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Analytical Practical Relational Experimental

   Goal  Frame The Goal For The Buyer
What do you want to advance? Business development? Relationship? Both? How would you open the meeting by describing the meeting’s goal?  Do this in 

a way that is in everyone’s best interest.

   Engage with Questions
Tough questions they may ask (From the Resolving Objections Matrix)	

Questions we might ask them: (From the Gravitas Model)
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Resolving Objections Worksheet

 Initial Objection Presented By Client Initial Question We Ask To Better Understand       Real Underlying Issue Client Might Have Our Resolution To Overcome Client’s Real Issue

Objections should be handled with a question or answer — based on the person’s thinking style and designed to move the conversation forward.
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  Prepare To Be Flexible
What could go wrong? How will we adapt? Plan for potential changes in timing, attendees and anything else. 

Plan for what could go wrong: timing Plan for what could go wrong: attendees Plan for what could go wrong: other

   Meeting Attendees and Thinking Preferences
Name Buy-in Priority (ROI, Safety, Connectivity, Strategic Fit)
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  Decide On Content Using Thinking Preferences

What content should be included? How can we create a Whole-brained® Experience?

Analytical Experimental

Practical Relational

  Asset To Bring

  Design The Experience

What order and timing makes the most sense using the content above?

Timing Content
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