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EL EA N O R  R O O SEVEL T

A M ER I CA N  F I R ST  L A DY  
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ñNever allow a person to tell you no who  
doesn't have the power to say yes.ò



S E S S I O N  H I G H L I G H T S

* B U Y E R  E X P E C T A T I O N S

* U N C O V E R  I N T E R E S T S / M O T I V E S

* P O W E R  O F  Y E S  S T R A T E G Y

* P O W E R  O F  Y E S  S T A T E M E N T S

* S E L L  T H R O U G H  O B J E C T I O N S

* Y E S  A P P R O A C H  B E N E F I T S
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The Power of YES:
Overcoming Objections



Sale Dichotomy  
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Sales  Goal  

IN IT IATE 
COLLABORATIVE,  
BUSINESS - BUILDING 
DISCUSSIONS THAT 
PRODUCE SOLUTIONS -
ORIENTED SALES
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Make Yourself A Valuable Resource

·Adversarial posture

·Same old, same old

·Short -term benefit to 
you

·Inflexibility

·Boilerplate offerings

·Take it or leave it 
attitude

·Retort to previous 
objections
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Make Yourself A Valuable Resource

·An understanding of 
their business and the 
issues they are facing

·Questions that engage 
the buyer

·Empathy for hard 
economic times

·Shared solutions for 
beating the system 
(e.g. you both have 
competitors)
¹ Reasons why a relationship 

with you is better for them.

·Platform for future 
business
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Make Yourself A Valuable Resource

·Understand your 
clientôs business

¹ Risk and success factors

¹ Products and processes

·Identify needs that 
client has not 
articulated

·Co-create solutions 
with client

·Earn the right to ask 
for the clientôs 
business
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The Value of Hypothesis

IF YOU DONôT KNOW 
WHAT IS  
IMPORTANT TO A  
SPECIF IC CLIENT,  
HYPOTHESIZ ING IS  
A GOOD WAY TO GET 
THEM TO 
ARTICULATE THEIR 
NEEDS,  INTERESTS 
OR FEARS.
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Uncover Buyer Interests & Motives
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·Make a series of 
observations about 
things you both 
(could) know and 
likely agree upon

·Listen carefully

¹ What is important

¹ Concerns and fears

¹ Problems



Power of ñYesò

RECOGNIZE THAT 
SOME INTERESTS 
ARE SHARED AND 
SOME ARE OPPOSED.

THE óPOWER OF YESô 
APPROACH 
CONCENTRATES ON 
AREAS WHERE BOTH 
PARTIES CAN AGREE.
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óPower of Yesô Strategy

·Focus on interests 
behind positions

¹ Shared, opposed, 
differing

·Develop options for 
mutual gain

¹ Expand vs. divide 
existing pie

12



óPower of Yesô Strategy

·Results

¹ Helps client become 
involved

¹ Helps client save face 
(when/if changing 
historical response)

¹ Helps client yield to 
reason, not pressure
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óPower of Yesô Strategy
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·Soft
·Relationship 

building
·Goal: 

agreement
·Behavior: 
¹ Flexible
¹ Provide options
¹ Amicable

·Hard
·Adversarial
·Goal: 

winning
·Behavior: 
¹ Dig Heels in
¹ Hold to 

position
¹ Confrontation



óPower Of Yesô Statements

·You compete with óxyzô brand for customers

·Your point of difference vs. your competitors is:

a) 

b)

·Your customer profile looks something like:

a) 

b)
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óPower Of Yesô Statements 

·You expect to get new customers from
¹ Greater penetration of same demographic
¹ Greater penetration of same geographic
¹ Expansion into new market segment, e.g. _____
¹ Presenting new benefits to old customers
¹ Other
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óPower Of Yesô Statements

·Youôve been in business since 19__
¹ Making you the newest competitor for those interested in 

being innovative
¹ Giving you the advantage of being oldest, best; one to beat
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óPower Of Yesô Statements

·Your customers consider you #1 (or #2, etc.)

·Your current market share is x%

·Your long -term goal is to _______

·Your toughest competitor(s) is/are _____,  
because _________
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óPower Of Yesô Statements

·Your biggest obstacle for 2011 is _______

·Sales in your industry grew x% last year

·You must be proud that your company was singled 
out for _______ recognition or achievement
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Process-Oriented óYesô Statements

·I believe you prefer to work on annual plans, and 
lock in a contract rate and positions all at once.

·I think I remember you need to have your budget 
remain óflexibleô and make commitments on a 
month -to -month basis .
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Power of ñYesò

R E - S T A T E  W H A T  Y O U  
B E L I E V E  T H E  B U Y E R  
H A S  S A I D .

Clarify and identify. 
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