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Steve: I actually did a nice trip on Friday night. Went out about 4:00, went out, and we got 

caught in that storm out there, so we had to… yeah, pretty intense experience. Caught a few fish, 

but we got in a thunderstorm and it wasn’t dangerous, but it was intense for sure. Pitch black out 

there. No, you know, new moon, can’t see, can’t tell where the dark skies stop and the water 

starts. So, I mean it’s just pitch black out there. So, yeah. And the rain is blowing like crazy and 

the wind is whipping around about 30 mph and the rain is going horizontal and you’re like, oh 

well, point the nose into the wind. That’s all you can do. That was the deal. That was pretty cool. 

All right, hey, we’ve got a few more folks. Hey, Justine, how you doing? 

Justine: Good, Steve. How are you? 

Steve: I am well thank you. So we’ve got somebody else here. Who is the last four digits of their 

phone number is 2068. Who is that? 

Lance: That’s me.  

Steve: We will give folks about one minute. If no one else shows up, we will go with what we’ve 

go there. Just so you guys know, I’m recording this. I’m going to do a PowerPoint presentation 

with this and then I will upload it and then you will be able to go back in and see the slides. I 

really want to transition from doing these calls from just a pure teleconference to a real webinar 

where folks can see what it is I’m talking about and the slides that I have on the screen or the 

white board that I use to draw on or that sort of stuff, it makes it a little bit more interactive. You 

don’t have the benefit of seeing on a conference call what I have in front of me, so I’m going to 

record this. I’ll probably re-record it after today and put that PowerPoint up there for you. But in 

any event, we’re going to go ahead and get started. What I’m going to do is I’m going to put you 

guys on mute for a second. I’ll come back and unmute you.  

Let’s talk about this whole idea of the real reason people buy anything. For you guys, this isn’t 

going to be totally new, but what we’re going to do is I think we’re going to dig down a little bit 

deeper today into this whole concept and it is my hope that you will gain a deeper appreciation 

for the answer to this question about why people buy. So, here is sort of what you will come 

away with today as a result of this session, what you’re going to discover in today’s session. 



There are four things you are going to discover and a whole bunch of other ancillary kind of 

things. But number one, you’re going to discover the two major reasons people buy anything. 

Now it is not going to be totally new to you, but when you boil it down there really are only 

about two reasons people buy anything and we’ll talk about that. You’re going to discover the 

three levels of pain. This whole concept of pain is battered around a lot by people. I think a lot of 

people think they know what it is. But I think it is also greatly misunderstood. So we’re going to 

dig down deeper into the three different levels of pain. 

The third thing you’re going to discover is why talking about features and benefits will kill the 

sale.  You-you’ve heard that buy we’re going to spend a little bit of time talking about what and 

when we’re done you- you’ll really understand that, that you shouldn’t be talking about your 

product or service much at all.  There should be very little of that being talked about.  And 

number four, we’re going to talk about the critical skill you must master if you want to become a 

master of sales.  So those are really the, the kind of the four things that we’re going to deal with 

today and talk about. 

So, let’s start off with what we learned from Sigmund Freud.  We learned a lot of stuff from, 

from Freud but here’s, here’s one biggy as it pertains to what we do in sales.  Freud said that, 

that all human behavior does one of two things.  It either psychologically moves people away 

from psychological pain. Or it moves them to psychological pleasure.  So it’s that whole 

pain/pleasure thing. We’re either move towards pleasure or moving away from pain and, of those 

two, you know that pain is a stronger motivator. It’s, people are much more motivated to 

eliminate psychological pain that they are to pursue psychological pleasure.  However, that being 

said there is a place for this whole concept of pleasure. 

So when you, when you talk about, you know, people buying things, generally people buy for 

one of two reasons.  They buy to acquire something new of to replace something that is worn out 

or no longer working.  And, you know, typically, let me, let me kind of give you an example of, 

of that.  Again you guys can think of a lot of examples of things that you buy either to, you 

know, to acquire or to replace.  So I was out Friday night fishing, my radar’s out, okay.  So I’m 

out there in the middle of the Gulf.  It’s pitch black.  It’s raining like hell.  The wind’s blowing 

and I got no radar.  So I can’t tell which direction the storm’s coming from.  So I, I can’t go back 



out and do that thing without having my radar fixed.  In this case, I’ll have, I’ll replace the radar, 

fix the radar because it’s not working. 

Now think about something that you guys have bought recently and think about which category 

it fits into. Did it, did you buy it to acquire something new?  Or did you buy to replace something 

that is no longer working?  So, what I’m going to do, is I’m going to pause for just a second and 

I’m going to put the phone done. We’ve got people in here cleaning the house. I’m going to ask 

them to take their vacuum cleaner to another room because it’s distracting to me.  So hold on a 

second.  All right, don’t know if it’s distracting you guys, but it, it was distracting to me.  So you 

think about what, you know, what you have bought or do buy, what your prospects or clients buy 

and it’s really going to fall into one of those two categories.  They’re either going to buy 

something new because they don’t already have it or they’re going to buy to replace something 

that’s not working.  

 Now this could be CPA services.  They’re going buy new CPA from because the one they’re 

working with now doesn’t do a good job for them. They’re going to switch financial advisors 

because the one they have’s no longer working out for them, that sort of thing.  So it doesn’t 

have to just apply here to hard products and services - hard products or, or tangible kinds of 

things.  It’s, It’s services as well as, as products.  So, you know, that’s the big picture.  So when 

you think about that you start thinking well which one seemed to be, you know, more of a 

motivator?  Is it people buying to acquire something new?  Or is it to replace something that’s 

worn out?  And, and they answer is it could be either one.  It depends on what kinds of problems 

it’s causing because a person doesn’t have that particular thing or that particular item, so the big 

thing here, the big takeaway in all of this is to understand why people buy and ultimately people 

buy for their own reasons.  People have a myriad of reasons why they buy, and quite often the 

salesperson is trying to get people or trying to convince people that they should buy whatever the 

product or service is they’re selling because the salesperson has an idea of what or why they 

should buy.  The rule here is, you know, people buy for their own reasons. They don’t buy for 

your reasons.  In fact, sometimes they, they buy in spite of the reason you might think they 

should buy.  So ultimately why you think they should buy your product, the service is irrelevant 

to the whole conversation.   It’s not important or it’s irrelevant why you think they should buy.  

It’s only important that you understand why they buy.  And then position what it is that you’re 

selling, as a solution to why they’re trying to buy.  



So in this case you want to make sure that you get out of your own way and you don’t bring your 

own baggage into the sales equation and start unconsciously trying to convince people that they 

should buy because you think it’s a good idea for whatever reason for them to do so.  Now, it, 

when you think about this whole role of, of sales, you think about a salesperson’s role. The, the 

question here is what really is a salesperson’s role?  And I would submit to you that the 

salesperson’s role is to find out what those reasons that people buy are.  What are those reasons?  

And then to help the buy discover other reasons that he or she may not have thought about.  So 

again, your role is to find out what are the reasons they might buy, and then to help the buyer 

discover other reasons that they may not have thought about because they, you know, there are 

reasons that for whatever, you know, they, they may not have given it much thought about this 

might be a reason that they might need to do this. 

Now wh- when you think about that, if you buy into that, if you buy into the fact that the 

salesperson’s role is to, to find out or uncover the reasons for people to buy and then perhaps 

help and discover other reasons they hadn’t thought about.  How do you go about doing that at a 

salesperson?  Well, you know, how do you as a salesperson really reach inside their head and 

find out what their reasons for buying are?  Because many times the, the buyer doesn’t really 

understand their reasons. They, they have an idea but they may not understand.  So the short 

answer is how do you find this out is by asking questions.  And then once you ask questions, you 

ask some more questions.  And then when you’ve asked those questions, then you ask even more 

questions.   

Now, compare that against what most salespeople do.  Most salespeople are in the information 

dispensing business, not the question asking business.  Now you can write this one down in big 

letters.  Prospects only buy when they’re lips are moving.  And the only way you can get 

prospects to open their mouth and talk is by asking them questions.  You don’t get any points for 

selling when you’re doing the talking.  We got two ears and  one mouth, so we should be 

listening twice as much as we talk.  But even when we’re talking, the one third of the time that 

we’re doing the talking should not be about explaining the merits of what it is we do and show 

and tell and all that sort of stuff. 

The one third of the time that we spend talking on sales calls, most of that time should be spent 

asking questions because that’s the only way we’re going to come to an understanding about 



why people would buy.  Now this is a total reversal of what most people do.  Most people selling 

anything can’t wait to talk about their thing and what it is they do.  And how they do it and what 

makes them better and how long they’ve been doing it and yada, yada, yada and so forth and so 

on.  That’s how most people operate even the ones who understand what I’m talking about 

intellectually.  There are salespeople out there who have heard this messages before.  If they 

would buy into it and say, yeah I agree 100%, but then when you go watch them in action, they 

don’t do any of this at all. They end up defaulting to talking about their thing.  So, not only do 

you have to understand this is what you should be doing, you have to become really good at the 

execution of doing that thing. 

So, let’s kind of switch gears a little bit and talk about something that you probably have heard 

before but may not fully understand, certainly at a deeper level and that is this whole concept of 

intellect versus emotion.  You know, why do people, you know, why do people buy?  Well you, 

you heard the old saying that people buy emotionally and then justify that decision intellectually 

or logically.  Well, you know, that really has a ring of truth to it, but most people don’t really 

understand what that really means.  That’s sort of a broad brush approach. There’s a lot more to 

it than that and we’re going to spend a few minutes now. We’re going to be, we’re going to drill 

down now and this, this may be the part where you guys have not heard this stuff at this deep a 

level previously.  But we’re going to drill down on this whole emotional kind of thing so that 

you’ll understand that at, at a, at a much deeper level. 

So, if people do, in fact, buy emotionally and then justify that decision logically.  There, there are 

really three levels of intellect and emotion.  If you think about the sales process, the sales process 

starts off with some sort of intellectual description of what’s going on.  There is a, an admission 

of this is an issue I have or a concern I have but it, it generally the first thing that, that the 

discussion centers on is a description of a current situation.  This is what’s going on.  My radar’s 

out.  I’m losing money in the market.  I’m not getting service quick enough. I need new tires for 

the car.  The vacuum cleaner broke.  Whatever it is, is an, an intellectual statement of an existing 

situation or condition. That’s how most discussion start.  Prospects don’t immediately start 

talking about the consequences or how these things impact them.  They give a description of a 

situation.  Now, when someone tells you that they need to do something relative to their 

currently situation.  They need to change it somehow.  We need faster service.  We need better 

advice.  We need somebody that we can call on and trust a little bit more.  We need to update 



what it is we’re doing.  We need to buy a new phone system.  Whatever it is, when, when they 

demonstrate or first say this is what we need, that’s all intellectual.  All it is is describing a 

current situation. 

Now, the one thing that, that to remember there is that, you know, with this whole intellectual 

versus emotional discussion about people buying emotionally and justifying logically.  What that 

really means is that all buying decisions start with this intellectual realization.  That there’s either 

a current or future problem or issue.  Now, most sales people the rookie salesperson, the, the 

person that’s not a master immediately when a prospect says something like that, when a 

prospect fesses up that they have a current issuer or a potential future issue, most salespeople 

jump on that and start with some sort of discussion about let me tell you how we can fix that for 

you type deal.  Which is exactly the wrong thing to do because the person is still in an emo- is in 

an intellectual state.  Doing that is not enough when people, when people admit that they have an 

issue that is not enough to move them to take action.  They are at the first stage.  

They’re sort of like sunburn. Sunburn has three stages. First degree sunburn is an issue, but it’s 

not enough for most people to take any kind of medical action in terms of seeking medical help.  

Maybe they’ll go to the, to the drug store and get a little Solarcaine or aloe vera gel and rub on it, 

but it’s no big deal. It’s, it’s uncomfortable but it’s not enough to cause them to do much of 

anything different or miss anything or, or anything like that.  Now you get to second degree 

sunburn it’s a little different, but by God when somebody’s got third degree sunburn and they’ve 

got blisters on their skin and they roll over in the middle of the night and those blisters pop and 

they got watery stuff running all over them. It’s sticking to the sheets and their skin’s peeling off, 

they’re headed to the emergency room.  They’re going to do something about the situation.  

Buyers are the same way. They’re not going to take action to do anything until they experience 

something greater than first degree pain, or in this case first degree sunburn if we’re making the 

analogy.  But the rookie salesperson, the incompetent salesperson, the unskilled salesperson 

when they hear this first thing that somebody says, you know, I got, you know, I got sunburned.  

The unskilled salesperson’s going to immediately jump on that and start telling them how to 

solve their problem.  Big mistake because that’s not why people are going to buy at all. 

So, before buyers will take action, this intellectual realization of a stated condition or existing 

situation must become painful or psychologically distressful at, at a much deeper level before 



people will change and make a buying decision.  Because on the one hand, giving the 

salesperson money is painful.  When you give someone money and no longer have money, 

there’s the pain of giving your money away.  There is some pain involved in that.  Now, the pain 

of having the problem must outweigh the pain that’s someone feels when they give away the 

money.  If I give something, if I give somebody $100, if I have somebody a hundred-dollar bill 

there’s a little bit of pain involved in me giving away the $100.  I’m willing to do that if the pain 

of not doing it is far greater than the pain of doing.   

So, remember this about all buyers.  When you’re asking people for money there is a pain that 

they go through psychologically, the psychologically painful thing for them to let go of their 

money.  Now they better be in a much greater pain in terms of having a problem or experiencing 

a situation, they much be in a much deeper place there, but it must be much more painful for 

them to have the problem than it is to let go of the money. When the pain of letting go of the 

money outweighs the pain of having the problem, they won’t let go of the money.  When the 

pain of having the problem is 10 times greater than the pain of letting go of the money, they will 

hand over a lot of money.  The greater the pain or money they are willing to hand over to solve 

the problem.  Now we, we’re going to get to that second level and third level pain here that’s 

emotional, but we’ve only talked about so far the first level which is this intellectual description.  

But it’s important you understand and recognize when somebody says that, that that’s not 

enough for you to start talking about how to solve their problem.  That’s what rookies do.  So the 

role of the sales professional is to ask the buyer question after question about their current 

situation.  And strip away the layers of veneer. I call it peeling the layers of the onion.  The 

question after question strips away layer after layer of the onion until you get down to the core 

issue and only when you get to the core issue are people willing to let go of significant money or 

to change their current situation.  So the role of the salesperson is to ask question after question 

after question about this presenting situation that the prospect or buyer gives us.  And in asking 

question after question, there’s a process we want to go through, we want, we want to ask 

questions about why is what you’re telling me a problem.  Okay. 

And Justin in your situation as a financial advisor, somebody’s telling you they lost money in the 

market. Or they are concerned about not having enough money in re- you know, income in 

retirement.  That’s the stated condition. That’s an intellectual description of an existing situation 

or condition.  The next level below that is why is that an issue.  You lost money in the market, 



okay.  Why is that an issue?  Tell me about that and then you drill down on that for quite a bit to 

get to the point of why that is a problem.  Now it seems over simplification to say, well I lost 

money in the market so I’m going to go broke. Well there’s a lot more to it than that.  So, the 

questioning process will at the second level gets to the why.  Why is it a problem?  First level is - 

think about as pain is a sunburn.  First level pain is this is the situation. Second level pain is, 

okay so why is that a problem?  You know, why is that a problem?  How’s that going to affect 

you?  What’s it going to look like? And so forth.   

In the third level, now we’ve, we’ve gone … If, if first level is intellectual.  Second level is a 

transition level from intellectual to emotional, but we’re still not there yet.  Because, again 

people don’t do much for second degree pain.  They don’t do, they’re probably not going to seek 

medical care for second degree sunburn necessarily.  So we want to get to third degree.  We want 

to get down to the root issue here which is what is the impact of this situation?  What is the 

impact or consequence of this situation? Now, what, what is it … How is it this impacting you? 

And particularly what are the consequences of this situation you’re telling me about if this issue 

goes unresolved?  I’m losing money in the market.  That’s first degree.  Second degree is why is 

it an issue.  The issue is, you know, it’s, it’s going to affect lifestyle.  You know, I won’t be able 

to do all the things I was hoping I could do.  You know, it’s, it’s concerning me that way.  And 

ultimately, what are the consequences if it goes unresolved? If I, if, if I don’t figure out how to 

stop this bleeding and losing money, what’s the impact or the consequence going to be to me in 

terms of how I live the rest of my life in retirement?   

And, and what you want to do is every one of you listening to this, you want to be having that 

discussion about people is, okay, so what are the consequences of not fixing this problem?  

Particularly, what are the consequences or the impact to you personally if you don’t fix this 

problem?  Now that’s where the rubber meets the road. 

When people start telling you about how their life will be over as they currently know it if they 

don’t fix this problem, then they will be willing to do just about anything to fix that problem.  In 

the case of sunburn, people who have third degree sunburn will pay just about anything to make 

that go away because it’s so painful.  They, I mean, they’ll, they’ll do whatever they need to do 

to make it go away.  And you guys all know of, of people who’ve had issues that they were 

willing to give up, they were willing to give their very last dollar.  If they doctor tells you, you 



got cancer, then you’re willing to give up everything you’ve got to make that go away.  So what 

we’re trying to do is we’re trying to find out to that degree psychologically emotionally how this 

affects them and it could be obviously physically as well.  But psychologically how does this 

affect them in terms of the consequences or the impact of their situation if they don’t fix it?  

Now this could be a current situation they’re in.  Or it could be a future situation.  In other 

words, they may not, they may have an issue and they may be concerned about the future if they 

don’t fix this problem.  But so far it hasn’t affected them.  So until it affects somebody and it’s 

happening to them right now, it’s easy to procrastinate and put this thing off.  Great example of 

that would be, okay we live on the Gulf Coast.  Here were are and we’re, you know, hurricane 

season.  We’ve already had three named storms this year.  People know they need to have 

hurricane shutters.  Well, in January that’s not a big deal.  But we get a category four in the Gulf 

and it’s headed this way, all of my window companies and hurricane shutter people that I’ve 

trained tell me that they can’t wait for a, a storm to get in the Gulf because their phone rings off 

the hook and there’s no discussion about price.  It’s only how fast can you get here and get them 

up.  Now, if you’re selling hurricane shutters in January you don’t have that urgency.   

So what you have to do is through skillful asking of questions you have to take that homeowner 

into the future psychologically by asking questions to get them to experience the future right now 

by taking them into the future.  Now current pain is easier to sell to than future pain.  But in the 

absence of current pain the only thing you have to deal with is future pain.  It’s a little bit tougher 

to do that, but asking the right kinds of questions can take people and put them into the future 

and perhaps make them want to take some action to avoid something that might happen in the 

future or got a pretty good chance of happening.  But in any event, it’s questions to find out, you 

know, what, what is the impact of this situation and ultimately what are the consequences if you 

don’t address this thing right now?  So that’s the, that’s the, the real skill involved.  When you, 

when you start looking at people who sell very seldom do you find salespeople who are skillful 

enough at asking these kinds of questions. They don’t know what questions to ask. They never 

practice them. They’re timid about asking these questions. They’re afraid if they ask these 

questions, a prospect is going to be upset.  All of those kinds of things.  

But as a sales professional you must be willing to ask questions that make prospects 

uncomfortable and not uncomfortable with you, but uncomfortable with their current situation.  



Now, old school teaches really doesn’t teach this sort of stuff very much teaches a little bit but 

not a whole lot. Old school selling basically does four things.  Talks about first thing you do is 

qualify the buyer by doing some sort of fact find or intake and then you go put together a 

proposal and then you go back and present the proposal or the quote or the bid or whatever. And 

then you try to close the sale and then you overcome objections and then you try and close again.  

That, that’s old, that’s the old school but it’s all about presenting the product, pitching the 

product and trying to close.  The difference between old school and what we do in New School 

Selling is we don’t really believe in pitching product at all.  Because our philosophy is we’re not 

selling.  We’re conducting an interview.  Now that’s a huge mind shift for people.  We are 

interviewers.  We’re not pitching.  We’re not pitching product.  We’re not pitching service.  Yes, 

we offer those things, but that’s not … That’s our deliverable, but that’s not what we’re selling.  

We’re conducting an interview.  And we’re conducting an interview and the objective of the 

interview is to uncover what the prospects’ reasons and issues are.  You know, how it’s impact 

them.  What the consequences are if they don’t do anything about.  What’s their commitment 

level to want to deal with these things?  But ultimately, the interview process is designed to lead 

the prospect to, to self-discovery.  To discovery for themselves what the consequences of not 

buying our product of service will be.  

Now, people do not argue.  This is an adult principle. Buyers do not argue with their own 

conclusions.  Prospects do not argue with conclusions they come to on their own.  But they will 

argue with everything a salesperson tells them they ought to do.  Or every solution a salesperson 

offers in terms of when they try to sell quote unquote.  So the, the interview process is just like 

20/20, just like 60 Minutes.  Those guys on 60 Minutes they don’t, all they do is ask questions 

about people and then they ask … They start off with general questions and they get more 

pointed and sometimes they get downright nasty questions.  That’s the same role we should be 

doing as a salesperson.  That’s what a professional salesperson does.  Just the same thing a 

doctor does, ask very penetrating, powerful, piercing questions to get people to come to the 

realization that oh my God, I’ve got a major deal and I need to address it right now.  I did not 

realize it was that bad.  I knew I had a problem, but I did not think about what might happen if I 

don’t do this because, see most people don’t want to think about situations.  They want to stick 

their head in the sand.  They want to put it on the back burner.   



Most people don’t want to deal with anything in their life until it, it smacks them right in the face 

and they have to address it right then and there.  They don’t, you know, that’s, that’s why selling 

prevention is so difficult.  You know, people don’t quit smoking until their neighbor drops dead 

of a heart attack.  They don’t practice good dental hygiene until their teeth start falling out.  They 

don’t get on an exercise program until it’s, you know, they’ve got all kinds of, you know, 

diabetes and they’ve got to lose 40 pounds and, and their blood sugar’s going nuts and all that 

sort of stuff.  People don’t practice good health habits until they get behind the eight ball.  Even 

though they intellectually know they should do all those things and lay off the potato chips and, 

and hotdogs. They know they shouldn’t eat all that stuff, you know, four times a week, but they 

don’t, they don’t change those habits until, you know, their blood pressure’s sky high and the 

doctor tells them they can, you now, they, they need to go on medication and to correct that.   

And, our buyers are the same way.  Buyers are going to do everything they can to avoid spending 

money.  They’re looking for every reason that they can think of to not change vendors or buy, 

buy or spend money or anything.  They will try to fix things themselves.  They’ll try to be their 

own financial advisor.  They’ll try to go online and do shopping and read books and they’ll, you 

know, they’ll do all kinds of things on their own until they finally reach the end of their rope and 

realize I can’t fix this problem and I better do something about it now.  Now when those people 

call you, it’s an easy sale. Now the reality is, you’re not going to get many of them to call you. 

They’re not going to do that. What you have to do is you have to, through skillful questioning, 

you have to put them psychologically in that frame of mind by asking questions. And the only 

way to do it is by asking questions. No other way around it. 

Now, this concept is a huge paradigm shift that requires what I call a complete brain rewiring. It 

means that everything people have been taught about sales that is different than what I just talked 

about, needs to be completely cleansed out of somebody’s mind and this new concept of 

becoming an interviewer and a skillful questioner put in its place. Now for salespeople that have 

been around for a while that have been pitching and praying and quoting and talking to them 

about products and services and features and benefits, for somebody who has been doing that for 

quite a while, it is a very hard thing for them to switch. But if they’re going to become very 

skilled at what we’re talking about, they have to completely what I call be given a mental enema 

to get all the old stuff out of their head and replace it with this new stuff and the new concept of 

selling. And once they buy into the fact that this new rewiring needs to take place, quite often it 



is going to take months and months and months of practice and sales simulation and expert 

coaching for people to really get good at it. And most people aren’t willing to do that. Most 

people who sell aren’t willing to put in the time and the practice to be able to do that.  

So ultimately there is no shortcut. It takes hundreds and hundreds and hundreds of hours of 

practice and if you want to become a master of sales and get really good at this New School 

Process, you got to put in the time. There is no way around it. There is no shortcut to doing that. 

So, hopefully there you kind of have a little better appreciation of this whole concept of why 

people buy and the role of pain and pleasure and intellect versus emotion, so I’m going to stop 

right here. You can press *6, take yourself off mute and bring yourself back into the conversation 

and we’ll spend a few minutes. I’ll take any questions you have, talk about anything that you 

want to talk about. Any thoughts or questions or anything you have about this. So go ahead and 

take yourself off mute and we’ll entertain any questions you have. 

Justine: It’s not the first time. It’s not the tenth or the twentieth time I’ve probably heard it, but 

the levels – the first, second, third degree of pain is always good to hear because I think even 

listening to it today it’s a constant reminder that, like you said, I’m not selling an investment or 

package or product. I need to be selling their pain. Their pain is really what is motivating them 

and that’s ultimately why they’re there and what is going to get them to act on anything and I’m 

really there just as a guide to get them to a better direction – not to tell them, hey, this is the 

solution at any time. 

Steve: Right. But most people in your business, I think you would agree, want to pitch product 

and talk about product. 

Justin: Yep. 

Steve: Lance, anything you want to add to that? 

Lance: Whenever I’ve… Sorry… Whenever I’ve not been able to come up with the questions so 

easily, I remember a book that I read called Insight Selling, where it doesn’t do the show up and 

throw up but it tells the story and then asks the customer, have you ever ran into anything like 

that? And then it kind of gives me feedback on whether or not this product or this new thing is 

something that is a good fit for them. If they’re not upfront with, I’ve got this problem, I use the 

story to try to surface a problem. And it has been really neat to see that work. 



Steve: There are a lot of different ways of doing it. Certainly telling stories about other people is 

a great way to elicit that sort of third-level pain. That works as well. Storytelling is a great way to 

go about doing it. Probably a little bit easier to tell the story than it is to ask the questions. But 

both of them work equally well.  

We’ve got our meeting on the 24th. Blanch should know about that. And Justine, you’re certainly 

welcome to come over on the 24th and we’ll spend all day. We’re going to start doing our 

monthly Master Mind Meetings on the 24th. So I encourage you to come over if you’re able to 

make that. 

All right. Well, have a great day. I’ll talk to all of you again very soon.  

 

 

 

 

 

 

 
 
 
 
 


