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Advance Praise for 
Whale Hunting

“WHALE HUNTING is the type of business book that I wish we saw 
more of. It has a specifi c and well-defi ned purpose—to teach 
 managers how to land really big accounts—and it delivers on that 
purpose in a clear, practical, convincing, and entertaining way. I can 
tell you that it not only maps well into the big-account sales process 
but it also makes for fascinating reading. Simply put, it works.”

—Dave Godes, Associate Professor of Business 
 Administration, Harvard University

“Searcy and Smith introduce a nine-phase sales cycle to help small- 
to mid-sized companies accelerate their growth by capturing a 
‘whale.’ Whale Hunting shows readers how to create this process and 
duplicate it again and again. A must-read for anyone who is trying 
to capture a whale of their own!”

—Cathy Langham, President of Langham Logistics
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             We dedicate this book to Jen Searcy and Larry Smith, 
with love and gratitude.      
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xiii

          Foreword       

 WHALE HUNTING is a confl uence of business writing, practical 
skills, and consumerism. It should resonate with anyone who runs a 
business — if not, they won ’ t be in business very long. Tom Searcy 
and Barbara Weaver Smith, through their unique partnership and 
history of successful entrepreneurship, serve up whale hunting as 
the DNA of service - focused organizations. 

 Whale Hunting has a mission and a message that are easy to 
understand. The book is interesting and fun. The authors ’  method 
resonates in a way that other sales approaches don ’ t. Typical sales 
training doesn ’ t change the vernacular, but whale hunting, through 
its metaphor and language, gets people excited about thinking 
differently. 

 As I read the principles and ideals of the whale hunting philos-
ophy expressed in this book, it struck me that every company faces 
the problems that Searcy and Smith illustrate, and then resolve. 

 I live on the service side of the business world; everything we do 
is about expanding and improving on the service to our customers. 
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My company is quite large. We have 1,100 employees in the United 
States and 2,300 globally, and we are part of Omnicom Group, 
which employs more than 70,000 worldwide. In many regards, we ’ d 
easily be categorized as  “ the whale. ”  So, how can we push ourselves 
to remain nimble, creative, active, and prosperous? 

 It ’ s a real challenge. Big companies often develop a sense 
of confi dence that little fi sh will get caught in our wake even if we 
are not working too hard. But no matter what your company ’ s 
size, unless you are constantly on a whale hunt, you will atrophy. 
Even if you are as successful as we are, even if you are ranked num-
ber one in your market globally, your competitors are  “ predator 
 modeling ”  — they are plotting new ways and approaches to take 
you down. Figuratively and metaphorically, they view you as a 
whale, believing the odds are that you have become bloated, cumber-
some, and slow, whereas they are lean, agile, and quick. 

 How do you retain your number - one position, and maintain 
the energy and momentum that helped you to grow, while more 
nimble and hungrier villagers are trying to take food off your table? 
Help your team realize that they shouldn ’ t be waiting for another 
giant RFP to come over the transom? That you must continually 
hunt in order to eat? Changing that mind - set is a very signifi cant 
culture issue, and whale hunting is right on target. 

 If that ’ s true for a global marketing fi rm, how much more true 
might it be for your business? Whale hunting is how you gain or 
recapture the spirit of the hunt.  Whale Hunting  promotes a disci-
plined, unrelenting pursuit of advantage and growth. In the book, 
you learn that everybody in the company is a salesperson, all work-
ing in collaboration with others.  “ Sales ”  is not a dirty word — no 
matter what your role, it ’ s okay and, in fact, essential to ask people 
to buy from you. If you don ’ t ask for the order and the sale, someone 
else will. 

xiv Foreword
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Foreword xv

 The Whale Hunters understand how the economy has changed, 
especially with technology and consumer - controlled marketing. 
Consumers are in control of what they see, when they see it, how 
they see it, and how they buy. 

 We used to practice interruption - based marketing. Today ’ s cus-
tomers hate being interrupted. The whales — those customers whose 
potential deal is 10 to 20 times the size of your average deal — will 
hate to be interrupted. As a marketer, a salesperson, a CEO, you 
need to learn how to run alongside of them and create new ways for 
them to experience your brand and your promise. You have to 
understand differently. Whale Hunting will help you gain that 
understanding. 

 I ’ m very bullish about Whale Hunting because the business 
 principles are illustrative in ways that others are not. Many books 
about sales are esoteric and irrelevant, but  Whale Hunting  is rooted 
in basic business principles. Through a brilliant metaphor,  Whale 
Hunting  presents core principles of Business 101 in a new and engag-
ing fashion. These principles include: 

■   Pay attention.  
■   Prepare.  
■   Go on the hunt.  
■   Assign everyone a role.  
■   Take the necessary time.  
■   Store up for the cold spells.  
■   Let no one take food off your table.    

 When I talk to people in business, I speak in analogous ways 
because, in my opinion, an analogy is very powerful and easily 
understood. I ’ m a Yankees fan, yet the 2007 team is composed of 
great individual contributors who are all waiting for the big pitch; 
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they are not getting on base, manufacturing runs, stealing bases, 
playing the numbers game that says on - base percentages correlate 
with wins. While they wait for the chance to do magic, their com-
petitors take deliberate, disciplined approaches to run production. 
And the Yankees lose, despite their awesome talent. 

 My point is that, attitudinally, it all ties in with business. You 
can ’ t wait for the big pitch. You need to manufacture every run. 
That ’ s what  Whale Hunting  is about — systematically and repeatedly 
developing a sales process that ’ s as replicable as advanced manufac-
turing. If you understand that need, this book will resonate for you 
as it resonates with business owners, leaders, marketers, and sales 
teams. 

 The only other author I know who has achieved this is  Malcolm 
Gladwell, in  Blink. Whale Hunting  is Gladwell - esque, providing 
more fundamentals than theory. Searcy and Smith are smart people 
who think about business the way I do. Their method has helped 
dozens of small to midsize businesses achieve extraordinary growth 
in relatively short periods of time. And I can attest to its appeal for 
big companies as well. 

 Whoever you are, whatever your business, you are not too small 
or too big to improve your sales productivity through the lessons in 
 Whale Hunting . Buy this book, read it, implement its lessons. You 
will make whale hunting a way of life. 

 James Lyons, President, North America 
 Rapp Collins Worldwide 

 Full - service, direct marketing agency with 
50 offi ces in 30 countries      
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xvii

Preface

WHALE HUNTING. The name itself conjures up images of whales 
breaching in icy seas, harpoons slicing through the frosty nighttime 
air, and groups of people, clothed in massive furs, huddled along the 
shore waiting for the hunters’ glorious return. How do such images 
relate to rapid business growth?

Directly and powerfully.
Ever since Tom visited an Inuit museum in the northwestern 

United States, we’ve been exploring the analogy between whale 
hunting and business growth. In the process, we’ve learned a great 
deal about the remarkable whale hunting processes of the Inuit 
people of northwest Alaska. At a turning point in their history—
born perhaps of desperate need or of opportunities made possible by 
new tools, skills, and knowledge—the Inuit ceased to wait patiently 
for the occasional whale to beach itself during the spring migration. 
They ceased to be satisfi ed with a diet of fi sh or seals or the occa-
sional caribou. Rather, they set out to hunt whales—deliberately, 
strategically, and mindfully, utilizing every resource that their  village 
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could offer. We believe they did so because while a smaller catch 
might feed one family for a week, a whale would feed the village 
for a year.

In our lexicon, a whale is a very big deal, 10 to 20 times larger than 
your average deal, typically with a company that is bigger than yours. 
Whale Hunting is about small to midsized companies accelerating—
even exploding—their growth by learning to sell and to service 
whale-sized deals as a matter of routine rather than as an occasional 
exception.

Our continuing study of Inuit whale hunting methods, coupled 
with Tom’s experience in rapid business development and Barbara’s 
background in culture change, inspired a sales process model that 
we have implemented successfully within many small and midsize 
companies, some of whose experiences we share in the chapters to 
follow. We have also worked with independent sales professionals 
and the sales organizations of large companies.

The Inuit approached a whale in a small boat, manned by small 
crews, far from land and safety. If they could land a whale, their 
families and villages would thrive. But if they failed, the people 
might well starve during an upcoming bitter winter as a conse-
quence of a single unsuccessful hunting season.

We have developed a process for whale hunting derived from 
and illustrated by those ancient ways and enhanced by our more 
contemporary experiences. In this book, we elaborate the methods 
Inuit used to scout, hunt, and harvest their whales. We identify and 
explain nine phases of the whale hunt, in each phase relating the 
Inuit practice to modern business. Our purpose is to explain how 
you can help your company repeatedly land and service those big 

xviii Preface
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deals that transform your business, no matter what your role in 
management, sales, operations, or customer service.

You know intuitively that successfully hunting a new whale-
sized account may bring greater prosperity and stability to your 
company. In making that hunt, however, you also know the risk of 
humiliation and hunger if the hunt fails. Yet like the Inuit, you 
 accept the burden of producing a harvest suffi cient to sustain your 
village for the seasons to come.

We have come to know, respect, and appreciate the Inuit and 
their wisdom. The Inuit’s reverence for the whale has profoundly 
infl uenced our thinking. To equate a whale with an exceptionally 
large account, as we do, is to see the analogy dissipate if, at the end 
of the story, the whale is dead. But we discovered in the Inuit belief 
system some important understandings about the whale, the  village, 
and the gods who oversee and bless the transactions. Most impor-
tantly, the whale was not prey; rather, it was a treasured gift from 
the gods to ensure the survival of the village. When the villagers 
 respectfully preserved the whale’s head and returned that head to 
the sea, they believed that the whale would be reborn.

Whale hunting is not a parable or a fairy tale. It is the true story 
of how people of indomitable spirit set out with rudimentary tools 
to capture the largest creature on earth to ensure that their village 
survived and thrived.

Join us now as we embark on a whale hunt. You and your com-
pany will never be the same. We guarantee it.

Tom Searcy and Barbara Weaver Smith
Founders, The Whale Hunters®

Indianapolis, Indiana
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1

1  

 The Whale Hunters ’  Story              

 Come with us to a place that is much darker, much colder, and 
much more dangerous than wherever you are right now. We are in 
the far Northwest, along the coast of Alaska, centuries ago.  Imagine 
that along that coast you live in an earthen hut with your close 
family group of about 30 people. The hut is only 50 feet long and 
20 feet wide. There are no windows and there are no doors. Only a 
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