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Introduction 
The PRISM Influence Coaching and 
Leadership™ series is a comprehensive suite of 
Live and Distance Learning resources designed 
to develop your management team’s expertise in 
Influence, and leverage these principles to build 
upon their current leadership and coaching skills. 
Influence skills are the foundation necessary for 
success in selling, marketing, and leadership. Our 
curriculum provides the most important application 
of Influence for all levels of managers responsible 
for leading others.

This highly relevant and engaging leadership 
curriculum will help you effectively apply Influence 
principles within your management team. 
Assignments are included where your leaders are 
asked to evaluate articles and cases, and apply 
the Influence principles discussed. 

The Pivotal Role of the Influence Coach
The most important role of a leader is to maximize 
results of the people they lead and manage. So 
what is the best way to do it?

• How do we develop our people to become 
better and more successful at what they do?

• Does just telling our teams what to do and 
expecting them to do it generate the most 
favorable results?

• How do we know our people are doing what 
we expect of them when we are not with 
them?

• How do we hold our people accountable for 
delivering and improving results?

• How do we keep our best employees 
motivated to stay with us and our company, 
and to continue performing at a high level?

• How do we decide when a person is no longer 
acceptable as a member of our team and an 
employee of our company?

Influence Coaching and Leadership was developed 
to provide the rationale and skill sets to answer 
these questions in the most effective way.

Managers Follow 
Expectations
Sets objectives 

Shares aligned expectations
Provides feedback to organization
Fulfills administrative responsibility

Establishes vision
Leads through change
Develops employees

Coaches to improve performance
Focuses on behavior
Influences effectively

Holds employees accountable
Self-confident, transparent, walks the talk

Motivates and supports people
Protects company

Influence Leaders Get 
Superior Results

Myths and Truths: Leadership 
and Authority
Throughout the PRISM Influence Coaching and 
Leadership series of modules, we explore different 
“myths and truths.” We examine and put to the test 
different key subjects, comparing popular opinion 
and the latest management theory “spin” or “fad” 
versus what the science of Influence and data 
support.

A More Contemporary View 
of Leadership
Leadership is not only how you use authority, but 
also how you use the principles of Influence to get 
people to do what you want and need them to do. 
Influence Coaching and Leadership is all about 
creating win-win situations that help both you and 
your team reach and exceed the goals that you set 
and desire.

Unlock the Spectrum of Opportunity with 
PRISM. We will help you maximize success 
of your roll-out of Influence Coaching and 
Leadership, and provide consulting and 
training support to maximize success of your 
team or organization. 

For more information, call 855-774-7673.
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Live Training
Keynote Speaker
For the largest programs we offer keynote speakers 
who deliver dynamic presentations on Influence, 
our core subject matter, and how it pertains to 
sales, marketing, account management, and 
leadership.

Live Workshops
For all topics we offer live workshops led by 
professional moderators and subject matter 
experts, delivering customized workshops specific 
to your business needs and opportunities.

For larger projects, we recommend our train-the-
trainer certification process to allow your leadership 
team the opportunity to conduct these programs, 
supported by our on-site subject matter experts at 
roll-out.

Small Sessions and One-on-One Professional Mentoring
All topics can be conducted in smaller groups or via professional one-on-one coaching sessions for leaders.

Distance Learning
PRISM Programs Can be Conducted Using Remote Technology

While live training is usually recommended, 
remote training is a viable alternative when 
you can’t get your team together or when 
you plan to conduct pull-through activities 
following live programs.

Generally we structure our remote sessions in 
smaller groups to maximize participation and 
learning. Similar to live training, our sessions 
are interactive and based on the principles of 
adult learning.

Our core remote training programs include 
web-based video sessions, which encompass
pre-work, polling, testing, and follow-up work 
to pull through key learning principles.

Experience is Our Foundation, and Our Training is Based on the 
Science of Influence
At PRISM our business practices are based on years of experience helping organizations become more 
competitive and successful.

Our training is focused on the science of Influence, as captured in the book Influence: Unlock the Spectrum 
of Success in Your Business and Personal Life (© 2017), by Mike Weber.
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The PRISM Process
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Teleconference Guide 

Module 3: Engage Your Customers—Key Strategies 

Instructions for Teleconference Leaders (Time: 1 hour) 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pre-Call: Set expectations: 

To create engagement from the entire team, inform them prior to the call that success of the teleconference 

depends upon their participation.  Their participation will help you understand effective Engagement techniques to 

build stronger interaction with your customers. Please make sure you have your team remember to have Module 

3a Engage Your Customers open and available during our call. 

1. Welcome/Introductions: (5 minutes) 

Δ Welcome everyone  

Δ DM Specific  

The Objectives are: 

Δ Review the content from Module 3a Engage 

Your Customers: Key Strategies 

Δ Share best practices to improve performance 

and answer any questions regarding the material 

discussed in this module 

2.  Module Review: Engage Your Customer (45 

minutes) Ask participants to explain in their 

own words the following: 

 
Why Engagement 

•
Uses logic and emotion to break schema 

•
Leverages the Law of Likeability 

•
Captures attention and mentally focuses the 

customer 

 
Importance of Engagement in Influence Selling 

•
Thinking and awareness are the first steps of 

Engagement 

•
Two-way process: Get customers to be active 

participants in the conversation 

•
First impressions make a big difference in Influence 

and preparation and practice are key 

•
Think about things through your HCP’s perspective 

 
The Law of Likeability and Influence 

•
People like people who are like them 

•
People like people who genuinely like them  

•
People like people who are on their agenda 

 

2.  Module Review (cont.): E
ngage Your 

Customer   

“Power of Actions” 

•
Customers observe us through five senses 

(sight, sound, touch, smell and taste) 

•
Eye contact can indicate to your customers how 

you think and feel 

•
Firm handshake can indicate 

confidence/likeability 

 “Power of Words” 

•
Words evoke emotion 

•
Words appeal to logic and thinking 

•
Words elicit schema 

What are the three common techniques for opening a 

sales call and how does each technique differ? 

 
• Tell a story 

o Not the most effective way to open a call 

o
No guarantee that your customer will 

listen 

o
Can signal to customer you are on your 

own agenda 

• Creative opener 

o
Interesting and gains the attention of 

your customer 

o
Make sure it is relevant to what you are 

going to talk about, accurate, and within 

the guidelines of your company 

•
Ask a question 

o
Get customers to open up  

3.  Conclusion: (10 minutes)   

Δ
Ask what did the team learn the most? 

Δ
Ask and answer any questions 

Δ
Review time and logistics for next teleconference 

Δ
Convey thanks and appreciation for the call 
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Teleconference Guide 

Module 2: Mindset of an Influence Salesperson 

Instructions for Teleconference Leaders (Time: 1 hour) 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Pre-Call: Set expectations 

To create engagement from the entire team, inform them prior to the call that success of the teleconference depends 

upon their participation. Please make sure you remind them to have Module 2 Mindset of an Influence Salesperson 

open and available during the call. These teleconferences will help review the key concepts contained in the 

Influence Selling modules.  

1. Welcome/Introductions: (5 minutes) 

Δ Welcome everyone  

Δ DM Specific  

The Objectives are: 

Δ Review the content from Module 2: Mindset of an 

Influence Salesperson  

Δ Share best practices to improve performance and 

answer any questions regarding the material 

discussed in this module 

2. Module Review: Mindset (45 minutes)  

Ask participants to explain in their own words: 

 

• The Law of Compounding 

o Create a plan to focus on learning skills one at a 

time,  
o Focusing on developing new skills in a systematic 

way will help you become more successful 

influencing your customers and others 

• Mindset 
o Mindset is our state of mind 

o It is what we think and what we tell ourselves  

o Our mindset is the result of our past experiences, 

our knowledge and what we have learned from 

others and our surrounding environment 

o Mindset is driven by thinking (logic), feelings 

(emotion), and the way our brain processes and 

simplifies a vast amount of information (schema) 

• Relationship between Mindset and Behaviors 

o Your mindset drives behaviors 

o What you believe will show up in the way you act 

• The Mindset of an Influence Salesperson 

o Two-way process: How you and your product can 

make a difference in their practice and in the lives 

of the appropriate patients they treat each and 

every day  

o You see things from the customer’s perspective 

o Desire for a win-win situation 

2.  Module Review: Mindset (45 minutes) cont. 

 
Influence Grid--Give a Description of the mindset of 

each quadrant: 

 
• Influence Seller 

o Win-win 
o Focus on the customer’s agenda 

o Strive to gain deeper understanding of the 

customer and his or her patients 

o Position product for appropriate patients based 

on customer insight 

o Highest amount of Influence 

• Manipulation (Hard Seller):  

o Focus on a personal win 

o Don’t focus on the best interest of the customer 

o Operate only on their agenda 

• Relationship Seller 

o Effectively connect with their customers 

o Focus too much on the relationship  

o Wants to be liked by customers and doesn’t 

focus on getting customers to think and act 

differently 

• Status Quo 
o Doesn’t want to change selling approach 

o Comfortable delivering messages regardless of 

customer interest 

o Least amount of Influence 

 
 

 3.  Conclusion: (10 minutes)  

Δ Ask what did the team learn the most? 

Δ Ask and answer any questions 

Δ Review time and logistics for next teleconference 

Δ Convey thanks and appreciation for the call 
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Teleconference Guide 
Module 1: Why Influence? 

Instructions for Teleconference Leaders (Time: 1 hour) 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1. Welcome/Introductions: (5 minutes) 

Δ Welcome everyone  
Δ DM Specific  The Objectives are: Δ Review the content from Module 1 Why Influence? 

Δ Share best practices to improve performance and 

answer any questions regarding the material 

discussed in this module 

Pre-Call: Set expectations: 
To create engagement from the entire team, inform them prior to the call that success of the teleconference 

depends upon their participation. Please make sure you remind them to have Module 1 Why Influence? open and 

available during the call. These teleconferences will help review the key concepts contained in the Influence Selling 

modules.  

2.  Module Review: Why Influence? (45 minutes)  

Ask participants to explain in their own words: 

 

Why Influence? • Influence is three-dimensional 
o Me:  “Self-Influence” is one of the strongest 

determinants of our own mindset, and has a 

direct impact on our success. In short, we 

become what we think about most. Our mindset 

often determines the extent of our 
accomplishments and failures. 

o Others:  Selling your product requires influencing 

others. If you focus on finding the best place 

where your product offers the greatest benefit for 

the HCP and his/her patients, you are in an 

“Influence” (win-win) state of mind.  

o Environment:  The environment consists of other 

people, situations and events that have an effect 

on you and the person with whom you are 

interacting 
• Influence is a two-way process 

o In all the areas described above, influence is a 

two way process- it’s not just want we want or 

think, but how we interact with others and the 

environment 
• Influence is about change 

 The Way We Think • Emotion, at the core of our brain, will usually win out over 

logic • Logic and emotion are a powerful combination- essential 

to changing and influencing thinking and behavior 

• Schema- Mental maps- the basis for our behaviors and 

habits •

2.  Module Review (cont.): Engage Your 

Customer   Influence Grid- Give a Description of Each Quadrant 

• Status Quo  o Easy sell o Ability to influence is low 
o Little planning or preparation involved 

o Often a “message deliverer” or “sample dropper” 

o Lose-lose scenario– The customers and patients 

lose because they never realize the true potential of 

your product, since you are not focused on what 

matters most to them 
• Unrealized Opportunity 

o Relationship seller o Access to many offices 
o Difficult to transition into talking about your product 

in a way where it can best help the HCP and their 

patients o Lose-win scenario– Unable to fully Influence 

customers to consider and utilize products where 

they are a best fit; you have relationships but the the 

patients, the HCPs, and your company lose since 

full product adoption is never realized 

• Manipulation o Hard sell o Application of Influence is high but the 

understanding of how to do it effectively is low 

o Win-lose scenario: You express to the customer that 

it’s all about you and what you need, with little or no 

regard for thinking through what the customer thinks 

(logic) or feels (emotion) 
• Influence o Influence sell o You sell on the agenda of your customers, opening 

their minds to what you are communicating and 

showing that you care most that your product is 

used where it is the best fit for them and their 

patients 
3.  Conclusion: (10 minutes)  

Δ Ask what did the team learn the most? 

Δ Ask and answer any questions 

Δ Review time and logistics for next teleconference 

Δ Convey thanks and appreciation for the call 
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Module 5: Influence Coaching Step Three— 

Create a Shared Plan

PRISM 

Influence Coaching and 

Leadership™

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.

Module 4: Influence Coaching Step Two— 

The Coaching Conversation

PRISM 

Influence Coaching and 

Leadership™

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.

Module 3: Coaching to Improve Employee MINDSET 

— Utilizing Influence, Engagement, and Authority

PRISM 

Influence Coaching and 

Leadership™

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.

Module 2: Overview of the PRISM Coaching Model
and Step One—Diagnosis

PRISM Influence Coaching and Leadership™

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.

Module 1: Mindset of an Influence Leader

PRISM 
Influence Coaching and 

Leadership™

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.

Video and Teleconference Guides

Participant Workbook

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.

PRISM 
Influence Coaching and 

Leadership™
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Participant Guide
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PRISM 
Infuence Coaching and 

Leadership™

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.

Customized 
Participant Guides

Interviews

Discovery: Understand the Opportunity
Before your project begins, PRISM conducts a live and distance interview 
process with all key stakeholders. This process helps us understand the 
issues and opportunities your company is experiencing so that PRISM can 
customize our materials to best meet your company’s needs.

Distance Learning: Establish 
the Foundation

Effective learning is a “slow and steady” 
process, not a “one time” single meeting 
or event. Our distance learning process 
using modules, application tools, and video/
teleconferences builds a strong baseline of 
content knowledge so that you can focus on 
application at your live meeting.

We often utilize a train-the-trainer approach 
so that second-line managers have more 
opportunity and accountability for leading 
and supporting their teams throughout the 
learning process.

A series of teleconference and 
videoconference guides help your team 
master the principles of Influence Coaching 
and Leadership more quickly.

Live Meeting: Application
Live meetings are best utilized to build upon application of the Influence skills contained in our curriculum. 
To support a powerful meeting, we provide detailed leader’s guides, participant guides, slide decks, 
posters, workshop exercise guides, mastery tips, and more. We also help you plan the most effective 
design of your meeting room space and offer other logistical support and advice.

Influence Question Strategies

Problems: What type of problems do you typically 
experience with patients with disease x?

Opportunities: In which type of patients do you think 
having an x option might provide an appropriate 
opportunity?

Challenges: In which of your patients do you feel 
challenged managing disease x?

You can ask questions about: 
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ENGAGE

Understand Questions
ENGAGE
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What are they?

Why are they important?

When do you use them?

 How do you create and 
deliver an understand 
question?

Understand
Questions

Customized Workshops

Slide 1 

 

Understand Questions
ENGAGE
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What are they?

Why are they important?

When do you use them?

 How do you create and 
deliver an understand 
question?

Understand
Questions

 

 

Time: 3 minutes

Facilitator Notes

• REVIEW the slide
• Engage the group and have them recap the importance of Understand questions. (see 
Influence Selling Resource Tool #5)

• Suggested group answers
o Understand questions are not about selling or influencing your customer.
o Think “understand” not “sell.”
o Use them to deepen your understanding of the customer and their world.
o Use them to uncover what physicians think and believe.
o They help you understand your customer so that you can deliver a win-win 
message that is helpful for them and their patients.

• Example: I’m curious to know when you treat these types of patients, what is 
your thought process about the type of agent that you select?

Additional Tips to Engage the Group
• REMIND the group that Understand questions determine the direction of your call. 
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Customized 
Leader Guides
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PRISM Influence Coaching Certification Form 
 
 

Diagnose  
Did the DSM diagnose the greatest opportunity for skill growth during the field 
ride and identify specific areas of growth on MKSEC (Mindset, Knowledge, Skill, 
Effort and/or Connecting With Others)? 

1   2   3   4    

Did the DSM identify and translate Mindset and Outcome issues into specific 
behaviors and skills? 

1   2   3   4    

Did the DSM diagnose the areas of development from past field ride trends, 
current field ride observations, or both?   

1   2   3   4    

Did the DSM set realistic, attainable and challenging priority (1-2) 
developmental areas of growth?  

1   2   3   4    

Coach    
Did DSM plan for the coaching interaction by incorporating insights from 
previous field ride observations? 

1   2   3   4    
Did DSM conduct a pre-call planning discussion before the call to understand 
how the representative planned to Engage the customer, Share a Compelling 
Story, and Gain Commitment as part of the call continuum? (For “Coach to the 
Call” Discussions) 

1   2   3   4 

Did DSM focus on clear and observable behaviors that also mapped to an 
element of Mindset, Knowledge, Skill, Effort, and/or Connecting with Others 
(MKSEC)? 

1   2   3   4    
 

Did DSM ask Understand and Influence questions to break schema and get the 
representative to think? 

1   2   3   4    

Did the DSM create a two-way dialogue? 1   2   3   4    
Did the DSM use the power of Words and Actions (including Logic and Emotion) 
when coaching the representative, and create a safe but challenging learning 
environment that stretched the representative’s thinking and skill? 

1   2   3   4 

Did the DSM provide the clear and necessary direction for improvement if 
necessary (Influence with Authority)? Did the DSM demonstrate positive 
reinforcement? 

1   2   3   4    
 

Did the DSM appropriately use Indirect (Teaching, Feedback or Modeling) and 
Direct (Teach Back, Practice or Live Observation) teaching methods when 
coaching? 

1   2   3   4    

Was the mindset of the DSM focused on a win-win conversation focused on the 1   2   3   4 

Name: 
 

Assessor: Overall Score: 

Please rank the District Manager with the following ranking system: 
                                 1= Needs Improvement   2= Meets Expectations   3= Fully Meets Expectations   4= Exceeds 

Video Coaching 
Case Scenarios 
and Certification 

Posters

Mindset 

• What I th
ink about myself

• What I th
ink about my representative

• What I th
ink about what is in my control

• If I t
hink I can, I can

Knowledge 

What I k
now about:

• Myself, m
y ability,

 and my development

• My company, m
y customers, my marketplace and business

• My representatives and their professional and personal 

interests

Skill

The application of knowledge. 

How well do I:

• Understand Influence (Emotion, Logic and Schema) and 

Selling Skills?

• Engage and coach my representatives using the Shionogi 

Influence Coaching Model to gain maximum performance?

Effort

• Applied effort

• Effort on the right things

• The amount of effort

• Stick-to-it-ti
veness

Connecting with Others

• My ability to connect with all internal and external 

customers– representatives, peers, corporate, HCPs, etc.

• Likeability

• Effectively getting on the other person’s agenda 

• The “catalyst” fo
r MKSEC
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TRUST

BUSINESS TRUTH

CONNECTING WITH OTHERS

Self and

Customer

Amount of

Action

Capability
Mindset Knowledge

Skill
Effort

 INFLUENCE TRUST FORMULA

Influence

Others The World

Influence is Win-Win

Influence is Bi-Directional

Influence is Three-Dimensional

Me

 THREE DIMENSIONAL

TWO-WAY 

NATURE OF INFLUENCE

PRISM INFLUENCE COACHING 
AND LEADERSHIP

Diagnose

Create aShared
Plan
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Pull Through: Optimize the Opportunity
Improved skill growth needs to be sustained with a 
steady and well-designed pull-through program. 
At PRISM, we have a number of tools that will support 
continued skill growth and application so that every 
participant can get on the path to mastery.

Our pull-through process includes application of exercises, 
tools, pocket reference guides, and other job aids.

Coaching Reference Guide for Influence Selling Skills

Specifically for Field Sales Managers, PRISM offers a Coaching Reference 
Guide for Influence Selling Skills, a behavioral-based tool that aligns with your 
competency model.

Managers can use this resource to coach to PRISM Influence Selling skills in the 
field. It is designed for the preparation and live coaching conversations with sales 
representatives during field rides.

This resource can be adapted to your own selling model, or to your other custom 
commercial and non-commercial needs.

Pocket Reference Guides 
target all key skill areas

Real Case Discussions and 
application of the Influence 

Coaching and Leadership process

One-on-One Coaching and Department Support 

One-on-One Coaching Support is available to foster 
accelerated application and develop leaders:

• New leaders
• Experienced leaders
• Senior leaders
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PRISM
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PRISM

INFLUENCE COACHING 

AND LEADERSHIP™

MKSEC
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PRISM

INFLUENCE COACHING 

AND LEADERSHIP™

Diagnose

CONFIDENTIAL: FOR INTERNAL SALES TRAINING ONLY.

DO NOT COPY OR DISSEMINATE OR USE IN PROMOTION.

Diagnose

Create a
Shared

Plan

Reinforce
Coach

Mindset

Knowledge

Skill Effort

Connect

PR
E

P
A

R
E

D
E
B

R
IE

F

PRISMINFLUENCE COACHING 
AND LEADERSHIP™

Reinforce

Diagnose

Create a
Shared
Plan

Reinforce

Coach

MindsetKnowledgeSkill EffortConnectP
R

E
PA

R
E

D
E

B
R

IEF

CONFIDENTIAL: FOR INTERNAL SALES TRAINING ONLY.

DO NOT COPY OR DISSEMINATE OR USE IN PROMOTION.

PRISM
INFLUENCE COACHING 

AND LEADERSHIP™
“Coach to the Call”
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Category Representative Name Notes on Observations and Insights
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Skill

Effort

Connecting 

with Others

REAL CASE DISCUSSIONS
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The World
Influence is Win-Win
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Tell an Influential Story
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Covers coaching techniques to improve each 
Influence Selling skill set.

Every step of the Influence Selling process is clearly 
outlined.

Each skill section contains a resource page that describes the 
Influence Selling skill in detail.

A behavioral description of what good looks like is included 
for discussions with sales representatives.

Each skill section contains two pages of suggested 
indirect and direct coaching techniques, suggested 
actions and verbiage, and examples of how to leverage 
Influence and authority where necessary to improve the 
targeted skill.

Overview

COACHING REFERENCE GUIDE 
FOR INFLUENCE SELLING
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Section Skills

1: Plan
• Pre-Call Plan
• Mindset

2: Engage

• Opener (new or known customer)
• Personal Connection questions
• Emotional transitions
• Understand questions
• Influence questions

3: Tell an 
Influential Story

• Effectively transitions to story on 
customer’s agenda

• Effectively delivers key messages
• Breaks schema (gets customer to 

think)
• Uses logic
• Uses emotion
• Effectively handles objections

4: Gain 
Commitment

• Checks in with customer before 
gaining commitment

• Gets customer to commit (just 
ask—you ask them or they tell you)

5: Evaluate • Post-Call Evaluation
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Plan: Pre-Call Planning

Description

Pre-Call Planning is more than just reviewing sales results for the HCP. The Pre-Call Planning 
step is identifying the objective of the call, along with specific behavioral components that 
your representative is planning for the interaction. Understanding the components of the call 
keeps the conversation specific, detailed and builds confidence in the Influence Selling Model 
implementation.

It consists of two skills:

Skill #1: Plans each specific step for the Influence Selling process.
a. How will I engage the HCP? What will I say when I open up a call? How will I transition to 

business? What Understand and Influence questions will I ask that are on the agenda of the HCP, 
are win-win, and that will get him/her to think and talk?

b. What approved message/story will I tell? Where is the physician on the product adoption 
continuum, and what story should I plan to tell to take them to the next level?

c. What commitment will I ask for? What exactly do I plan to say? Will I ask the HCP for a 
commitment, or will the HCP identify what he/she thinks the next step should be? What actions will 
be taken?

Skill #2: Adopts the right Mindset for the customer interaction.
a. Where is the physician on the product adoption continuum, and what do I believe I can achieve? 

Can I push my thinking and expect more from this call? How will I do that?
b.  Do I have the mindset of an Influence salesperson? Am I using the principles of Influence, or do I 

sound more like a Status Quo/Relationship Seller/Manipulator?
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Infuence Selling Skill Resource Page - Effective Pre-Call Planning

Pre-Call Plan: Start With the End in Mind (Clear and SMART Objectives)

• What is my objective of the call? Where is the HCP on the product adoption continuum and what 
do I plan to accomplish?

• What is the first thing I plan to do (actions and words) to engage the HCP?
• What type of question(s) specifically will I ask (Personal Connection, Understand, and Influence 

questions)?
• If I plan to connect with the HCP using a Personal Connection question, what Emotional Transition 

will I use to segue to the business conversation?
• What message(s) do I plan to tell, and what resources will I use to build an Influential Story?
• What question(s) from the HCP should I expect, and how do I plan to handle them?
• What “Check In” and Commitment Close do I plan to utilize?

Selling Model Step

Engage

• Opener
• Personal Connection Question / Emotional Transition from Personal to   

Business
• Understand Question
• Influence Question

Tell an 
Infuential Story

• Where is HCP on the product adoption continuum? 
• Transition to the Story and stay on the Agenda of the Customer
• Message(s) I plan to tell, and resource(s) I will use
• Break Schema
• Use Logic and Emotion to make my story more influential
• Objections from HCP I anticipate, and how I will handle them

Gain 
Commitment

• “Check In” Questions
• Commitment Question

 –  You ask them
 –  They tell you

PLAN
• Start with the end in mind.
• Where is the HCP on the continuum?
• What commitment do you plan to ask for?
• What story are you going to tell?
• How do you plan to engage your HCP?
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Pre-Call Planning

Skill #1 – Plans each specific step for the Influence Selling process. 

Behavior Model: Determine which skill level below best matches the demonstrated 
skill level by your representative.

1 = Does not display skill
2 = Displays some skill
3 = Shows moderate skill
4 = Shows good skill, but has not attained mastery
5 = Has mastered skill

Behavior Model - Effective Pre-Call Planning

Skill Level Behavior Description

1

• Does not pre-call plan. 
• Does not plan for effective interactions with physicians, nor consider what to do and 

say for each part of the selling interaction (engage, tell an influential story, and gain 
commitment). 

• Approaches call without consideration of the product adoption continuum. 
• A lack of planning results in no influential discussions that change physician 

thinking and prescribing habits. 
• “This physician is busy, so I’m just going to plan a 30 second call and remind him 

about these two points.” 

2

• Sometimes pre-call plans. 
• Sometimes has effective interactions with physicians. 
• Sometimes considers what to do and say for each part of the selling interaction 

(engage, tell an influential story, and gain commitment). 
• Sometimes  plans results in a few discussions that change physician thinking and 

prescribing habits.

3

• Often pre-call plans each call and overall attains good results. 
• Often has effective interactions with physicians. 
• Considers what to do and say for each part of the selling interaction (engage, tell an 

influential story, and gain commitment). 
• Planning results in influential discussions that change some physician thinking and 

prescribing habits. 
• Could benefit from becoming an expert on other areas of pre-call planning that 

will improve their ability to engage the HCP, tell an influential story, and/or gain 
commitment. 

4

• Most often pre-call plans each call and overall attains good results. 
• Most often has effective interactions with physicians. 
• Considers what to do and say for each part of the selling interaction (engage, tell an 

influential story, and gain commitment). 
• Frequent planning results in influential discussions that often changes many HCP’s 

thinking and prescribing habits. 

5

• Consistently plans for effective interactions with physicians, and considers what to 
do and say for each part of the selling interaction (engage, tell an influential story, 
and gain commitment). 

• Consistent planning results in strong influential discussions that consistently 
changes many HCPs’ thinking and prescribing habits. 
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Pre-Call Planning

Skill #1– Plans each specific step for the Influence Selling process. 

INDIRECT LEARNING TECHNIQUES

Strategy How Do I Implement? 

Teaching
Teaching is building knowledge. It is instruction from you, other people, and other sources that 
promotes learning and understanding.

Exercises and 
Assignment 
Options

• Use the Resource Page to review and teach areas where your representative needs help
• Have your ROTA or another representative skilled in this area teach this skill to your 

representative.
• Have your representative reread the Influence Selling module on this subject.
• Your representative is not comfortable pre-call planning, so you take them step-by-step 

through the process of developing an effective pre-call plan for your product based on a 
specific physician.

Sample 
Conversation

• Let’s take a look at this behavioral scale and see what you think your performance skill level is
• Let’s take a look at this Resource Page so I can show you what I mean.
• Your representative is not comfortable pre-call planning, so you take them step-by-step 

through the process of pre-call planning.

Strategy How Do I Implement? 

Feedback
Feedback is creating awareness. Coach by sharing your insights about representative behavior 
you observe. Discuss how you and the representative understand the business truth. 

Exercises and 
Assignment 
Options

• Share with your representative your observations regarding their pre-call planning and how it is 
affecting their ability to influence the HCP.

• Ask your representative what they think/believe about pre-call planning. Expand their 
understanding regarding the importance of planning each interaction versus running to each 
call without planning.

• You observe your representative during a physician call. You observe several strengths that the 
representative is good at, but you notice a trend that your representative is not following their 
pre-call plan. You provide “curbside coaching” to provide feedback to describe what you see.

Sample 
Conversation

• Here’s what I saw today. We called on a number of physicians and when I asked you what your 
call objectives were you said you just wanted to see how our product was doing.

Strategy How Do I Implement? 

Modeling
Modeling is showing your representatives what “good” looks like. The most important step in this 
approach is that the behavior must be modeled correctly—it needs to be a “good” example.

Exercises and 
Assignment 
Options

• Demonstrate (by doing) what “good” looks like when pre-call planning.
• Have another skilled representative show what they do before each call.
• Reinforce with representative that pre-call planning is not just looking at the numbers before 

walking into the HCP office. Rather it is carefully thinking through where the HCP is on the 
product adoption continuum, what was discussed on the last call, and where/how you intend 
to take the HCP to the next level of the continuum.

• You have observed that your representative is not comfortable or skilled at closing. In the car, 
you role-play and demonstrate an effective close.

Sample 
Conversation

• Let me show you what an effective pre-call plan looks like. As you can see, you need to 
consistently plan for effective interactions with physicians, and consider what they would 
do and say for each part of the selling interaction (engage, tell an influential story, and gain 
commitment.) 

• Let’s have good skilled rep show you what they do…
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PRISM Influence Coaching and Leadership™ Module Overview

Module 1: Mindset of an Influence Leader
This module provides you with a top-line understanding of the importance 
of Mindset in the PRISM Influence Coaching and Leadership process.

After reading this module, you should be able to:

• Appreciate the scope of what leadership truly is.

• Understand the importance of coaching and leadership models and 
how they can help you become even more effective at what you do.

• Understand an overview of Influence Coaching and Leadership and 
learn how it is similar and different from other models.

• Have a better understanding of your leadership style as well as areas of 
strength and potential development.

Module 2: Overview of the PRISM Coaching Model and 
Step One—Diagnosis
The objectives of this module are to provide you with a top-line overview of 
the PRISM Influence Coaching Model, and a more in-depth understanding 
of step one of the model—Diagnosis.

After reading this module, you should be able to:

• Describe the four steps of the PRISM Influence Coaching Model.

• Develop an in-depth understanding of step one of the PRISM Influence 
Coaching Model—Diagnosis.

• Review and identify the key coaching opportunities that you face with 
each member of your team.

• Map each coaching opportunity to the MKSEC Trust Formula™.

• Prioritize development opportunities and issues for your team.

• Plan the development of your team using the PRISM Influence 
Coaching Model Development Grid (provided with this module.)

• Develop a better understanding of the six facets of indirect and direct 
behavioral coaching, and create a plan to use these techniques to 
further develop the skill set of your direct reports.

 

Module 3: Coaching to Improve Employee Mindset
The objective of this module is to help you better understand how to coach 
to improve employee mindset-related issues. This is perhaps one of the 
most challenging and difficult aspects of coaching, and we will share some 
highly effective strategies to help you become more effective in this area.

After reading this module, you should be able to:

• Understand the importance and strategy of coaching to mindset-related 
employee issues that limit consistent high performance.

Module 1: Mindset of an Influence Leader

PRISM 
Influence Coaching and 

Leadership™

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.

Module 2: Overview of the PRISM Coaching Model
and Step One—Diagnosis

PRISM 
Influence Coaching and 

Leadership™

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.

Module 3: Coaching to Improve Employee MINDSET 
— Utilizing Influence, Engagement, and Authority

PRISM 
Influence Coaching and 

Leadership™

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.
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• Understand how Influence and authority are related, and how they can 
help you coach to mindset-related issues.

• Understand several strategies of how to coach to mindset-related 
coaching issues based on the schema pattern that you observe.

Module 4: Influence Coaching Step Two—
The Coaching Conversation
The objective of this module is to help you better understand the PRISM 
Influence Coaching approach for your coaching conversation. The coaching 
conversation is one of the most important aspects of coaching, since this is 
where you discuss the behaviors you observed so that you can coach your 
direct reports toward maximum possible performance.

After reading this module, you should be able to:

• Understand the importance of the previous modules and how they relate 
to planning and preparing for the Influence Coaching conversation.

• Have a specific understanding of the Coach in the Moment conversation 
with your direct reports.

Module 5: Influence Coaching Step Three—
Create a Shared Plan
The objective of this module is to help you better understand the PRISM 
Influence Coaching approach for creating a shared plan of action with your 
direct reports. Specifically, in this module we discuss the importance of the 
Coach to the Plan summary conversation that you conduct live and during 
your remote coaching discussions.

The Coach to the Plan conversation is based on four steps: create a shared 
plan, set milestones for discussion, record the plan, and keep the discussion 
alive. The Coach to the Plan conversation builds on the momentum you 
established during your initial Coach in the Moment conversations.

After reading this module, you should be able to:

• Understand the importance of having a clear and actionable development 
and business plan for each of your direct reports.

• Understand the importance of having a shared plan with your direct 
reports.

• Understand the strategy for developing a shared plan.

• Understand key Influence techniques and their role in the coaching 
conversation including:

– The importance of engaging your employees

– The power of words and actions in your coaching conversation

– The importance of joint commitment between you and your employees

 

Module 4: Influence Coaching Step Two— 
The Coaching Conversation
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Module 6: Influence Coaching Step Four—Reinforce
The objective of this module is to help you better understand step four of 
the PRISM Influence Coaching Model—Reinforce.

In this module we will review in more detail:

• Direct Learning - The foundation of Direct Learning, including many 
aspects of delivering positive and negative reinforcement, how to do it, 
and what to avoid.

• Indirect Learning - The principles of Indirect Learning will help you 
understand the “non-behavioral” aspects of behavior change, coaching, 
and leadership.

• A strategy for administering reinforcement - You will be introduced to 
the PRISM Coaching Reinforcer Tool and further your understanding of 
the importance of administering reinforcement remotely between live 
coaching conversations.

 

Module 7: The Business Truth and MKSEC™
In our final introductory module of Influence Coaching and Leadership we 
will explore the MKSEC Trust Formula™ in greater detail. MKSEC™ is the 
foundation for Influence Coaching. 

We will explore important concepts including:

• Understanding the “business truth.”

• Developing trust as a leader with your direct reports and customers.

• Understanding MKSEC™ and its specific connection to leadership and 
your professional and personal success.

Module 7: The Business Truth and MKSEC

PRISM Influence Coaching and Leadership™ is a trademark of PRISM Perform Consulting, LLC.
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“You have been a driving force in helping us change 
the whole culture of our company...” 

- Senior Corporate Leader

“Your program is exceptional, and the feedback 
from the entire leadership team has been very 
positive. It has been time well spent on the 
development of my managers.” 

- National Sales Director

“Thank you for everything! We will miss our Friday 
calls, but rest assured that your coaching will be 
part of our Region finishing #1.”  

- Regional Manager

“I wanted to provide some feedback after a few 
days of practice in the field with our new Influence 
Coaching model. As a coach, I consistently ask 
myself if I am leaving the person that I am coaching 
better than I found them.  What impact did my 
conversation have on this person’s development? 
I am 100% certain that our time together will 
positively impact this person’s development.” 

- District Manager

“By the end of the field ride, my sales consultant 
was starting to coach herself on her areas of 
improvement which shows me that when I leave, 
she will be able to continue to hone her skills 
effectively.”  

- District Manager

“I love to work with the PRISM team. This is a group 
of seasoned experienced professionals who do an 
outstanding job and get it right the first time.”  

- Training Director


