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f you’re in sales—and very few of us aren’t in some way—your success depends on 
whether you can reach out and touch your customers’ emotional needs. Fortunately,  
you don’t have to be a psychoanalyst or a mind reader to engage them in this way. You 

simply have to converse with them, searching for and helping them with their “sticking point.” 

A sticking point is what causes a customer to dig in and resist your approach. It can  
be cognitive (“This doesn’t make sense”) or emotional (“This doesn’t feel right”). Many 
salespeople dread the sticking point, but if you pay attention to it, it will lead you directly  
to what’s most important to your customer. 

Following the Sticking Point Process will help you identify and address your customers’ 
sticking point. 

The Sticking Point Process 

Start by stepping into your customer’s world. Ask questions to determine what’s most 
important to them. Then close the loop by reflecting back to them, in your own words, the 
essence of their message. 

Once you’ve clearly understood what’s most important to your customer, invite them into 
your world. Help them see and feel your reality (your goal for the call, how you can create 
value, how you can deliver relevant solutions). 
  

I

Once you’ve clearly 
understood what’s most 

important to your customer, 
invite them into your world. 
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At this point, you will begin to detect your customer’s sticking point: 

• No time • No money • No need 

Build trust and lower tension by acknowledging their sticking point and asking them, “What is 
it about ______ that’s most important to you?” 

Then bring your two worlds together. Identify the common ground between you: how your 
solution meets their core emotional needs. 

Finally, summarize the commitments that both of you are making. Outline your expectations 
of each other. 

The Sticking Point Process isn’t meant to replace the method you follow—whether it’s SPIN 
Selling, Solution Selling, Sandler Selling, or any other kind.  

Rather, it is a powerful operating system that will: 

 Energize you. 

 Enable you to leverage the skills that you’re already learning and using. 
 

The process can be summarized as follows: 
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PULL CONVERSATIONS 
In Sales, Relationships Make the Difference 

he true nature of this business we are in is not about closing sales; it’s about opening 
relationships: engaged relationships that will support many closed sales. And what is 
the one feeling you need to create in your customers to trigger this kind of engagement? 

A feeling of trust. 

No product or service can compensate for lack of trust. In fact, selling is what you have to do 
when not enough trust exists in the relationship. 

And trust is built through Pull Conversations. 

A few years back, my brother Tim and I had to replace the wiring in our family’s vacation 
cottage. This involved running a thick electrical wire through a plastic hose that would 
protect it underground. The challenge? How to get 140 feet of wire through 140 feet of 
plastic hose. The guy at the hardware store gave some advice, but it sounded time-
consuming, so we tried what we thought would be a faster and easier approach. 

We stretched the wire out in a straight line on the beach. Then I tried pushing the wire 
through the hose. Although the wire was stiff, I reached a sticking point after about 20 feet. 
Friction was making the wire buckle in my hand. 

So, we decided to give the hardware story guy’s method a try. Tim tied a roll of fishing line to 
a piece of plastic bag, and I stuck the plastic into one end of the hose. Tim stuck a vacuum 
cleaner over the other end, turned it on and presto! The suction pulled the fishing line 
through the hose. 

T
No product or service can 
compensate for lack of trust 
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We then used the fishing line to pull a sturdy string through, which we then attached to the 
wire. We were amazed that I could walk along the beach and pull the thick wire through the 
hose quickly and easily, with surprisingly little friction. 

When you run into a sticking point (resistance), do you become a push or a pull 
salesperson? 

Push, Give In, or Pull 

Salespeople act from one of three orientations when they run into a sticking point: they push, 
give in, or pull. 

 Those who push their reality onto their customers trigger defensiveness. The result? Their 
customers dig in and shut down. 

 Those who give in believe they are gaining their customers’ respect by giving in. In fact, 
they are forfeiting that respect—leaving business on the table. 

 Those who pull out their customers’ reality generate the kind of understanding that creates 
trust, respect, and goodwill. Customers love working with salespeople who listen hard and 
talk straight. 

We were training a sales organization in Toronto and they had sent a senior rep down to 
New York City to open up that region. This sales rep was calling on a purchasing officer in a 
very large organization. The purchasing officer asked one question early in the sales call: 
“How many service techs do you have in Manhattan?” 

Do you think that’s the kind of question the sales rep wants to answer? Absolutely not.  

Customers love working 
with salespeople who listen 
hard and talk straight. 
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What he did say was very interesting: “It sounds like the number of service techs is a big 
issue for you, but what I’m hearing underneath that is a bigger issue, which is response 
times. You can imagine that response times are a vital issue for us. But can you tell me a 
little bit about what has gone on in the past that has you so concerned about this?”  

At this point the purchasing officer went into a litany of times when they had been 
embarrassed in the organization, and the sales rep reflected that back and said, “Alright, 
you’ve been left holding the bag because your previous vendor didn’t give you the response 
times you were looking for. You’ll be glad to hear that our average response time in New 
York City is under one hour with our service tech.”  

“Are you telling me you can guarantee me a one-hour response time with your service techs?”  

“Absolutely, I can.”  

“Well, if that’s the deal, then we are okay to move forward.” 

So often in sales, the customer asks a question, but really there is a QBQ—a question 
behind the question. It takes Pull Conversation to draw that out—the ability to pull out what 
is most important to the customer.  

What’s the payoff when a customer’s sticking point is pulled out? It will lead you right to the 
customer’s core emotional need. When this happens, a relationship of trust can be built, and 
trust will lead to the closing of a sale. 

Put the Sticking Point to Work: In your next sales conversation, watch and 
listen for your customer’s sticking point. If you’re not sure you have 
identified it, ask for another meeting so you can take some time to reflect on 
what it may be. Then address it directly in your next meeting.  

 

The true nature of this business  
we are in is not about closing  
a sale; it’s about opening a 
relationship: an engaged 
relationship that will support  
many closed sales. 
When you run into a sticking 
point (resistance), you can 
choose to either become a push 
or pull salesperson. You can try 
to push the wire through the 
tube, or take a little longer to  
pull the wire through. 
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WHY DO PEOPLE BUY? 
Welcome to the Feelings Economy 

People make their buying decisions based on the emotional payoff they believe they will 
derive from the purchase. We are moved toward pleasurable emotions and away from 
unpleasant ones. In this sense, emotions are what move us out into action. In fact, that is 
what emotion means: to move out. 

 When Ian buys insurance, he’s not paying for a policy; he’s paying for peace of mind. 

 When Valerie buys a Volvo, she’s not paying for an automobile; she’s paying for a feeling 
of security. 

Tom Asacker highlights this truth in his article “Welcome to the Feelings Economy” 
(www.marketingprofs.com). As he puts it: 

Your new imperative is to assess and appeal to your customers’ feelings—period.  
Feelings are the basis for all profit-generating consumption in a market at the mercy of 
customer choice. Focus on feelings, especially the subtle ones that customers themselves 
cannot articulate. 

“Soft Feelings” Drive Hard Results 

What makes the sticking point sticky? Emotions. 

You’ve probably had the experience where a perfectly rational customer becomes irrationally 
resistant to your approach. People’s emotional needs drive their decisions. In fact, their true, 
the most important thing you can do as a sales professional is create an environment  
in which your customer’s core emotional needs can be met. 

Focus on feelings,  
especially the subtle ones 
that customers themselves 

cannot articulate. 
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And just to compound the issue, each and every customer is driven by different emotional 
needs. 

Buying decisions are usually a blend of rational and emotional judgments. Whenever the 
customer’s logic is in an argument with their gut, emotional judgments win the day. Why is 
this so? 

First and Last Impressions 

One reason has to do with first and last impressions. 

Brain researchers have discovered that data entering the prefrontal cortex (the logical, 
decision-making center of the brain) are first filtered through the amygdala (the emotional 
center of the brain). In short, we humans feel first, then we think. Your customer is 
unconsciously asking herself during those first few seconds, “Can I connect with this 
person? Is he safe? Interesting? Off-putting?” 

What’s equally important is what happens long after your customer encounter has 
concluded. People can’t always remember what you said or what you did, but they sure 
remember how you made them feel. 

Put the Sticking Point to Work: Review your last two or three successful 
sales. Were the customers’ decisions made primarily on rational or 
emotional lines? Do the same for your last two or three unsuccessful sales. 

A primary decision-making 
criterion for customers is how the 
account rep makes them feel. 

Emotional judgments win the day 
whenever the customer’s logic is 
in an argument with their gut. 
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ARE YOU A PUSH OR A PULL SALESPERSON? 
Accessing the Genius of Pull Conversations 

When push is prevalent in our sales relationships and approaches, we overlook clues to 
what the customer’s sticking point is. As a result, we fail to meet core emotional needs. And 
as a result of that, we miss the sale. 

You may be thinking, “But isn’t there a time to push, to passionately advocate your own point 
of view?” Absolutely. Once you have pulled first. 

Why? Because if you push first, you overlook clues to what the customer’s sticking point is. 
As a result, you fail to meet core emotional needs. And as a result of that, you could miss 
the sale. 

What does that look like? The customer makes a comment and the salesperson’s mind goes 
immediately to, “What does that mean to my quota—to my ability to get this sale?” It doesn’t 
go to, “What does that comment mean to this customer—to her key objectives, to her history 
with other vendors?” Being self-centered is a severe handicap when it comes to drawing out 
what’s most important to the customer. So then, why do we do it? 

Seven Reasons Why We Push as Salespeople 

1. We operate from a powerful assumption that “there’s no time to pull.” 
2. We experience insecurity and start spouting information. 
3. We suffer from hubris (swollen ego). “I know what they need better than they do.” 
4. We don’t want to be perceived as a pushover or as unknowledgeable. 
5. Our competitive sales culture seems to demand it. 
6. Our quotas drive us. “There’s so much at stake here, I have to push.”  
7. We lack modeling. Who has ever showed you how to pull? 
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Why Pull Works Better 

Pull reduces the other person’s defensiveness and increases respect and trust, making them 
receptive and willing to understand you. 

 Pull enables you to understand the other person’s sticking point. It could be a cognitive 
sticking point (“This doesn’t make sense”) or an emotional sticking point (“This doesn’t feel 
right”). Once you pull out their sticking point, you can frame your message in a way that’s 
easy for them to understand and relate to. 

 If there is a block, an error, or a response that is out of context, pull can show you what it 
is. Identifying this is the best chance you have to address the sticking point and re-
establish a path for reaching common goals. 

 Pull does a better job than push if you need the other person to embrace your expertise 
rather than just give cognitive assent to it. Pull helps a prospect buy into your approach. 

 The solution may not be either yours or theirs but a hybrid of the two. If you pull, you can 
make sure you aren’t forfeiting a valuable piece of the equation. 

 If your own logic is wrong, pull will expose where you’ve gone off the path. It will keep you 
from embarrassing yourself. 

You may be able, by the force of your logic or the strength of your passion, to get customers 
to nod their heads. But have they decided to buy from you? Here's what we've learned: 
"People will tolerate your conclusions and act on their own." When they walk away 
from you, they will act on their own conclusions, not yours. Consider this; the most important 
sales conversation happens when you're not there! It occurs when you walk out the door 
and the prospect turns to a colleague and tells them the real reason they're not going to buy 
from you. Use pull conversation to get invited into those important conversations, so you can 
do something about their concerns before it's too late.  

PULL enables  
you to understand 
the other person’s 

sticking point. 
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In contrast, understanding that is won through the pull process creates the one feeling that 
determines sales success: trust. Without trust, no products get sold and no money moves 
from your customer’s wallet to yours. And as W. Edward Deming famously formulated it, 
“Trust = Speed.” 

We at Juice Inc. have customer relationships where trust is high. The decision maker talks to 
us about a major piece of work and we ask, “Do you need us to write up a proposal for this?” 
“Oh, no need to do that,” is the reply. “Just send us the contract.” This decision saves us a 
full day of proposal writing. A lovely example of how trust = speed. 
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As Bill Bachrach and Karen Risch put it in their book Values-Based Selling1:  

People don’t trust you because they understand you ...they trust you because you 
understand them. Why? Because feeling understood is one of our primal needs. When 
someone meets a need that is as primal as the need to feel understood, trust results. 

Put the Sticking Point to Work: Slow yourself down in your next sales 
conversation. Pull out what’s important to your customer. Play that back to 
them in order to build trust. Be willing to see the payoff in your next 
conversation with this customer. 

 

 

                                               
1 Values-Based Selling: The Art of Building High-Trust Relationships (San Diego: Aim High Publishing, 1996). 
 
 

• You can distinguish yourself 
from two-thirds of salespeople 
by pulling first rather than 
pushing first.  

• The most crucial preparatory 
step in getting people to 
understand you is through Pull 
Conversations.  

• Push conversations blind you 
to your customers’ sticking 
points. Pull Conversations 
reveal them.  

• People act on their own 
conclusions, not yours.  

• Pull helps you understand your 
customers’ conclusions. 
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PULL OUT THE BIGGER REALITY 
Performing the Magic of 1 + 1 = 5 

You may be thinking, “Pull Conversation is just active listening on steroids” or “Isn’t this 
really just Getting to Yes or some other kind of negotiation program?” Both of these 
concepts are great, but neither captures the amazing magic that occurs when the Bigger 
Reality is pulled to the surface. What’s astonishing is the regularity with which you can 
achieve this magic with something as simple and commonplace as Pull Conversations. 
Why? Because these conversations are the focusing mechanism that enables you to see  
the Bigger Reality. 

Uncovering the Bigger Reality with your customers makes the smartest decisions become 
apparent and unlocks the best results. 

There are two critical steps involved in pulling out the Bigger Reality: 

 

 

 

How to Bring Your Worlds Together to Find Common Ground 

Ask, “What Is It We Both Want Here?” 

Finding out “what is it we both want?” has two aspects to it: 

Bring your two worlds together 
to find common ground. 

Step 2: Draw out the assumptions that obscure the Bigger Reality. 

Step 1: Bring your two worlds together to find common ground. 
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 Discovering the things you want that are different from what I want (both of our  
unique needs). 

 Discovering the things that we both want together (our common ground). This is 
performing the magic of 1 + 1 = 5. 

Avoid “Dichotomy Thinking” 

People usually don’t ask this question, however. Most often, the conversation fixates on 
what it is we don’t want. Opposition triggers a fear of either losing something you have or not 
getting something you want. 

When this happens, a common reaction is to cut the issue in two, securing for yourself what 
you want and relinquishing to the other person what you can bear to live without. This cutting 
up of the issue produces a dichotomy (which means, literally, “to cut in two”), which makes it 
almost impossible to get to the Bigger Reality. 

In their book Getting to Yes, Fisher, Ury, and Patton2 describe two children quarreling over 
an orange. Their solution is to cut it in two. One eats the meat and throws the peel away. 
The other uses the peel of her half for baking a cake and throws the meat away. 

Common ground can’t start on the basis of a dichotomy. Why? Because there’s a real 
possibility that “what we both want together” will be something different from what can be I’m 
trying to get everybody to listen to the CBC: the Conversation Beside the Conversation. 
When you engage with a customer, there is a spoken conversation and another, unspoken 
conversation happening beside it in their head. 

                                               
2 Roger Fisher, William L. Ury, and Bruce Patton, Getting to Yes, second edition (New York Penguin Books, 1991). 
 

Performing the magic of 
1+1=5: Discover the things 
that you both want together 
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The CBC is where the real decisions get made. It’s the executive decision 
center. The CBC eats the spoken conversation’s lunch every day. The 
CBC is where the customer’s assumption and belief tapes are rolling. Why 
is the CBC so powerful? Because beliefs drive behaviors every time. 

Here’s where pull can help you. As you step into your customer’s world and seek to see and 
feel their reality (their CBC), you begin to straightforwardly inquire into the mental models 
that govern their decision making. In essence, you begin to engage that little voice inside 
their head. Your goal is to tune into CBC so you can draw out sticking points and core 
emotional needs. But just as importantly, you need to broadcast your own CBC to the 
customer. Perhaps the customer has let you know about a tight timeline and has shown 
interest in your product yet is putting roadblocks in your way. 

Don’t allow these concerning thoughts and emotions to go unspoken. Use a blend of 
directness and inquiry to ask, “I’m a little confused. You indicated that you have a pressing 
deadline to make a decision and you seem to be interested in our solution. Yet you’ve just 
said that we can’t get time with the ultimate decision maker. Can you help me reconcile 
these things?” 

Put the Sticking Point to Work: Slow yourself down in your next sales 
conversation. Pull out what’s important to your customer. Play that back  
to them in order to build trust. Be willing to see the payoff in your next 
conversation with this customer. 

 

•  Pull is the focusing mechanism 
that enables you to see the 
Bigger Reality. 

•  Ask, “What is it we both want 
here?” to uncover the common 
ground that will release energy 
in a stuck situation. 

•  When faced with resistance, 
use your emotional intelligence 
to tune into what’s happening 
under the surface, at the 
emotional level. 

•  Focus your attention on your 
customer’s interest and ease  
to remove the emotional 
interference associated with 
customer resistance. 
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CONCLUSION 
What Are We Really Saying in This Book? 

 You get the best results from your customers when they’re juiced, energized, and engaged. 

 Customer engagement happens naturally when their core emotional needs are being met. 

 Your customer’s core emotional needs are hidden beneath the surface, but they’re 
attached by a string to their sticking point. 

 When you pull with directness and inquiry, you’re able to acknowledge the sticking point 
and draw out the core emotional need attached to it. 

 When you find the common ground between your needs and the customer’s needs, a 
Bigger Reality emerges: a solution that is more surprising and powerful than just win-win. 

 This stuff works only when respect oozes out of you.  

Thank you for reading this e-book. I am passionate about creating an  
environment where sales people flourish. Send me your best and worst  
Sticking Point sales stories, or suggestions to improve the book, and I  
will send you a printed copy of the book. E-mail your story to me  
at info@juiceinc.com.  

Cheers, 

Brady 

You get the best results  
from your customers when 
they’re juiced, energized,  
and engaged. 
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About Juice Inc. 

Juice Inc. delivers training and development services to increase sales and customer 
engagement. Juice works with companies that want to build a productive sales culture  
and understand that interactions between people are major drivers of organizational sales 
success. Juice’s conversation-enhancing methodology delivers a process for improving the 
human experience in the marketplace, while driving sales performance and business results. 
If you would like more information about how Juice can help your organization, e-mail Cheryl 
Rayfield at crayfield@juiceinc.com.  

About Brady Wilson 

Wilson is co-founder of Juice and an expert on how conversation affects organizational 
energy to create dynamic results. He has been called upon by Fortune 500 clients, both 
domestically and internationally, to help them use a "conversational operating system" to 
overcome insurmountable challenges and achieve unprecedented results. 
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