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INTRODUCTION



More Business, Less Busy-ness
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BELIEVE IT OR not, you are a salesperson. Don’t think so? Nowadays there are more of us than you might think, though we go by different names—lawyers, consultants, marketers, and accountants as well as wedding photographers, Brazilian jiujitsu instructors, graphic designers, and chiropractors. Even account managers that manage big, ongoing relationships are in sales, managing existing work and on the hook for expanding it. If you’re good at doing something and need paying clients to do it for, call it sales, call it business development—whatever you like—welcome to the club. This book is for you. Every day I teach people like you how to sell their services—without selling their souls.


You’re reading this book because you want your business to grow. You want to win more clients and do more business with the clients you already have. You want more of the right work for the right money with the right clients. I’m going to show you a proven system for making all this happen and then making it a habit for life.
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Picture twelve senior partners at a prestigious professional services firm sitting around a round table. Like you, they’re just getting started learning this really awesome system. One of my company’s facilitators asks the first question:


“How many hours have you spent building your expertise?”


After a short pause one of the partners raises his hand.


“Fifty thousand.” Our facilitator raises an eyebrow. The man squints a little doing the math in his head: “I work three thousand hours a year, and I’ve been doing this fifteen years. Throw in my degrees, and you’re easily at fifty K.”


“Great,” the facilitator replies. “Now, how many hours have you invested in learning business development? You know—generating leads, turning prospects into clients, developing strong client relationships that lead to more and more work.”


No pause at all this time: “Seven. Including the five so far today.”


Everyone at the table laughs uncomfortably. The truth hurts.


That said, maybe you’re not starting from scratch. Maybe you’ve read some books and established effective business development techniques that have helped you get where you are today. That’s great. But however much you already understand about the principles of effective business development, the only gap that truly matters is the one between knowledge and action. Be honest: In a typical workday how many hours do you actually spend growing your business?


Add it up. I’ll wait.


If you’re anything like the thousands of skilled client-facing professionals I’ve trained over the last decade, the answer is: less than an hour.


It’s okay. Don’t be too hard on yourself. This is a universal problem. We are not very good at balancing the time we spend doing the work against the time we spend drumming up more.


In an earlier era a lackadaisical approach to growing your business worked fine. If you did good work, the phone would ring. There were fewer local experts in most fields, and clients were loyal. You’d take a few people to lunch each week, send out those holiday cards every year, and, boom, a steady roster of happy clients would be yours to serve.


Today, clients are savvier. They put more work out to bid or do in-depth comparative research online. The marketplace is flooded with expertise.


The result? Your hard-won knowledge is only table stakes. Today, we are “seller-expert” hybrids responsible for (1) meeting the needs of current clients, (2) developing those relationships to deliver more work, and (3) attracting and retaining new clients. Organizations expect their experts to fill their own pipelines with a steady flow of new work. Client relationship skills matter more than ever.


We need to manage doing the work while also convincing people to let us do the work for them. That doesn’t even include the time it takes to reply to hundreds of emails a day, attend interminable meetings, and file detailed expense reports. If you’re anything like most of the people I train, right now you’re probably thinking, I didn’t become a _______ to sell myself! True. But like it or not, once your expertise and professionalism elevate you to a certain level, your ability to grow client relationships largely determines your success. Your capacity for business development will only increase in importance as your career progresses. To rise, experts need to sell.


From the other side, professional salespeople are finding it more and more necessary to develop a foundation of strategic thinking and insights around the products and services they sell. Gone are the days when you could smile-and-dial in the morning and golf in the afternoon.


Experts need to understand how to sell their own services, and salespeople need to understand the services they’re trying to sell. Ultimately, service and selling are becoming one craft, one universal set of skills and practices around finding people who need your help and then helping them as effectively as possible. The question is: Are you going to grow your business at the same high level of skill and professionalism you display in your own area of expertise?


Here’s the good news: I can show you how. I’ve been a highly successful seller-expert myself and have since taught thousands of other professionals how to achieve growth with world-class proficiency. That’s because I’ve been right where you are.


This may be hard to believe right now, but when I transitioned from expert to seller-expert, I found that I came to love growing my business. This surprised me. Sure, business development was overwhelming at first because I didn’t know where to begin—after all, this book didn’t exist yet. What changed everything for me was discovering that real, sustainable business development isn’t about selling as it’s traditionally understood at all. It’s about being strategically helpful.


As experts, we like helping people. Selling—being helpful—should be second nature. So why do we find it so difficult to sell ourselves? Showing someone what we can do for them doesn’t have to be a bad thing at all. Yet you can’t be blamed for feeling otherwise, especially if you’ve ever read a typical book or attended a seminar on sales. Traditional sales training has always been about “closing the deal,” as though anything that happens afterward is beside the point. Use these techniques in this order, you’re told, and the rube will sign on the dotted line. Once the sale is made, mark it up on the board and get that set of steak knives.


This attitude has its roots in a different era, when salespeople faced intense pressure to meet monthly quotas no matter how they did it and reaped lavish rewards for doing so. It placed short-term performance ahead of long-term relationships.


Today, the quotas and bonuses are still around, but this attitude has become antiquated. Consumer protections have increased, and review sites and social media mean that our relationships with all our clients, past and present, are never really over, even if we’ve completed the work and parted ways. Clients are free to share about their experience working with us the next day, week, month, or year. If a former client comes to regret their decision to buy long after that high-pressure sales lunch, it takes only a few minutes to inform any prospective client curious enough to Google your company. Today, news travels fast, and bad news travels even faster.


This shift goes both ways, thankfully. Where old-school selling is eternally vulnerable to online retaliation, being strategically helpful by using the Snowball System will reap benefits long after the work is over. The approach you will learn in this book is broad, generous, efficient, and long lasting. It’s about building a relationship based on trust and mutual reciprocity that will last for years. People love doing business with someone who really understands them and helps them solve their problems—including the ones they didn’t even know they had. And they will tell the world.
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Clearly, no one can afford to let business development activities slide. Yet, because we cringe at the idea of selling, we let our day-to-day work get in the way. When we’re really buried, the very idea of more—more clients, more work, more emails—can trigger migraines. Why pour gasoline on a fire? Instead, we put our heads down and focus on what’s in front of us. Let tomorrow worry about tomorrow.


Sooner or later, of course, we clear our plates. In the meantime the new-business flywheel has run down. We realize it’s been weeks or longer since our last new lead. Our inbox is empty—of promising client opportunities, anyway. We panic. Suddenly, and with no particular plan, we start making calls and setting up lunches at a breakneck pace until the flywheel spins up again.


Problem solved, right? Except it hasn’t been. We’ve just kicked the can down the road. We’ll end up back in the same position in a few weeks or months. Meanwhile our output looks unreliable and inconsistent no matter how productive we are at points. The only steady metric is our anxiety level.


As we’ve seen, the capacity to attract and retain clients, win their trust and appreciation, and keep their business determines the arc of a career. Yet we spend almost no time learning how to do it—at least relative to how important it is. I call this the business development paradox.


On the bright side, the paradox promises rapid gains for students of the Snowball System. When you’re just starting out, investing even a modest amount of time and energy promises a substantial return. Because every chapter of this book walks you through implementing a set of key tools, you will start to see results long before you reach the final page.


At this point you might be thinking: Not me, pal. I picked this book up out of desperation, but the one thing you’re not going to do is teach me how to “like” selling, let alone see growing my business as some kind of fun game. Some people are natural salespeople, and others aren’t.


Sure, some people have stronger innate selling skills than others. But show me any rainmaker, and I guarantee you’ll find that they worked very hard to get that way. Rainmakers approach selling as a craft, mastering it as methodically as they did their core expertise. No matter the starting point, it’s always possible to improve.


Anders Ericsson at Florida State University is a world-famous researcher who studies expertise. He’s the expert on how people become experts. Ericsson’s research shows that people develop expertise through what he calls “deliberate practice.” Put simply, they break down the individual aspects of their craft so they can improve each area and then put it all back together. It isn’t enough to just perform a task over and over again; you need to deliberately attack the difficult components one by one and improve them. Doing so drives progress. It develops expertise. The only difference between you and the “born” rainmaker is that one of you used deliberate practice to get better at selling.
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While we muster the effort to push ourselves now and then, without steady reinforcement, these heroic efforts dwindle until the next motivational speech—or the next scary gap between paid work. To thrive, you need to build the capacity to sell consistently and in all weathers. To sell consistently we need that change of perspective I mentioned: we need to understand selling as one of the most valuable and generous things you can do with your time.


Some potential clients know they need someone with your expertise but don’t know exactly how you can address their specific situation. Others may not even realize what they need yet or how much better things could be with your help. Then there are your current clients, anchored on the services you’ve performed in the past and not even thinking about what you could do for them next. The point is, people don’t know what they don’t know. Bringing your services to the appropriate person’s attention and helping them figure out how to get the most value out of it is at the heart of business development.


True rainmakers always have the client’s best interests in mind. I believe that. It’s what I practice and what I teach.
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Before we dive into the specifics of the Snowball System, let’s start with the simple idea that ties it together: the buyer should feel like it’s their birthday.


I don’t know about you, but I love my birthday. It’s the one day of the year that’s all about me. Weeks before, my wife and daughters ask me how I’d like to spend my special day. That morning they give me handwritten cards telling me how awesome I am. During the day I get thoughtful gifts, cards, and Facebook messages from friends and family around the world. When I return home from some self-indulgent adventure or another, my daughters look me in the eye and ask me how it went.


Did I mention they look me in the eye? That means they actually put down their phones for a minute.


I’d tell you to put yourself in a client’s or prospect’s shoes, but you already know what it’s like. Like you, they’re getting beat up all day—meetings, emails, performance reviews. The pressure never stops. If they’re at a big organization, there’s a re-org every few months. These are the people you’re selling to, people just like you, people who work very hard for very long hours, constantly worrying about meeting expectations and hitting numbers.


Buying is the one time at work when you’re put on a pedestal. Someone else is finally paying attention to what you want, asking questions about your opinion—even taking notes! It doesn’t sound like a lot, but if you’ve ever been in a position to buy and haven’t been treated this way, you know how disappointing it can feel.


This is the essence of the Snowball System: making the client feel special. How? By listening to what they want and then giving it to them. What could be better than that?


Once you learn how to make people feel important, the rest of the selling process will become so much easier that you’ll wonder why you ever dreaded doing it in the first place.
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At this point you might be wondering how I learned to be effective at business development in the face of all these obstacles. The time has come for an admission.


My name is Mo Bunnell, and I used to be a practicing actuary.


As professions go, well, actuaries make accountants look like rock stars, and for good reason. Becoming an actuary requires learning and retaining vast amounts of information. I even had to miss our family Halloween parties because of the tests that always happened the following week. (I still hear stories about those parties. Apparently they were great. Probably because there weren’t any actuaries around to spoil the fun.)


If the idea of memorizing inch-thick tomes on calculating disability reserves, analyzing risk-adjusted decrements, and using the Poisson Distribution for queue analysis doesn’t thrill you, be glad you’re not an actuary. Personally, I can’t get enough of scientific research and Moneyball-like analyses. That’s my happy place. (We’ll talk more about the different thinking preferences and how they affect business development in another chapter. It’s a game changer.)


I entered my profession only to slam headfirst into the business development paradox. When I finished my exams, I moved into the broader role of managing consultant. Promoted from a deeply technical role to one where I had to interface with C-suite HR professionals at Fortune 500 companies, I learned immediately that I was out of my depth. My firm suddenly expected me to develop and manage big client relationships instead of, you know, doing actuarial stuff all day. Huh? Suddenly I went from expert to seller-expert and was on the hook for a whole new set of outcomes.


Talk about intimidating. Before the promotion I only had to know about the offerings of my own department. After, I had to know about hundreds of offerings across dozens of departments. I’d typically worked with a client’s head of benefits, but now I’d be connecting directly with a C-suite executive, usually someone with at least two decades’ experience over me. Overnight I went from working on employee benefits to handling all of a client’s top talent initiatives.


When I moved to my new role, I naively assumed that someone would just hand me a manual. Here’s how you do business development, they’d say. Just memorize this. After all, I’d just spent nearly a decade learning my primary craft by stuffing massive amounts of information into my brain. Why should this be any different?


To my surprise, I discovered that there was no manual. Just a desk with a computer and a phone. Now I was really scared. My entire future suddenly depended on my ability to sell, and I had no idea how to go about learning to do it. Thank goodness I had some great mentors to help me through the transition, but I wanted even more. I wanted a process, and I wanted it based on science.


I’m a systems guy, so I decided to begin by drafting a simple selling process document, something to make business development a little more automatic. I knew that, without putting my business development efforts “on rails,” I’d never be able to maintain momentum in the face of my day-to-day demands.


Sure, I wanted to succeed. But I was even more motivated to not fail. So I did what any good actuary would do: I studied like crazy. Passing the actuarial exams when I took them required me to memorize as many as twelve hundred pages of technical information every six months and then take exams that had a pass rate of about 35 percent. To make it, I needed to learn how to learn quickly and effectively. So I learned.


I began with psychology: motivation. Why people buy. Why “seller-experts” procrastinate and give up too early. More than anything else, I wanted to solve the business development paradox for myself. So I threw myself into the books and then into the peer-reviewed research papers cited by those books. I did everything I could to break the relationship-building process down into small steps that I could perform over and over. I hadn’t discovered Ericsson’s deliberate practice research yet, but I was instinctively following his advice. Turns out, fear is a powerful motivator.


Early on in creating my business development process, I faced one particularly important meeting. I was at Hewitt Associates (now part of Aon) and had recently been promoted to my first broader client management role. Because my annual revenue goals were so aggressive, only one client I managed had the room for growth needed to allow me to reach my goals. The good news was that we did little for this Fortune 500 client, so I had the upside I needed. Unfortunately, that was the bad news too. The work we did have was buried down in the organization, and the people we knew couldn’t buy enough for me to significantly grow the relationship. Through some hard work and a stroke of luck, I landed a meeting with their chief human resource officer, who only one person in our organization knew. I had to connect with her. I had one shot, one meeting. If it didn’t work, no annual bonus. Pressure!


Desperate for an edge, I interviewed successful peers. What helped win the day for an important initial meeting you had? I went to lunch with a great mentor. What do you see people do in their first meetings they shouldn’t? I even asked my other clients for their advice. How could I have improved on the experience you had with me in our first meeting? I distilled everything I learned into a set of concrete steps, and then I methodically followed those steps one by one, like a pilot preparing for takeoff.


On the day of the meeting I arrived even earlier than I would normally. When her assistant called me into the office, I walked on air, full of optimism, entering the hallowed ground of the executive suite on the 52nd floor, so special that it had its own guard station. I even had an upbeat theme song playing in my mind, knowing I had prepared for this meeting more than any other in my life. I sat down with my well-prepared list, written a second time so it looked neater, and opened my new, supple, leather portfolio, looking up to say my well-rehearsed opening to the meeting. That’s when my mind’s theme song screeched to a halt, with the imaginary needle ripping across the entire record.


My prospective client looked me sternly in the eye, announcing that she had all the resources she needed in the HR space and that she didn’t need to know me.


She told me that she had an executive compensation consultant, a healthcare advisor, a retirement plan actuary, and that they weren’t planning on moving any of their benefits administration work anytime soon. She went on about the various talent experts she loved at other firms, which she listed in detail to make the point. The first ten minutes of our meeting were spent with her telling me she didn’t need this meeting or my services. Beneath her words I could tell she was clearly wondering how I had gotten this meeting, and she would make sure this kind of time waster wouldn’t happen in the future.


Though my heart was racing, I didn’t let it shake me. I couldn’t. The stakes were too high. I stuck to my process faithfully and tried to reframe the meeting. I told her I wasn’t there to sell anything but instead that our team had already put together some ideas about what could be done to improve her business and that hearing them would only take a few minutes of her time. I assured her again: every idea would be on our dime. She relaxed a little, and as I began filling her in, I could tell she was curious. She liked my first idea, and my second. I kept going. In the end I left with a dozen action items to follow up on.


I still remember the ride back to the office. I euphorically sang “Shake Your Rump” by the Beastie Boys (more volume makes a good song great). My system had worked, and it had worked despite some serious opposition—which was good, because I wasn’t going to make it as a rapper.


I’d hit upon the answer to my problems—a repeatable selling process that I could practice and hone. After all, I didn’t want to make a sale, no matter how important; I wanted to change my entire approach to selling. I wanted to crush my numbers. I wanted to enjoy my new job. I wanted my clients to tell their friends and colleagues about how much they enjoyed working with me.


Now I was off to the races, taking in the latest research on the psychology of relationships, trust, and communication and using it to develop a systematic approach to every aspect of the business development process. I continued breaking things down, building methods and tools for each important rainmaking skill.


The rapid improvement I experienced led my company to select me to take charge of two of its four largest worldwide accounts. Around that same time I was asked to lead an office of seven hundred associates, including hundreds of senior seller-experts in various practices. Using this prototype system, the teams I was fortunate to lead—teams of really, really talented experts—delivered hundreds of millions of dollars of large, complex outsourcing projects and highly customized consulting. That’s when I realized I was on to something big.


I decided to take a leap. I left my career behind and started Bunnell Idea Group (BIG). I spent the next ten years building out and teaching a complete methodology that anyone could use to land new clients and grow the relationships they already had. In that time the Snowball System has proven its worth for people in nearly every profession and at every level.


It all started with a friend hiring me to teach him “how I did it.” Now I’m grateful to say that BIG has become very successful. Over the past decade we have trained over ten thousand people at over three hundred organizations. We work with many of the most prestigious professional service firms and with Fortune 500 companies around the world, entrusted with their most valuable account executives and leaders. It’s been a wild ride.


But there was one question that still nagged me. I knew that the seller-expert problem I’d solved had spread much more widely than the rarified circuit of international consultancies, high-powered law firms, and global brands we now serve at BIG. I started to wonder whether the system that worked so well for pros at the highest levels of the largest businesses would work for any client-facing professional.


What about small businesses that can’t afford to send their key employees out for corporate training? What about the growing ranks of freelancers? Could this system help anyone from a piano teacher to a hypnotherapist, from a web copywriter to a small-business marketing consultant? We’re living in the dawn of the gig economy. More than ever, people are forging out on their own and working for themselves. Could I help them too?


One of the key themes of the Snowball System is the regular pursuit of goals. I practice goal setting myself, as I practice every other tool I teach. A year ago I wrote down a new professional goal for myself: “Write a book that documents our system, bringing it to everyone who needs it.” As you read this, I can mark that goal accomplished.


Many professionals think sales skills can’t be taught. They think you’ve either “got it” or you don’t. I thrive on proving them wrong. The truth is, you can do this. All you need to do is learn and integrate a set of new behaviors. Think of selling as a craft, one that is worthy of study and deliberate practice. If you learned your core discipline, you can learn this too.


At BIG we’ve helped experts across industries master the client pipeline—from gregarious people to introverts and from small consulting practices to immensely complex offerings from multinational companies. Providing the aha moment to sales-shy professionals has become my passion. Whether you’re an account executive at a large corporation or a full-time freelancer or you’re a professional salesperson or working a side hustle with an eye toward leaving the corporate world, the skills in this book will spell the difference between scraping by and scaling up.


The approach in this book is both effective and practical, easily integrated into your day-to-day work. Once you make these tools and practices a part of your routine, they will feel like second nature.


The real beauty of the Snowball System is that your clients end up so happy with your work that they can’t stop talking about it to anyone who will listen. They do your marketing for you, way better than you ever could. Instead of feeling like you’re struggling to push your business uphill, it’ll start to feel like your business is rolling along with a momentum all its own, growing bigger and bigger like, well, a snowball. Over the years, this system has helped thousands of experts and hundreds of organizations build and maintain their businesses. So how big do you want your snowball to be?















CHAPTER 1



Think Big, Start Small, Scale Up






[image: ]










Experts are always made, not born.


—ANDERS ERICSSON, The Making of an Expert




THE SNOWBALL SYSTEM contains strategies, tools, and tactics that work together as a self-reinforcing, integrated system. It isn’t just a collection of tips for dealing with clients—it’s a machine for growing your business. Once the parts are in place, the system will drive progress with only regular maintenance from you.


Effective business development, or BD, requires a small but regular investment of time. To get the most out of that time, we want to put in additional effort now to get things up and running so that you encounter zero friction when it’s time to put in the work. Many things demand our attention and pull us away from growth-oriented activities. A successful BD system requires a foundation of habits. Because habits are automatic and don’t drain our willpower and attention the way completing normal tasks do, they won’t slide off the agenda when things get busy.


Researching what they call “psychological momentum,” Seppo Iso-Ahola and Charles Dotson found that when establishing new habits, successfully doing something small each day—instead of a big effort every week, for example—is much more likely to build a behavior that sticks. They say these small wins generate a feeling of psychological momentum, similar to what a sports team may feel when they go on a run: everything feels like it’s going their way, and that feeling is powerful. Build your own momentum with small actions completed consistently over time, and you’ll get that feeling too. Each time you successfully perform a habit, you will feel more energized to perform that habit the next time. You can expand on the behavior once it’s firmly established.


Now it’s time to get you started on the Snowball System in a small but powerful way. As a professional who attended my training put it: “Think big, start small, scale up.”


Why


Take out a blank sheet of paper and, in a few words, write down why you want to get better at business development.


Some of those who train with us initially write that they want to “make more money.” But that’s not specific enough—I always ask them to take it a step or two further. What’s the money for? Sending your kids to college? Retiring early? Buying that awesome vacation home? Be clear. Be specific. Be honest.


For some, getting better at business development is about rising in the ranks. Once a professional begins to lead client relationships, BD skills become as important as one’s primary expertise. Sometimes these skills become the most important factor in a career’s progression.


Whatever your true goal is, acknowledge it now. Then, in a sentence, explain why the effort to learn business development will be worth it. The more personal your reason, the more likely you will stick with the system. Getting great at selling your expertise is a craft—and a challenging one. It won’t usually provide fun behavioral reinforcements for doing the right things. Understanding why you’re deliberately developing this skill can power you through the tough times.


So what’s your why?


Who


Now take another blank piece of paper and write down along the left side the seven most important people in your sphere as they relate to your BD efforts. This can be a mix of current clients, key people you’d like to meet, and sources of referrals. It’s easy to fixate on those you spend time with now. Don’t. Instead, write down the people with whom you should be investing your primary outreach time.


Who are the seven people with the greatest potential to benefit your business?


What


Let’s get ready to act. For each relationship write down the next step—the very next action you can take to serve that person. Frame it in terms of the benefit to them. This could be an introduction to someone they’d find useful to meet or an asset like a relevant industry article that might be of interest to them. Perhaps it could be an invitation to lunch to talk about how you can help them solve a problem they’re facing. Use your imagination. What kind of offer would delight them?


Make each outreach action specific, something you can accomplish in a short time and is 100 percent under your control. If it feels more like a long-term project than a task, break it down to the next specific action.


Instead of “Foster relationship with Jennifer” (too big) or even “Have lunch with Jennifer” (too vague), write, “Email Jennifer with potential times to talk about her goals and ways I can help her.” No matter how overwhelmed you might be on any given day, you can knock out a task like that in a couple of minutes.


Now circle the three most important, potentially valuable actions on your list. Just three. These will be your Most Important Things (MITs) for this week.


When


We’ve found that the busy professionals who train with us are more likely to do something when they’ve blocked out a set time on their calendar for it. But most people don’t do any planning around business development, instead taking action only when inspiration strikes. You wouldn’t manage your most important project this way, would you? Yet over the long term, business development is your most important project.


Want to be more effective at execution? Then put your MITs on your calendar right now. Set aside an adequate amount of time to accomplish each one, or batch them into one BD-focused session. Whatever works best for you.


Next, schedule a session at the end of the week both to review how these three actions went and to decide on three new MITs for the following week. During each weekly review keep a running tally of your success rate. How many did you accomplish this week? If you got all three—great! Missed one, two, or all three? Refocus. The good news is, you can do better next week. If you take nothing else away, this habit of selecting and then completing your three most important business development actions each week will keep your BD machine running.


For your weekly review I find that thirty minutes is sufficient once you get the hang of it. You may want to do this review at home—on Sunday evening, for example—so you can complete it free of distraction and begin the following week with a solid plan in place. But Friday afternoon may work for you too. It all depends on your schedule and the nature of your workplace.


Once you instill in yourself the habit of weekly BD planning and review, you’ll never understand how you were able to get anything important done without it.


Where and How


Hopefully the steps I’ve asked you to take so far sound doable—you may even be excited to try them. But perhaps your cynical side is already wondering whether you’re going to be able to keep it all up past the first week. That psychological momentum is the key to your success, and that’s where the how comes in.


One proven technique for habit building is doing the same thing in the same place at the same time, every time. Where are you going to do your weekly review? If you work in an office, this may be an easy one, but you may decide to do it from your home office or to conduct it on the commuter train into the city. This may be a good idea, particularly if your workplace is highly prone to interruptions, noisy, or otherwise distracting.


The important thing is to be consistent and to make sure in advance that you have all the necessary materials at hand. If you work with pen and paper, you’ll need your planner and other physical materials within reach. If you’re on a laptop, you’ll want to make sure your contacts, calendar, and other info can sync properly—this may rule out Amtrak and its spotty Wi-Fi.


People keep track of their to-dos in all kinds of ways, from sophisticated productivity software to a fringe of curling Post-it Notes around a computer monitor. However you manage your current workload, this system works best when it is tracked separately from your everyday tasks, in its own self-contained system. This might mean a different app, a separate project within a sophisticated task management app, a different notebook, or Post-it Notes of a different color.


To see my current app recommendations, go to mobunnell.com/apps. The important thing is to not get bogged down. Some of the most astonishingly productive rainmakers use nothing but pen and paper.


Note: Whenever I refer to the name of a specific worksheet in bold, you will find it available for free download at mobunnell.com/work sheets. You do not want to skip the worksheets. They are designed to help you implement the system. And although I’ve made it easy to re-create the worksheets on blank pieces of paper, there’s a lot of nuance you’ll miss if you do it without seeing the worksheets themselves. Even if you choose to handwrite them or re-create them in your favorite app, you’ll want to see the perfect format first.


Okay, now that I’ve made my pitch for the worksheets, I realize they aren’t for everyone. Or you might not have internet access at the moment. No problem—keep reading. We’ve made it easy for you to read the book and make progress with the simplest of tools, paper and a pen. You can circle back to the downloads later.


Whether worksheets, technology, or starting with blank paper, having everything in one place will help you implement the Snowball System. I want you up and running quickly so you can start seeing benefits right away. I want to get you hooked. This is how I do my live training. The people in the room are high earners, and their time is too valuable to waste. (Isn’t yours?) We work with real objectives and real metrics so that everyone can return to their desks at the end of the workshop well on their way to implementation and results.


But before we get started with your personal strategic planning, we need to cover something else first: the somewhat secret science behind how people think. We’re all different in how we think, with only about 3 percent of people thinking in a balanced way. That’s critical for our personal strategic plan because, without it, 97 percent of us will likely leave something important out.


We need to think with our whole brain. Learning how to do this changed my approach to business development and, more broadly, to just about everything I do.


Whole Brain® Thinking*



The heart of the Snowball System is people. To understand people, you need to understand how they think or, more accurately, how they prefer to think. The most important person you need to figure out? You! That’s why this section is so early in the book. We’ll use it immediately to improve your personal strategic plan, making sure it’s balanced in its approach. We’ll use it throughout the book to improve just about everything else. This is foundational.


Ned Herrmann was at General Electric in the early 1980s when he developed the HBDI® (Herrmann Brain Dominance Instrument®*), an assessment based on research on thinking and the brain. I rely on it in every client interaction and in most of my methods. It’s rocket fuel for relationships, and when I stumbled on it, it changed everything.


Have you ever tried to win the interest of a new prospect but ran into a brick wall? Think of the last time you sent the email or delivered the pitch that usually sparks interest in even the most skeptical recipient and yet, for some inexplicable reason, your words seemed to fall on deaf ears. So frustrating.


When things don’t click, we tend to focus on the substance of the message. But problems connecting with others are typically about the way you delivered your message, not the message itself. Often what you say just isn’t tuned to the way your audience prefers to receive and process it. I had many such disconnects in my own work as a seller-expert. Like you, I chalked these incidents up to some nebulous personality mismatch or perhaps bad conference room cold cuts. Then I discovered the uniqueness of this model, which measures how an individual prefers to communicate, learn, and solve problems. Crucially, it doesn’t measure ability—just preferences.


One thing I love about this model is that it was born of solid research. It was developed using extensive research from Nobel Prize–winning neuroscientists as well as Ned Herrmann’s own work at Berkeley. Since its inception it has been rigorously validated and updated.


The power of this approach is not limited to the assessment itself; it is also a metaphor for how the brain works. The emphasis is on the whole brain, not the oversimplified “left brain/right brain” dichotomy you often see.


Here’s the model:






[image: image]







Each quadrant represents a preference for using one mode of thought over the others.


People with Strong A-Quadrant Thinking Preferences Are More Analytical Thinkers


They tend to be logical and fact based in their decision making. They weigh risks and benefits. Think of an actuary calculating the probability of an event or a litigator structuring a precise legal argument. These folks address the “what” of a question. They are more likely to judge a meeting successful if budgets are agreed upon and clear performance goals are established. Oh, and if the food was purchased at a discount.


People with Strong B-Quadrant Preferences Are More Practical Thinkers


They tend to be process oriented and tactical. If those with an analytic preference have a calculator running in their mind, practical thinkers have a Gantt chart. You know the type: you say, “Oh, looks like we’ll need to reschedule the meeting,” and they say, “Right. But we can’t do it next week because Bob will be in Los Angeles and Betsy will be on vacation. The following week is okay, but remember, the conference room won’t be available that Monday.” Folks with a practical preference address “How?” and “When?” For them a successful meeting is one where timelines, steps to complete the goal, resources, policies, and quality guidelines were covered. Making a checklist and checking things off. Let’s get some things done!


Those with Strong C-Quadrant Preferences Are More Relational Thinkers


They are intuiting and incorporating others’ perspectives and points of view into their decisions. They know just how to phrase a message so the audience will understand. They get people. They’re asking “Who?” Typically, relational thinkers consider a meeting successful if all the participants have communicated their perspectives and if they enjoyed the experience: “Jim, I noticed you’re out of tea. Would you like someone to run out and get more? Organic green dragon, right? You haven’t spoken up in a while. What do you think of Jane’s suggestion?”


Those with Strong D-Quadrant Preferences Are More Experimental Thinkers


They skew toward creative and strategic solutions. They’re the people who ask “Why?” They are typically comfortable synthesizing concepts, identifying important themes, and generating new ideas. For them a successful meeting usually involves people creating or aligning with the big picture, the vision, the solution. “Let’s start by reviewing our ten-year plan and then brainstorm using the new floor-to-ceiling whiteboards! We can write in the windows too!”
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Take a moment and think about yourself. Offhand, based on the way you communicate and solve problems, your approach to making decisions and your overall priorities, how would you assess your own degree of thinking preference for each quadrant? Remember, these are preferences, not abilities. In which of these quadrants are you most comfortable? And which quadrants, if any, make you cringe?


This model is one of the first things we cover in our training. This is because most people project how they think onto the buyer and communicate their value in ways that would convince themselves. The better way? Communicate your value in the way the buyer prefers to receive it.


Ann Herrmann-Nehdi is Ned Herrmann’s daughter, the CEO of Herrmann International, and the world’s foremost expert on using their models. I asked her about the importance of this methodology for seller-experts. She put it very simply: “Your client’s buying decision is directly related to the thinking that is going on in their head. It is equally important for you to know how you think so that you can properly adapt to your customers, accelerating the process for both of you.”


I love Ann’s perspective here. It’s gold.


If you learn to identify these different thinking processes in yourself as well as in others, you will develop a sixth sense for communicating and working collaboratively. That’s the magic of Whole Brain® Thinking for business development. You will see its influence in almost every chapter of this book.


One last fact: over 3 million people have taken the assessment, and of those, about 95 percent reveal more than one dominant thinking preference: two, three, or, in some cases, even four. Almost everyone! Thinking is nuanced, and we need to avoid the incorrect simplicity of statements like “Jim’s an experimental thinker.” Jim might bias toward that way of thinking, but the statistics show he likely has one or more other strong preferences too, and even if he doesn’t, he’ll probably greatly benefit from hearing from the other perspectives precisely because he’d likely leave them out himself.


I’ll show you later in the book how to implement all four ways of thinking in your client interactions. Doing this will be your insurance policy, a hedge against multiple thinking preferences among one or more people in the room. Communicating in all four modes of thinking increases your probability of success.


If you’re interested in getting an HBDI® Profile* yourself, visit mobunnell.com/HBDI for more information. Although taking the assessment would be ideal, you don’t need your HBDI® Profile to use this book. Understanding in broad strokes, however, how your clients and prospects prefer to think, communicate, and be communicated with will rapidly accelerate your success at building rapport. This model is going to enhance everything we do.


For now our task is to get you thinking about your growth plan, and using the principles we’ve just learned is going to make it even better. The best plans incorporate all four ways of thinking—that way you won’t overemphasize or underemphasize different aspects of the plan. This is planning like you’ve never seen it before.


Personal Strategic Planning


Earlier you wrote down the why that drives you to get better at business development. Your why is your ultimate purpose in learning to be a rainmaker, your endgame, the objective that transcends your current project, your current role, even your current career. Deciding on your why can be incredibly motivating and inspiring, but you don’t want to stop there. To succeed, you need to step back and figure out how you’re actually going to pursue your objective—day by day, month by month, year by year. All the tactics in this book won’t do you any good unless they’re aligned with a clear and purposeful strategy. So how do you build one?


Although there are many different definitions of the term “strategy,” with regard to business development, I like to keep it simple. A strategy is a top-down plan for getting from where you are to where you want to be. It’s what you’ll emphasize over all else.


First, we need to figure out where we are. Get the Beginning State Scorecard worksheet—remember: bold means a worksheet is available at mobunnell.com/worksheets—to complete the following 100-point self-evaluation, or just tally your score on a notepad. If you’re not able to download it at the moment, below is a quick and dirty version to keep you moving forward in the meantime.


As you fill out this first scorecard, don’t worry about perfection in your scoring. Don’t sweat too much over if something’s a 3 or a 4. You don’t need to do this (or any part of the Snowball System) perfectly—that will slow you down too much. You just want to create a rough snapshot of the state of your BD efforts today. Think of Olympic judges assigning numerical scores to artistic events like diving or gymnastics. It’s an analytical approach to evaluating a subjective performance. Is it perfect? No. But quantitative evaluation can help track and improve nearly any kind of performance. That’s our goal here: to create a quick analysis of your current BD state so we can improve it.


Relationships


Our success at business development rests on a foundation of relationships, so let’s start there. Score yourself from 1 to 5 on each of these, for a maximum possible score of 20.




[image: image] Have I identified—and written down—the key characteristics of my ideal clients? (Score 1 to 5)


[image: image] Have I used these key characteristics of my ideal clients to identify and write down the organizations I’d like to get introduced to? (Score 1 to 5)


[image: image] Do I have a method for investing in and being helpful to the most important people who will help me grow (clients, strategic partners, influencers)? (Score 1 to 5)


[image: image] Do I have an appropriate number of touch points to stay top of mind with these most important people, and do I track my touch points? (Score 1 to 5)




Vision


How clear is your vision to grow your business? Score yourself from 1 to 5 on each of these, for a maximum possible score of 20.




[image: image] Have I defined the areas where my ideal clients will be spending money in the future? (Score 1 to 5)


[image: image] Do I have a clear brand I promote in the marketplace that is aligned with these areas? (Score 1 to 5)


[image: image] Do I have a clear BD strategy for each step in the process, from generating leads to closing deals, and do I follow it consistently? (Score 1 to 5)


[image: image] Do I have a vision for integrating current clients, strategic partners, and colleagues with my overall business strategy? (Score 1 to 5)




Measurement


Next let’s figure out what we can measure so we know whether we’re on track. We need to collect a few numbers:




[image: image] How much money would you have liked to have brought in over the last year?


[image: image] How much money did you actually bring in?




If you don’t know these numbers and can’t find them easily, make a quick estimate. Now let’s compare them. If you brought in as much money or more than you would have liked to over the last year, give yourself a 5. Earning 90 to 99 percent of your goal is a 4, 80 to 89 percent is a 3, 70 to 79 percent is a 2, and less than 70 percent is a 1.


Now we’ll use a similar process to look at how much time you invested in BD activities and how effective that time was:




[image: image] How many hours per year do you think you should be investing in growing your business? What investment of time would be best? (Keep reading through the next paragraph if you’re not sure).


[image: image] How many hours did you actually invest in growing your business?




Working forty hours a week for fifty weeks a year adds up to two thousand work hours annually. Use that as a rough benchmark to determine these numbers. An expert changing firms and under a nonsolicitation agreement might invest two thousand hours in business development during their first year because they are starting from scratch. A forty-year veteran consultant who gets pulled into larger projects by others might invest very little—but they also might not be doing the work they’d like and might not be moving up in the organization.


I think a good annual minimum for most seller-experts is two hundred to four hundred hours, and that’s after you have a stable, thriving book of business. For many, it’s more. Below that and, even if you’re busy, you’re likely not attracting the high-value, high-margin work you’d like. Or, if you’re an account manager or account executive, you’re likely not growing your accounts as quickly as your leadership would like.


Whatever you do, pay attention to the time you’re spending on business development, including setting goals. Time is the most precious resource you have, and the professionals I work with find this evaluation powerful when we analyze it in our classes. Don’t skip this step. If you do, you’ll let the world determine your time and fate—instead, design the life you want.


Now let’s compare how many hours you invested versus how many you would have liked to have invested. If you invested as much time or more than you would have liked over the last year, give yourself a 5. Investing 90 to 99 percent of your goal is a 4, 80 to 89 percent is a 3, 70 to 79 percent is a 2, and less than 70 percent is a 1.


Here are two final questions to round out the measurement section:




[image: image] Do I have an ongoing process for measuring and reinforcing my personal success? (Score 1 to 5)


[image: image] Do I have an ongoing process for measuring and reinforcing my team’s success or, if solo, my success with my outside collaborators and strategic partners? (Score 1 to 5)




Action


Let’s close by looking at how you’ve been doing on implementation: getting the plan right and then executing.


Important: These questions are each worth 10 points, not 5. That’s because consistency is vital when filling your pipeline and winning more work. As a result, we weigh process heavily.




[image: image] Do I have an ongoing series of meetings to measure and track my success? These “meetings” can be just with yourself, with an accountability partner, or with your team. The key is that you allot time to managing your pipeline just as you do for managing any important project. (Score 1 to 10)


[image: image] Do I have an easy-to-use system to measure and track my success? (Score 1 to 10)


[image: image] Do I hold myself accountable for my commitments? (Score 1 to 10)


[image: image] Do I celebrate my incremental successes (not just the end goal of closing business deals but also the progress toward that end) personally and with my colleagues? (Score 1 to 10)
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Add up your quadrants. Remember that the Action section can add up to as many as 40 points and the other quadrants can add up to 20.


How close to 100 did you get?


It can be painful to see your weak spots exposed like this, but don’t let it overwhelm you. This scorecard is comprehensive. No one hits all these marks perfectly, no matter their level of experience. In our classes most professionals score between 40 and 60. They don’t stay there, of course. (Hold on to your score because you’re going to want to check at intervals to see how much you’ve improved and what still needs work. I update and review my scorecard annually, but you might want to do it as frequently as quarterly as you get the Snowball System up and running.)


Now it’s time to set some goals to get better. This is an opportunity to use the insights you’ve gained from assessing your current situation to outline a plan for the coming year. Get the Future State Scorecard worksheet, or take out a blank sheet of paper and draw a big plus sign in the middle, then add a title for Relationships (lower right), Vision (upper right), Measurement (upper left), and Action (lower left). Feel free to duplicate this in an electronic document if you like.


Relationships




[image: image] Describe your ideal prospects, including the best role to approach when first entering a new company.


[image: image] Describe your ideal strategic partners, the people positioned to refer prospects to you or who have influence in the decision to choose you.


[image: image] Describe the ways you’ll consistently invest in being helpful and staying top of mind to these prospects and partners.




Vision




[image: image] Describe what your ideal prospects will be spending money on in the coming years. What are the strongest trends in your industry?


[image: image] Describe the brand you will be known for and how it will align with these spending patterns.




Measurement




[image: image] Quantify how much revenue you will generate next year.


[image: image] Pick the one or two BD metrics that are under your direct control. The two I usually recommend starting with are the time you spend on business development (BD hours) and the selection and number of MITs you complete (MITs completed). These two work well together, giving both a quantity and quality perspective. Get creative and choose a different set of measures if that works better for you.




Action




[image: image] Describe the BD rituals you’ll implement.


[image: image] Describe how you’ll hold yourself accountable for completing your BD work.




Let’s work through this entire process using an example. Say you’re a consultant who facilitates the development of strategic plans. You’ve just gone out on your own, having worked in strategic planning roles inside four large organizations over the past decade. You have fifty-six contacts in high-level leadership roles with significant budgetary authority. These leaders are now scattered across seventeen different organizations.


The good news: you know lots of well-positioned people who hold you in high esteem.


The bad news: your pipeline is at zero, no one is paying you a salary, and you’d like to afford your kids’ college education and the occasional visit to a decent coffee shop.


Here’s what your planning might look like:


Relationships




[image: image] Ideal prospect: My perfect prospect is someone in a leadership role, preferably with one-hundred-plus people reporting up to them. That’s where I think budgetary levels will fit with my pricing.


[image: image] Ideal strategic partners: I will be working this first quarter on defining my perfect strategic partner, as I’m not sure who that is yet. I think it will be other experts who call on senior leaders, possibly in areas of expertise like communication skills or executive search (headhunters).


[image: image] Network investment: I’ll be constantly investing in my network by sharing advice and articles on strategic planning and team management that I’ve collected over the years. I hope to ping each of my fifty-six contacts once a month with something valuable that’s not a pitch to hire me but instead emphasizes my expertise.




Focus




[image: image] Future spend at ideal prospects: Senior leaders are being pushed to be more strategic, and of all their responsibilities, this is one area that’s easy to justify spending money on.


[image: image] My brand: My expertise is the facilitation of strategic planning. Because I don’t have an army of analysts to help me, I’ll focus on strategic meeting facilitation this year, letting the client dig into the data and allowing me focus on conducting interactive planning sessions using the process I’ve developed. It features early interactive sessions that create team alignment and relationship building along with an iterative approach to finalize the plan. To state my brand concisely, I am the person who can efficiently lead a team to craft a strategic plan, taking them from dysfunctional or less than ideal to high performing.




Measurement




[image: image] Revenue: I’d like to bring in $1,000,000 this first year. Because I’ll charge about $100,000 for a strategy facilitation project, I need to sell and deliver eight or nine of those, making up the remainder with smaller, onetime meeting facilitations and presentations. If I get a 50 percent acceptance rate, I’ll need to propose $2,000,000 of new business. Lots to do!


[image: image] Trackable metrics: I’ll offer a free one-hour strategic analysis using the method I’ve created to each of the fifty-six qualified contacts I’ve identified. My contacts can use them or offer them to someone else they know who might need it. I’ll only count offers I make in person or on the phone, as I want to get into a deeper conversation with each person. Quality over quantity, so no offers over email. I’ll reach out to thirty in the first month, fifteen in month two, and the final eleven in month three. I’ll likely revisit what I should track at the end of the first three months. I’m a little scared of my commitment here, but I’m going for it. I need the momentum, or else I’ll fail. I do not want to fail. My family and friends are watching.




Action




[image: image] My BD rituals: I will conduct a weekly review of progress with my free analysis offers and with advice and articles sent out as part of my broader outreach efforts. Keep the focus on asking for and getting these meetings and making these offers. Reminders to myself: I’m being helpful, not salesy. And I need to keep the consistency on outreach, even if I land a project or two early. Nights and weekends belong to my pipeline these first three months, not me.


[image: image] Accountability: I’ll hold myself accountable by sending my accountability partner my weekly data. He’s a few years ahead of me in starting his own business and has agreed to review my data weekly. It’s due to him at 4 p.m. every Friday. Our call at 4:30 p.m. each week to review my progress—or lack of progress—is really going to keep me going. He has promised to get in my grill if I don’t do what I need to do and to celebrate when I do. We’re focused on what’s in my control. If I do what I’ve set out to do here, the work will come. I can hardly wait to help my clients succeed!




Don’t be afraid to set your sights high. Although your goals should feel achievable, the most effective and motivating goals feel challenging. Don’t set the bar so low that you can step over it.


Now, write your plan.


Done? Congratulations! You’ve created a vision for the future. Science shows that this act alone has a powerful effect.



Harnessing the Power of Habits



With some of your goals in place, it’s time to look at the other core behavioral tool that makes this system so effective. Although good goals are critical, establishing the right habits—and eliminating the wrong ones—are fundamental to executing it.


As discussed earlier in the chapter, habits are amazingly powerful. Research shows that we spend more of our time on “autopilot” than we realize. Think about it: What did you do when you first woke up this morning? Have your first cup of coffee? Check your email? Hug the large, black dog sleeping in your bed? (Okay, maybe that’s just me.)


Now compare this morning’s activities to the ones you performed yesterday. Chances are they look very similar. The brain loves a good routine. When it’s following a routine for the hundredth or thousandth time, it knows exactly what to do and how to do it. It feels great to accomplish things well and smoothly—you’re in a groove. You learn to crave the sensation of accomplishing tasks easily, without too much cognitive effort. Habits are also rewarding because they usually end with actual rewards: positive sensations like the clean, minty sensation you get from brushing your teeth.


Your brain is constantly looking for ways to save energy by finding rewarding patterns and establishing habits around them. Makes sense, right? But there’s another part to this story, as explained by Dan and Chip Heath in their book Switch. The Heath brothers use the metaphor of a rider steering an elephant. The rider is the rational part of our minds, the conscious “I” that thinks it’s in charge and making all the decisions. The elephant is the subconscious, emotional part of the mind. As you might guess from the metaphor, the subconscious part is more powerful than the rational mind.


To a certain degree the rider can steer behavior. Go ahead: look up from this page and stare at the wall for a count of three. Then continue reading.


Did it work? Your rider made the conscious decision to perform that behavior. All well and good for something as simple as staring at the wall, but when things get difficult or stressful, the elephant is going to go pretty much where it wants. Let yourself get too hungry while on your diet, and the elephant is going to push you straight for the cookie jar. It’s in moments like these when you can feel how limited the rider’s influence truly is.


In a way the rider aligns with the upper part of the HBDI® Profile, the analytical and experimental quadrants that involve logic and strategy. You know how many calories each cookie contains (analytical), and you have a vision for the beach body you want to attain (experimental and, in this case, the visionary part of experimentation). Yet the elephant, represented by the lower practical and relational quadrants, wants dessert because dinner should end with dessert (practical—in this case, a process) and because, heck, today was a really hard day (relational—in this case, a sense of our own feelings). A moment later the cookie is gone. Yum! Wait, I shouldn’t have eaten that cookie! Dang it. Elephant got me again.


So when it comes to building good habits and removing negative ones, routines (practical) and emotions (relational) rule. These are the elephant quadrants. Over the long term, fighting them is a losing battle. Harness them, and you can achieve almost anything. You just need to work with the power of your elephant.


In this system we use the word “rituals” to refer to productive habits that help you accomplish your goals. Specifically, a ritual is a chain of behaviors that, once triggered, are performed habitually and without much additional cognitive effort.


A ritual can be triggered by the calendar. For example, you might start your laundry on Sunday mornings. It can also be driven by an event. Receiving your employer’s W-2 might be your cue to start work on your taxes.


What are some of your calendar-triggered habits? What are some of your event-driven habits? Which propel you toward success, and which are holding you back?


Before we start designing BD rituals to achieve your specific goals, there are two important points about habit building. First, the easiest way to start a new habit is to chain it to something that already happens without fail. This effectively skips a step because you already have a cue, or trigger, to build from. Second, always reward yourself immediately after performing a ritual. While the rider in your brain may see the connection between a reward and a ritual performed earlier in the day, the elephant won’t. So make it quick and fun: your second coffee of the morning, a walk around the building, five minutes on social media.


Let’s look at two examples, one calendar driven and one event driven.


Let’s say you want to establish a calendar-driven weekly ritual to proactively send something valuable to one important client each week. You might plan to do this before your Monday morning team stand-up meeting. Focusing on getting it done before the meeting will give you a deadline, with a little rush to get things finished before the meeting starts. You’ll feel that clock ticking, which is good. Doing this first thing will start your week off with momentum, accomplishing the hard thing first. That’s a reward in itself. The trigger: meeting coming! The reward: satisfaction knowing you knocked out the hard thing.


Now, an event-driven ritual. Let’s say you’ve been told that you overemphasize analytical thinking, so you want to improve at the relational aspects of client development. From now on, every time you’re going to talk to a client, decide in advance on one thing to ask that client—and not the typical “How was your weekend? Great! Down to business!” An authentic question with follow-up questions that show interest. Use what you’ve learned about the client so far. For example, if you’ve learned that your client plays a particular sport avidly, you might ask if there was a match this weekend. It’s a subtle difference, but it shows forethought and genuine curiosity. Don’t know anything about this client? Social media is no help? Start by asking a question about their interests and hobbies.


The trigger to prepare a question will be “every phone call or in-person meeting with a client.” Your ritual might be writing a question down on a Post-it and putting it where you can’t miss it. The reward? You could have a piece of paper tallying your opportunities and how many times you successfully asked your question, with it only counting for a score if you truly listened and followed up with a question or two to show that you did.


You could even sum up your results at the end of the week, a weekly relationship scoreboard of sorts. The key is immediately tallying the opportunity and, if you deserve it, the success. Solid trigger, immediate reward. (You might find yourself worrying about it sounding inauthentic, but the more you do it, the easier and more authentic it will feel.) At the end of each week you can add up the number of opportunities you’ve had, increasing or decreasing your success percentages over time. It’ll feel great to watch your numbers increase along with the quality of your relationships.


With these examples in mind, it’s time to design your rituals. Get the Rituals worksheet, or simply write these words at the top of a blank piece of paper:


Ritual       Calendar or Event Trigger       Reward


Now design a few rituals that will build some BD momentum for you. Picking just a couple will be enough to get started; once you start seeing your rituals become truly habitual, you will be motivated to create more.


Done? Perfect. You’ll revise and improve these as you go, but it’s a great start. Your initial plan is important—it’s essential to get started in the right direction, with the right priorities. But designing and actually performing your rituals is where you’ll succeed or fail.
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If you’re like most of the professionals who train with us, you already feel pushed to the limit with your current workload. However certain you are of the need to grow your business, deep down you may also be wondering: What if this system actually works? Then I’ll really be in trouble.


Boy, it’s ironic. You’re reading a book on growing your business, desperate to find something that works—and half-afraid that it will. After all, if this is as effective as Mo says it is, it may bring in more work than I can handle! Then what?


In my experience, growing your business changes the nature of the work for the better, even if the transition is rocky. More qualified leads and more new clients translate into more of the challenging, highly profitable work you enjoy doing, while you delegate the rest, often by expanding your own team. And if you refer less-than-ideal prospects out to other organizations instead? They have a strong motivator to refer the work you want most back to you. Either way, it’s a win.


In addition, the skills you will learn throughout this book will make you more efficient in general. Although at times it may seem like I’m adding a lot of work to your plate, by learning to be more strategic and to only invest your efforts where they will be most effective, you’ll find yourself clearing away much of the busywork that had been clogging up your day with little to show for it. Your work life may get downright serene, even as the floodgates widen. I’ve seen it happen. It’s the difference between the doggy paddle and the breaststroke.


The fact is, you already sell. In fact, you have a BD strategy—for most people it’s just a hodgepodge of tactics and preconceived notions accumulated over the course of your career. The time has come for an upgrade. When you’re finished, your only regret will be that you didn’t start learning the Snowball System sooner.


 


* Whole Brain® Thinking, HBDI®, and Herrmann Brain Dominance Instrument® are registered trademarks of Herrmann Global, LLC.


* Whole Brain® Thinking, HBDI®, and Herrmann Brain Dominance Instrument® are registered trademarks of Herrmann Global, LLC.
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