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“The beginning of wisdom is calling things by their right name.”
  —Chinese Proverb
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Foreword

Executives and professionals speak different 
languages, as disparate as Swahili and Greek. Agendas, 
vocabularies, and cultural conditioning destroy 
meaningful communication between them. 

This book exposes selling myths and profit-killing 
gaps between illusion and reality.

Executives live in a different world than the rest of 
us. They think differently, act differently, and buy 
differently. For the professions—those in our culture 
who package and sell information for a living—
architects, lawyers, engineers, accountants, brokers, 
MBAs, CPAs, marketers, and consultants of every 
stripe, persuasion and profession, a shift of thinking 
is required to design and hold a Persuasive Executive 
Conversation.

A number of preconceptions and cultural myths need 
to be bulldozed to clear the way for this thinking shift.  
Three things are required to answer the Buyer’s 
questions and sell well in the executive suite: the story, 
the tools, and the delivery. We will explore each and 
help you prepare a presentation that works from the 
executive’s point of view, that you can take into any 
boardroom, tell your story, and double your chances 
of getting hired.   
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When selling to executives what you sell is different 
from how you sell it. While professionals are expert at 
delivering services to their clients, they are amateurs 
at telling people what they do for a living. These skills 
are not taught at Harvard, Yale, or State U.

Our job is to help people make money. For nearly 
three decades we have intensively trained 12,000 
managers, professional salespeople, and consultants 
to persuade at the executive level. While doing so, we 
discovered a critical element that managers overlook 
or ignore that can cost one-quarter of sales revenues 
or more. 

So what is this low-grade infection that limits a 
firm’s potential and costs so much money? What is 
this counter intuitive malaise that works against the 
philosophies and strategies of reputable companies 
managed by bright, educated people? It is this: 
corporations and consulting firms spend big money to 
hide what they do from their Buyers.* 

It is nearly impossible to get a company much, less 
a salesperson, to explain what they do for a living 
stated in Buyer’s terms; they cannot tell a selling story 
that is different from the competitors’, makes sense 
in the Buyer’s world, or is even interesting. In many 
cases, they insult the Buyer’s intelligence. It is called 
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business bullshit, and henceforth we refer to it in less 
scatological terms. But there are times in life when 
one must call something by its right name. 

What we learned from our Clients will surprise you 
as it did us: If a firm can cut the BS and answer five 
logical questions on the mind of every executive-level 
Buyer, sales successes can double. 

*For simplicity, we use “Buyer” throughout this text as the person 
or group who makes the buying decision and will at some point 
buy from someone if not you. 

We use “Client” as a person or company who has already bought 
your services. 

“Seller” is the person or firm who must gain commitment from a 
Buyer.

The generic terms “manager” and “management” identify those 
responsible and accountable for their firm’s direction, including 
money-making or -losing decisions.

Every anecdote is true but sometimes names have been changed 
for obvious reasons. 
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Missing the Point 

Words mean different things to the Buyer and Seller. 
You’ll find these missed communications are more 
than just disagreements or misunderstandings about 
syntax, idiom, and vernacular but go to the underlying 
mechanics of persuasive communication. This book is 
about the translations required to communicate with 
the executive-level Buyer. 

You may be surprised, as we were, to find that 
common cultural illusions and business myths restrict 
business growth as surely as shortage of capital, lack 
of innovation, or outdated ideas.

We have identified sixteen myths that erode profits 
based on information and observations developed 
from our ten-year study of 3,424 salespeople, heavily 
weighted towards those with professional degrees, 
high skill levels, and street experience. As observers 
and teachers, we identified some of the problems that 
hobble sales messages. The VASS® Study (Appendix 
A) is the result; the statistics we quote are derived 
from that study. With the help of Reality Checks, a 
tape recorder, and a two-dollar calculator you may 
develop your own study of the people responsible for 
producing your firm’s revenues. 
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Reality Checks

You may enjoy testing your own organization and its 
people to discover how Buyers view your business and 
why your people are hard to buy from. You may find 
that things you thought were important to the Buyer 
aren’t. And that the things you ignored are vital. You 
may discover how comfortably your people rest in 
the warm embrace of conventional wisdom and that 
what your people actually do and say in high-level 
presentations are not what the executive buyer wants. 
Once you see the problems, you can avoid them, learn 
to respect your Buyer’s intelligence, and capture 
revenues that would otherwise go undiscovered. The 
VASS® Study, along with your own eyes and ears, will 
confirm your observations. 


