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VBN Lesson 5  

How do I handle first meetings? – Your 90-second introduction  
Everyone needs a polished 90-second introduction – referred to as an ‘elevator pitch’ because you only have 
so much time between floors to connect with another person in the car.  It's one of the most important 
marketing tools you can have in your networking toolbox.  Are you prepared with a crisp, concise, and powerful 
statement to introduce yourself the next time you meet someone, or to answer the question, "What do you do?"  

A successful introduction spells out how you add value to others and the community.  When you learn about 
someone else’s needs or issues you can then add your elevator pitch to the conversation in a way that 
resonates as someone who is adding value to the community and businesses.  

Consider these tips for developing an attention-getting introduction: 

1. Start With The First 10 Seconds. What if 10 seconds is all you get?  Does your first sentence tell your 
listener enough so they understand what you do and inspire them to want to know more?  Here’s the simple, 
but effective approach.  “I work with [type of clients] who have [these types of problems, issues or challenges].”  
That’s it.  Don’t try to sugar it up or make it real catchy. 

2. Avoid the What You Are Approach.  “I’m an accountant” or “I’m a marketing consultant” or “I’m a financial 
planner” or “I’m a sales person”.  You’ve heard them time and again.  You’ve probably even done it yourself.  
The problem is your listener(s) may not understand what the title means or even worse they may fill in an 
incorrect definition. 

3. Avoid the What You Do Approach.  “I do small business accounting including sales tax and payroll” or “I 
provide business owners with mentoring and training in comprehensive strategies to improve bottom line 
results … ”  Tends to be boring and doesn’t help the listener(s) understand what they get as a result. 

4. Say How You Solved a Problem or Served a Client.  Reinforce your first 10 second sentence with a 
second sentence that shows how you solved a problem or overcame a particular issue or challenge.  “I help 
mid-sized accounting firms plan big conferences on a small budget.  I just recently lined up free live 
entertainment for a firm that hosted 500 people in town last week.” 

5. Tell Them Why You Are Unique.  What makes you stand out from the crowd?  Maybe it’s a unique model 
or approach for better results, focus on a specific niche, a guarantee, or extras that others don’t provide.  There 
are many ways to define your uniqueness that will help gain attention and make you memorable. 

Make your introduction an attention getter.  Start with the first 10 seconds.  You can always build from there 
once it starts getting attention.  Actually write it down and practice out loud several times until you have it 
memorized and it flows naturally. 
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After the introduction, focus 99% on the other person 
It’s all about questions.  Even if the person is interested in you, make sure you keep it about them.  The only 
reason to make a declarative statement is to set up another question.  NEVER SELL! 

Be a wisdom seeker: 
The kinds of questions you ask will have an impact on your success at keeping the discussion focused on the 
other person.  Look at the table below for the distinction between people who seek wisdom as opposed to 
those who seek information.  How would you classify yourself?  Check with friends or colleagues to see if your 
perception matches theirs. 

Information Seeker Wisdom Seeker 

• Asks questions that are self-centered • Focuses questions outward 

• Digs for information to justify their position • Objectively explores for truth 

• Is problem-oriented • Is solutions-oriented 

• Assumes a zero-sum game • Assumes ample resources 

• Hoards and controls information • Shares information and knowledge 

• Often reacts without thinking • Thinks and reflects before acting 

Some rules about questions 
Use “what” questions, not “how” or “why”.  Seventy percent (70%) of people don’t know what they want so if 
you tell them what you think they should do, it lets them debate your opinion and avoid seeking their own.   A 
“what” question reflects the discussion back to them.  Focus on the wisdom seeker in yourself by keeping your 
questions around solutions vs. problems and, the future vs. the past.  

The Wisdom Access and Power Questions below are good examples of questions you can use to learn about 
someone and what they might value.  

Wisdom Access Questions: 

• If we were meeting here three years from today, what has to happen 
      for you to be particularly pleased with your progress?   

o What are your biggest dangers? 

o What are your biggest opportunities? 

o What are your biggest strengths? 

• What would be possible if all your dreams were to come true? 

• What are you attached to? 

• What is the dream? 

• What haven’t I asked you that I should ask? 

This first question was 
inspired by and adapted from 
The Strategic Coach, Dan 
Sullivan. For more on this go 
to: 
www.strategiccoach.com or 
read Dan’s new book: The Dan 
Sullivan Question   Ask It And 
Transform Anyone’s Future 

http://www.strategiccoach.com/
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Power Questions: 
These are some power questions useful for external connections: 

• How did you get started in your profession/business? 

• What do you enjoy the most about your job/profession? 

• What separates you and your company from the competition? 

• What advice would you give someone starting out in your position? 

• What one thing would you do in your business if you knew you could not fail? 

• What significant changes have you seen in your profession? 

• What are the coming trends in your profession? 

• What are the biggest obstacles you see in your profession? 

• How would I know if someone is a good prospect for you? 

And some more suited to connections within your company 

• What are the key goals for your organization this year?  

• What dependencies do you have on our function?  

• What do we need to do for you to succeed?  
 
Clearly power questions are “big” questions so they’re not your opener.  On meeting someone for the first time 
you wouldn’t immediately move from “hello, nice to meet you” to “what do you enjoy most about your job?”!  
But at the appropriate time, Power Questions are the kinds of questions that “keep it mostly about them”.  Until 
you become comfortable with the questions, it may be helpful to write them down on note cards and keep them 
in your coat pocket or purse so you have them when you need them.   

Yes, But What Value Can I Provide Them? 
You may initially think you don’t have much of value to share with others (besides your business and what you 
provide).  

Most people: 

• Have a limited set of friends 

• Have access to a limited set of social events 

• Want unbiased advisors 

• Want to help others 

• Need people in their network 

What you need to do is tap into their needs, adapt your communication style to accommodate theirs, and be a 
WOW person to be around.   

 

The only way to tap into their needs – to understand what they value – is to put yourself in their shoes.  That is 
why mastering the Wisdom Access and Power Questions techniques is very important.  If you ask good 
questions, and truly listen to the answers you’ll be more apt to find ideas for adding value to another person. 
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You can provide value by: 

• Solving their problems 

• Supporting their dreams 

• Helping them understand their thinking 

• Letting them help others, including you 

• Connecting them with others 

• Helping to make them more successful 

• Making them feel connected and appreciated 

Part of the key to getting good at giving is to not make assumptions.  For example, don’t assume that some 
basic resource (e.g., a web site) that you’re aware of is familiar to someone you might be talking to just 
because they are the “expert” in that field.  Be willing to ask if they know about the resource and be ready to 
share if they don’t. 

Work at GIVING referrals and sharing valuable information.  That means you need to get to know other people 
and what makes a good prospect for them.  What kinds of information might you have access to that could be 
useful to them? 

Want to get better at actually giving referrals?  Here’s a simple question to ask someone you’re connecting 
with:  “How am I going to know when I meet a really good prospect for you?”  Just the fact that you are willing 
to explore giving to others will elevate your know, like and trust factors. 

 

“Human beings naturally try to repay in kind                                                    
what another person has provided.” 

— Dr. Robert Cialdini, —Influence: The psychology of persuasion and influence: Science and Practice 
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Speaking the right language  
If you are going to build the relationships that sustain a super future over a significant period of time you need 
to learn to speak multiple languages, and most importantly, the language of the senior leaders that you want to 
add to your network.   

In any company the things that are top of mind for the CEO will be different for the CFO and again different 
from the Director of Purchasing.  

If you are talking to the Purchasing Director he is interested in lowest price, special terms and conditions and 
finding ways to create a commodity competition to keep prices down. 

The CEO language is likely all about productivity, top line growth or risk management. If you approach the 
CEO speaking the language of the Purchasing Director, you will quickly be sent down to purchasing where 
they can not only understand you, but actually care about what you are saying. 

So, research what is important to the specific level of executive you are hoping to connect with.  Thinking about 
how you and your organization can help with the issues specific to a C-level executive will be key to your value 
creation. 

How Can You Find Out What Is Important To C-Level Executives? 
When you meet with a C-level executive, be prepared to demonstrate that you are focused on his/her issues 
by doing some advance research. 
 

• Read their speeches (often on the corporate web site) 
• Read the company marketing material 
• Read press releases 
• Check out their LinkedIn profile.  See if you know someone they know.  
• Google the individual and the company.  

Open a conversation by referencing a success relevant to the company or them personally, and ask specific 
questions related to what you have learned in your research.  If appropriate to the conversation you may then 
get a chance to position your company.    

All C-level executives want to network with their peers.  Your company no doubt sponsors events through the 
marketing department.  Offering to set up a value based peer-to-peer session is a powerful way to set up value 
and ongoing relationship learning.  

Years ago the major focus for sales training was product knowledge.  Over time that has morphed to sales 
technique.  As you build relationships with higher level executives, earning their trust and buying motivation 
become more important.  You can optimize your chances of success by becoming a “Trusted Advisor” but this 
means you have to be aligned with what senior executive’s need and they must perceive that you are focused 
on their specific needs.   

A wise sales executive realizes the CEO was probably hoping to go through his or her whole life without ever 
meeting a salesperson pushing your product.  So, it is important to remember that the C-level executive initially 
has no interest in you or your company.   Your challenge is to demonstrate first that you care about them and 
have been willing to invest in adding value to them.  
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VBN EXERCISE 6 – Adding Value for your Top 5 
Print this page. From the previous exercise (Exercise 5), copy the names of the people who are your top five 
for focus below. Then find one or two areas of interest for each of them by researching their speeches and 
other public information or enlisting someone who knows them.  Once you have some understanding of their 
interests, decide how you could help them (add value) in one or more of those endeavors. Let yourself be 
creative. Brainstorm with co-workers on how you might help. Don’t be afraid to think outside the box.  

Name Area of interest How Could I Help? 

1. 

2. 

3. 

4. 

5.
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