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 What I want to take away from this training  

FOR BUSINESS: 

1  

2  

3  

4  

5  

 PERSONALLY: 

1  

2  

3  

4  

5  

 

Questions to which I need to find answers:   

1  

2  

3  

4  

 

Rules of Engagement  

   

1 
Always ǘŀƭƪ ŦǊƻƳ ŦǊƻƴǘ ǘƻ ōŀŎƪΧΦ 
ΧΦΦno sidebar conversations 

6. 
!ƭǿŀȅǎ ŀǎƪ ƛŦ ȅƻǳ ŘƻƴΩǘ ǳƴŘŜǊǎǘŀƴŘΧΦΦ 

ΧΦƻǘƘŜǊ Ƴŀȅ ōŜ ŦŜŜƭƛƴƎ ǘƘŜ ǎŀƳŜ 

2 No phones or Blackberries during workshop 7. Have fun, smile and laugh - serotonins are good! 

3 tǳǘ ƛƳǇƻǊǘŀƴǘ vǎ ƛƴǘƻ ǘƘŜ ΨPARKING LOTΩ 8.  

4 Respect timings  on both sides 9.  

5 9ǾŜǊȅƻƴŜΩǎ Ǉƻƛƴǘ Ƙŀǎ Ŝǉǳŀƭ ǿŜƛƎƘǘ 10.  

8 Commit to exercises - but FOLLOW THE INSTRUCTIONS   

  

Ė NOW Ė Ė AT THE END Ė 
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1. Our Cycle of Competence 

A model of how we learn during our training here and at all times. 
 

 
 

 Unconscious Conscious 

 1. Unconscious Incompetence 2. Conscious Incompetence 

Incompetence ¶ unaware of the existence or relevance of the skill area 

¶ ȅƻǳΩǊŜ not aware that you have a particular deficiency there 

¶ you might deny the relevance or usefulness of the skill 

¶ consciousness of your incompetence is critical 

-  before improvement can begin 

¶ a trainer can move you to the 'conscious competence' stage 

-  by demonstrating the benefit it brings to your capability 

¶ ȅƻǳΩǊŜ ƴƻǿ aware of the existence & relevance of the skill 

¶ also aware of your deficiency in this area 

-  ideally by attempting or trying to use the skill 

¶ you know improving your ability will improve effectiveness 

¶ ideally you have measured the gap in deficiency 

¶ ȅƻǳΩǊŜ ŎƻƳƳƛǘǘŜŘ to learn and practice the new skill 

-  and to move to the 'conscious competence' stage 

 4. Unconscious Competence 3. Conscious Competence 

Competence ¶ common ΨinstinctualΩ examples outside of communication 

are:  driving, sports activities, typing, knitting 

¶ skill is installed in your unconscious; becomes 'second nature' 

¶ you can do it while doing something else 

¶ you may now be able to teach others the skill 

¶ ōǳǘ ƻƴŎŜ ƛǘΩǎ ǿŜƭƭ ƛƴǎǘŀƭƭŜŘ you might actually have difficulty in 

explaining exactly how you do it 

¶ needs to be checked periodically against new standards 

¶ achieved when you can perform a skill reliably at will 

¶ you need to concentrate in order to perform it 

¶ you can perform without assistance 

¶ ȅƻǳΩƭƭ not reliably perform unless thinking about it 

 - the skill is not yet 'second nature' or 'automatic' 

¶ you can demonstrate the skill to another 

-  but unlikely to teach it well to another person 

¶ you should ideally continue to practice the new skill 
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2. How We React to our Environment 

When any external event happens 
outside of us, we take in information 
through our five senses - what we see, 
hear, feel, smell & taste.  We then 
reduce that information (assessed as 
around 4Billion bits/sec) down by 
filtering ƛǘ ǘƘǊƻǳƎƘ ƻǳǊ ƭƛŦŜΩǎ 
experiences; we delete some or all of it, 
distort it and make generalisations 
about it.   
We pass the information through our 
own filters - memories, life decisions, 
experiences, values, beliefs and 
attitudes, and our own character traits. 
That creates an internal representation 
of the event - the pictures in your head 
and the way you might talk to yourself. 

 
In turn that affects your emotional state - how you feel about it.  If you have a good picture you feel great, 
if you have a bad picture you feel lousy and many variations in between. This affects your physiology - 
thinking, feeling, stance, breathing.  Your internal representation, state and physiology become the driving 
force for your behaviour. Your behaviour then becomes the Input into the other person, again using the 
same filters used for input. If your output is in a positive mode that matches the ƻǘƘŜǊ ǇŜǊǎƻƴΩǎ ƳƻŘŜƭ ƻŦ 
the world then we have good communication. 

 

Deletion  
This occurs when we selectively pay attention to certain aspects of our experience and not others.  
Deletion means that we overlook or omit certain sensory information.  Without deletion, we would be 
faced with vastly more information than we could handle with our conscious minds. 

Distortion   
This occurs when we make shifts in our experience of sensory data by making misrepresentations of 
reality.  It helps us in the process of motivating ourselves. Motivation occurs when we actually distort 
material that has come to us and that has already been changed by one of our filtering systems.  Distortion 
is also helpful in planning. We distort to plan when we construct imaginary futures. 

Generalisation  
The third process is where we draw global conclusions based on our experiences.  At its best, 
generalisation is one of the ways that we learn, where we take the information that we have and draw 
broad and easily repeateble conclusions about the world based on one or more experiences. At its worst, 
generalisation is how we take a single event and make it into a lifetime of experience.   

So if the question is, "When two people have the same stimulus, why don't they have the same response?" 
The ansǿŜǊ ƛǎΥ ά.ŜŎŀǳǎŜ ǿŜ ŘŜƭŜǘŜΣ ŘƛǎǘƻǊǘ and generalise our views of the outside world in different waysέ  

http://www.brucelipton.com/
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3. Perceptual Positions 

3.1. First Position 

This is your own view.  Seeing, hearing and feeling the situation filtered through your own eyes, 
ears and feelings.  It includes what you believe, your capabilities, behaviours etc .  You think in 
terms of what is important to you; what you want to achieve 

3.2. Second Position 

This is the perceptual position of the other party.  You must put yourself, to the very best of your 
ability, into their position and experience (i.e. see, hear & feel) the situation as if you were them.  
You must drop your own beliefs and values - do not drag them with you.  If you know or can 
deduce what are their mental filters (beliefs, experiences, values etc), imagine those operating in 
you.  You know ǘƘŜ ŜȄǇǊŜǎǎƛƻƴΥ ά.ŜŦƻǊŜ ŎǊƛǘƛŎƛȊƛƴƎ ǎƻƳŜƻƴŜΣ ǿŀƭƪ ŀ ƳƛƭŜ ƛƴ ǘƘŜƛǊ ǎƘƻŜǎΦέ  This 
exercise puts real muscle into that oft-used phrase. 

3.3. Third Position 

The 3rd perceptual position is that of an independent observer.  Stand back from the situation and 
experience it as if you were a detached, uninvolved witness.  See and hear yourself and the other 
party, as if you were a third person.  Think in terms of what opinion, observations or advice would 
that person offer.  You need to be in a strong resourceful state and take an objective view of your 
own behaviour and look for opportunities to respond differently t o get the best from this.  You can 
be a fly on the wall, or any uninvolved entity, real or imagined, able to advise in a helpful and well 
intentioned way. 

3.4. Fourth Position 

Someone else within the larger system who will be affected by the outcome of the interaction.  
This could be a customer, a supplier, a ŎƛǘƛȊŜƴΣ ŀƴ ƛƴǾŜǎǘƻǊΣ ŀƴ ƛƴǎǘƛǘǳǘƛƻƴ ŜǘŎΦ  LǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƘŀǘ 
ǘƘŜȅΩre personally neutral in their view (as in the Third Position) but will be affected in some way by 
the final outcome.  Think as laterally as you can and it is best to try several positions - as far from 
each other as possible. 

4-SEE EXERCISES 
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4. Why is this all so important? 

4.1. Sales - Push or Pull 

Almost everyone has strong feelings about salŜǎκǎŜƭƭƛƴƎΦ  Lƴ Ƴƻǎǘ ƴŜƎŀǘƛǾŜ ŎŀǎŜǎΣ ƛǘΩǎ ŀǎ ŀ ǊŜǎǳƭǘ ƻŦ 
ōŀŘ ŜȄǇŜǊƛŜƴŎŜǎ ǿƛǘƘ ǇŜƻǇƭŜ ΨŦƻǊŎƛƴƎΩ ǇǊƻŘǳŎǘǎ ƻǊ ǎŜǊǾƛŎŜǎ ƻƴ ǳǎ ǘƘŀǘ ǿŜ ŘƻƴΩǘ ǿŀƴǘ - usually 
ǇŜƻǇƭŜ ǿƘƻ ƘŀǾŜ ŦŀƛƭŜŘ ǘƻ ŦƛƴŘ ƻǳǘ ǿƘŀǘ ǿŜ ǊŜŀƭƭȅ ǿŀƴǘ ƻǊ ƴŜŜŘΦ  LǘΩǎ ǎǘŀƎƎŜǊƛƴƎ ǘƘŀǘ ƛƴ ǘƘŜ ŜŀǊƭȅ 
21st century this still persists - ǘƘŜǊŜ ŀǊŜ ƳƻǊŜ ŀƴŘ ƳƻǊŜ ǎŀƭŜǎ ǇŜƻǇƭŜ ǿƘƻ ǳǎŜ ΨŎƻƭƭŀōƻǊŀǘƛǾŜ ǎŜƭƭƛƴƎΣ 
ǎƻƭǳǘƛƻƴ ǎŜƭƭƛƴƎΣ ŎǳǎǘƻƳŜǊ ŦƻŎǳǎǎŜŘ ǎŜƭƭƛƴƎΩΣ ǿƘŀǘŜǾŜǊ ǘƘŜ ƭŀǘŜǎǘ ǇƘǊŀǎŜ ƛǎ ŀƴŘ L¢ ²hwY{ ŦƻǊ ōƻǘƘ 
parties  Holis has modelled the most ethical, efficient and effective ways of the best good sales 
people who come away with a good relationship AND a sale that both parties are comfortable with. 

4.2. Mind Reading: 

ά!ǎǎǳƳǇǘƛƻƴǎ ŀǊŜ 5ŀƴƎŜǊƻǳǎΣ ǎƻƳŜǘƛƳŜǎ Ŧŀǘŀƭέ.  The biggest sin in Management or Sales 

4.3. Negative Salesperson Stereotypes: 

¶ Spray & Pray 
¶ Assumptive Close 
¶ Lies about what they can supply 
¶ Trying to screw you on the price 
¶ άbƻǘ ƭƛƪŜ ƳŜΦΦΦΦέ 

4.4. You need to know the deep structures.... 
....not guess via the surface ones: 

¶ only the other person knows ǿƘŀǘΩǎ ƴŜŜŘŜŘ.... 
  ΦΦΦΦǘƘŀǘΩǎ ǿƘȅ ǿŜ ŀǎƪ 
¶ that knowledge may well be unconscious.... 
  ....differentiate yourself  
¶ best way for feedback of needs is as them.... 
  ΦΦΦΦǘƘŜȅ ǿƻƴΩǘ ōŜ ŀǿŀǊŜ ƻŦ ƛǘ  
¶ disagreement will be with ǿƘŀǘ ǘƘŜȅΩǾŜ ŦƛƭǘŜǊŜŘ.... 
  ΦΦΦΦƴƻǘ ǿƛǘƘ ǿƘŀǘ ȅƻǳΩǾŜ ǎŀƛd  
¶ use of their filters = better connection.... 
  ....why make them work overtime to understand you?  
¶ 3rd/4th position is powerful when you disagree....  
   

4.5. There must be a better way: 

¶ See things through their eyes..... 
  .....analyse TakeAways© ŀƴŘ ΨƎŜǘ ƛƴǎƛŘŜ ǘƘŜƛǊ ƘŜŀŘΩ before you meet them 

¶ Build Rapport.....  
  ..... mutual trust with permission to drill deep  

¶ Ask them what they want.....  
  ..... and observe the way in which they describe it 

¶ If you can supply it, tell them in the way they best understand.....  
  ..... and get compliant belief  

¶ Prove it there and then.....  
   ..... and they can pass the proven belief on 

¶ If you CANNOT supply it, be completely open, suggest where they could go for it, or offer to 
introduce one of your partners that can supply it....and then get permission to return 
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5. Definition of Selling 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

6. Introduction to ABC Sales 

 


