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C H A P T E R  F O U R

“The Fourth R” –
Research

“The real key to successful selling is fi nding out what 

people do. If you understand what they do, how they do 

it, when they do it, where they do it, who they do it with, 

why they’ve chosen to do it that way, and whether your 

product could help them to do it better, you’re going to 

be successful.”

 – Stephan Schiffman, 
� � � � � � � � � � � 	 
 � � � �  � 
 �

, 

Holbrook MA: Adams Media Corp., 1999

 H
istorically, students of business and sales are taught 

that success comes from mastering the traditional 

“Three Rs” of reading, writing, and arithmetic. If you 

learn to communicate e! ectively, write a good proposal, un-

derstand a fi nancial spreadsheet, and manage a realistic bud-

get, the chances are good you’ll succeed in business.

In today’s value-oriented business marketplace, the 

“Fourth R” —  research —  is the tool that truly di! erentiates 

one business from the next and one salesperson from the next. 

You need to understand the value of Sales Intelligence and 

how to quickly and ethically conduct research if you’re going 

to e! ectively practice the Platinum Rule.

The “Fourth R” separates the traditional salesperson or 

account manager — who uses a cookie-cutter approach to 

serving client needs and thus consistently competes on low-

est price — from today’s successful client-centric, Sales Intel-

ligence-based salesperson or manager who knows how to fi nd 

relevant, credible, and objective information and apply it in 

ways that solve client problems in unique ways.
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For most companies, the marketing and sales depart-

ments’ performance determines the bottom line. Let’s look a 

bit deeper at the value of research in sales by using a hypo-

thetical case study.

Assume two companies are going to make a sales call to 

the VP of Marketing for a medium-sized fi nancial institution. 

Both salespeople are selling a proprietary version of Custom-

er Relationship Management (CRM) so" ware. Both CRM sys-

tems have similar features, price points, and both companies 

are respected in the CRM space. Because the VP of Marketing 

has Buyer Intelligence, in the mind of the VP, when compar-

ing the two companies, CRM so" ware is a commodity.

Salesperson One meets with the VP and immediately 

launches into his PowerPoint presentation. He adeptly shows 

o!  his CRM system’s bells and whistles and closes with a de-

tailed listing of optional components price options. He leaves 

the VP a generic chart comparing the cost of the CRM system 

with the return on investment the VP could expect.

By all accounts, Salesperson One has done a nice job. He 

showed why his CRM system is di! erent, o! ered a variety of 

price options, and produced a general analysis on how pur-

chasing his CRM system will ultimately increase profi ts.

However, Salesperson One failed to provide his client any 

value; he did not di! erentiate his CRM company from com-

petitors, and as a salesperson, he did nothing to di! erentiate 

himself from the next salesperson. He didn’t show how his 

CRM system could solve his prospect’s unique issues because 

he had little information on the prospect and what issues the 

VP is most likely facing. Instead of customizing his presenta-

tion, Salesperson One did a standard presentation, the same 

one he’s given to hundreds of prospects. In the mind of the 

VP, Salesperson One and his CRM is still a commodity.

Salesperson Two practices Sales Intelligence and has em-

bedded the Platinum Rule into her sales process. She meets 

with the VP and before even turning on her laptop, mentions 

that she really liked the recent article in the Business Journal 

featuring a profi le of the VP. She was most impressed that he 

not only led a division of a large company, but that he had 

time to coach his daughter’s soccer team and he was leader of 
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his son’s Boy Scout troop. She remarked that his time spent 

with family is impressive considering that the VP’s company 

is doing 12 percent quarter over quarter growth, while the in-

dustry average is only 3 percent.

A" er additional small talk, Salesperson Two starts her of-

fi cial presentation. Instead of just showing her CRM system’s 

features, she shares the benefi ts of her system and how it will 

directly impact the VP’s business. They discuss how the fl ex-

ibility of the CRM system is perfect for the VP who is looking 

to expand his sales force in the southeast. They discuss how 

the CRM system will seamlessly integrate into the VP’s back 

o#  ce accounting package. She demos how her CRM system 

will work with the VP’s largest client. At the end of the pre-

sentation, she discusses how her system can directly increase 

the VP’s return on investment, and her charts use examples 

of how di! erent divisions within the VP’s company will use 

the system.

Salesperson Two used information to provide value; she 

practiced the “Fourth R.” She researched and read articles 

about the company. She searched databases and found infor-

mation on competitors and customers. She used proprietary 

content sources from her local library to search for additional 

information on the company’s divisions and leaders. Sales-

person Two di! erentiated herself from the competition.

At the end of the day, people still buy from people. When 

faced with two similar fi rms with two similar products 

priced approximately the same, the VP will choose Salesper-

son Two. She did her homework, she made the VP feel impor-

tant, and she provided value beyond what one would expect 

from a CRM so" ware vendor. Salesperson Two showed how 

her product could solve the VP’s unique issues. She got in the 

door and closed the deal by making exceptional use of Sales 

Intelligence and the “Fourth R.”

Talk with anyone who is an expert at infl uencing people, 

from a minister to a politician to a great salesperson, and they 

all practice the “Fourth R.” If you understand what interests 

the people you meet with, if you know what they genuinely 

care about, you can ask relevant questions and engage people 

to share what they most likely don’t share with others.
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In How to Win Friends and Infl uence People, Dale Carnegie 

shares a story about President Theodore Roosevelt and his 

adherence to practicing the “Fourth R” prior to meeting with 

people. Carnegie writes about Roosevelt:

Everyone who was ever a guest of Theodore 

Roosevelt was astonished at the range and diver-

sity of his knowledge. Whether his visitor was 

a cowboy or a Rough Rider, a New York politi-

cian or a diplomat, Roosevelt knew what to say. 

And how was it done? The answer was simple. 

Whenever Roosevelt expected a visitor, he sat up 

late the night before, reading up on the subject in 

which he knew his guest was particularly inter-

ested. For Roosevelt knew, as all leaders know, 

that the royal road to a person’s heart is to talk 

about things he or she treasures most.

If the president of the United States can practice the 

“Fourth R,” you certainly can. If you say that you don’t have 

the time to conduct research on your prospects, I would chal-

lenge you to look at your daily calendar and imagine compar-

ing it to the calendar of Roosevelt. The question you need to 

ask yourself is “do you want to be good at what you do, or do 

you want to be known as one of the best?”

Sales Intelligence through the “Fourth R,” when applied 

correctly, is incredibly powerful. In a sense, the “Fourth R” 

can act as a crystal ball into the mind of your prospect and 

provide accurate insight into the core issues they most likely 

are facing. This crystal ball ensures that your conversation, 

and your o! ering, is relevant to your prospect’s needs and it 

helps you cra"  engaging questions.

Companies spend tens of thousands of dollars sending 

salespeople to training seminars designed to teach how to 

ask better questions. The “Fourth R” is the complimentary 

“silver bullet” to any sales technique where the key success 

component is asking questions so the prospect shares key is-

sues. Why? Because the “Fourth R” takes the guesswork out 

of knowing what kinds of questions you should ask.
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Instead of generic questions, the “Fourth R” helps you tai-

lor questions and establish your credibility in ways that are 

more likely to solicit a response. By having an informed un-

derstanding of the issues your prospect is most likely facing 

before you begin a meeting, you are able to ask relevant ques-

tions that are more likely to generate a meaningful response.

Imagine the dialogue you could engage in if you knew 

your prospect’s annual revenue growth, the trends in your 

prospect’s industry, how your prospect’s competitors were per-

forming, new products your prospect or its competitors were 

introducing into the marketplace, and even how your pros-

pect’s customers were doing and the issues they were facing.

When you’re armed with relevant data, you’re able to 

not only ask better questions, but you also massively increase 

your credibility. Remember, people buy from people. People 

buy from people they trust. And people trust people who can 

intelligently engage in dialogue that is relevant.

Asking a generic question like: “What are the key barri-

ers to you achieving your objectives?” shows your prospect 

that you’re a trained salesperson. Asking a prospect a ques-

tion like: “I see that your biggest competitor, Widget Corpora-

tion, is coming out with a new product and I was wondering 

how you plan to di! erentiate yourself” shows your prospect 

that you’re a sales professional who understands the market.

The “Fourth R” is a powerful tool that, once applied in ev-

ery sales interaction, will elevate you to the top one percent of 

all salespeople. You’ll elevate your value in the minds of your 

prospects from a vendor to a valued business partner. It is a 

critical component of practicing the Platinum Rule. You can’t 

guess what is important to your clients. Rather, you must 

have accurate information if you’re going to help clients 

in ways they want to be helped. The “Fourth R” techniques 

taught in this book to locate information will help you prac-

tice the Platinum Rule every time, for every meeting.

The good news is that virtually anyone can learn to mas-

ter the “Fourth R.” You don’t have to attend library school. You 

don’t need a private investigator’s license. You too can learn to 

take the cold out of cold calling, and turn every sales call into 

a warm one.
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C H A P T E R  N I N E

The Power of Google

http://www.google.com

 I
n my presentations, when I ask what search engine people 

use, 90 percent of those in the audience raise their hands 

when I mention “Google.” For business people, Google 

seems to be the general search engine of choice, and the good 

news is that Google is a very powerful search engine for locat-

ing information that can be used during a sales call. However, 

very few salespeople truly understand the power of Google.

The following tips will help you get the most out of your 

Google search. What’s discussed is only a portion of what 

Google has to o! er (for the defi nitive guide to Google search-

ing, check out Google Power: Unleash the Full Potential of Google 

by Chris Sherman), but it’s the most relevant to the types of 

information needed by salespeople for Sales Intelligence.

Also note that many of the following tips work in other 

search engines like Yahoo and Bing. The search engine world 

is constantly evolving and the “search wars” are as fi erce as 

ever, with the three major search engines battling for eyeballs 

by constantly introducing new tools.

However, because Google seems to be the search engine 

of choice for salespeople (and because I personally think that 

the folks at Google are brilliant), the following tips are ones 

I’ve learned over the past few years that make my Google 

searching much more powerful and get me the information 

I need to practice warm calling, usually within the fi rst 20 or 

so search results.
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Google Tip #3: Amnesia Assistance – 
When You’re Not Quite Sure

Have you ever been at a trade show or networking event 

where you meet someone and then when you get back to 

your computer and want to search for information, you can’t 

remember the person’s name or company name? This is as-

suming, of course, that you misplaced a business card ... and 

I’m assuming I’m not the only person in the world who does 

so. Thank goodness Google has a cure for people like me who 

su! er from “temporary amnesia.”

When you can’t remember a word or number of words 

when doing your Google search, just replace the missing 

word with an asterisk (in the search world, the asterisk is 
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known as a wildcard) and Google will fi ll in the blank(s) with 

words that complete your search.

So, for example, let’s say I was at a trade show and I met 

someone from Anderson XXXXX, XXXXX Associates, and 

we’re going to get together for co! ee tomorrow morning. I’m 

now in my hotel room and fi nd that I le"  my collected busi-

ness cards back at the trade show, and I’d like to do some re-

search on the company prior to my morning meeting.

Instead of getting frustrated, I open up Google and en-

ter “Anderson *  Associates” enclosing the entire phrase in 

quotation marks. Note that if there are multiple words that 

you’re missing, you only need to enter one asterisk. Also note 

that Google will ignore conjunctive words like “and.” 

You can, of course, conduct a more complex Boolean 

query and add additional terms like the type of business, lo-

cation, etc. For example, to limit your results on the above 
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search, you could cra"  a query that looked like this: “Ander-

son *  Associates” + accountant + Minneapolis.

For salespeople, another way to use the Google asterisk 

trick is when you’re searching for various job titles at a com-

pany. For example, if you’re looking for the various vice presi-

dents at a company, you can enter the job title as it might ap-

pear in an article but add an asterisk where the specifi c part 

of the job title might appear. Make sure to put the entire title 

within quotation marks so it’s treated as a phrase.

If I want to fi nd executives at 3M, I enter “vice president 

of * at 3M” and Google returns some great results. If you 

want to limit your search to vice presidents within a specifi c 

division, which might be helpful for a larger company, add 

terms like “marketing” or “sales” (“vice president of * at 

3M” + marketing).

Google Tip #3.5: Locating Email Addresses

You can use the Google asterisk trick in another way that an-

swers a question I receive from salespeople quite o" en: how 

do I get email addresses for my prospects?

Most email addresses end the same way as the company 

website address. For example, the website addresses of the fi -

nancial services so" ware company where I’m chief market-

ing o#  cer is www.actifi .com, thus all of the email addresses 

associated with that site end in xxxxxx@actifi .com.

To locate email addresses, just use the asterisk as a re-

placement for the fi rst part of the email address. For best re-

sults, put your search between quotation marks. For example, 

if you wanted to fi nd email addresses for some of the people 

at ActiFi, you would enter “*@actifi .com”. 

O" en times, by clicking on the link, you can see the title 

or job responsibilities of the person whose email address you 

found.

If you do get a lot of results, and you may when you’re try-

ing this for larger companies, you can also add search terms to 

the query. For example, you can add job titles (e.g.,“vice presi-

dent” — remember to use the quotation marks) or even add a 
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name. This may help you better identify prospects or even a 

specifi c person’s email address.

It’s important to note that there is no guarantee that the 

email addresses will be correct, or that the person even works 

at the organization any longer. But this is a quick and easy way 

to identify email addresses and address naming conventions 

(e.g., if you fi nd psmith@widget.com, janderson@widget.

com, etc., it’s highly likely that Julie Jones’ email address at 

Widget Corp. is fi rst initial, last name, jjones@widget.com).

Here’s a tip when searching for email addresses if the ad-

dresses don’t show up on the fi rst page of Google search re-

sults. Unlike the other tips in this book that will hopefully get 

the results to the top of the results page, when searching for 

email addresses, you may have to randomly click on page 10, 

30, 50, etc. to fi nd what you want. Another tip is to add words 

like “email” or “contact” or Filetype:pdf to your search.

Remember, what you’re doing is searching for informa-

tion on a Web page, meaning that the email address has to be 

in virtual print somewhere. It could be a bylined article or a 

listing on an internal Web page, for example. However, you 
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are not searching a company’s email directory; the informa-

tion has to be in the public domain for you to fi nd it.

Finally, it’s incredibly important to remember to not 

use this trick to blindly gather email addresses and then 

use them to send unsolicited email.

Spamming is not only unethical, it is also the quickest 

way to create a negative reputation for you and your compa-

ny. It can cause all future emails from you to get blocked and/

or end up in your recipients’ junk mail box, and instead of 

gaining new business, you’ll lose it. Only use this trick when 

you know the person and/or company you want to contact 

and you’re fairly sure they want to receive your email.

Google Tip #4: Company Site Search

A great way to eliminate thousands, if not millions, of search 

results, while ensuring you get relevant information related 

to your search, is to limit your search to a specifi c site. This 

can be very helpful for the salesperson looking to get specifi c 

information on a company or trying to locate a person by title 

or name at a company.

The trick to a Site Search is to end your search with Site: 

(site colon) and then the name of a website. When entering 

in the website name, do not enter the http://www. Rather, just 

enter Site:xxxxxx and replace “xxxxx” with the name of the 

website including .com, .org., etc.

For example, let’s say I’m interested in learning the 

names of marketing directors at General Mills. I could enter 

“marketing director” + “General Mills” in Google and get tens 

of thousands of results, some good, but many irrelevant. An-

other way would be to restrict my search to only websites op-

erated by General Mills by entering the following query:

“marketing director” site:generalmills.com

Entering this query returns results only from the Gen-

eral Mills website and the results include press releases and 

news articles with the names of various marketing directors 

at General Mills.
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You can also use this type of query when looking for 

phrases like “annual revenue” or “client list.” Just enter the 

phrase using quotation marks followed by “site:” and then 

the address of the specifi c website (e.g., “marketing strategy” 

site:widget.com). Obviously, the phrase you’re looking for 

must be somewhere on the site you’re interested in or you 

will not receive results.

Another good use of the Site: search is when you quickly 

want to learn about a company’s history prior to a sales call. 

You could just go directly to a company’s website and see if 

they have an “About Us” or “Company History” page directly 

o!  the main website navigation.

Or you could save yourself a lot of time by instead going 

to Google and in the search form entering this query: “about 

us” OR history OR biography site.widget.com. The search 

results will deliver pages with the phrase “about us,” or the 

words history or biography thus getting you the information 

you need, instantly, versus spending time searching the com-

pany’s site.
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