Leverage Is the Price of Persuasion

Leverage is defined as “the action or mechanical advantage of a lever or positional advantage.” Acquiring and then exerting leverage is a timeless element of business success. Leverage in sales means selling from a position of strength that is a by-product of being valuable. 

Since age twenty-five, I have been professionally speaking and training and have developed a business that takes me all over North America serving customers. My primary business goal is to help companies and individuals sell, serve, and manage more effectively. One of my passions has always been to identify and articulate what the great companies and individual performers of our time and past times have in common. 

This book is devoted to the many things those select groups do, but the one thing that is common to them all is what they possess. They possess leverage, a position of strength. Buyers respect that type of strength in a seller, and they will pay a fair price for it. When a buyer really wants you, they will pay more because they gain more.

In my consultations and seminars, I focus on per​suading my clients (listeners) to think about every possible thing they need do to have positive leverage with their buyers. I have them define the specific components of value that make them the supply for their client’s demand. 

It is critical to realize that it is the seller’s passion for excellence, contribution of value, and delivery of service that compel the buyer to exclusively want them. Just them. That position of strength must be earned.

In sales, you want a leveraged position when it comes to a purchase decision. That means you have done your work to position the value of your program. 

The fulcrum is the transaction. Your weight (supply) is on one end of the lever with a value proposition, and the buyer’s weight (demand) is on the other end with money and needs. 

Make sure your price is worth your weight. Preferably, a leveraged weight of value makes your offer a bargain or a no-brainer.

Your Leverage Position Is an Equation:

A SalesMind constantly asks, “What is my leverage position (strength or weakness) in this transaction as I interact with the buyer for a decision?” This question is vital because the goal is to have positive leverage, or pull on your side, with the buyer (but never manipulation). The business of sales calls for drawing your buyers toward the sale with their own desire, not pushing them with your agenda. I call this dynamic interaction “the persuasion equation” because the strength of one variable is equal to the strength of the next three: 

The degree of your Leverage (present position) with your buyer is equal to the sum of:

· The degree of Connection they have with you 

      (Chapter 5)…

· Plus the degree of Value they perceive about your product or service (Chapter 6)…

· Plus the degree of Urgency they possess to decide now (Chapter 7).

Leverage Involves Competing Economic Motives

To fully understand leverage in business, one must also understand the inherent supply/demand struggle between the buyer and seller, which is their “economic tug of war.” This tug should be expected even in the closest business relationships because the buyer and seller have one key set of opposite motives:

Buyer. Buyers always want to receive the greatest possible value at the lowest possible price. 

Seller. Sellers always want to receive as much money as possible while giving up the least amount of cost possible.

There’s nothing wrong with these motives. The only thing wrong is when the seller doesn’t realize what’s going on. Buyers always understand because it is their money, and that could give them a transactional advantage.

A SalesMind influences buyer connection, value, and urgency, recognizing both parties will position each other for the money paid in a transaction.

Cumulative Leverage

Cumulative leverage is the total impact on all of your buyers from all leverage variables in your business. It’s your total business position comprised of the following elements:

· Cooperation Leverage. The total degree of cooper​ation exerted by everyone in your organization toward satisfying all of your buyers.

· Quality Leverage. The connection, value, and ur​gency experienced in one buyer.

· Quantity Leverage. The entire amount of buyers being leveraged at any one time.

· Price Leverage. The positioning of price in relation to buyer desire and the competition.

· Transaction Leverage. The seller’s persuasion skill in a negotiation.

You can be certain that your total position will affect your buyers’ total perception.

Cumulative Leverage Has Two Buyer Effects

On the heart: Emotional leverage (trust) can create enough financial leverage to transact. 

On the mind:  Financial leverage—unquestionable business value—operating in reverse, can also create enough emotional leverage to transact.

To bring the most powerful combination possible to bear on making the sale, create a strong mix of both emotional and financial leverage. Leverage is perceived before the sale and also evaluated constantly after the sale by both parties. Remember, there is a strong desire by both buyer and seller for a leveraged position in the business relationship.

A SalesMind leverages every possible buyer benefit to maximize profitable selling prices.

Cooperation Leverage

SalesMinds cooperate with managers, service people, technicians, office staff, administrators, and any other employees for maximum team impact on the buyer. You will never hear a SalesMind say, “Yeah, they blew it again in the warehouse.” That is not the attitude of cooperation. Why blame someone else? 

Help fix the problem. Be a solution-creator, not a problem-multiplier.

Cooperation and synergy are valuable resources. In reverse, isn’t friction between departments a potential killer in achieving higher sales? 

You also never know when your boss or someone else on your team has the opportunity to apply leverage or positive influence that can sway the buyer to purchase. It could be a free influence for you. 

Cooperation Leverage Requires Partners:

1. Alignment with the marketing department’s influence. The SalesMind has to understand what their company’s products and services are and what they will do for the buyer. The marketing and sales messages must then match in their delivery. 

Make every attempt to influence the marketing department to consider and respond to the buyer’s needs at the field level. Sometimes the sales force is the very best tool for marketing research. Marketing today is like guerrilla warfare, and is not effective when implemented as an ivory-tower approach from the home office.

2. Harmony with all other departments. The SalesMind is a critical player in terms of team selling. Think about any great team. They create a great performance through the harmony of goals, emotions, talents, and attitudes. Don’t you want to be an integral part of your company’s team that moves forward, responds, and outperforms buyer expectations? 

Price Leverage

Price in a transaction is directly related to the degree of leverage between the buyer and the seller. In supply/demand terms, a low price is achieved when supply of the seller exceeds demand of the buyer. In reverse, a high price is achieved when seller supply is less than buyer demand. 

With those price principles in mind, let’s refocus on a sales relationship and remember this absolute key in a buying decision: The combination of quality and quantity leverage will offer the SalesMind a confident sense of the price a buyer will pay in single or multiple transactions. Having a sense of price leverage just prior to a decision is particularly useful, important, and valuable.

Pre-Decision Price Leverage (PDPL)

Just prior to every decision (good or bad), there is a state of leverage that exists between a SalesMind and a buyer. I call this condition “Pre-Decision Price Leverage,” or PDPL. There are two conditions of PDPL:

1. The PDPL is known before the closing appointment or call. This condition allows you to still influence, send things, and handle objections. You can boost value in one last chance before negotiating price in person. You can prepare to negotiate, a big advantage for you to obtain your price.

2. The PDPL is not known before the closing appointment or call. This condition does not allow for you to provide extra influence or handle objections prior to the closing meeting to boost value. You find out your program’s value and respond accordingly as you negotiate price in person. This is the moment of truth for your skills to obtain your price.

Whether known before a decision or not, a SalesMind always keeps a tight focus on PDPL.
Leverage Your Price Results

Of course, every negotiation and transaction will yield some price for the seller. You will basically have one of three price results after a buyer’s decision: 

1. “Blue-Chip” Leverage (highest price). You secure the best price possible. This leverage normally exists in scenarios with very unique products, powerful companies, high-profile individuals, call-in business, superior individual confidence at presentation, and qualified referrals. The seller is much stronger and more valuable in negotiation than is the buyer’s position to want to resist. 

2.  “Just Above The Pack” Leverage (medium-high price). You are perceived to have a small competitive advantage, meaning that you need to close the transaction now while your position is strongest.

3. “Arbitrary” (lack of) Leverage (medium-low price). You are perceived as equal to other vendors and will be in a price war to close. Your product or service is perceived as a commodity. SalesMinds—together with their products—are never perceived as a commodity. 

Price achieved in a transaction is closely related to the seller’s ability and willingness to walk away and go to another buyer.

