something new than it does to act instinctively or out of habit.1

In a University College London study, it was found that the amount of eﬀort an individual perceives in doing anything actually changes what our brains see.2 Anything challenging is perceived in our brains to be a less attractive option. If we haven’t painted a picture of an easy path to evaluate, purchase, implement, and use our products, that uncertainty may drive a buyer to perceive more complexity in your solution than may actually be required, and as a result, may see your solution diﬀerently than an option where the path is clearly laid out.

There are three strategies the brain executes to avoid influence and resist change.3 The first way the brain works to avoid influence is









2 - OUR BRAINS ARE WIRED TO MAKE DECISIONS WITH EMOTION AND FEELINGS, THEN JUSTIFY THOSE DECISIONS FOR THEMSELVES AND TO THE OUTSIDE WORLD USING LOGIC.





	Status is about relative importance of the purchase to others. Will this purchase impact the perception others have of the buyer or their organization in a positive manner?

	Certainty is related to how well the buyer feels he or she can predict the experience that they will have as a result of the purchase. Transparency touches this domain more strongly than any other. How confident is the buyer in their forecast of what the pros and cons of a decision will be?

	Autonomy related to the perception that the buyer has a sense of control. Does the buyer feel as though they are gaining or losing control in their environment through this purchase?

	Relatedness is associated with cause and eﬀect, or connectedness. Will this purchase have the intended consequences the buyer expects or desires?

	Fairness is a perception of the cost versus the expected value in return resulting from a purchase. Does the buyer believe that the anticipated results of a purchase equal or exceed the anticipated expense in terms of the price, time, and risk associated with making such a purchase?














3 - HUMAN BEINGS MAKE OVER 90% OF OUR DECISIONS SUBCONSCIOUSLY.












KEEPERS



	Our brains are designed to resist “influence:” Our brains put up barriers to block themselves from being unduly driven to make decisions and change.

	Our brains are wired to make decisions with emotion and feelings, then justify those decisions for themselves and to the outside world using logic: Logic is the backup for a decision, not the driver of the decision.

	Human beings make over 90% of decisions subconsciously: As individuals, we are in a constant state of decision making. You’re not just building towards one purchase decision, you’re influencing countless decisions with every buyer interaction.





	1 Langley, Sue. “The Neuroscience of Change: Why It's Difficult and What Makes It Easier.” Langley Group Blog, 2012, blog.langleygroup.com.au/neuroscience-of-change-whatmakes-change-easier/

	2 “Humans Are Hard Wired to Follow the Path of Least Resistance.” Neuroscience News, 21 Feb. 2017, neurosciencenews.com/path-of-least-resistance-6139/

	3 P. S. Speck and M. T. Elliott, “Predictors of Advertising Avoidance in Print and Broadcast Media,” Journal of Advertising 26, no. 3 (1997): 61-76.

	4 Rock, David. Understanding David Rock’s SCARF Model. 2014, conference.iste.org/uploads/ISTE2016/HANDOUTS/KEY_100525149/understandingtheSCARFmodel.pdf

	5 SCARF: A brain-based model for collaborating with and influencing others. First published in the NeuroLeadership Journal, Issue one, 2008.

	6 Antonio Damasio, Descartes’ Error (New York: Penguin Books, Reprint edition 2005).

	7 “90 Percent Of All Purchasing Decisions Are Made Subconsciously.” ISPO News Magazine, Jan. 2015, mag.ispo.com/2015/01/90-percent-of-all-purchasing-decisions-are-made-subconsciously/?lang=en

	8 “Public Health Information.” R.J. Reynolds Tobacco Company, www.rjrt.com/tobacco-use-health/public-health-information/

	9 http://fmri.ucsd.edu/Research/whatisfmri.html

	10 Martin Lindstrom, Buy-ology (New York: Doubleday, 2008), 7-16.
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