The 5 Things
Killing Your Forecast

& 9 THINGS THAT ARE CRITICAL TO FORECAST
ACCURACY (THAT YOU'RE NOT MEASURING TODAY)




! AGENDA

-';THE CRITERIA THAT YOU SHOULD USE IN A FORECAST...
THAT. c.AN ACCURATELY PREDICT, WHETHER A DEAL WILL CLOSE OR NOT.

le‘I-\CT III

THE ACTIONS THAT DON'T PREDICT THE LIKELIHOOD....
ovERALL THAT A DEAL WILL CLOSE.
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! AGENDA

T'HE THINGS YOU SHOULD PRESSURE A REP TO DO....
ASA RESULT OF INACCURATE FORECASTS, OR A LOW FORECAST OVERALL.
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AGENDA

ACT VII

THETOP 5 THINGS THAT PREVENT A DEAL FROM CLOSING.....
OR‘PREVENT A BUYER, FROM BUYING WITH YOU.

ACT VI ll |

THE TOP 5 THINGS THAT PROMOTE THE ODDS OF CLOSING...
'&LPROMOTE THE ODDS OF A BUYER, BUYING WITH YOU.

»‘ACT |x

THE 3 STEP PROCESS TO ACCURATELY DIAGNOSE WHY.....
FO'RECAST ACCURACY IS OFF— WHERE THEY NEED TO FOCUS, & WHAT THEY NEED TO IMPROVE.
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! AGENDA

FACTOR 1 KNOWLEDGE ABOUT THE PERSONA.....
HOW TO DlAGNOSE IF THAT'S THE PROBLEM- & HOW TO IMPROVEIT, IF T S.
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! AGENDA
ST X

/;-.jACTOR 2 AMOUNT THEY'VE RESEARCHED THE BUYER.....
HOW -TO'-D{AGNOSE u= THAT'S THE PROBLEM— & HOW TO IMPROVE IT, IF IT IS.

ACT XIV
‘“"‘ACTOR 3: AMOUNT OF INFO, THEY'VE ACQUIRED IN DISCOVERY.....
How 0 DtAGNOSE IF THAT'S THE PROBLEM- & HOW TO IMPROVE IT, IFITIS.

ACT XV
FACTOR 1 & 3: AMOUNT OF UNKNOWNS THEY FOUND.....
HOW TO_D[AGNOSE IF THAT'S THE PROBLEM~ & HOW TO IMPROVEIT, IFITIS.
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- COMMON THINGS:
. LEADERS BASE THEIR
- FORECAST ON....

- - THAT ARE PITFALLS, & LEAD YOU ASTRAY.
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10 COMMONLY USED CRITERIA, TO AVOID...
USING AT ALL COSTS (TO FORECAST IF A DEAL WILL, OR WON'T CLOSE).

SUBJECTIVE CRITERIA

DIGITAL CRITERIA

SELF-DIAGNOSIS CRITERIA
OBJECTIVE (BUT YES-NO) CRITERIA
REP-STORY CRITERIA

REP-FEELS CRITERIA
BUYER-KNOWLEDGE CRITERIA
BUYER-EXPLICIT CRITERIA
QUALIFICATION CRITERIA

ORGM CENTRIC CRITERIA
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-NO CRITERIA #1

' SUBJECTIVE CRITERIA
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #1: SUBJECTIVE CRITERIA

@ @

ASKIN G_.HE{'REP IF THE " ASKING THE REP, IFIT'S  ASKING THE REP, IF ASKING THE REP, IF THE

- 'REALLY IMPORTANT... THE BUYER HAS... BUYER HAS....
N To THE BUYER, TO A LOT OF INACCURATE PAINFULLY
SOLVE THE PROBLEM- FORECASTS. INACCURATE

NEE": : & RIGHT NOW. FORECASTS.
AM STHAVE" L
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #1: SUBJECTIVE CRITERIA

@ @

ASKING .HE{REP IF THE-‘V ' ASKING THE REP, IF ASKING THE REP, IF
JRCHA 'E PRICE... - . THEBUYER... THE BUYER....

'S JTHI_N A NORMAL‘ " REALLY RECOGNIZES, HAS REALLY BOUGHT
EOR RANGE OF .. THAT THE PROBLEM IN TO THE NEXT STEPS,
{EBUYER'S | - (OR SOLVINGIT) IS OR HAS A LOT OF BUY
AUTHORITY: LEVEL OR =." REALLY IMPORTANT. IN FROM THE TEAM, AT
:R¢HASING POWER ‘ ; THE ORG.
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NO CRITERIA #2

 DIGITAL CRITERIA
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #2: DIGITAL CRITERIA

@ 3)

,,,»Né’z‘f‘l;l’l.é':ﬁii.l.’;l'l:" ¢ ; " ASKING THE REP, IF ASKING THE REP, IF ASKING THE REP, IF T
- THE BUYER HAS... THE BUYER TRULY..... BUYER TRULY...

AT | - APROBLEM, THAT WE WANTS TO SOLVE THE WANTS TO SOLVE THE
ERSTANDING, OF .~ AS AN ORG, CAN PROBLEM. (Y/N) PROBLEM, WITH US
EBUYER'S FULL -~ - SOLVE.(Y/N) (THE ORG). (Y/N)
‘PPROVAL PRQCESS i .
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #2: DIGITAL CRITERIA

ASKIN T_HE:RF.P 1F THE-'_ ' ASKING THE REP, IF
PROBLEM.... - THEY UNDERSTAND...

E_,,,SURABLE " THEBUYER'S DECISION
EDTOA: MAKING PROCESS.

!~;(,!LN)

© 2025 Flip the Script
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D-NO CRITERIA #3

? . i~

.
. ’ “.® e
. e pe
‘
Pl ° \
e S { g N
- .
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #3: SELF-DIAGNOSIS CRITERIA

@ | o

ASKING THE REP THEIR-‘_ " ASKING THE REP, THEIR  ASKING THE REP, THEIR  ASKING THE REP, THE

_* OPINION ON... OPINION ON... OPINION ON...
FTHEB U_YER WANTS - WHAT THE POTENTIAL IFTHEY WERETOLOSE = WHAT IS THE BIGGEST
'p ON A JOURNEY, . OBSTACLES ARE, THAT  THE DEAL AT HAND THING, THAT WOULD
WITH THEM(us) TO. - COULD DELAY THE WHY THEY WOULD DETER THE DEAL FROM
SOLVE THE: PROBLEM - DEALINCLOSINGTHIS  LOSEIT.(& ADOPTING CLOSING. (& ADOPTING
&MPTING ITLAS -~ MONTH. (8 ADOPTING [T, AS THE TRUTH) IT. AS THE TRUTH)

" IT_AS THE TRUTH)
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10 FORECAST CRITERIA, YOU SHOULD AVOID...

CRITERIA #3: SELF-DIAGNOSIS CRITERIA

.iN ONON lF THEY

.ERSTANDlNG OF
FHE BUYER'S LEGAL

SROCESS. . - .
(& ADOPTINGIT, AS

ASKING THE REP THEIR-'_

© @ @

ASKING THE REP, THEIR
- OPINION ON IF THEY...

" HAVE A GOOD GRASP

ON THE BUYER'S

~ PROCUREMENT
" PROCESS. (&

ADOPTING IT, AS THE

. TRUTH)

ASKING THE REP, THEIR
OPINION ON IF THE...

BUYER HAS A
PROBLEM, THAT'S
WORTH SOLVING.
(8 ADOPTING IT, AS
THE TRUTH)

ASKING THE REP, TH
OPINION ON IF THEY...

KNOW FULLY THE
BUYER'S DECISION
MAKING PROCESS.
(& ADOPTING IT, AS
THE TRUTH)

© 2025 Flip the Script
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #3: SELF-DIAGNOSIS CRITERIA

e m " ASKING THE REP, THEIR

'fDEALIS GOING _ WHEN THE DEAL IS
OSEORNOT.. .. GOING TO CLOSE.
,A‘-AD" .PTING IT As - (& ADOPTINGIT, AS

{ETRUTH) - -, .. - THETRUTH)

flipthescript.co
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10 DEAL REVIEW CRITERIA, YOU SHOULD AVOID...

CRITERIA #3: SELF-DIAGNOSIS CRITERIA

F.THE _EAL IS GOING
Loss ORNOT.
{,A*AD'JPTING IT, As

ASKING THE REP, THEIR
] 'OPINION ON...

ASKING THE REP THEIR 8 ASKING THE REP, THEIR
ON. 7 OPINION ON...
WHEN THE DEAL IS
. GOING TO CLOSE.
(& ADOPTING IT, AS
" THE TRUTH)

WHAT THE MOST
CRITICAL NEXT STEP IN
THE DEAL IS. **DR**

(8 ADOPTING IT, AS
THE TRUTH)

ASKING THE REP, TH
OPINION ON WHAT'S...

HOLDING THEM BACK,
FROM BEING
SUCCESSFUL. **DR**
(& ADOPTING IT, AS
THE TRUTH)

© 2025 Flip the Script
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #4: OBJECTIVE (BUT YES-NO) CRITERIA

@ 3)

ASKING THE SEI.I.ER IF ‘_ " ASKING THE SELLER, IF ASKING THE SELLER, IF ASKING THE SELLER, IF

EREiARE DEFINED " THEBUYERHAS.. OUR SOLUTION.... THE BUYER HAS....
,TEF{S: THAT THE - SAID THAT THEY'RE DOES OR DOES NOT, SHARED WHATITIS,
" USING OREVALUATING SOLVE THE BUYER'S THAT THEY NEED, ON
Y. (YN N) - /A COMPETITOR, ON PROBLEM. (Y/N) ANY OF THE PREVIOUS
..o .. ANY OF THE PREVIOUS CALLS. (Y/N)

CALLS. (Y/N)
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #4: OBJECTIVE (BUT YES-NO) CRITERIA

SKINC _HESEI.I.ER ||=
'E’TtMELINE MAPS.... 3

-HE’BUYER s

.,1N,Ei.;QFf_‘WHEN
EY NEED TO SOLVE
'EPRQBI.EM Ay _Lu)
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NO CRITERIA #5

REP STORY CRITERIA




10 FORECAST CRITERIA, YOU SHOULD AVOID...

CRITERIA #5: REP-STORY CRITERIA

AN QPEN-NOTES BOX

TQ_PUT.THE STORY

HE;DEAL‘-’" (&/orR

R FORECASTS )

HE CRMFORTHE

" #\WHY THE BUYER, IS
BUYING?"” (&/OR WITH

AN OPEN NOTES BOX
TO PUTIT... TO USE FOR
FORECASTS.)

IHAT!S'GOING ON. |

WITH AN OPEN'-NOTES -
OPUTIT...TO USE

oo .0

- ASKING THE REP TO
RELAY THE STORY OF...

ASKING THE REP TO

RELAY THE STORY OF...

“WHY THE BUYER, IS
BUYING FROM US?”
(&/OR WITH AN OPEN

NOTES BOXTOPUTIIT..

TO USEIN
FORECASTS.)

ASKING THE REP TO
RELAY THE STORY OF...

“WHY THE BUYER, IS
BUYING NOW?" (&/OR
WITH AN OPEN NOTES
BOX TO PUT IT... TO USE
IN FORECASTS.)

© 2025 Flip the Script
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #5: REP-STORY CRITERIA

" THE BUYER DOESN T
HANGE?" (&[OR :
WITH. AN OPEN-NOTES -
OIPUT IT...TO USE ]
LS RECASTS) R
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NO CRITERIA #6

“REP FEELS CRITERIA




10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #6: REP-FEELS CRITERIA

olllo .0

DOES" ,HE REP FEEL LIKE ' DOES THE REP FEELLIKE DOES THE REP EEEL LIKE DOES THE REP FEEL L
B_ YER WANTSe -~ THE BUYER BELIEVES.... THE BUYER BELIEVES.... THE BUYER WANTS....

- THAT THE PROBLEM, IS THAT THE PROBLEM, IS TO GO ON A JOURNEY
WORTH SOLVING? WORTH SOLVING, TO SOLVEIT?
e RIGHT NOW?
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10 FORECAST CRITERIA, YOU SHOULD AVOID...

CRITERIA #6: REP-FEELS CRITERIA

@ 7)

DOES THE REP FEEL LIKE " 1S THE REP FEEL WHEN DOES THE REP

00 N.,A JOURNEY ~ THEBUYER WILLMOVE IS GOING TO CLOSE?
) ... FORWARD WITH THEM

PRQBI.EM WITHTHEM. ~AS A SOLUTION- &
- e GLOSE?

BUYER WANTS CONFIDENT THAT.... FEEL LIKE THE BUYER...

DOES THE REP FEEL L
THE BUYERIS....

CONFIDENT THAT
THEY'LL BE ABLETO
SOLVE THEIR
PROBLEM? & THEIR
FEAR WON'T STOP
THEM FROM BUYING?

© 2025 Flip the Script
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.
8

'e

.

‘BUYER SELF-DIAGNOSIS CRITERIA

~-NO CRITERIA #7

.
“,. e
.

A
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #7: BUYER SELF-DIAGNOSIS CRITERIA

DQES THE BUYER

MEASURE success¢
;1S HOW THEY
THINK THEY.SHOULD
MEASURE SUCCESS, -

WE HEI.P WITH"’

oW How THEY'LL &

ETARGETED METRIC, :
. CHANGE?

©

"~ WHAT METRIC DOES
‘THE BUYER THINK...

WILL BE AFFECTED, IF

THEY MAKE THIS

~ CHANGE? HOW MUCH
" DO THEY THINK IT WILL

BE AFFECTED, BY THE

3)

WHAT DOES THE
BUYER THINK THE...

OUTCOME WILL BE?
WHAT DOES THE
BUYER THINK THE
EXPECTED OUTCOME
WILL BE, IF THEY
CHAGNGE?

WHAT DOES THE BUY
THINK THE TIMEFRAME...

WILL BE, WHEN THE
CHANGE WILL HAPPEN
& WHEN THEY THINK
THE METRIC WILL
CHANGE OR OUTCOME
ACHIEVED?

© 2025 Flip the Script
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D-NO CRITERIA #8

.
e ’ .. »
. e pe
‘
Pl ° \
e S { g N
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #8: BUYER-EXPLICIT CRITERIA

@

DIB.THE BUYER SAY‘ : .‘ " DID THE BUYER SAY
A THEY HAVE A.; "~ THAT THEY WANT...

“TO MOVE FORWARD
.. ON THE JOURNEY TO
~SOLVEIT?

(3)

DID THE BUYER SAY
THAT THEY WANT....

TO GO ON THAT
JOURNEY TO SOLVEIT,
WITH YOU(US)?

DID THE BUYER AGRETE"'
TO THE IMPACT...

IS QUANTIFIABLE- AND
THATIT'S WORTH :
MOVING FORWARD, TO.
CHANGE? ¥

© 2025 Flip the Script
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #8: BUYER-EXPLICIT CRITERIA

@ 7)

" DID THE BUYER AGREE DID THE BUYER

' 'Exr STEPS‘-‘ {_ " TOMA.C... VERBALLY AGREE TO...
" (AKA. MUTUAL THIS TIMELINE?
.. ACTION PLAN) THAT
- YOU WALKED
" THROUGH WITH

THEM?

fliptheéjér'_iv_pt.gq
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #9: QUALIFICATION CRITERIA

NVOL _ED- &Ion
(ETHEY. MET THE

DOES THE SEI.I.ER HA\IE o
ECISION MAKER -

BEcisloN MAKER

Fe"

' DOES THE BUYER HAVE

'BUDGET ALLOCATED...

" FOR THE PROJECT? IF

SO, WHATIS THE

~ BUDGET, THAT THE
" BUYER HAS?

3)

DOES THE SELLER HAVE
THE TIMELINE OF....

WHEN THE BUYER WILL
MAKE A DECISION?
WHATISIT?ISIT
WITHIN THE NEXT 6
MONTHS?

DOES THE REP KNOW
WHAT THE BUYER....

NEEDS (OR WANTS) TO
BUY? OR WHAT THEY
NEED (ORWANT)TO =
CHANGE/SOLVE, WITH
THAT PRODUCT?

© 2025 Flip the Script
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #10: ORG-CENTRIC CRITERIA

DQES THE BUYER H_AVE

oL

' DOES THE BUYER RUN

- THEIR OWN EVENTS?

DO THEY RUN, MORE
THAN 15, PER YEAR?

3)

DOES THE BUYER RUN
WEBINARS?

DO THEY RUN MORE
THAN 30, PER YEAR,
ON AVERAGE,
TYPICALLY?

DOES THE BUYER HA
5+ LOCATIONS?

IF THEY DON'T, BUT
ARE GOING TO SOON-
IS THE BUYER GOING
TO EXPAND TO 5+
LOCATIONS, IN THE -
NEXT 6 MONTHS?

© 2025 Flip the Script
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10 FORECAST CRITERIA, YOU SHOULD AVOID...
CRITERIA #10: ORG-CENTRIC CRITERIA

BQES_THE_,BUYER HAVE -3
INTEGRATION? S

i N@ BUTTHEY SAY

Y GOING T TOGETIN -
NEXT 6 MONTHS’ x

© 2025 Flip the Script
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THE CRITERIA, THAT YOU
- SHOULD USE IN A FORECAST:

- THAT CAN ACCURATELY PREDICT,
"WHETHER A DEAL WILL CLOSE OR NOT.

@ © 2025 Flip the Script fliptheSCri_pf.Com




THE CRITERIA: THAT YOU SHOULD USEIN A FORECAST ...
THAT CAN ACCURATELY PREDICT, WHETHER A DEAL WILL CLOSE OR NOT.

'SBEING..." -

EXPERIENCED BY THE
,UYER ‘FROM THE - -

PNN, THE HIGHER.

: _;"EAMOUNT OF PAIN

PROBLEM. (THE MORE *

 THE AMOUNT.OF TIME,
" THAT THE BUYER....

“HAS BEEN
" EXPERIENCING THE

PAIN- THE LONGER

. TIME, THE HIGHER
LlKEL{HOOD OF CLOSE.) -

LIKELIHOOD OF
CLOSE.)

THE SIZE OF THE

IMPACT, FROM NOT....

SOLVING THE
PROBLEM. (THE

BIGGER THE IMPACT,

THE HIGHER
LIKELIHOOD OF
CLOSE.)

THE PROXIMITY OF THE
IMPACT FROM....

OCCURING, IF THE
PROBLEM ISN'T
SOLVED. (THE CLOSER
THE IMPACT, THE
HIGHER LIKELIHOOD OF
CLOSE.)

© 2025 Flip the Script
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THE CRITERIA: THAT YOU SHOULD USEIN A FORECAST ...
THAT CAN ACCURATELY PREDICT, WHETHER A DEAL WILL CLOSE OR NOT.

T 'E'NUMBEI‘\*OF e  THE NUMBER OF THE NUMBER OF THE PROXIMITY OF THE
HQ IZONTAL IMPACTS " VERTICAL IMPACTS: FAILED ATTEMPTS.... FUTURE EVENT....

""INKED TO THE " LINKED TO THE THE BUYER HAS MADE, THAT THE PROBLEM, IS
,ROBLEM &THE SIZE - PROBLEM, & THE SIZE TO SOLVE THE CONTINGENT ON- THE

OF THOSE IMPACTS- "' . OF THOSE IMPACTS- PROBLEMIN THE PAST-  CLOSER THE EVENT, THE
THE MORE & BIGGER -~ THE MORE & BIGGER, THE FEWER ATTEMPTS, HIGHER LIKELIHOOD OF
THE HIGHER % THE HIGHER HIGHER LIKELIHOOD OF  CLOSE.

I.IKEI.IHOOD QF CLOSE " . LIKELIHOOD OF CLOSE. CLOSE.

© 2025 Flip the Script flipi_:h_escr'ipt".édm




THE CRITERIA: THAT YOU SHOULD USEIN A FORECAST ...
THAT CAN ACCURATELY PREDICT, WHETHER A DEAL WILL CLOSE OR NOT.

: 'EPROXIMITY OFTHE THE SOURCE OF THE THE NUMBER OF THE SIZE OF THE :
Ul ‘ENT EVENT.... o "~ BUYER, OF WHERE.... UNKNOWNS.... UNKNOWNS....

HAT THE PROBLEM 1s. THEY “CAMEIN" AS A THAT THE SELLER THAT THE SELLER

© QNTINGENT ON* THE LEAD- IF INBOUND, FOUND IN DISCOVERY- FOUND IN DISCOVERY -
TIME THAT HAS . - . THE HIGHER THE THE MORE THEY FIND, THE BIGGER, THE _
PASSED THE HIGHER ‘ 'LIKE‘LIHOOD OF CLOSE. THE HIGHER HIGHER LIKELIHOOD OF
I.’lKEI.{HOOD OF CLOSE ~ LIKELIHOOD OF CLOSE. CLOSE.

© 2025 Flip the Script flipi_:h_escr'ipt".édm




THE CRITERIA: THAT YOU SHOULD USEIN A FORECAST ...
THAT CAN ACCURATELY PREDICT, WHETHER A DEAL WILL CLOSE OR NOT.

: "ENUMBER*OF e  THE NUMBER OF THE FREQUENCY THAT THE % OF OTH‘ERS_IN THE
af ACTS LfNKED.... -~ UNKNOWNS THAT.... THE SELLER FOUND.... MARKET WERE....

[ O-THE UNKNOWNS " THE SELLER FOUND IN THE UNKNOWNS, FOR  SUCCESSFUL, WHEN

,HE ‘SELI.ER FOUND IN - DISCOVERY, PER THE BUYER- THE MORE THEY TRIED TO SOLVE

DISCOVERY- THE - ' BUYER- THE MORE, THE FREQUENCY/ THE PROBLEM- THE

MORE; THE HIGHER .~ THE HIGHER EVENLY SPREAD, THE HIGHER, THE HIGHER

I.’lKEI.lHOOD OF CLOSE. “. LIKELIHOOD OF CLOSE. HIGHER LIKELIHOOD OF LIKELIHOOD OF CLOSE.
R, ' CLOSE.
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THE CRITERIA: THAT YOU SHOULD USEIN A FORECAST ...
THAT CAN ACCURATELY PREDICT, WHETHER A DEAL WILL CLOSE OR NOT.

; .E%OF THE MARKET  THE AMOUNT.OF THE AMOUNT OF THE BUYER USING A
Hj 'T ALSQ HAS ...‘ .~ " BUDGET, THAT'S BEEN.. COMPETITORS BEING... COMPETITOR.

"HE.-PROBLEM THAT " ALLOTTED TO THIS, AS EVALUATED IN IF THE BUYER IS USING
HE BUYER HAS-THE '~ APROJECT- THE TANDEM WITH THE ONE, THE HIGHER THE
LOWER, THEHIGHER ' . MORE, THE HIGHER SELLER- THE FEWER, LIKELIHOOD OF CLOSE.
‘I’KELIHOOD 0|= CLOSE . “LIKELIHOOD OF CLOSE.  THE HIGHER

T o LIKELIHOOD OF CLOSE.
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THE CRITERIA: THAT YOU SHOULD USEIN A FORECAST ....
THAT CAN ACCURATELY PREDICT, WHETHER A DEAL WILL CLOSE OR NOT.

IGHER THE -

EOPLEINVOLVED..

,,Y; THEFE‘WER THE 2]

kEuHoonor CLOSE.. =
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 THE ACTIONS THAT DON'T

 PREDICT THE LIKELIHOOD.....

~ OVERALL THAT A DEAL WILL CLOSE.

© 2025 Flip the Script
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THE THINGS THAT: DON'T PREDICT CLOSE-LIKELIHOOD
WHAT DOESN'T PREDICT A CLOSE #1

BUYERAGREEING TO A MUTUAL ACTION PLAN.

-DOESN'T PREDICT THE LIKELIHOOD OF CLOSE, ,
‘DOESN’T GROW THE LIKELIHOOD OF CLOSE, & »
BQESN'T GROW THE LIKELIHOOD THAT THEY'LL CLOSE WITH YOU.
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THE THINGS THAT: DON'T PREDICT CLOSE-LIKELIHOOD
WHAT DOESN'T PREDICT A CLOSE #2

ETT|NGVERBAL COMMITMENTS FROM A BUYER.

-DOESN'T PREDICT THE LIKELIHOOD OF CLOSE, ,
‘DOESN’T GROW THE LIKELIHOOD OF CLOSE, & »
BQESN'T GROW THE LIKELIHOOD THAT THEY'LL CLOSE WITH YOU.
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THE THINGS THAT: DON'T PREDICT CLOSE-LIKELIHOOD
WHAT DOESN'T PREDICT A CLOSE #3

GETTING COMPLIMENTS FROM A BUYER.

DOESN'T PREDICT THE LIKELIHOOD OF CLOSE, e

‘DOESN’T GROW THE LIKELIHOOD OF CLOSE, & »
ABQESN'T GROW THE LIKELIHOOD THAT THEY'LL CLOSE WITH YOU. _,
-
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THE THINGS THAT: DON'T PREDICT CLOSE-LIKELIHOOD
WHAT DOESN'T PREDICT A CLOSE #4

ABUYER AGREEING TO A NEXT STEP.

DOESN'T PREDICT THE LIKELIHOOD OF CLOSE, e

‘DOESN’T GROW THE LIKELIHOOD OF CLOSE, & »
ABQESN'T GROW THE LIKELIHOOD THAT THEY'LL CLOSE WITH YOU. _,
-
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THE THINGS THAT: DON'T PREDICT CLOSE-LIKELIHOOD
WHAT DOESN'T PREDICT A CLOSE #5

i{sINADI.NG THE PROBLEM A BUYER WANTS TO SOLVE.

; (OR THE PROBLEM THEY BELIEVE THEY WANT TO SOLVE.)

© 2025 Flip the Script ﬂipthescript.com”




WHY JUST FINDING THE BUYER'S SELF-DIAGNOSIS .....
DOESN'T PREDICT: OR INCREASE THE LIKELIHOOD THEY’LL BUY. (& WITH YOU)

'EBUYER STATING
"'HAT THEY KNOW

pRet) -.,'. IT MEAN__) "'.

THAT THE PROBLEMIS
BIG: ENOUGH TOSOLVE.

FGRRGY PG

THE BUYER STATING

" WHAT THEY KNOW...

" DOESN'T GROW—->

THE SIZE OF THE
PROBLEM, & THE

- LIKELIHOOD THEY’LL
- SOLVEIT WITH YOU.

THE BUYER STATING
WHAT THEY KNOW...

DOESN'T LOWER—>
THEIR FEAR OF BEING
UNSUCCESSFUL, &
MITIGATE AGAINST
INDECISION.

THE BUYER STATING
WHAT THEY KNOW...

DOESN'T OVERCOME— .
THE STATUS-QUO, & -
MOBILIZE THEM AWAY

FROM BEING STATIC, .
TO SOLVEIT. »

© 2025 Flip the Script
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WHY JUST FINDING THE BUYER'S SELF-DIAGNOSIS .....
DOESN'T PREDICT: OR INCREASE THE LIKELIHOOD THEY’LL BUY. (& WITH YOU)

6)

HE BUYER STATING - THE BUYER STATING
"HAT THEY KNOW " WHAT THEY KNOW..

e} ~SN’TINCREASE—> " DOESN'T INCREASE—>
HE SELLER'S - """ “ " THE SELLER’S
;REDIBII’.ITY, OR THE "’ . CREDIBILITY, OR THE
UYER’S DESIRE TO .~ AMOUNT THAT THE
HAVE THE SELLER -~ .~ . BUYER TRUSTS THE

- ARQUND BECAUSE 0|= " SELLER.

& HEIR CREDIBILITY ,
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- 3 THINGS & ACTIONS, THAT
DO PREDICT THE LIKELIHOOD....

OVERALL THAT A DEAL WILL CLOSE.
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THE QUESTIONS TO ASK: TO EVALUATE.....
(#1) THE SIZE OF THE PROBLEM .

OO @

HE PROBI.EM SQLVE  HOW BIG IS THE HOW MANY IMPACTS WHAT'S THE

"~ PROBLEM? ARE LINKED.... PROXIMITY OF WHEN..
TO THE PROBLEM? THE IMPACTS LINKED
TO THE PROBLEM, WILL
ACTUALLY OCCUR?

SN 503 ,.":. ALY ‘_,‘..' : IR W .
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" THE AMOUNT THE SELLER

GREW THE PROBLEM
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THE QUESTIONS TO ASK: TO EVALUATE.....
(#2) THE AMOUNT THAT THE SELLER, GREW THE PROBLEM .

Jo0 @

: 'WHAT % DID THE - - HOW MANY NEW WHAT'’S THE SIZE OF HOW MANY NEW
ER,GROW ; -~ CURRENT IMPACTS... THE NEW..... FUTURE IMPACTS...

"HE;PROBLEM FROM; " DID THE SELLERFIND, &  CURRENT IMPACTS, DID THE SELLER FIND &
,HESIZETHE BUYER -~ ADDTO THE PROBLEM?  THAT THE SELLER ADD TO THE PROBLEM"’
THOUGHT THATIT - "o FOUND- & ADDED TO
QRIGINALLY WAS’ oo 7 N THE SIZE OF THE

b2 i ne, T PROBLEM?
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THE QUESTIONS TO ASK: TO EVALUATE.....
(#2) THE AMOUNT THAT THE SELLER, GREW THE PROBLEM .

© B 0

WHAT'S THE SIZE OF - - HOW MANY NEW WHAT'’S THE SIZE OF HOW MANY NEW

" CURRENT EVENTS..... THE IMPACT(S).... FUTURE EVENTS.....
"U,IURE IMPACTS " DID THE SELLER FIND, THAT ARE LINKED TO DID THE SELLERFIND,
'HAT THE'SELLER - -~~~ ' FOR THE BUYER? THE CURRENT FOR THE BUYER?

FOUND-&ADDEDTO Al EVENT(S), THAT THE
THESIZE OFTHE e 7 SELLER FOUND?

© 2025 Flip the Script



THE QUESTIONS TO ASK: TO EVALUATE.....
(#2) THE AMOUNT THAT THE SELLER, GREW THE PROBLEM .

,AT'S THE SIZE OF .  WHAT’S THE
4E I “ PROXIMITY....

HA' ARELINKEDTO " OF THE IMPACTS
. -:FUTUREEVENT(S)," " HAPPENING, THAT ARE
HATTHESELLER "’ LINKED TO THE
' ' ; ...  “UNKNOWNS THAT THE
.= ." SELLERFOUND IN
DISCOVERY?

R _*,""_"..; ELRI .
AR R Wei et ] et
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PREDICTOR 3

"HE AMOUNT OF UNKNOWNS

“THAT THE SELLER FOUND

... .
'

‘
N

P




THE QUESTIONS TO ASK: TO EVALUATE.....
(#3) THE AMOUNT OF UNKNOWNS, THAT THE SELLER FOUND .

DID. THE SELLER FIND

) NTHE CALL? & HOW -
MANY DID THEY.FIND
QN AVERAGE PER i

. - WHAT WAS THE SIZE
" OF THE UNKNOWNS...

“ THAT THE SELLER
" FOUND, ON THE CALL?

WHAT WAS THE SIZE

~~OF THEM, ON
B \"/3:7.Yc 35

WHAT'S THE SIZE OF
THE IMPACTS THAT...

ARE LINKED TO THE
UNKNOWNS, THAT THE
BUYER FOUND? WHAT
WAS THE SIZE OF THE
IMPACTS, ON
AVERAGE?

HOW MANY g
UNKNOWNS, DID THE .

SELLER FIND, PER CAL!:KZ
PER BUYER, e
THROUGHOUT THE
CYCLE? HOW MANY
PER CALL, PER BUYER,
ON AVERAGE?

© 2025 Flip the Script
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THE QUESTIONS TO ASK: TO EVALUATE.....
(#3) THE AMOUNT OF UNKNOWNS, THAT THE SELLER FOUND .

: WHAT WAs THE ;
EN’QE;GE;;..?;;'.-n :

UNKNOWNS THAT -

UNKNOWNS THAT THE B
ELLER FOUND? HOW
MUCH TIVIE BETWEEN

- WHAT % OF THE
" UNKNOWNS THAT....

THE SELLER FOUND-

 DID THEY SEND OVER A

RESOURCE FOR

.~ AFTERWARDS?
THEYFQUND FOR THE L

HOW MANY
UNKNOWN STATS....

DID THE SELLER FIND,
PER BUYER, PER CALL?
HOW MANY PER
BUYER, PER CALL, ON
AVERAGE?

HOW MANY UNKNOVV_N
BOILING POINTS....
DID THE SELLER FIND-
PER BUYER, PER CALL?
HOW MANY PER BUYER
PER CALL, ON AVERAGE?

© 2025 Flip the Script
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' THE THINGS YOU SHOULDN'T
. PRESSURE A REP TO DO......

- DURING FORECASTING, OR

- AS A RESULT OF INACCURATE FORECASTS.

@ © 2025 Flip the Script




WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE

@ © 2025 Flip the Script fl pthescrlpt om



WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE
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WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE
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WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE

. © 2025 Flip the Script flipthéscﬁ_ptjxo ‘



WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE

EEPINMINDTHAT

& WHAT IT DOES INCREASE

gj‘l’S THE PERCEPTION THAT WHEN THEY GET IT WRONG
: THAT THEY DIDN'T SEE IT COMING.

_’_; ( WHICH MAKES IT WORSE ON THE REP & LEADER, NOT BETTER)

© 2025 Flip the Script ﬂipthescript‘co



WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE #1

~ 'MEASURE THE BUYER’S
... .. ™LEVEL OF INDECISION".

© 2025 Flip the Script
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WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE #2

FOR A DEALNOT CLOSING
THEY ACCURATELY FORECASTED, THAT IT WOULDN'T.

. © 2025 Flip the Script flipthéé‘cf!_pt;cq ‘



WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE #3

_SHOULDNTPUN ISH A REP.......

‘f"’FQR LOW NUMBERS IN FORECASTING
BUT! PUNISH THEM FOR FORECAST INACCURACY.

i(COMING IN OVER OR UNDER, THE AMOUNT THAT THEY FORECASTED.)

© 2025 Flip the Script ﬂipthescript‘co



WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE #4

© 2025 Flip the Script flipthés'cr_lpt;co



WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE #5

- CLOSE THE DEAL
OR THE BUYER TO CLOSE.

© 2025 Flip the Script




WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE #6

. © 2025 Flip the Script flipthéé‘éfi_pt;cq ‘



WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE #7

OMMIT A DEAL TO FORECAST
- THAT THEY DON'T THINK WILL CLOSE.

@ © 2025 Flip the Script fl pthescrlpt om



WHEN THERE'S INACCURATE ,OR LOW FORECASTS
WHAT NOT TO PRESSURE #8

@ © 2025 Flip the Script
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" THE THINGS YOU SHOULD
- PRESSURE A REP TO DO......

- AS ARESULT OF INACCURATE FORECASTS, OR
. ALOW FORECAST OVERALL.

© 2025 Flip the Script
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WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #1

@ © 2025 Flip the Script fllpthescrlpt om



WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #2

EN TO THE QUALIFYING CALL
- MORE OFTEN & MORE THOROUGHLY.

@ © 2025 Flip the Script flipthéscri_pf com



WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #3

SHOULD PRESSURE THE REP TO.......

R MORE STATS & BENCHMARKS
32 _.T_OTHE BUYER, ON THEIR CALLS

© 2025 Flip the Script fllpthescrlpt com



WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #4

@ © 2025 Flip the Script fl pthescrlpt om



WHEN PRESSURING REPS: TOFIND MISDIAGNOSES ..
WHAT INCREASES THE FORECAST ACCURACY & LIKELIHOOD OF CLOSE

@ O

g ‘FINI:) BIGGER IN SIZE, FIND ONES WITH A FIND MISDIAGNOSES,
- THANBEFOREHAND.  BIGGER IMPACT. WITH CLOSER IMPACT.
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WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #5

. © 2025 Flip the Script fllpthescrlpt co



WHEN PRESSURING REPS: TOFIND MISSED DIAGNOSES ...
WHAT INCREASES THE FORECAST ACCURACY & LIKELIHOOD OF CLOSE .

3)

AS " FIND BIGGER, INTERMS  FIND ONES, WITH A
. OFSIZE. BIGGER IMPACT.

@ © 2025 Flip the Script




WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #6

SROW THE SIZE OF THE PROBLEM
THAT THE BUYER HAS, OR KNOWS ABOUT.

. © 2025 Flip the Script fllpthescrlpt co



WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #7

© 2025 Flip the Script fllpthescrlpt.co



WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #8

OLLOW-UP WITH THE BUYER
~ WITHIN 24 HOURS.

@ © 2025 Flip the Script
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WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #9

. © 2025 Flip the Script fllpthescrlpt co



WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #10

© 2025 Flip the Script flipthéscri_pf com



WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #11
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WHEN THERE’'S INACCURATE , OR LOW FORECASTS
WHAT YOU SHOULD PRESSURE #12

© 2025 Flip the Script fllpthescrlpt ¢ om



. ADEAL FROM CLOSING.....

 TOP 5 THINGS THAT PREVENT

T OR PREVENT A BUYER, FROM BUYING WITH YOU.

© 2025 Flip the Script
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WHAT PREVENTS A BUYER, FROM BUYING (& WITH YOU)
WHAT PREVENTS BUYERS #1

?WHEN THE PROBLEM ISN'T BIG ENOUGH
. TO WARRANT THE BUYER, SOLVING IT.

© 2025 Flip the Script ﬂipthescript.co




WHAT PREVENTS A BUYER, FROM BUYING (& WITH YOU)
WHAT PREVENTS BUYERS #2

"HE'N THE REP HASN’'T ADDED ENOUGH VALUE
TO MAKE THE BUYER WANT TO SOLVE THE PROBLEM, WITH THEM.

© 2025 Flip the Script fllpthescrlpt.com



WHAT PREVENTS A BUYER, FROM BUYING (& WITH YOU)
WHAT PREVENTS BUYERS #3

W;HEN THE REP HASN'T [ THE FEAR OF FAILURE
ENOUGH FOR THE BUYER, TO MAKE THEM BELIEVE THEY'LL BE
SUCCESSFUL— IF THEY DO BUY & TRY TO SOLVE THE PROBLEM.

© 2025 Flip the Script fllpthescrlpt.com



WHAT PREVENTS A BUYER, FROM BUYING (& WITH YOU)
WHAT PREVENTS BUYERS #4

;;.j}HEN THE REP HASN'T BUILT ENOUGH TRUST
GR THE BUYER TO BELIEVE THAT WHEN THEY’'RE RECOMMENDING
SOMETHING IT’S THE RIGHT THING, TO SOLVE THE PROBLEM.

© 2025 Flip the Script flipthescript,com“




WHAT PREVENTS A BUYER, FROM BUYING (& WITH YOU)
WHAT PREVENTS BUYERS #5

' *'H‘EjN.THE REP HASN'T BUILT ENOUGH CREDIBILITY

““"‘QFOR THE BUYER TO BELIEVE THAT HAVING THE SELLER AROUND
INCREASES THEIR ODDS OF SOLVING THE PROBLEM.

© 2025 Flip the Script fIiptheSCfi,pt.Qd




" THE TOP 5 THINGS THAT
" 'PROMOTE A DEAL CLOSING...

' & FOSTER A BUYER, TO BUY WITH YOU.

@ © 2025 Flip the Script fliptheSCfi_pt".c_Qm



WHAT FOSTERS A BUYER, TO BUY (& WITH YOU)
WHAT ENCOURAGES BUYERS #1

'5{"1;.W'HEN THE PROBLEM IS BIG ENOUGH
- .. TOWARRANT THE BUYER, SOLVING IT. *
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WHAT FOSTERS A BUYER, TO BUY (& WITH YOU)
WHAT ENCOURAGES BUYERS #2

?";'i:jHEN THE REP HAS ADDED ENOUGH VALUE
TO MAKE : THE BUYER, WANT TO SOLVE THE PROBLEM, WITH THEM. .

B

o, SR T
Fospar i W :
saa R PR
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WHAT FOSTERS A BUYER, TO BUY (& WITH YOU)
WHAT ENCOURAGES BUYERS #3

WVHEN THE REP HAS . THE FEAR OF FAILURE

'i/"i‘."'"E‘NOUGH FOR THE BUYER, TO MAKE THEM BELIEVE THEY'LL BE y
.-.SUCCESSFUL— IF THEY DO BUY & TRY TO SOLVE THE PROBLEM. e

B

o, SR T
Fospar i W :
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WHAT FOSTERS A BUYER, TO BUY (& WITH YOU)
WHAT ENCOURAGES BUYERS #4

. j~!""fj'-‘g|-|EN THE REP HAS BUILT ENOUGH TRUST
'?i-FOR THE BUYER TO BELIEVE VE THAT WHEN THEY’'RE RECOMMENDING
“"‘"SOMETHING IT’S THE RIGHT THING, TO SOLVE THE PROBLEM:* "«

BN
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WHAT FOSTERS A BUYER, TO BUY (& WITH YOU)
WHAT ENCOURAGES BUYERS #5

'.::-‘-H:‘E-N THE REP HAS BUILT ENOUGH CREDIBILITY
FOR THE BUYER TO BELIEVE THAT HAVING THE SELLER AROUND,
.+ INCREASES THEIR ODDS OF SOLVING THE PROBLEM. *

. .I‘~' Y R
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.

THE 3 PARTS TO QUICKLY
- DIAGNOSE THE REASON....

" WHY THERE'’S FORECAST INACCURACY, WHERE TO
FOCUSIFITIS, & WHAT THEY NEED TO IMPROVE.

© 2025 Flip the Script fliptheéﬁipt’.ﬁ;o Y




%0

EP GIVING YOU THE DATA NECESSARY-

1N ORDER FOR YOU TO DIAGNOSE??

. o . A
’ ... .
. . .
.
. .
Py
- .
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THE QUESTIONS TO ASK: TO EVALUATE.....
(#£1) IS THE REP GIVING THE INFO NECESSARY, FOR YOU TO DIAGNOSE  ??

BES N:FII.LED our?.

F NOT CQM PLETED
'HEN WHAT % OF IT

HAS‘BEEN COMPLETED"" -

S’ THEDEAL REVIEW
" ACQUIRE COLUMN 1A?

DID THE SELLER

“IF NOT IN ENTIRETY,
- WHAT % OF THE

BUYER'S SELF-

¥ 3 DIAGNOSIS, WAS THE
- SELLER ABLETO

ACQUIRE?

DID THE SELLER
ACQUIRE COLUMN 1B?

IF NOT IN ENTIRETY,
WHAT % OF THE WHY
BEHIND THE BUYER’S
SELF-DIAGNOSIS, WAS
THE SELLER ABLE TO
ACQUIRE?

DID THE SELLER
DEVELOP COLUMN 27

&IF NOT IN ENTIRETY,
WHAT % OF THEIR
OWN DIAGNOSIS, WAS
THE SELLER ABLE TO
DEVELOP?

© 2025 Flip the Script
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THE QUESTIONS TO ASK: TO EVALUATE.....
(#1) IS THE REP GIVING THE INFO NECESSARY, FOR YOU TO DIAGNOSE ~ ??

1D _THE sELLERf FIND _: -
NY UNKNOWNS? - -

(F SO, WHATWAS

HE AMOUNT OF

IELDS PUTINTO -

OLUMN 3, THATTHE .~
F.LI.ERWAS ABLETO; R

R R L B g T
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THE QUESTIONS TO ASK: TO EVALUATE.....
(#2) IS THE BUYER’S PROBLEM WORTH SOLVING ??

| WAS THE. KNOWN - WAS THEKNOWN IS THE NEW LEVEL OF
' 'BI.EM s ;,,;- i . PROBLEM... IMPACT AFTER....

AS‘THE BUYER KNEW IT ~“ASTHEBUYERKNEW IT  THE SELLER HAS BEEN
‘'O BE= BIG ENOUGH TO ' TO BE—BIG ENOUGH INVOLVED- BIG
WARRANT THEM - - . TOWARRANT THEM ENOUGH, TO
BUYING & ATTEMPTING -~ BUYING & WARRANT THE BUYER
TO: SOLVE IT BEFORE “. ATTEMPTING TO SOLVE = MAKING A MOVE TO
THE SEI.I.ER WAS .« .IT BEFORE THE SELLER SOLVE FORIT?

VOL ; RS WAS INVOLVED?

© 2025 Flip the Script ﬂiPthescriPt- b. { !



E BUYER'S FEAR OF FAILURE LOW ENOUGH-

FROM THEM TO START SOLVING IT??

© 2025 Flip the Script




THE QUESTIONS TO ASK: TO EVALUATE.....
(#3) 1S THE BUYER’S FEAR OF FAILURE LOW ENOUGH, TO START SOLVINGIT  ?

WHAT'S THE "SIZE” OF- - DID THE SELLER GROW HOW MUCH DID THE WAS THE PROBLEM BIG'

H ITEMS lISTED -~ THE SIZE OF THE... SELLER “GROW".... ENOUGH TO... o
N":COI.UMN 3 (AKA " PROBLEM, FROM THE THE SIZE OF THE WARRANT THE BUYER
,HE,DIFFERENCES  SIZE THE BUYER PROBLEM? SOLVING IT, BEFORE
BETWEEN THE BUYER'S ' - . BELIEVED THE THE SELLER WAS
AND THE SELLER S ".-. -~ PROBLEM TO BE, INVOLVED?

“. BEFORE MEETING THE
SELLER?
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THE QUESTIONS TO ASK: TO EVALUATE.....
(#3) 1S THE BUYER’S FEAR OF FAILURE LOW ENOUGH, TO START SOLVINGIT  ?

WARRANT THE BUYER

SELLER WAS:-_
INVOLVED'-’ .

NAS THE. PROBLEM BIG '
NOUGHTO.: "> - - = UNKNOWNS....

,OI.VING IT, AFTER THE >

HOW MANY

“ DID THE SELLER FIND

FOR THE BUYER?

WHAT WAS THE SIZE

OF THE UNKNOWNS....

THAT THE SELLER
FOUND?

WHATWASTHE
FREQUENCY THAT”"??“‘-': ;

THE SELLER FOUND THE
UNKNOWNS, IN TERMS
OF TIMING IN BETWEEN
FINDING THEM?
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THE QUESTIONS TO ASK: TO EVALUATE.....
(#3) 1S THE BUYER’S FEAR OF FAILURE LOW ENOUGH, TO START SOLVINGIT  ?

, THE SELLER’ FIND - ' HOW MANY PIECES OF
.UNK} * .~ VALUE ORINFO....

'.‘,. ~ A ST LR TRy

" DID THE SELLER GIVE
© THE BUYER, ACROSS
"+ . THE SALES CYCLE?

A TR N Y ‘:ZJ;" PRIl R )
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WHAT PREVENTS DEALS
FROM CLOSING...

& HOW TO PREVENT THEM FROM NOT CLOSING.
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HY BUYERS DON'T BUY
'TO BEGIN WITH
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~ NOT HIGH ENOUGH...

© 2025 Flip the Script



© 2025 Flip the Script




%] .
.
e, sa® %
0> P
B » .
oy
. .
0
& v

© 2025 Flip the Script



WHAT YOU NEED TO DO, TO PREVENT.....

INDECISIVEBUYERS: FROM DE-MOBILIZING FROM BUYING.

.+ ONEACHCALL, WITH
w7 THEBUYER...

FOR EACH PERSON, ON
THE DISCO CALLS....

& SEND ENOUGH
RESOURCES.....

TO THE BUYER- THAT
ARE ABOUT THE
UNKNOWNS THATYOU
FOUND, ON THE CALL,
WITH THE BUYER...

© 2025 Flip the Script
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WHAT YOU NEED TO DO, TO PREVENT.....
INDECISIVE BUYERS: FROM DE-MOBILIZING FROM BUYING.

L(J’RE ‘EN.O'UG‘-H-.—? X
QUNTERACT THEIR
m,zcxsmn uoue =13
KEEP THEM : o
OBILIZED, INTHEIR
"SUIT TOSOLVE IT

fliptheéjér'_iv_pt.gq
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WHAT YOU NEED TO DO, TO MOBILIZE.....

STATUS-QUO BUYERS: & PUSHTHEM OVER THE STATUS-QUO HUMP .

NDTHE, -~ INORDER, TO FIND THE
"KNOWNS”. " - “UNKNOWNS".

THAT ARE A BIG

ENOUGH PROBLEM.....

WHEN COMBINED
WITH WHAT THE
BUYER ALREADY
KNEW....

THAT ARE ENOUéH IN
VOLUME.....

WHEN COMBINED
WITH THE NUMBER OF
PROBLEMS THATTHE
BUYER ALREADY KNEW
ABOUT.... ’

© 2025 Flip the Script
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WHAT YOU NEED TO DO, TO MOBILIZE.....
STATUS-QUO BUYERS: & PUSH THEM OVER THE STATUS-QUO HUMP .

BIGENOUGH  To-TOTAL"A
A A ~&PROBLEM.....

WHEN C TOMBINED - THAT'S BIG ENOUGH-
HTHE IMPACTS ... TO OVERCOME THE
AT THE BUYER , © STATUS QUO- MAKE
READY‘KNEW " THE PROBLEM WORTH
" SOLVING- & MOBILIZE
. THE BUYER TO SOLVE.

© 2025 Flip the Script
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THE TACTICS THAT REPS USE.....
THAT PARALYZE BUYERS, FROM BUYING.

N

_ - &THE INSIDIOUS

el | COI SELLING.
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HEKEY IN BOTH SCENARIOS

. IS FINDING UNKNOWNS
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THEKEY.....
IN BOTH CASE SCENARIOS: IS FINDING UNKNOWNS .

NiSDIAGNOSES, = -~ & MISSEDDIAGNOSIS  THE BIGGER THE SIZE, THE MORE OF THEM
UYER BELIEVES. = - THE BUYER MISSED. THEY FIND THE BETTER.  THEY FIND, THE BETTER.
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THEKEY.....
IN BOTH CASE SCENARIOS: IS FINDING UNKNOWNS

- THEBIGGER THE
- IMPACT, THE BETTER.
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THE 4 FACTORS THAT:
DICTATE CLOSE-LIKELIHOOD.

& THE 4 FACTORS YOU NEED TO FOCUS ON,
TO MAKE YOUR REPS BETTER.

. © 2025 Flip the Script flipthescript.co
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i THE- REP’S SKILL LEVEL TO DIAGNOSE-
AFTER THEY'VE GATHERED THE RIGHT INFO.

.
e
o 85
"‘ > - o
; Z :
LSl
-‘/' o] .
; . .
0l R A
L SOREL I '
. 1 o [
o
%
‘
. . 4 -
AT
(R 2 o 'l
i A
. y
1
‘see
] \
. o
L . Py} ° \
L) . ¢ L4 .

ﬂip_thes'cr"i_p,t’ com

@ © 2025 Flip the Script




'FACTOR #2
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TOR 2 AFFECTS...

| THE‘ AMOUNT OF INFO THE REP HAS, &
E AMOUNT OF INFO THE BUYER WILL GIVE THEM.

flipthescript.com
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FACTOR #3
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TOR 3 AFFECTS...

THE REP’S ABILITY TO DIAGNOSE-

AI‘F‘?‘/THEY HAVE THE REQUIRED SKILLS TO DIAGNOSE .

flipthescript.com
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THE PARTS OF FACTOR 3....
& WHAT THE SELLER NEEDS TO DISCOVER —> IN DISCOVERY.

: EVERYTHING THAT THE ALL OF THE FACTS, THE DRIVING IMPACT ALL OF THE METR_ICS
) ER BELIEVES s " =~ THAT SUPPORT.... THAT THE BUYER.... INTERNALLY....

“ THE BELIEFS OF THE HAS IDENTIFIED— & FOR THE BUYER, THAT

.ELF'; "’DIAGNOSEDs : - BUYER, & WHAT THE ULTIMATELY WANTS ARE NECESSARY FOR
S - . BUYERHAS TO AFFECT, BY THE SELLERTO
. -~ SELF-DIAGNOSED. SOLVING THE MASTER CONSTRUCT THEIR
Bt PROBLEM. OWN DIAGNOSIS.
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FACTOR #4

" THE AMOUNT THE REP
DDED, SENT, OR GIVEN TO THE BUYER.

e (FROM A VALUE LENS)
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- THE BUYER 'S PERCEPTION OF THE REP-
:WHAT IT WILL BE LIKE TO PARTNER WITH THEM.

flipthescript.com
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FACTOR 1: AMOUNT THEY
KNOW ABOUT THE PERSONA.

HOW TO DIAGNOSE IF THAT’S THE PROBLEM-
& HOW TO IMPROVEIT, IF IT IS.

. © 2025 Flip the Script fliptheSCf_ipf.cé
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- FACTOR1

- THEROOT CAUSES —->

' TOEVALUATE.

.
. . ‘o . ¢
. .
2o, r T o .
0. '
.
L .
' O
o .
. . )
.

© 2025 Flip the Script




THE QUESTIONS TO ASK.....
TO IDENTIFY ROOT CAUSES —-> THAT SUGGEST FACTORI.

HQW MANY ARTICLES 'HOW MANY HOW MANY METRICS HOW MANY
AS THE SELLER READ " 'WEBINARS HAVE THEY:  HAS THE SELLER.... NETWORKING EVENTS..

THAT ARE ABOUT THE o WATCHED ABOUT THE LEARNED- ALONG FOR THE BUYER .. "%

_ E‘rmcs THAT THE - METRICS THAT THE WITH THE AVERAGE OF PERSONA, HAS THE »

BUYER PERSONA, |s "' BUYER PERSONA, IS THE METRIC- THAT SELLER ATTENDED?

MEASURED ON‘-’ ... ~MEASURED ON? THE BUYERIS .
sl e MEASURED ON? » .

© 2025 Flip the Script flipi_:h_escr'ipt".gdm
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 FACTORI1
HE TACTICAL PROBLEMS (P1) —->
. TOEVALUATE.

o
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THE QUESTIONS TO ASK.....
TO IDENTIFY TACTICAL PROBLEMS (P1) —-> THAT SUGGEST FACTORI.

WHAT WAS THE REP'

- WHAT WAS THE REP’S

‘GORE OR PASS RATE.. " SCORE, OR PASS RATE:
ON.THE "|N|T|;A|. " ON THE “ONGOING *‘I d
IUIZZES" GWEN OR - QUIZZES" OR "
CHECK UPS, |N - . ONGOING CHECK-UPS b
REGARDS TO BUYER $..  "INREGARDS TO ;
: -~ .- . BUYER'S METRICS? L
, g
© 2025 Flip the Script fllpthescrlpt.com
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- FACTORI1 ot

. THE TACTICAL PROBLEMS (P2) —->

- - TO EVALUATE. ,
. 'R ‘,.
.. : k! \
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THE QUESTIONS TO ASK.....
TO IDENTIFY TACTICAL PROBLEMS (P2) —-> THAT SUGGEST FACTORI.

N DUSTRY AVERAGES

DID THE SEI.LER
AENTION TO THE
BUYER, ONTHE .
DISCOVERY- CAI.L WITH
THE BUYER’ (IF ANY)

HOW MANY STATS OR- .
" BENCHMARKS...

HOW MANY INDUSTRY

“ DID THE SELLER, -
- MENTION TO THE

BUYER, ON THE

-~ DISCOVERY CALL WITH
. THE BUYER? (IF ANY)

HOW MANY BOILING
POINTS...

DID THE SELLER,
MENTION TO THE
BUYER, ON THE
DISCOVERY CALL WITH
THE BUYER? (IF ANY)

© 2025 Flip the Script
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FACTOR 2: AMOUNT THEY'VE
RESEARCHED THE BUYER....

HOW TO DIAGNOSE IF THAT’S THE PROBLEM-
& HOW TO IMPROVE IT, IF IT IS.

. © 2025 Flip the Script flipth_eSCf_ipt".cé




'FACTOR #2
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ROOT CAUSES —->
‘TO EVALUATE.
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THE QUESTIONS TO ASK.....

TO IDENTIFY ROOT CAUSES —-> THAT SUGGEST FACTOR2.

""TI-IE QUAL—CALL
"HAT_THE SDR HAD
NITH THE BUYER (IF
THERE WAS ONE), -

THE DISCOVERY CALL,

* DID THE SELLER LISTEN '
" ANY RESEARCH....

BEFORE THEY WEREON, -

WITI-ITHE BUYER‘-’ Sy

DID THE SELLER DO

" ON THE BUYER, BEFORE
- THE DISCOVERY CALL,

WITH THE BUYER?

DID THE SELLER LOOK
UP THE CONTEXT....

OF THE BUYER'S
INTERACTION WITH
THE ORG BEFORE THEY
TOOK THE CALL, ON
THE DISCOVERY CALL,
WITH THE BUYER?

© 2025 Flip the Script
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~ FACTOR2

\

HE TACTICAL PROBLEMS (P1) —->
" TOEVALUATE.

()
Hy 0
.
) . *
°
e, el .
'K P
R AL .
¢
.
L
’ %
b ’ - N
’
" .
% \
4 .

© 2025 Flip the Script



THE QUESTIONS TO ASK.....
TO IDENTIFY TACTICAL PROBLEMS (P1) —-> THAT SUGGEST FACTOR2.

H 'T THE BUYER SAID

N"-]'HE QUALIFIC’ATION

THE SEI.LER MENTION,
ON. THE DISCOVERY

| WHAT %'OF THE DATA- '
" AT-ALL)....

AI.[-’?(WITH AN'SDR-IF
THERE WAS ONE), PID *

HOW MANY TIMES (IF

“ DID THE SELLER

MENTION
INFORMATION THAT

, 3 THEY RESEARCHED
ABOUT THE BUYER,
ﬁALl. WITH THE BUYER" ’

BEFORE THE CALL?

WHAT % OF THE
AVAILABLE CONTEXT...

DID THE SELLER
MENTION, OF THE
BUYER’S INTERACTION
BEFORE THEY TOOK
THE CALL, ON THE
DISCOVERY CALL?

© 2025 Flip the Script
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FACTOR 3: AMOUNT OF INFO
THEY ACQUIRED IN DISCO....

HOW TO DIAGNOSE IF THAT’S THE PROBLEM-
& HOW TO IMPROVE IT, IF IT IS.

. © 2025 Flip the Script flipth_eSCf_ipt".cé




FACTOR #3
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CTOR 3
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THE QUESTIONS TO ASK.....
TO IDENTIFY ROOT CAUSES —-> THAT SUGGEST FACTORS3.

Qui ""Tlst DiD.v;

rHE SE‘I;LER ASK ON

,HE DISCOVERY CALI."' 2]

- WHEN THE BUYER
" MENTIONED A.....

“PROBLEM, OR

STRUGGLE—- WHAT %
OF THE TIME DID THE

-~ SELLER “DOUBLE
. CLICK"” ON THE

PROBLEM?

HOW MANY OF THE
QUESTIONS....

THAT THE SELLER
ASKED ON THE
DISCOVERY CALL-
WERE LEADING
QUESTIONS?

HOW MANY OF THE
QUESTIONS....

THAT THE SELLER
ASKED ON THE
DISCOVERY CALL-
WERE BANT
QUESTIONS?

© 2025 Flip the Script
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THE QUESTIONS TO ASK.....
TO IDENTIFY ROOT CAUSES —-> THAT SUGGEST FACTORS3.

HQW MANY OF THE 3 ' HOW MANY OF THE HOW MANY OF THE HOW MANY OF THE
QU STIONS = QUESTIONS.... QUESTIONS.... QUESTIONS....

"HA.‘.THE SELLER " THAT THE SELLER THAT THE SELLER THAT THE SELLER ASKED
ASKED. ON THE. - ASKEDON THE ASKED ON THE ON THE DISCOVERY
DISCQVERY CALL— - . DISCOVERY CALL- DISCOVERY CALL- CALL- WERE

WERE TRAP 2. -. - WEREDIGITAL INCLUDED A “WHAT IF” QUESTIONS?
QUESTIONS 9 ’"4..: g QUESTIONS? SUBJECTIVE TERM?

© 2025 Flip the Script flipi_:h_escr'ipt".édm




THE QUESTIONS TO ASK.....
TO IDENTIFY ROOT CAUSES —-> THAT SUGGEST FACTORS3.

WHEN THE BUYER 3 ' HOW MANY OF THE HOW MANY TIMES DID HOW MANY OF THE
7 'VE" AN ANSWER = QUESTIONS.... THE BUYER SAY “IF"... QUESTIONS....

"HAT INCI.UDED A " THAT THE SELLER ON THE DISCOVERY THAT THE SELLER
_UBJECTIVE TERM— -~ ASKEDON THE CALL, WITH THE ASKED ON THE

WHAT % OF THE TIME, " - . DISCOVERY CALL- BUYER. DISCOVERY CALL-

DID THE. SELLER; ASK, .. " INCLUDED THE TERM WERE SELF-DIAGNOSIS
THE BUYER: TO DEFINE. " IF? QUESTIONS?

THEIR ANSWER" s ®
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THE QUESTIONS TO ASK.....
TO IDENTIFY ROOT CAUSES —-> THAT SUGGEST FACTORS3.

Qui STIONS
'-HA,,THE SELLER
ASKED ON THE. -

WEREPAIN

HOW' MANY 0|= THE -
" QUESTIONS....

DISCQVERY CALL— ;

HOW MANY OF THE

“THAT THE SELLER
- ASKED ON THE

DISCOVERY CALL-

-~ WERE CONFIRMATION
- QUESTIONS?

HOW MANY OF THE
QUESTIONS....

THAT THE SELLER
ASKED ON THE
DISCOVERY CALL-
WERE “HAVE YOU
EVER"” QUESTIONS?

HOW MANY OF THE
QUESTIONS....

THAT THE SELLER ASKED
ON THE DISCOVERY
CALL- WERE BUILDING,
OFF OF THE LAST THING
THAT THE BUYER SAID?

© 2025 Flip the Script
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 FACTOR 3
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THE QUESTIONS TO ASK.....
TO IDENTIFY TACTICAL PROBLEMS (P1) —-> THAT SUGGEST FACTORS3.

DID 'r|-|.=. SELLER FILLIN " DIDTHESELLERFILLIN  DID THE SELLER FILL IN DID THE SELLER FILL IN
QI.UMN IA (AKA...'.‘ "' COLUMN 1B (AKA.... COLUMN 2 (AKA.... COLUMN 3 (AKA....

rHE BUYER s SELF- - “\WHY THE BUYER THE SELLER’S THE DIFFERENCE
_.IAGNOSIS)” WAS IT ~°° BELIEVES THE SELF- DIAGNOSIS)? WAS IT BETWEEN THE BUYER &
FlI.I-ED INTOENTIRETY? - . DIAGNOSIS)? WAS IT FILLED IN TO ENTIRETY?  SELLER’S DIAGNOSIS)?
F NOT WHAT % OFIT .. FILLED IN TO ENTIRETY?  IF NOT, WHAT % OF IT WAS IT FILLED OUTIN
WAS'COMPI.ETED’ i " IFNOT, WHAT % OF IT WAS COMPLETED? ENTIRETY? IF NOT,

; : ..~ WAS COMPLETED? WHAT % WAS DONE?

© 2025 Flip the Script flipi_:h_escr'ipt".édm




FACTOR1 & 3: AMOUNT OF
UNKNOWNS THEY FOUND....

HOW TO DIAGNOSE IF THAT’S THE PROBLEM-
& HOW TO IMPROVE IT, IF IT IS.
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CTOR #1 & #3

. _THE AMOUNT THE REP
S ABOUT THE BUYER-LEARNED IN DISCO

- (& UNKNOWNS THAT THE REP FOUND)
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THE QUESTIONS TO ASK.....
TO IDENTIFY TACTICAL PROBLEMS (P1) —-> THAT SUGGEST THE UNKNOWNS

ﬂLLEDOUT‘v’

= WHAT IS THE SIZE OF
. THE CRITERIA IN....

" COLUMN 2 (THE
SELLER’S DIAGNOSIS)?

WHAT % OF THE
CRITERIA IN....

COLUMN 3 (THE
DIFFERENCE BETWEEN
THE BUYER’S &
SELLER’S DIAGNOSIS),
IS FILLED OUT?

WHATIS THE SIZE o
THE CRITERIA IN....

COLUMN 3 (THE :
DIFFERENCE BETWEEN
THE BUYER'S &
SELLER’S DIAGNOSIS)?

© 2025 Flip the Script
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"FACTOR1&3

HE TACTICAL PROBLEMS (P2) —->

'..:ALUATE IN REGARDS TO MISDIAGNOS
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THE QUESTIONS TO ASK.....

TO IDENTIFY TACTICAL PROBLEMS (P2) —-> THAT SUGGEST MISDIAGNOSES

" DI‘ tGNC)SES.

- ‘WHAT'S THE SiZE OF THE

o HOW BIG ARE THE
: f._‘. ~ ‘MISDIAGNOSES....

IMPACTS, THAT ARE...
- THAT THE SELLER
.. FOUND, FOR THE

THE SEI.LER FIND'-’ : LINKED TO THE
MISDIAGNOSES, THAT
THE SELLER FOUND,

FOR THE BUYER?

WHAT'S THE CADEN
OF TIMING OF...

HOW OFTEN THE

SELLER FOUND THE :
MISDIAGNOSES THAT
THEY FOUND, FOR THE
BUYER?

© 2025 Flip the Script
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THE QUESTIONS TO ASK.....
TOIDENTIFY TACTICAL PROBLEMS (P2) —-> THAT SUGGEST MISDIAGNOSES

“ WHAT WAS THE TIME
"~ PROXIMITY THAT THE..

IMPACT THAT'S LINKED
© TO.THE MISDIAGNOSES
. THE SELLER FOUND,
-.” \WOULD HAVE
" OCCURED, IF THEY

-~ 'HADN'TFOUND IT?

© 2025 Flip the Script

flipthescript.co



© 2025 Flip the Script




THE QUESTIONS TO ASK.....

TOIDENTIFY TACTICAL PROBLEMS (P2) —> THAT SUGGEST MISSED
_DIAGNOSES .

HQW"MA_NY MISSED ‘WHAT’S THE SiZE OF THE HOW BIG ARE THE WHAT'S THE CADEN

: " . ‘MISSED DIAGNOSES.... IMPACTS, THAT ARE... OF TIMING OF...
THE SEI.LER FIND'-’A _ THAT THE SELLER LINKED TO THE MISSED HOW OFTEN THE
... FOUND, FOR THE DIAGNOSES, THAT THE SELLER FOUND THE
- BUYER? SELLER FOUND, FOR MISSED DIAGNOSES
2 THE BUYER? THAT THEY FOUND, -
FOR THE BUYER?
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THE QUESTIONS TO ASK.....
TO IDENTIFY TACTICAL PROBLEMS (P2) —>THAT SUGGEST MISSED

_DIAGNOSES .

SED DIAGNOSIS

JUYERS?). -

D THE SEI.LER FIND A?, %

, ,._;f(WHAT % or THE.

“ WHAT WAS THE TIME
"~ PROXIMITY THAT THE..

“IMPACT THAT'S LINKED

TO THE MISSED

-DIAGNOSES THE SELLER
" FOUND, WOULD HAVE
" OCCURED, IF THEY

-~ 'HADN'TFOUND IT?

© 2025 Flip the Script
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THE QUESTION

TO IDENTIFY TACTICAL PROBLEMS (P2) —> THAT SUGGEST

GROWTH. _

S TO ASK.....

PROBLEM

Ear ok phopien.

DIAGNOSED,

DID THE SELLER GROW

 HOW MUCH DID THEY
.- GROW THE PROBLEM?

WATHTHE SELLER? . . -

WHAT WAS THE %
INCREASE....

IN RELATION TO THE
SIZE OF THE PROBLEM,
BEFORE THE SELLER
WAS INVOLVED?
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FACTOR 4: BUYER EXPERIEN
DURING THE SALES CYCLE....

HOW TO DIAGNOSE IF THAT’S THE PROBLEM-
& HOW TO IMPROVE IT, IF IT IS.
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FACTOR #4

" THE AMOUNT THE REP
DDED, SENT, OR GIVEN TO THE BUYER.

e (FROM A VALUE LENS)
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- THE BUYER 'S PERCEPTION OF THE REP-
:WHAT IT WILL BE LIKE TO PARTNER WITH THEM.

flipthescript.com
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- FACTOR4

. THEROOT CAUSES —-> e

. TOEVALUATE. L
it fipthescriptcom
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THE QUESTIONS TO ASK.....

TO IDENTIFY ROOT CAUSES —->THAT SUGGEST FACTORA4.

WMAIL TO THE BUYER...

BEFORE THE

THE: TIME DID THEY
SEND ONE"’

' DID THE SELLER sEN'D A

JISCOVERY CALL THAT -
THEY HAD? WHAT % OF -
- THAT THEY HAD?

" WHAT % OF THE TIME,
* DID THE SELLER SEND...

“ AFOLLOW-UP EMAIL
- TO THE BUYER, AFTER

THE DISCOVERY CALL,

WHAT % OF THE TIME,
DID THE SELLER SEND...

AN EMAILTO THE
ADDED BUYERS, WHEN
SELLINGTO A
COMMITTEE- BEFORE
THE DISCOVERY CALL?

© 2025 Flip the Script
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- FACTOR4

'HE TACTICAL PROBLEMS (P1) —->

. TOEVALUATE. g




THE QUESTIONS TO ASK.....
TO IDENTIFY TACTICAL PROBLEMS (P1) —-> THAT SUGGEST FACTOR4.

: HOW QUICKI-.Y DID THE WHAT % OF THE TIME, WHAT IS THE AVERAGE WHAT IS THE AVERAGE

- DID THE EMAIL... % OPEN RATE TO THE.... % REPLY RATE TO THE....
SEND_THE]R y " INCLUDE RESOURCES FOLLOW-UP EMAILS, FOLLOW-UP EMAILS,
-,OLLOW—UP EMAILS TO' - FOR THE UNKNOWNS, THAT THE SELLER IS THAT THE SELLER IS
THE BUYER ON - . THAT THE SELLER SENDING, TO THE SENDING, TO THE

.~ FOUND INDISCOVERY?  BUYER? BUYER?
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THE QUESTIONS TO ASK.....
TO IDENTIFY TACTICAL PROBLEMS (P1) —-> THAT SUGGEST FACTOR4.

VHAT. s THE AVERAGE .
CLIEK. RATEFORTHE: *

ESOURCES THATTHE
ELLER INCLUDED, IN- '
HEIR FOI.I.OW*- UP-

© 2025 Flip the Script ﬂipthescript.co




. FACTOR4
“* THE TACTICAL PROBLEMS (P2) —->

. TOEVALUATE.
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THE QUESTIONS TO ASK.....
TO IDENTIFY TACTICAL PROBLEMS (P2) —->THAT SUGGEST FACTORA4.

: HOW OFTEN DOES THE HOW MANY PEOPLE, HOW MANY MEETINGS HOW MANY OTHERS
EREXT’END aky -._- _ DOES THE BUYER... DOES THE BUYER.... DOES THE BUYER...

'HE;LENGTH OF THE " PROACTIVELY INCLUDE OTHERS ON ADD TO THE MEETINGS,
,.ISCOVERY MEETING - INTRODUCE, TO THE THE INVITE? WHEN THEY DO ADD
WITH THE SELI.ER"’ - . SELLER? SOMEONE?
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THE QUESTIONS TO ASK.....
TO IDENTIFY TACTICAL PROBLEMS (P2) —->THAT SUGGEST FACTORA4.

~~/_‘_YAT'S THE i.EVEL oF_- 8

r THE PEQPI.E THAT ;
HE BUYER T‘YPICALI.Y’ >
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