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FOREWORD 
 
Harvard Business Review did research on “the three rules for 
making a company truly great”. The research was unbiased 
investigating thousands of companies. The focus was to find the 
most common denominators amongst the companies that were 
sustainably successful over a long period of time. The research 
revealed the following rules:  

Rule 1 - Better before cheaper - Sell the value, not the price. 
Rule 2 - Revenue before cost – You can’t cut your way to 
success, but you can sell your way there. 
Rule 3 – There are no other rules. 

This research shows that it is mostly about sales. Without sales 
you have no commercial company. You can have the best 
product, the best services and the best solutions but without 
sales there is no company.  So, if sales differentiate the top 
performing companies then all companies need to have an 
effective and proven Sales Process in place.  
 
“The myth behind sales being a ‘born-with’ characteristic should 
be dumped as the art of selling can be learned,” says Clive Price. 
Sales Directors think that all they need to do is find born sales 
people to perfect their team. This is not the case – to be a great 
sales person, you do not need the gift of gab but a basic system 
of sales skills. In this book you will learn that GREAT 
salespeople use a proven and modern sales methodology and 
you will be taken through each step, so that you can learn how 
to reach your sales peak for you and your company. 
 
All business activity starts with the sale. Your business needs 
you to get their products or services sold to the customer. 
Without sales, there would be no business. It makes common 
sense that any guidance that you can get to increase your sales 
volumes and profit margins will go a long way towards driving 
your business success. 
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In order to do this, as an experienced sales professional, you 
need to make a few fairly simple, smart changes in the way you 
think and behave while selling. When you read this book you’ll 
learn a few tricks on how the psychology of selling really works 
and discover new techniques that you can use right now. 
 
Techniques like: 

 What turns a suspect into a prospect?  Sales Professionals 
waste as much as 70% of their time dealing with very nice 
people who never buy. 

 How to gain the respect and trust of prospects even if you 
dislike them? 

 How to come to grips with the buyer’s reasons to buy and 
then match your behaviour to their style? 

 What questions to ask, to get the 10 Yeses that win deals? 

 Why is your competitive differentiator so critical in today’s 
tough climate? 

This book is thorough and concise and I have no hesitation in 
recommending this clear and well-mapped sales approach for 
people who are serious about successful selling.  
 
Paul Whitehouse 
Director & Business Advisor  
TVBA Ltd.
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INTRODUCTION 

Welcome to the world of Summiting Sales, the professional sales skills 

blueprint for reaching your peak in the heights of success. 

 

Like any other complex activity, ‘sales’ requires practice. Professional 

sports people are undeniably vey good at what they do, but training and 

regular practice is the key to their success. Today’s sports people will 

tell you that it is marginal gains across all areas of their game that is the 

difference between winning and losing. 

In this book you will learn the fundamentals of how to achieve success 

in selling using marginal gains at each stage in the sales process. There 

are no born sales champions; it is a skill, which is honed just the same 

way as sports champions hone their skills.  

What are the fundamentals that all sales champions must master? 

The 1st Fundamental is Research & Prospecting. Most people don’t like 

to prospect, but you have to have someone to sell to. The internet has 

made the prospecting and networking process significantly simpler and 

more powerful than ever before. Build your network with people who 

can and want to say ‘yes’ to your offer. 
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In a perfect world, people want to do business with their friends. Well, 

in this rather imperfect world, people still prefer to do business with 

their friends. Do you have a plan on how to do this? 

Before you even meet with a prospect, do research – get onto the 

internet and look for clues as to how your product or service may 

benefit your prospect. This research needs to centre on finding a link, 

which shows the prospect you have taken the time to get to know their 

company. 
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The 2nd Fundamental is whether you are talking with the Decision 

Maker, i.e. the right person who has the authority to make a final 

decision! 

The 3rd fundamental is establishing whether a set of needs exist for 

your product/service. 

In this book, we explain how to identify and create needs through the 

use of intelligent probing. The emphasis is on creating new 

opportunities that the prospect possibly has not even considered. 

Creating and exploiting these GAPS and ensuring a buy-in from the 

prospect is the most neglected part of the sales process. 

The 4th fundamental is your presentation skills. Let’s be honest, most 

sales professionals aren’t always the greatest presenters. Sometimes 

very little interaction takes place! 

The 5th fundamental is closing skills. Research shows it takes around 

eight trial closes to seal the deal. Many sales professionals know only 

one or two closes. Closing is a natural part of the presentation process, 

but most salespeople are nervous to close. You must practice and master 

the closing process so that it becomes natural. Closing starts at the 

beginning, not the end and is a process of collecting the Yes’s. 10 Yes’s 

and the deal is closed.  

The 6th fundamental of successful selling is customer partnering. Sales 

professionals have to become a trusted partner. Selling is not something 

you do to someone. It is something you do together with the prospect, 

as a team of two. It is a partnership not an adversarial process. 

THE NEED FOR A SALES PROCESS 

PROBLEM: 

The results of a recent study conducted by The Sales Board 

confirmed what we have known for some time.  Prospects are 

speaking up about how they feel about salespeople who are less 

than professional. We thought that you would like to see these 
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statistics as they reinforce the need for a sales process and 

challenge you to improve your qualifying efforts. 

DIAGNOSIS 

The study showed the following startling facts.  Can you relate to 

them as a salesperson or as a buyer? 

Fact: 82% of salespeople fail to differentiate themselves from 

their competition. 

Result:  They lose the business, fail to sell value or don’t get their 

asking price. 

Fact: 86% of salespeople ask the wrong questions. 

Result:  They miss selling opportunities and end up wasting time, 

as well as appearing unprofessional. 

Fact: Only 18% of salespeople close without discounting price. 

Result: Discounting becomes a habit and profit margins are eroded. 

Fact: 95% of customers say salespeople talk too much. 

Result:  Customers are bored and feel salespeople don’t care about 

understanding their problems. 

Fact: 62% of salespeople do not earn the right to ask questions. 

Result:  They fail to position the sale properly and don’t gain 

commitment. 

Fact: 85% of salespeople use a selling process that is extremely 

ineffective, compared to the buyer’s system. 

Result:  They close less than 50% of the business that they should 

close, with disastrous effects on their companies’ sales and their 

personal incomes.  You may be ‘winging it’ if you find yourself 

relating to any of the following:  
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a. chasing prospects who don’t return calls  

b. hearing ‘think it over’ all too often when you ask for the 

business 

c. cutting price in an effort to obtain or keep business and;  

d. spending most of your time in front of people who are not 

decision makers. 

SOLUTION 

1. Stop assuming that your prospect needs what you’re selling. 

2. Learn how to ask more questions to see if the prospect has any 

serious ‘pain’ issues that your product or service can resolve. 

3. Learn a sales process to help you stay in control of the sales 

interview. 

8 Key Rules for today’s Sales Professional 

1. Salespeople take personal accountability for customers’ 

desired results. Today it is usually the customer who demands 

the salesperson to be accountable. 

2. In order to personally manage a customer account, salespeople 

must have an intimate understanding of the customer’s 

business. 

3. Customers expect salespeople to be their representatives within 

the seller’s organization. 

4. Customers want salespeople to think beyond features and 

benefits to other innovative applications. 

5. The ongoing expansion of corporate boundaries has been 

accompanied by a corresponding growth in customer demand 

for local, accessible sales representation. 



 11 

6. Customers expect salespeople to not only solve their problems 

during the transaction itself, but throughout the term of the 

business relationship and even, beyond. 

7. Because change is the only constant in today’s business-to-

business environment, customers expect salespeople to 

respond with proactive continuous innovation to their spoken 

AND unspoken needs. 

8. A business customer’s decision to buy goods or services 

externally is not just a decision to purchase; it is also a choice 

to outsource the management of the benefit that purchase is 

intended to deliver. Customers are now expecting their sales 

suppliers to be held accountable for implementation of 

solutions, turning to salespeople to fill the role of surrogate 

managers. 

 (Adapted from Stevens and Kinni). 

It’s no secret that the entire process of selling is much more 

complex today than it has ever been before, with buyers more 

sophisticated, especially with the difficult global economic 

conditions as a backdrop. 

It used to be that we would make a single call on a single buyer 

who would make a single decision on our product or offering. In 

this simple form of selling, we used the (AIDA) model of sales 

presentation, i.e. Attention/Interest/ Desire/Action and focused 

intensely on numerous different ways of closing the sale. Then, 

once we had made the sale, in many cases we never saw the 

customer again. 

However, times have changed and everything is different. Today 

we must make multiple calls, an average of five or six, in order to 

make the sale. We deal with multiple decision makers in an 

organization, each of who potentially can influence the purchase. 

Even the traditional Gate Keeper has a strong say in this regard.  
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Often, much of the sale takes place when we are not even present. 

Sometimes we never even meet the final decision maker who signs 

the cheque and it is not unusual for a sale to be derailed at the last 

minute by something completely unexpected. 

If that weren’t enough, there is more fierce competition than ever 

before and this competition it is more determined and resolute than 

it has ever been in the past. Not only do you have to compete on the 

basis of price, quality, services, capabilities, financing and 

warranties with many other vendors of our product or service, but 

you also have to compete with every other vendor of every other 

product or service who is striving to get the same customer Dollar 

that you are after. 

 

 

Your competitors are extremely determined and driven, the same as 

you are, by tight markets and careful customers. They are 

committed to working longer hours and much harder, as they think 

of ways to take your customers away. 
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This high impact sales training shares with you a proven system on 

how to get more qualified appointments; how to turn ‘Think It 

Overs’ into YES’s and how to SELL MORE! 

MODULE 1: PROSPECTING 

 
 

 

LEARNING OBJECTIVES 

 

1. By the end of this chapter you will be able to: 

2. Cold Call with confidence 

3. Understand how to research a prospect and find the all 

important link 

4. Understand what every prospect fears  

5. Learn techniques to obtain a qualified appointment. 

 

A PROSPECT FEARS: 
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1. The Approach: 

‘What do you want?’ 

‘What are you selling?’ 

2. Pre–purchase Insecurity: 

What if I make a decision and later regret it?’ 

3. Buyer’s Remorse: ‘What have I done?’ 

 

PROSPECTING PROFESSIONALLY: THE MYTHS 

 The more prospects I see the more deals I’ll close. 

 I need to keep my sales pipeline full of prospects. 

 Rejection is just part of the game.  

 Getting an appointment means the prospect is interested. 

 Salespeople are born not made. 

 

Highly successful salespeople target a select few prospects and 

work them hard. They then focus on the highly probable prospects 

first. The better you have selected your prospects, the closer your 

probable closing ratio will get to that very profitable 1:2 number. 

 

PROSPECTING DEFINED 

 

Prospecting is a separate job and totally distinct from sales, much 

like the marketing process is different to the sales process. 

Generally, prospecting precedes the sales cycle and is defined 

simply as the job of identifying qualified leads that may benefit 

from your range of services. More importantly, a primary aim 

should be to disqualify those prospects who are not yet ready to 

benefit from your services. On the 80/20 principle, dump the 80% 

who are not ready, and focus on the 20% who will bring home the 

money. 
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PROSPECTING: FROM A TO Z 

 

Have a defined monthly target list. 

 Set aside a quiet time every week, and make it the same time 

so that this activity becomes a habit. 

 Do a Google search on the company (and the key individuals). 

 Find a common link between your services and the client’s 

business. 

 Become a detective and search the Internet for all kinds of 

clues that give you a better understanding of your prospect. 

 Be clear about their vision and mission, research their 

customers, their competitors and their suppliers – and search 

for potential links – CONNECTION POINTS to your product. 

Here are some examples on LINKS: 

Example 1: 

You discover your prospect is involved in a major event and you 

specialize in public liability insurance. 

Example 2: 
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You discover your client has bought a B&B or resort, and you 

match that to a new hospitality insurance product. 

Example 3: 

You discover your client is opening a branch in an oil rich country 

up north where there has been terrorist activity - you offer them 

specialized kidnap or ransom insurance. 

 Plan your call – think how you can add value at every 

opportunity. 

 That’s value from the prospect’s perspective, not yours – ask 

yourself, ‘why should this person listen to me?’ 

PROSPECTING QUIZ 

 

INSIGHT: Are you engaged in professional prospecting or a 

numbers game? 

 

Below is an assessment to help gauge the effectiveness of your 

team’s prospecting efforts. 

Rate your sales team on the factors below;  

(1 = ineffective, 5 = very effective) 

 

PREPARE: 

Regularly reviews funnel in order to gauge the prospecting effort 

needed. 

(Score 1, 2, 3, 4 or 5) 

Creates specific goals and plans for prospecting activity (e.g. # of 

calls to be made)  

(Score 1, 2, 3, 4 or 5) 

Actively sources new leads through a variety of means.  

(Score 1, 2, 3, 4 or 5) 
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Regularly asks for and uses referrals as a source  of leads.  

(Score 1, 2, 3, 4 or 5) 

Filters ‘leads’ to identify viable prospects. Identifies business 

issues that challenge their customer and prospect base.  

(Score 1, 2, 3, 4 or 5) 
 

Have a set of criteria that converts Suspects into Prospects. 

Prioritizes their prospects to focus efforts on the most qualified.  

(Score 1, 2, 3, 4 or 5) 
 

Creates and uses strategies for finding and accessing ‘hard to reach’ 

decision makers.  

(Score 1, 2, 3, 4 or 5) 

 

CONTACT: 

 

Engages prospects in a compelling way that gains their interest 

when opening the prospecting call.  

(Score 1, 2, 3, 4 or 5) 

 

Uses phone time to briefly explore business issues – speak to the 

Receptionist - that may be relevant to the prospect.  

(Score 1, 2, 3, 4 or 5) 

 

Request specific action at the conclusion of the call, such as asking 

for the meeting.  

(Score 1, 2, 3, 4 or 5) 

 

Finds ways to continue meaningful conversation when the prospect 

is indifferent to speaking with them.  

(Score 1, 2, 3, 4 or 5) 

 

Works with Gate Keepers to establish relationships and obtain 

information, as well as access to decision makers.  

(Score 1, 2, 3, 4 or 5) 
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Uses probing skills to qualify prospects during the sales call. 

“Besides yourself, who else might be involved in making a final 

decision?” 

(Score 1, 2, 3, 4 or 5) 

 

Leaves voice mails that are clear, concise and gain the prospects’ 

interest, while presenting a positive image.  

(Score 1, 2, 3, 4 or 5) 

 

Writes e-mails that are clear, concise and gain the prospects’ 

interest, while presenting a positive image.  

(Score 1, 2, 3, 4 or 5) 

 

ASSESS 

 

Continually analyze their prospecting calls for skill improvement 

opportunities.  

(Score 1, 2, 3, 4 or 5) 

 

Calculates metrics for assessing prospecting Success (close rates 

for example). 

(Score 1, 2, 3, 4 or 5) 

 

Regularly revisits and revises their prospecting plans (e.g. to try 

new techniques or to focus on 

a different segment of prospects).  

(Score 1, 2, 3, 4 or 5) 

 

Manages prospecting as an ongoing process rather than a series of 

cold calls  

(Score 1, 2, 3, 4 or 5) 
 

SCORE TOTAL: 

 

Total your Results… and read the following: 
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Score of 80-100: 

Focus on fine-tuning individual efforts and sharing best practices 

among the team. 

 

Score of 60-79: 
Target specific improvement opportunities and use managerial 

reinforcement to ensure consistency. 

 

Score of 40-59    
Focus your efforts on incorporating a prospecting process and 

improving one skill or element at a time. 

 

Score of 20-39: 

Revisit how prospecting can be integrated into your everyday work. 

(Achieve Global) 

 PROSPECTING IN 10 EASY STEPS 

 The raw list of indiscriminate prospects is really just a list of 

names or ‘suspects’. 

 Your target is 20% of those names that you are going to 

research and focus on for the month. 

 Research the prospect and find a genuine quality link. 

 

Every sales conversation needs to come from a place of 

knowledge and authority. Make sure you have something 

important to share with your prospect, something that will 

show them you have been on the lookout for trends and 

developments in their industry. 

 Make the call. 

 Introduce yourself, then the link (don’t ask if it’s okay to talk). 
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 Keep the interest factor high – show you mean business (no 

chit chat).  

 Invite a reaction or simply shut up (a dramatic pause).  

 Confirm that he/she is the Decision Maker. 

 Close with an agenda and a meeting time. 

 Continue to do more research. 

 

Is Relationship Selling Dead? 

It sure feels that way today! You rarely reach your prospects on the 

phone and when you do, they quickly brush you off. When you’re 

in meetings, they want you to get right to the point. Sometimes 

they’re so busy multi-tasking, that you’re not even sure if they’re 

paying attention. Even your long-term customers fail to return your 

calls for months, making you wonder what you did wrong. 

Welcome to the new normal! Your prospects are suffering from 

Frazzled Customer Syndrome, a debilitating condition brought on 

by increased expectations, excessive workloads, unrealistic 

deadlines and fewer resources.  
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They’re good people who are doing their very best to survive in a 

frenetic workplace. Their calendars are overflowing, they’re 

constantly falling behind and they feel powerless to stop the 

escalating demands on their time. 

The truth is they don’t need another ‘relationship.’ They barely get 

to see their best friends anymore. They even eat lunch at their desk 

everyday so they can get more done. It’s all work, work and more 

work. New relationships are a low priority. 

But you want a relationship! Of course you do. You’re a 

relationship seller. Your best customers love you. They value your 

work. They refer you to other and others to you.  

And, you love them back even more and take great care of them. 

Working with people like this feeds your soul – and pays well too! 

Wanting to replicate these strong relationships is natural. But 

establishing that great connection can be a real challenge when 

dealing with stressed out people who seem more intent on pushing 

you away than inviting you in. 
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Here’s the good news! Underneath all that rude, brusque behaviour 

are normal human beings who desperately want relationships with 

people who they can trust to help them achieve their goals. 

That person could be you. But first, you need to understand what’s 

going on in their mind in order to create the connection you want. 

What Your Prospects Think… 

Whenever you deal with frazzled prospects their brains 

immediately start firing off alert signals: ‘Warning. Pay attention. 

Salesperson.’  While you may not see yourself that way, they do 

and that’s what matters. 

They evaluate your voicemails, emails and initial conversation to 

determine if having a more in-depth conversation with you is 

worthwhile. They make lightning-quick decisions to allow you 

access to them based on these criteria: 

 Is this aligned with what I need to accomplish? 

 How big a priority is it? What’s the urgency? 

 Does this person provide value? 

 How simple is it? Will it take lots of effort? 

 

Unless you can convey all this very quickly, you won’t get your 

foot in the door. But it doesn’t stop there. To retain or grow a 

relationship, you have to keep your focus on these decision-criteria 

at all times too. 

Relationship selling today goes far beyond the warm fuzzy feelings 

that you get from working with people you like and vice versa. It’s 

about creating partnerships where you’re a contributing team 

member, working towards your client’s short- and long-term 

success objectives. 

Suspects and Prospects – some Criteria 
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If you want to fill your sales pipeline with prospects who are ripe 

to buy, you need to be ruthless when it comes to the suspects, 

because all they do is take up your most valuable resource – your 

TIME.  

 

But can you tell the two apart? When it comes to separating the one 

from the other, there are a number of questions you should ask 

upfront to ensure you target qualified prospects, not ‘iffy’ suspects.   

 

Here are some criteria you can use: 

 

 Volume: How big is this client’s business in size compared to 

the total potential market? 

 Growth: How high is this client’s potential in revenue growth 

over the next 12 months in terms of what you can offer to him?  

 Bias: To what extent is this client biased towards you? 

 Product and service fit: To what extent do your products and 

services fit the specific needs and way of thinking of the 

client’s business?  

 Profitability: What is the potential profitability of the business 

you do with this vendor?  

 Speed: How soon can you obtain this client’s business?  

 Value: How valuable is this client in terms of the long-term 

business and influence in the market? 

 Sustainability: How sustainable is this client in terms of 

market, economic and competitive forces? 

  

THE NEW RULES: 

 

Rule 1: Keep It Simple 
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Your goal is to ensure maximum simplicity in everything you do. 

That’s going to require you to look at all aspects of your 

interactions with your prospects to see where complexity can be 

eliminated or minimized. When you keep it simple, you make it 

easier for them to buy from you. 

Rule 2: Be Invaluable 

Today’s crazy-busy prospects want to work with sellers who ‘know 

their stuff’ and bring them fresh ideas on a regular basis. Perhaps 

you’ve never even seen that as your role. But today it’s essential to 

turn yourself into the competitive differentiator. 

When you become invaluable, people choose you over competitors, 

are less price conscious, and remain loyal. 

Rule 3: Always Align 

This is all about relevance and risk. At the onset of your 

relationship, clients need to see an immediate connection between 

what you do and what they are trying to achieve. As they move 

through their decision-making process, they need to know that the 

alignment extends into core beliefs they value in the people they 

work with. 

When you’re aligned with their critical business objectives and 

core beliefs, clients want to work with you. 

Rule 4: Raise Priorities 

It’s an absolute imperative when working with frazzled prospects 

to focus on their priority projects. With their limited capacity, that’s 

all they can currently attend to. Because your prospect’s priorities 

are constantly shifting, you need to be alert to what’s going on in 

their organization. 

When you raise priorities, your sales process goes much faster and 

you get the business with less competition. 
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Relationship selling isn’t dead. In fact, it’s more alive than ever 

before. You still need to connect with your prospects on a personal 

level, but it’s no longer sufficient. You have to earn the right to 

have a relationship with them first. 

They want your expertise focused on their priority business 

objectives, issues and challenges. They want you to continually 

bring them fresh ideas and provocative insights. They’re looking 

for you to simplify the complex and make their life easy. 

When you do this, they’ll be friends forever. 

(Adapted from Jill Konrath SNAP Selling) 

Instruction: 

1. On a sheet of paper create two columns, one called 

PROPECTS and then next to it one called 

CRITERIA. 

2. List four prospective prospects under the suspect’s 

column.   

3. Choose two that you would consider hot prospects.  

4. In the CRITERIA column, state why you would 

describe as such. 

THE PROSPECTING PIPELINE 

Focus on the early stages of your pipeline rather than the late 

stages. That is because the opportunity to create value rests in the 

early stages.  

In the case of average companies, the language of management 

towards its sales force is usually this: 

1. When is the deal going to close? 

2. When are we going to start? 
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3. When are we going to get the contract? 

4. When are we going to get the order? 

5. When are we going to send the invoice? 

6. When are we going to get paid? 

The fact is, by the later stages of the pipeline, when the focus is on 

closing the deal and tying up loose ends, it is too late. There are 

very few degrees of freedom left to create value. And by focusing 

on the later stages, average companies are inadvertently defining 

themselves as transactional companies selling a commodity. Now, 

to be sure there is nothing wrong with these late stage questions, 

but they have to be counterweighted with much more attention at 

the early stages of the pipeline, where great salespeople begin 

asking questions like “What unrecognised problem can we help this 

client see?” “What unforeseen opportunity can we help this client 

identify?”   And so on. 

The management in a world-class company spend at least as much 

time (and Huthwaite’s research reveals twice as much time) 

focusing on that front end of the pipeline where the funnel is wide 

and the degrees of freedom are numerous to be able to create value. 

(Adapted from Huthwaite, “Focus on Buyer) 

MODULE 2: QUALIFICATION 

LEARNING OBJECTIVES 

By the end of this lesson you will be able to: 

 

 Identify decision makers – the matrix  

 Identify behavioural styles 

 

Qualification is the first step in the sales process but many 

salespeople simply never do it.  Some do not know how to do it, 
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whilst others may be afraid to face doing it. The real problem is 

that most salespeople try to close the wrong people too often and 

too hard.  So the problem is: 

THEY FAIL TO QUALIFY… NOT THEY FAIL TO CLOSE. 

The most valuable asset a salesperson has is TIME.  An effective 

qualification highlights those people who can buy your service or 

product and those people who will be non-buyers.  From a time-

management perspective it makes sense to work with people who 

are capable of making a decision now. 

Here are the qualifying steps: 

1. Establish what their existing situation is.  How can it be 

improved? This is called a ‘Gap Analysis’. 

2. Is he the right person to be talking to?  Does he make the 

final decision?  Who in addition to himself will make the 

final decision? A lot of this information can be established 

on the phone.  If they don't qualify, you politely avoid 

wasting your time by seeing them. 

3. A brief punchy background to yourself. 

4. If necessary, a brief background to your company. 

Remember that it is essential to ensure that you are speaking to the 

correct person, i.e. The Decision Maker.  By asking selective 

questions, which are not offensive, you will be able to identify the 

key players. 

For example, ask: 

‘Who else should join us for our meeting?’ 

Or 
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‘Apart from you, who else might be involved in making a final 

choice?’ 

SUMMARY 

If you want more productive appointments, change your attitude 

and be adamant that you simply don’t have the time to meet with 

anyone who can’t pass a quick qualification test. Anyone who can’t 

answer affirmatively to the following three questions may not be 

worthy of your time: 

‘Is the problem compelling enough for you and them to take a 

good, hard look at a solution?” 

‘Do you have adequate resources available to implement a 

solution? 

‘Who can be held responsible for implementation in their 

company?’ 

If the answers to the first two questions are affirmative, you 

probably have a good prospect. If you get a wishy-washy answer, 

chances are your prospect is not very close to buying anything from 

you or anyone else. (Let your competitor go on this call.) The third 

question is designed to make sure you have an ally to work with 

inside the company. How much better would you feel if you had 

this information before you went out to the appointment? 

Would you prefer to make a Friend or a Sale? 

Analysis: A major weakness that many salespeople have is called 

‘need for approval.’ This means the salesperson's need to be liked 

is stronger than the need to close business. This need to be liked is 

very common and causes the salesperson to be overly polite and to 

avoid any confrontation. This also means that they will be unlikely 

to ask the tough but important qualifying questions and will rarely 

risk testing a prospect's commitment level before preparing a 

presentation. More acute cases of this weakness cause salespeople 



 29 

to avoid hearing a ‘no’ at all costs and accept too many stalls and 

put-offs. These salespeople unconsciously get paid in compliments 

rather than in Dollars. Extroverted people often suffer from this 

weakness as they value personal relationships greatly and are 

loathe to do anything (such as asking for the business) to upset that 

relationship. 

Solution: Research suggests a salesperson with a need for approval 

will be about 45% less effective than someone without this major 

weakness. Overcoming the need for approval can be a difficult 

problem but it can be overcome with proper reinforcement and 

commitment to change. Here are several ideas to consider that will 

help to reduce the need for approval: 

 Be aware that selling is a highly paid profession to advance 

business goals, not a social event. The purpose of sales 

interactions is to collect information about prospects by asking 

qualifying questions. Selling is no place for meeting your 

personal needs (wanting to be liked and showing how much 

you know).  

 Remember that it doesn't matter what anyone thinks of you, 

says about you, or feels about you. The only two things that 

matter are that you act with total honesty and integrity and get 

a qualified prospect to do business with you.  

 Get comfortable with hearing ‘no.’ ‘No’ is an acceptable 

response when the prospect does not qualify to do business 

with you and you have done a good job asking questions to 

draw out the information you need. Learn to help people say 

‘no’ rather than put you off.  

 Learn to ask the tough qualifying questions to get information 

you really need. For example, it may not be comfortable to ask 

about money; details of the decision-making process or to test 

commitment, but you have to do it.  
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Remember this quote from the great actor Bill Cosby, “I don't 

know the key to success but the key to failure is trying to please 

everybody.” 

(adapted from Whetstone’s Sales Coach) 

 

MODULE 3: GETTING THE APPOINTMENT 

 

LEARNING OBJECTIVES 

By the end of this lesson you will be able to: 

• Get a qualified appointment 

• Understand the importance of your voice 

• Maximise your First Impressions 

THE TELEPHONE CALL:  Getting a Qualified Appointment 

PRE-CALL PLANNING AND YOUR OPENER 

Make sure you know what the AIM of your call is. Can you 

describe in one sentence what your call objective is? Are you trying 

to close the sale in one call? Do you want permission to send info? 

Do you want to set up an appointment?  
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Once you know exactly why you’re calling, you can mentally 

prepare your telescript. Really make it a point to write and rewrite a 

compelling opener. Also, remember not every person you talk to 

will want to speak with you no matter how fantastic your opening. 

Just move on, they’re not a prospect. 

To get an appointment with the right person – the person you are 

pretty sure from your research, is the one who is qualified to make 

a decision. 

Making a meaningful connection with prospects is probably the 

most important Sales Skill, so ensure you have a “Link”. 

The three things that your prospect wants to hear in the FIRST 20 

seconds are: 

1. Who are you? 

2. Why are you calling?  

3. What’s in it for me? - WIIFM? 

What is your aim?   

To get an appointment with the right person – the person you are 

sure (from your research), is the one who is qualified to make a 

decision. 

Introduce yourself and your company, then the reason why you are 

phoning. Example: ‘.... and the reason why I’m phoning is that I 

see you are opening a branch in ABC and … (mention the link) 

‘We specialise in designing Receptionist Areas that are appropriate 

for your type of business’ 

Pause and invite them to comment. 

Show a sincere interest in what their company is doing. Business 

Partnering is all about putting their company first, not yours. 
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Now back to the link. State a reason to meet;  ‘We specialize in...’ 

Use Third Party Proof (name dropping) ‘... and companies like ... 

have used us extensively in this regard.’ 

Close on an appointment time: ‘So when would suit you, early next 

Tuesday or later in the week, perhaps Friday morning?’ 

Remember to restate the reason  ‘Great, I look forward to learning 

more about your new … (be specific), and discussing how we 

can...’ 

Confirm the meeting time and the reason for meeting by e-mail. 

You now have a qualified appointment and an agenda. 

Do more research, so you earn the right to become a proper 

business partner. 

Remember, you don't get a second chance to make a good first 

impression, whether on the phone or face to face. 

Rightly or wrongly, a prospect forms an impression of you, within 

the first 30 seconds, which is usually unshakeable.  You might say 

'that's not fair' but the fact remains that perceptions are created 

within the first few seconds.  On the phone you have five seconds. 

SALES TIP:  

Enter your prospect/clients company name into Google Alert – 

www.google.com/alerts.  You can also track your competitors by 

entering their names into Google Alerts. 

Then you will receive daily information about your prospects 

which you should send to them, especially if it’s good news.  Do 

the same with your clients.  

This shows them how interested you are in their company and can 

bind a customer to you for life. 
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What is Your USP or Elevator Speech? 

The term USP (Unique Selling Proposition) is the answer to this 

question, ‘As a potential customer, why the heck should I buy from 

your company instead of your competitors?’ 

Your product/service may have many differentiators, but you need 

to choose one that stands out and becomes your message, your 

‘clarion call’. Remember the USP is what customers and prospects 

find very valuable. 

Write down some ideas for a USP: 

1. ……… 

2. ………  

3. ………  

Some good current examples of products with a clear USP are: 

 ‘You get fresh, hot pizza delivered to your door in 30 minutes 

or less -- or it's free.’  Domino's Pizza 

 ‘The ultimate driving machine’ BMW 

 We're Number Two. We Try Harder.’ Avis 

Why Should They Give You an Appointment?  

Problem: One of the biggest challenges that salespeople face is 

getting appointments.  People are constantly bombarded by 

marketing messages via the media enticing them to take action.  

Prospects receive daily calls from salespeople who want to see 

them, so it’s no wonder that they treat most requests for meetings 

with scepticism and suspicion.  This unfortunate fact of life makes 

the salesperson’s job that much more difficult. 
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Analysis: Basically, the prospect isn’t clear as to why he/she 

should see you.  He/she’s been promised so much from so many 

salespeople over the years, but the results have typically been less 

than promised.  You are viewed as an unwelcome intruder who has 

an uphill battle just to get the appointment. 

Solution: There are several things that you can do to give yourself 

an advantage.  First, deal with the scepticism and doubt up front.  

Tell the prospect what you will not do.   

For example: 

‘I will not waste your time making promises about how my product 

can help your company.  The fact is I’m not sure we can help you, 

but I’m calling you because many other companies like yours have 

found that our product has been a good fit for them.  Do you think 

it would be worth 30 minutes of your time to evaluate something 

that has the potential to…?  

(Mention a problem you can fix or a benefit they might receive)?  

 If at the end of the meeting neither of us sees a fit, that is ok - does 

that sound fair?’   

This can be done over the phone or even adapted to an email or a 

letter. 

Another option is to tell them what they will learn by meeting with 

you.  Make reference to a satisfied client who received measurable 

results from your product or service that are meaningful to this 

particular prospect.  ‘At the very least, you’ll find out just how 

people in your business are successfully dealing with…and you 

may find some realistic options to change how you …’ 

Remember, no one likes the typical sales pitch and no one likes 

surprises. Be up front with your prospects and tell it like it is, and 

then deliver on your promises. (Adapted from the Whetstone Group) 
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5 Buying Decisions - What is really going through a Buyer’s 

mind? 

Buying Decision 1 

Do I want to do business with this Sales Professional?  

Buying Decision 2 

Do I want to do business with this company? 

Buying Decision 3 

Do I want and really need these products/services? 

Buying Decision 4 

Does the price and value meet my expectations? 

Buying Decision 5 

Is this the right time to make a decision? 

“The 5 Buying Decisions” by Duane Sparks 

MODULE 4: FIRST IMPRESSIONS 

 

It is not what you say but the way you say it that counts! 

CAN I IMPROVE THE WAY I SPEAK? 

That depends entirely on your attitude. Research shows that you 

can! To start off with, just by being aware of how you, your family, 

your team members and the callers speak, you have won 50% of 

the battle!  

Your message is made up of: 

Five elements of the voice: 

 PITCH: highness or lowness of voice 
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 SPEED: how rapidly or slowly you speak 

 TONE: denotes emotion 

 VOLUME: loudness or softness of voice 

 STRESS: emphasising the words that will get your meaning 

across 

Remember, on the phone you cannot read their body language or 

facial expressions, so the varied use of your voice is a critical 

component of Tele-skills. 

FIRST IMPRESSIONS FACE-TO- FACE  

Remember, you don't get a second chance to make a good 

impression.  Psychologists tell us we only have 30 seconds to make 

an impact, be it positive, indifferent or negative. 

GREET THEM PROPERLY 

The opening - the hardest thing is the first few words.  If you have 

not found an ice-breaker, never say, ‘Thank you for seeing me’, ‘it 

is good of you to spare the time’, etc.  Practice different greetings: 

a formal respectful greeting, a friendly greeting and a happy go 

lucky greeting.  Study each person for an instant and then select the 

variations. 

GET A GRIP 

The importance of a good handshake is often overlooked.  It can 

help solidify a new relationship or detract from an otherwise good 

impression. The best handshakes are firm, brief and accompanied 

by a smile. 

THE IMPORTANCE OF A SMILE 

Some people have forgotten how to smile because they don't do it 

much.  A smile radiates warmth and costs nothing.  Whether you 
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feel like it or not the ability to smile pleasantly and sincerely is a 

vital sales skill. 

IN THEIR EYES 

Many sales people destroy all chances of making the sale by 

avoiding eye contact when meeting someone new.  How do you 

feel when you look at a person wearing dark reflective sunglasses? 

GROOMING 

It’s important to always dress appropriately. Being too casual can 

set the wrong tone and, if in doubt, make more of an effort to dress 

in business style attire. 

TALKING 

Our main goal in meeting people is to have them like and trust us.  

Don't keep telling yourself, ‘I have got to make this person like me 

or I will lose out’.  Every time you tell yourself, ‘I have got to 

make a sale’, you make yourself anxious, perhaps even desperate.  

You are an important person.  You are an expert in your field and 

therefore you are much more than a professional salesperson.  You 

are a problem-solver, an educator and a true business partner. 

BODY LANGUAGE  

Body language is a whole subject on its own and it is really 

important that you study this and consciously try to control your 

body language, so that you look attentive, interested and confident. 

No folded arms or fiddling! 

MODULE 5: CREATING NEEDS 

LEARNING OBJECTIVES 

By the end of this lesson you will be able to: 

 Accurately identify, discover or create client needs 
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 Mutually agree 3 GAPS  

As a salesperson we are normally excited about our present range 

of products, services or systems.  This leads to a natural temptation 

to tell the prospective client all about what we've got.  However, a 

professional salesperson curbs this tendency because how can you 

advance the features and benefits of your product, services or 

systems, until you've identified his specific needs.  Remember you 

are a problem solver and a partner not just an order-taker.  So you 

need to probe, before going into your presentation. 

PROBING, PROBING, PROBING will ensure that you receive an 

accurate picture of your prospect's needs.  Never fall into the trap 

of assuming (ass-u-me) that you know the prospects’ or customers’ 

needs before they have had chance to express them.   

What do we mean by ‘probing’?  Probing is a technique for 

gathering information by means of asking questions. 

You may have the best product for your prospect.  You know he 

needs your products and will definitely benefit from them.  That's 

the reality.  What's the truth?  That he won't buy your better 

product unless he BELIEVES all these things.  How do you get 

him to believe what you know is true?  You can tell him but he's 

still not convinced.  Why?  Because you have told him!  The 

professional salesperson operates on a different concept that's 

simple and effective. 

IF I SAY IT, THEY CAN DOUBT ME 

IF THEY SAY IT, IT’S TRUE! 

To reiterate: the Golden Rule in selling is: 

‘Don't tell customers what they want ... let them tell you by 

answering your questions’. 

SOME POINTERS ON THE USE OF PROBES 
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1. You probe to gain and maintain control of the sales interaction. 

You probe to establish the broad areas the customer is 

interested in and where you might be of service.  These are 

OPEN probes that begin with Who, How, What, When, Why 

and Where.  Examples are:  What ideas do you have…’‘Why 

do you believe service is …’ 

2. You probe to narrow down the discussion to the area where 

you can be the best of service.  You can use leading questions 

to obtain more information. Examples are:  ‘Tell me more 

about...?’‘Can we delve deeper into the issue of...?’ 

3. You probe to confirm the customer's need for the specific 

product/feature/service you can provide to satisfy his need or 

solve his problem.  Here you would probable use alternative 

probes.  Examples are:  ‘Do you rank delivery, or price, as 

your top priority’ or ‘Will your wife be the beneficiary or do 

you have a family trust?’ 

4. You can also ask CLOSED probes such as: ‘Is price the top 

priority for you? Or ’‘Would you like the car painted black?’ 

As these questions invite a YES-NO response, chances are 

very good you will get a negative response.  The golden rule is 

never to ask Closed Questions unless you need very specific, 

precise information. 

5. You probe to get the minor yes’s that will start the stream of 

minor agreements that will lead into the easier acceptance of 

your propositions.  

6. You probe to answer objections.  By isolating or pre-empting 

the objections that are important to an individual prospect and 

by handling those objections in a professional manner, it is 

unlikely the prospect will continue to dream up all the 

objections under the sun.  

7. You probe to determine the benefits that the prospect will buy.  

People don't really buy products and services.  They buy the 
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benefits they expect to receive by owning those products or 

services.  

8. You probe to acknowledge a fact.  If you say it they can doubt 

you; if they say it it's true.  

9. You probe to confirm that the customer has accepted your 

statement/s and you should now go on to the next step in your 

selling sequence.  

10. You probe in order to close them on their purchase.  All closes 

depend on your probing ability, for their potency. 

THERE ARE TWO MAIN TYPES OF QUESTIONS, THEY 

ARE: 

Open-ended questions 

This question is used to elicit or draw information for example: 

‘What are your thoughts on …?’ or 

‘Where do you think we can assist you better in the future?’ or 

‘How do you want us to assist you better?’ or 

‘How concerned are you about not being covered for disability?’ 

Open Probes begin with the following 6 W’s and one H: 

What, Why, When, Where, Who, Which and How 

Closed questions 

This question normally forces a one-word answer, a yes or no 

answer for example: 

‘Do you want to go ahead?’ or  

‘Can we sign the contract?’ 
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These will get a yes or no answer. 

Remember it is dangerous to ask closed questions? 

Here are examples of good Open DISCOVERY Questions 

1. What prompted you/ your company to look into this 

2. What are your expectations/ requirements for this product/ 

service? 

3. What process did you go through to determine your needs? 

4. How do you see this happening? 

5. What is it that you’d like to see accomplished? 

6. With whom have you had success in the past? 

7. With whom have you had difficulties in the past? 

8. What does that mean? 

9. How does that process work now? 

10. What challenges does that process create? 

11. What challenges has that created in the past? 

12. What are the best things about that process? 

13. What other items should we discuss? 

QUALIFYING 

 What do you see as the next action steps? 

 What is your timeline for implementing/ purchasing this type 

of service/ product? 
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 What other data points should we know before moving 

forward? 

 What budget has been established for this? 

 What are your thoughts? 

 Who else is involved in this decision? 

 What could make this no longer a priority? 

 What’s changed since we last talked? 

 What concerns do you have? 

Establishing rapport, trust & credibility 

 How did you get involved in…? 

 What kind of challenges are you facing? 

 What’s the most important priority to you with this? Why? 

 What other issues are important to you? 

 What would you like to see improved? 

 How do you measure that? 

Through ACTIVE LISTENING to the prospects answers, you will 

be able to identify the potential gaps.  It is important that you do 

not push ahead before finding a gap.  Hold back on telling the 

prospect about your product or service too soon – don’t offer a 

solution too quickly!  

ACTIVITY 

If you can get a group together, try the following exercise: 

ROLE PLAY 
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Develop a scenario based on a real situation in your business where 

you are meeting a prospect for the first time. 

Your Aim to find 3 GAPS in a role-play with a prospect. 

3 GAPS: 

GAP 1      

GAP 2          

GAP 3 

WIDENING THE GAPS 

By asking more intelligent questions around the gaps, you will find 

that the prospect will usually widen them by themselves as they 

become more acutely aware of the pains and the consequences of 

NOT going ahead. If you focus on each gap and ask the ‘W’ 

questions in more depth, further needs will percolate to the surface 

allowing you more opportunities to cross sell and up-sell your 

products 

QUESTIONING SKILLS 

Research shows that giving information or ideas, arguments or 

opinions has a low impact on other people and rarely succeeds. It is 

difficult talking people into accepting your point of view. It is 

much more effective to ask questions which will result in them 

talking themselves into acceptance. It also shows that you are 

showing an understanding from the customer’s point of view. 

If you go to the doctor and you tell him. ‘Aaaah Doctor I’ve got 

terrible stomach cramps’. He then opens his drawer hands you a 

bottle of pills and then says: ‘Take these and you will be ok’. What 

will you do? 

You will never go back to that doctor because he obviously needs 

to make a diagnosis first before he can prescribe medicine. The 
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same principle applies when dealing with a prospect. You will not 

ramble off and tell them how great your product/service is before 

you make an accurate diagnosis on what the actual need or problem 

is? 

By using effective questioning techniques you can accurately 

diagnose what the underlying cause or reason is behind the issue 

and then provide a practical solution (FAB) based on your 

diagnosis. 

THE POWER OF QUESTIONING 

The difference between professionals and amateurs is the ability to 

ask skilful, potent and proper questions to create the 3 GAPS. 

Words and phrases that are similar to finding 3 GAPS are: 

 Identifying potential opportunities. 

 Drilling down for the PAIN 

 Creating new needs  

 Finding the ‘hot buttons’. 

 Identify areas of ‘discomfort’. 

The Acid Test of Listening: 

Paraphrase Your Customer's Words 

The customer is only sure that you have been listening when you 

paraphrase what the prospect has said and feed it back in your own 

words. This is where the rubber meets the road in effective 

listening. 

Question for Clarification 

When the prospect has finished explaining his or her situation to 

you, and you have paused, and then questioned for clarification, 
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you paraphrase the prospects primary thoughts and concerns, and 

feed them back to him or her in your own words.  

Use the Right Words 

For example, you might say, ‘Let me make sure I understand 

exactly what you are saying. It sounds like two things are bugging 

you above all else, is that correct?’ 

Remember, if they say it, it’s TRUE, if you say it, they can doubt 

you. 

SUMMARY  

1. If you can get the prospect to summarise his/her needs in her 

own language (words) you are ‘selling’ perfectly. 

2. All closing depends on the prospect acknowledging their need 

to change.  The close is easier if the prospect feels they must 

change rather than should change. 

3. Remember change is not a comfortable state as most people 

are creatures of habit and don’t like change. 

4. Ask intelligent questions that relate to the benefits of your 

product or service. 

5. Direct all your questions to establish 3 GAPS. 

6. Do not proceed to FAB unless you have clearly established 3 

GAPS and the prospect agrees with these GAPS. 

7. Summarise these GAPS. 
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MODULE 6: YOUR PRESENTATION (FAB) 

LEARNING OBJECTIVES 

 By the end of this lesson you will be able to: 

 Present information relating to the product/service in order to 

generate and maintain customer interest 

 Explain features and benefits to the client 

 Act on the customer’s buying signals 

MATCH THE NEEDS WITH BENEFITS OR SUPPORTING 

STATEMENTS 

MOTIVES TO BUY 

Let's turn our attention to BENEFITS.  If I were to offer you a job, 

the first thought to run through your mind would be, ‘How much 

will you pay me?’ or ‘What's in it for me?’  That's a natural 

reaction we all have.  We all want to know ‘What's in it for me?’ 

and so does your customer or prospect. 

We are not really selling products or services.  We sell the benefits 

of what the product or service will do for the customer. 

 Carpets for beautiful houses 

 Clothing for attractive appearance 

 Beds for a good night's sleep 

 Microwave ovens for quick and easy cooking 

We call these benefits Motives to Buy. There are many different 

motives to buy.   

HERE ARE SOME IMPORTANT ONES: 
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1. Gain of Money (Savings) 

People are constantly thinking of ways to save or make money go 

further.  By telling them how to save money or how to get the most 

for their money, you are bound to hold their interest. 

2. Durability 

How can I use this product or service to its best advantage?  How 

long will it last?  Will it make life simpler and easier?  Will it save 

me time and effort?  These are a few of the questions that 

customers are continually asking themselves, and the utility 

motives often answer many of them. 

3. Protection and Security 

This is synonymous with peace of mind - we all want good health, 

freedom from worry and fear.  Health foods, life insurance, and 

guarantees on products we sell, and quality products, all satisfy the 

protection and security motive. 

4. Status 

Evokes the desire to be recognised.  Recognition takes many forms.  

The car we drive, our clothes, homes, furnishings, jewellery... all 

these items have a prestigious value and give us pride to own, 

making status a powerful motive to buy. 

When the Chairman of Rolex watches was asked how the sales of 

watches going, he answered, ‘We don’t sell watches we sell status!’ 

5. Pleasure 

People enjoy pleasure; the pleasure they will derive from using the 

products or services you sell - the pleasure of being well groomed, 

watching TV, pleasure from luxury carpets. 

FEATURES OR FACTS 
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Features describe specific characteristics of the product or service. 

Features are tangible - you can 

 see them 

 taste them 

 touch them 

 smell them 

 hear them 

Features answer the question ‘What is it?’ 

ADVANTAGES OR BENEFITS 

 Remember we don't sell the actual product or service but rather 

the benefits, which match the motives to buy. 

 Benefits are intangible. 

 Benefits answer the prospect's question, ‘What does it do for 

me or my company?’ 

 One fact or feature can have more than one benefit (often 

many). 

SUMMARY  

Many sales people fall into the trap of telling a prospect all about 

the wonderful features of their product, and then are puzzled when 

no sale is concluded.  

Remember… 

PEOPLE BUY BENEFITS, NOT FEATURES! 

ACTIVITY  
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OBJECTIVE 

Draw up the features and benefits of your products or services: 

 Write down a product or service you offer. 

 Convert the facts or features into advantage and benefit 

statements. 

PRODUCT / SERVICE  

FAB: 

FACTS  

ADVANTAGES  

BENEFITS 

ACTIVITY 

Why would a prospect buy your product or service?   

Now DESIGN questions that will arouse the prospect’s 

CURIOSITY: 

1.  

2.  

3.  

TIP – Ask Yourself: 

What features describe specific characteristics of the product or 

service  

What benefit does that feature give your customers? This answers 

the customer’s questions.  

What’s In It For Me (WIIFM)?  
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What need is this benefit a solution to?  

What questions can I ask to bring out/unravel this particular need? 

What is Your Differentiator? 

Why are we the right choice? 

What makes you the right choice?  You are probably going to 

provide evidence to show that you are the best suited to handle the 

project.  This is your opportunity to differentiate your firm from 

your competition.   

So ask yourself:  What is it that you do that no one else in your 

industry does?  Does your company have a unique approach to a 

standard industry offering that differentiates you and adds value to 

your clients? 

In answering these questions, try to avoid offering a generic 

laundry list of advantages or a page of marketing fluff.  Instead, 

your goal should be to identify a few specific differentiators—

based on your methods and systems, on your ability to manage a 

complex project, on the people you will provide, or on the 

facilities, tools, or other resources you can draw on—that make you 

the right choice.  

Start by reviewing what you and the client have identified the key 

outcome that the customer seeks.  That should guide you to choose 

differentiators or strengths that support the notion you can deliver 

that Outcome more effectively than anyone else.  If the client is 

trying to save money, mention those aspects of your product or 

service that make it cost effective.  If the client is trying to 

eliminate errors and improve quality, focus on the differentiators 

that show you can do that. 

Too often proposals contain a checklist of a dozen reasons why 

they are the right choice.  And equally often that checklist has 

nothing to do with the customer's needs or desired outcomes.  For 
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example, a large bank that does business around the world in 20 

different currencies and in 30 different countries is probably proud 

of their global reach.  They see it as a differentiator.  But not if 

they're submitting a proposal to handle banking for a small sporting 

goods chain that only has three stores, all of which are located in 

the same city.   

Your differentiators don't have to be unique, but they should at 

least be rare.  What you want to do is select a handful of 

differentiators and create a "stack" of evidence from them that no 

other company can offer.  It's that stack that will be unique, even if 

there are one or two competitors who could claim some of the same 

strengths that you are highlighting.    

Differentiators are important throughout the sales cycle, of course.  

A prospect is likely to ask what makes us different from our 

competitors at any point in the process.  That's why it's such a good 

idea to provide your sales force with sales enablement tools that 

give them immediate, accurate and persuasive answers to that 

question. 

(Adapted from Qvidian) 

Now write down your ideas for a DIFFERENTIATOR. These are 

things (service, quality, delivery times, and physical attributes) that 

make your company different to your competitors. 

1.  

2. 

3.   

HOW TO CREATE REAL VALUE 

We are going to explore the importance of good discovery and its 

impact for getting rid of the prospect’s spray and pray approach 

and in return, drive more sales success. 



 52 

Being able to conduct a thorough and relevant discovery with your 

customer will improve a salesperson’s ability to win the deal. 

What does ‘effective’ discovery mean? 

Listen more than talk 

 Be upfront with expectation of call 

 Ask questions without interrogating – weave questions into 

conversation 

 Ask high impact questions (requires customer to think and 

analyse before answering 

An example of a high impact question – “if the 3 areas that needed 

improvement were not addressed, what would the financial 

consequences be to achieving this year’s sales target? 

Ask open-ended questions 

 Know your customer – person and company – so you ask 

relevant questions of them and are prepared for objections 

 Understand that the “job” of discovery is to uncover the 

customer’s needs and quantify as much as possible (used in 

business case later) 

 You want to make sure that later on (when you present your 

value proposition) they can see that the status quo is not 

acceptable 

 Add value as an expert to the conversation – know your field, 

stats, competitors, common challenges, how challenges were 

solved, etc. 

There are plenty of statistics about how the biggest inhibitor to 

sales growth is being able to communicate value and/or 

differentiate from the competition. A sales person can’t create 
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compelling value if they don’t understand the customer’s pain. If 

the seller doesn’t understand the status quo (current customer’s 

pain), and can’t effectively articulate what the seller will gain 

through their solution, then they will have little chance of winning 

the deal. Likewise, the customer must understand that the solution 

will provide significant gain to their current challenges. 

Ensure your sales team has a series of discovery questions that will 

not only let them uncover the customer’s challenges but will enable 

them to quantify them as well. Without sufficient and quantifiable 

discovery, many sales situations stall. The customer doesn’t 

understand the value that the sales person is espousing. If not 

enough “pain” is extracted and the customer believes not enough 

gain would be obtained, the status quo becomes acceptable – the 

sale never happens.  

FOUR WAYS TO CREATE VALUE 

Value = Benefits minus Cost (V = B – C), it is a simple equation, 

and it is true. Sales professionals probably prefer a more practical 

definition, such as ‘Value is something the customer is willing to 

pay for”.  Great salespeople know where the opportunities exist to 

create value, independent of the product you sell. The research 

shows that there are four ways to create value for customers. 

1. The unrecognised problem that has never surfaced: help 

customers understand their problems and issues in a new light.  

2. The unanticipated solution: help customers brainstorm better 

solutions than they would have arrived at on their own. 

3. The unforeseen opportunity: present opportunities that have 

escaped the customer’s attention. 

4. Become a Training Broker. Source the best solution from your 

network of associates and manage the project using their 

expertise. 
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The key point about selling where there is an opportunity to create 

customer value is that great sales forces think through ahead of 

time what kind of unrecognised problems can be exposed, what 

kind of unforeseen opportunities can be uncovered, what kind of 

unanticipated solutions can be provided and what kind of 

organisational capabilities can be brokered. These Driving Forces 

should be planned before the first meeting takes place. 

What are you doing in sales calls and sales strategy that makes you 

difficult to substitute or makes you a strategic imperative?  

Many individuals, organisations and indeed many industries are 

purely transactional. They want the cheapest price and no argument 

–Walmart, Home Depot and the Dollar Store are examples of the 

phenomenon. Top salespeople recognise their role is very limited in 

this situation.    

Great salespeople know the difference between commercial and 

consultative sales; they understand where they can create value and 

they focus there. The prerequisite for value creation is that the sales 

force must be able to create value using themselves as the Key 

Differentiator. 

‘Value’ Remains Most Significant Sales Challenge 

Sales still remains challenged to add value during the sales process, 

and prove the value of proposed solutions to ever more 

empowered, sceptical and frugal executives, this according to a 

significant study by Blue-Sky, a UK sales performance 

consultancy. 

The new independent survey of 212 sales executives worldwide, 

sought to identify the biggest sales challenges and priorities facing 

Fortune 1000 firms worldwide, and in the process, uncovered 

several significant challenges and great opportunities for 

improvement. 

The Value Gap 
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First, these global sales executives indicated that there is a decided 

‘value’ gap between what customers want, and what sales is able to 

deliver. The survey responses indicated that the most important 

areas needing development included: 

1. Identifying new ways to add value for the customer 

2. Moving from ‘vendor’ status to become a trusted advisor 

3. Gaining access to executive decision makers 

4. Getting involved earlier in the customer's decision making 

process 

5. Transforming reps from information providers into ‘value 

creators’. 

Unfortunately, the results indicate that the majority of sales 

professionals remain transactional focused, selling on 

feature/function and price, rather than having evolved to the 

value/outcome-focused approach expected by customers today. As 

one global sales director indicated, ‘Our sellers don’t have the 

financial acumen or the ability to go beyond a technical 

conversation and quantify the real business value, not just 

technical performance.’  

This shortfall is amplified today in the face of Frugalnomics; a 

condition where buyers refuse to invest in proposed projects unless 

they know the project can deliver quantifiable bottom-line impacts, 

significant ROI and quick payback. Customer expectations have 

changed faster than sales have been able to evolve to meet the 

challenge. 

Engage Earlier & Prove Value 

When asked what the biggest capability gaps were, the sales 

executives didn’t pull any punches, indicating that they need their 

sales professionals to engage sooner and more proactively with 
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prospects, be more adept at economically justifying solutions and 

be able to better differentiate the unique value versus competitors. 

Some Big Challenges in selling professionally are: 

1. Getting involved earlier in the customer's decision making 

process 

2. Transforming reps from ‘information providers’ into ‘value 

creators’ 

3. Identifying new ways to add value for the customer 

4. Getting procurement to recognize our differentiation 

5. Building a financial case (ROI) for the decision maker. 

Paula Gildert, a Procurement Director for Novartis says, ‘If you 

can’t quantify your value – don’t be surprised at the failure of the 

buyer to recognize it.’ 

The Best Practices to Drive Value Selling Success 

When asked what tactics needed to be prioritized in order to 

effectively address the challenges, the sales executives indicate that 

they most need to: 

1. Develop a ‘value calculator’ tool to document actual value 

created 

2. Build a financial case (ROI) for the decision maker 

3. Use a ‘lifetime cost of ownership’ sales strategy 

How to sell on ‘Low Risk’ 

Risk is the potential cost to the individual customer if they make a 

mistake. It’s not just the money, although that is part of it. It is also 

the social, psychological and emotional cost that your customer 

will pay if their choice isn’t the best one. The lower the risk of the 
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decision, the more likely your customer will say ‘yes’ to you – 

regardless of the price. Let’s become au fait with this concept of 

risk. 

Four strategies to reduce risk and build value: 

1. Build solid, deep relationships with the key decision-makers. 

Relationships reduce risk. The greater the relationship, the lower 

the perceived risk. That’s why the salesman with the longer 

relationship almost always has the benefit of the doubt in a 

competitive situation. It’s not the price – it’s the risk and the value. 

2. Make ample use of third party recommendations, success 

stories, case studies and references.  

All of these say to the customer that someone else, or lots of other 

people have used the product or service. That means its less risk 

and high value for your customer to buy it. 

3. Try to get your customer as physically involved with the 

product as possible. 

For example, if you’re selling a piece of equipment, try to get the 

customer to trial the equipment, or at least visit somewhere its 

being used. The more your customer can see and feel the actual 

thing, the less risk it is to them. 

4. Finally, work with your company to create offers that reduce 

the risk. 

Trial periods, money-back guarantees, delayed billing, service 

warranties, a help line all of these reduce your customer perception 

of risk. 

MODULE 7: THE CLOSE 

LEARNING OBJECTIVES 
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By the end of this lesson you will be able to: 

 Reach agreement on the supply of the product / service to meet 

a client’s requirements; 

 Understand different types of closes 

A definition of Closing = the process of helping people make 

decisions that are good for them. 

When you go into the closing sequence don't change your tone, 

manner or the pace at which you speak.  Your closes must be so 

well learned that you use them with relaxed confidence. 

KNOWING WHEN TO CLOSE 

When a prospect gives a verbal or non-verbal signal 

After their agreement on several features and benefits 

After you’ve restated the benefits and they have said “yes” 

…at the end of a presentation 

…while showing or handling a product 

…listening to something (music, engine sound etc.) 

17 WAYS TO CLOSE 

1. The alternative close 

2. The assumed close 

3. The minor decision close 

4. The courtesy close – ‘silent principle’ 

5. The direct close 

6. The puppy dog close 
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7. The urgency close 

8. The bonus close 

9. The objection close 

10. The use of terms close 

11. The balance sheet close 

12. The third party close 

13. The summary close 

14. The similar situation close 

15. The empathy close 

16. The SHUT up close 

17. The Command Close 

 

 

1. The ‘Alternative’ Close 

This is where you give options and alternatives 

2. The ‘Assumed’ close 

You simply assume that the prospect has made up his mind to buy 

3. The ‘Minor Decision’ Close 

This is where you move the sale forward to close on a minor 

decision rather than the major decision 

4. The ‘Courtesy’ Close 
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This is where you give the client time and space to comfortably 

make a decision: 

5. The ‘Direct’ Close 

This is where you put in time, and decide to get to the bottom line 

with a direct question.  It works well with ‘direct people’ like the 

Expressives and Drivers.  Timing and accurately reading the people 

are important. 

6. The ‘Puppy’ Close 

The Puppy Dog Close is where you actually let the client try it, test 

it, use and sample it before the buy!  

 A car salesperson could actually loan a long-term customer a 

car for the weekend to try it out.  Be sure your insurance 

covers this.  A ‘test drive’ is also a form of Puppy Dog Close. 

 A Puppy Dog Close may also be when you say, ‘If you decide 

not to buy, please help me and tell me what to say to my 

Manager?” 

 A Puppy Dog Close in real estate may be: ‘Let me list your 

house for two months, if you are not happy with the effort and 

results you can give the listing to someone else’. 

7. The ‘Urgency’ Close 

This is when the salesperson presents a situation, a scenario, facts 

or benefits to the client to put some urgency into the decision to 

buy: 

8. The ‘Shut-up’ Close 

This is asking for the business, and then being silent.  Ask for the 

order and ‘shut-up’. 
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The point is to allow the other person time to think after you have 

asked for the business.  Being silent puts the responsibility of a 

response with the other person.  Thirty seconds of silence can feel 

like three minutes, so it does create urgency, and if the whole 

process has been clearly moving towards closure, the silence 

speeds it up. 

9. The ‘Bonus’ Close 

This is where you can utilise an incentive, or bonus, if they buy 

right away, or if they buy in a certain way, (according to volume 

etc.).  This close is closely aligned with the ‘Urgency Close’. 

10. The ‘Objection’ Close 

This is where you ask the customer if she would agree to buy if you 

can overcome her objections: 

Customer: ‘That tent would not hold up to mountain weather.’ 

Salesperson: ‘If I show you that all the testing was done in 

extreme conditions of all kinds of weather, would you buy it?’ 

Customer: ‘Yes’ 

Client: ‘There is no way that a bank can offer you those terms.’ 

Salesperson: ‘If I can get it approved by my supervisor, will you 

commit to move your business to us?’ 

Client: ‘Yes’ 

11. The ‘Use of Terms’ Close 

This is where the genuine objection is that the customer can’t 

afford the product, and you offer payment terms. 

Customer: ‘We do not have 600,000 in our budget.’ 

Salesperson: ‘When does you new budget year start?’ 



 62 

Customer: ‘October 1st’ 

Salesperson: ‘We’ll take 350,000 now and 250,000 on the October 

15th.  How does that sound?’ 

Customer: ‘Great let’s do it!’ 

Note: By offering monthly payments, outside financing etc. you 

can often close the business. 

12. The ‘Balance Sheet’ Close 

This is where you list the reason not to buy opposite the reasons to 

buy.  Always do the reasons not to buy first.  Stack the pancakes! 

Customer: ‘I’m not sure whether or not we should be outsourcing 

our maintenance and service work.’ 

Salesperson: ‘Let’s look at the advantages and disadvantages.’ 

Disadvantages: (-) 

 Upset union by people losing jobs. 

 You know what your people are capable of but are not sure 

what you can do. 

Advantages: (+) 

We can absorb those employees and provide them an opportunity. 

 You know you exact cost. 

 You will get people that will perform to agreed standards. 

 You receive weekly cost and production output data. 

 You get all this at less than you are paying now. 

13. The ‘Third Party’ Close 



 63 

This is where a third party is pulled into the transaction to cement 

the close.  

14. The ‘Summary’ Close 

This is where you summarise the buying points on what was 

discussed leading up to asking for the business.  On each point, it is 

great if you get a ‘positive’ or ‘yes’ response. 

Salesperson: 

‘Let me just summarise what we’ve discussed:’ 

 We agreed that we would give you the performance agreement 

you wanted, right? 

 We also agreed that one of your engineers could sit on the 

project team, right? 

 The investment will be over 3 years.- That sounds reasonable 

 You get a month-end summary every month - isn’t that great 

‘If you are happy, we would be glad to send you the contract for 

your attorney to view.’ 

Customer: 

‘Send it!’ 

15. The ‘Similar Situation’ Close 

This is where the consultant explains to the customer how a 

previous customer had a similar situation or belief, and how they 

were happy with the results. 

‘Mr. M. at Nedcor had a similar situation.  They had just taken over 

another company and they found that by launching a similar 

program at that time, it pulled the people from both companies 
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together.  This succeeded because our unbiased outside 

organization presented the new ways of doing business.’  

16. The ‘Empathy’ Close 

This is a close that has to be carefully utilised.  It gains enough 

empathy for you the salesperson to sway the client to a ‘yes’. 

‘Mrs. Jones, you and I have put a lot of effort into this possible 

project and it seems to me you are going to go forward.  I’m under 

continued pressure by our project co-ordination department to try 

and finalise our arrangements.  A yes from you will take the heat 

off of me.’ 

17. The Command Close 

This is where you have such credibility with the client that the 

client relies on your advice to make the buying decision. 

Customer: ‘You know more about this than I do.  You are the 

expert.  I’m not sure what to do.’ 

Salesperson: ‘Take a key person and put him on the project for 2 

years to be the champion and implement modules 1 to 6 this year, 

and do the balance next year.’ 

Customer: ‘If you believe that is the best, I’ll do it.’ 

ALWAYS SUMMARISE BEFORE CLOSING 

Here you summarize the prospect's needs and relate them to the 

product or service you have offered them.  Then ask for the order.  

For example: 

‘You said you wanted this shape and this colour.  We're able to 

arrange finance to suit your pocket.  You also said you would like 

delivery on Friday.  I have checked and we can guarantee to meet 

your deadline.  Now all I need is your full name, address and....’ 
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Never ask, ‘Do you want to go ahead?’ 

VALUE ADDED ITEMS 

These are any other products or services, which add value to the 

order and benefit the buyer.  These ‘Add-On’ items should relate to 

either the product the customer (previously the prospect) has just 

bought or to a need the customer expressed earlier in the sale.  

Keep remembering what the customer's needs are and thinking 

about the related ‘Add-On’ items you could sell. 

The appropriate time to sell the ‘Add-On’ is once the prospect has 

agreed to make the major purchase.  Be ready; you will be 

surprised by how easy it is to sell ‘Add-On’ items at this stage of 

the sale.  

AFTER CLOSE (REINFORCE THE BUYER'S DECISION) 

When we make a buying decision, we are often apprehensive as to 

whether or not it was the right decision.  This is called ‘Buyer's 

Remorse’.  Thoughts like, ‘Have I paid too much?’ ‘Will my 

partner approve?’ and ‘Is it the right colour?’ run through our 

minds.   

That's why it is important once you have closed the sale to express 

confidence in the purchase, reinforce that a good decision was 

made and assure future service and attention.  In that way we 

eliminate all fear and ensure that the customer comes back to us.  

Remember, we are not reopening the sale, we are just reinforcing 

that a good decision was made.   

This is referred to as the ‘After Close’.  This can simply be done by 

a concluding sentence. 

For example: 

 ‘You certainly won't regret this purchase.   

I shall phone you to find out how you are enjoying it’. 
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 ‘You have made a wise decision.   

You will have real value from this investment’. 

 ‘Remember we are always here to be of service.  

I look forward to our continued association’. 

 ‘Mr Jones, I know you will be pleased with your selection for 

years to come.’ 

This should be done in an informal manner. 

THE ART OF CLOSING 

1. Before you move into the close, ask the prospect if he requires 

any more information.  Should the prospect say ‘Yes’ answer 

his query and end off with a Benefit Statement.  Should the 

prospect answer ‘No’, proceed to close the sale. 

2. Whenever you ask a closing question, shut up.  The first 

person to speak loses. The paramount principle is SHUT UP.  

Why is it important to keep quiet and not say a word?  When 

you ask the closing question, at the right time, the prospect will 

normally. 

3. A professional salesperson constantly tries test or trial closes 

throughout the presentation.  Many salesmen get so wrapped 

up in rigidly following the selling sequence, they miss early 

buying signals.  Some people get sold fast.  If you keep talking 

(instead of closing them) you will unsell them just as fast. 

4. You must learn many closes because you have to know more 

ways to get your prospect to say yes than he knows ways to 

say no.  All professional salespeople are multi-closers.  The 

qualities of tenacity and perseverance to keep on trial closing 

many times, differentiates the professional salesperson, from 

the mediocre salesperson. 
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5. Use third party proof.  Name-drop companies who are happy 

and satisfied customers.  As part of your selling kit carry with 

you these names and phone numbers, which your prospect can 

contact for establishing proof that your product or services do 

what you say they do.  Also collect letters or testimonials from 

satisfied customers, which you can show to your prospect as 

further proof. 

‘The Close starts at the Beginning’ 

Analysis:   

The biggest challenge salespeople face is closing more business. 

Typically, the problem is not the lack of closing skills per se, but 

rather the planning they’ve done prior to the presentation and close. 

Would anyone disagree that the better you know your prospect, the 

easier the close will be? 

Solution: 

Old habits die hard.  Most salespeople still can’t wait to make a 

presentation, so they take short cuts qualifying.  When a poor job 

has been done qualifying, we find that presentations are weak, 

causing a low closing rate.  There is a direct relationship between 

qualifying and closing.  The better the job salespeople do 

qualifying, the higher the closing rate will be.  So, when closing 

rates are low, we have to find ways to qualify more effectively. 

Prescription:   

Stephen Covey, in his great book, ‘The Seven Habits of Highly 

Effective People,’ suggests that we begin a project with the end in 

mind.  It’s good advice when you’re trying to find the prospect’s 

pain.  Let’s examine how this might work in selling. 

Fast forward to your presentation.  Let’s pretend you had to give a 

presentation right now to a group of ten prospects from different 

companies who you have not had a chance to qualify beforehand.  
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You don’t know what their issues are.  You’d have to tell them 

about every problem, need and want that your product or service 

addresses, wouldn’t you?  You couldn’t leave anything out.  You’d 

lead with your most important features and continue right down to 

your least important.  You’d discuss each feature, its benefits and 

how it solves the problem.  If you’re like most salespeople, you can 

do that in your sleep.  And, if you got a chance to do that, it would 

probably be an excellent presentation, at least to this group of 

people whose pains have yet to be determined. 

However, not all the issues would be important for each person.  

Chances are there would be some commonality, but most would 

have their own unique set of challenges. Some of the information 

you presented would be irrelevant and your presentation would lose 

some of its effectiveness. 

Make a list of the problems, needs and wants that your product or 

service addresses and use them as a checklist when you’re 

qualifying.  Your job then becomes one of asking questions to see 

which ones are important to the prospect and why.  Then, when the 

time comes to make a presentation, your focus narrows only to 

those issues that are important to the prospect.  Your presentation, 

therefore, is targeted and effective.  Everything important is 

included and all irrelevant issues are omitted.  That’s a perfect 

presentation.  Try it and watch your closing rate soar. 

(Adapted from Stephen Covey) 

MODULE 8: HANDLING OBJECTIONS 

LEARNING OBJECTIVES 

By the end of this lesson you will be able to: 

 Clarify concerns 

 See objections as opportunities 
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 Propose applicable solutions to the customers concerns and/or 

objections 

 Resolve customer objections 

Don't view objections as negatives; they announce buying 

intentions and point the way to closing the sale.  See objections as 

opportunities to clarify a misunderstanding or confusion.  Prospects 

who don't object are not seriously involved.  They won't buy 

because they don't care enough to challenge the price, ask for more 

information or question their need to own what you are offering.  

This is an invitation to engage, so don’t freeze! 

What is an objection? It is a statement or query from your prospect 

that he wants to know more. 

7 STEPS TO OVERCOME EXCUSES or OBJECTIONS: 

1. Actively Listen 

Do not interrupt.  Far too many salespeople leap in before the 

prospect has finished speaking. 

2. Rephrase the Objection 

Ensure you correctly understand the true objection and also 

ISOLATE – ''Besides your concern with.... is there anything else 

you want to raise?'' 

3. Show Empathy 

Take the prospect's objection seriously and empathise with his 

concern.  You are not agreeing with the content of his objection, 

you are agreeing with his concern.  This makes the prospect relax.  

NEVER ARGUE.  Nobody wins an argument with a prospect or 

customer. 

4. Ask Questions 
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You ask questions to clarify whether the objection is valid or 

invalid.  If the objection is absolutely valid, and is a total block to 

the sale, you must accept and walk away from the situation.  If the 

objection is invalid you must overcome it, using your product 

knowledge skills. 

5. Use Third Party Proof 

Provide an example of a customer who raised the same objection 

and repeat what you said to him that now ensures he is a contented 

customer. 

6. Summarise and Get Agreement 

Don't reply to the objection and assume the prospect agrees with 

you.  Confirm that you have answered his objection to his 

satisfaction.  Ask things like: 

‘That solves your problem with quality, doesn't it?’ 

‘Now that's settled your concern, hasn't it?’ 

7. Get Permission to Proceed  

Ask if you can proceed to the next step in your selling sequence. 

OBJECTIONS CAN TAKE VARIOUS FORMS 

a. Request for Information 

Here the prospect sincerely wants additional information about 

your product. 

Example: Prospect - ‘What exactly does ABS mean with regard to 

safe braking?’ 

b. Prospect Claims your Competitor is Cheaper 
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Example: Prospect - ‘I saw this model at a second-hand dealer and 

it was much cheaper’. First ensure that it was exactly the same 

model; often prospects confuse models or have misread prices. 

Should your competitor be cheaper you must now sell the benefits 

of your service or products to overcome the objection, for example: 

immediate availability, prompt service, instant credit, large 

selection, money-back satisfaction guarantee? 

c. Price Objection 

When the price objection is raised (for example, the prospect says, 

‘it’s too expensive’), he is normally making comparisons in his 

mind.  See if you can unearth the comparison by asking,  

‘When you say expensive, expensive compared to what?’  Wait for 

the reply; normally you can justify your price by the additional 

Features, Advantages and Benefits that your products or services 

have.  Most importantly, you can also sell yourself.  The prospect 

would like to do business with you because he trusts and respects 

you. 

d. Excuses to Delay a Decision 

Here the prospect is not totally convinced; he says, ‘I'll think about 

it’ or ‘I want to sleep on it’.  It's not a true objection and you must 

find out what the real objection is before you can proceed. 

Ask:  ‘When you say you want to think about it, is there anything I 

haven't explained?’ and then remain silent. If the prospect answers 

‘No’, don't give up.  This is only the beginning. 

Ask: ‘You're not telling me this, just to get rid of me, are you?’  

The prospect will strongly disagree.  ‘No’. 

Ask: ‘Just to clarify my thinking, what is it you wanted to think 

over; is it the integrity of our company?’ 
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Your objective is to get him talking, so take note of how those two 

questions are asked in one sentence.  The prospect will disagree.  

‘No’. 

Ask: 

‘Is it my personal integrity?’ ‘No’. 

‘Is it the quality of our range’? 

‘No, I agreed your quality is great’. 

‘Is it our delivery schedules?’ 

‘No, they suit our requirements’. 

‘Is it our range of colours?’ 

‘No, they are fine’. 

What’s happening?  In essence every time the prospect is saying 

no, he is in fact, saying yes.  This technique allows him to 

summarise the benefits of your product or service.  Don't argue or 

tell, ask questions.   

Eventually the prospect will tell you his objection. 

‘Is it our terms of credit?’ 

‘Well, we don't normally pay at prime plus 1%’ 

‘So the problem really is money, isn't it?’ 

‘Yes, that's right’. 

This is the real objection.  But to be absolutely certain, ask your 

prospect if there's anything else he's unsure of except the money.  

Then proceed to address the objection. 

“I want to think about it ....” (TIO) 
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Problem: 

Unfortunately, the biggest time waster of all for salespeople is 

being overlooked. It is the dreaded ‘I need some time to think this 

over. Call me in a week.’ Salespeople still have a problem getting 

their prospects to make a decision and that is because the 

salesperson has not found enough ‘pain’. So, they permit their 

prospects to drag them through the purgatory of alternating hope 

and despair, just because they can’t bear a ‘no.’ 

Solution: 

Most ‘maybe’s’ are just slow ‘no’s,’ so why not get the ‘no’ up 

front.  

It is called ‘fishing for the No’ and this goes against all our  

instincts. 

Let’s examine ‘TIO’s’ and ‘Maybe’s’. The prospect is wasting your 

most precious asset, which is TIME. And your Prospecting Pipe-

line gets heavier and heavier with ‘suspects’. 

Here are two additional suggestions to eliminate ‘think it over’s.’  

First, make sure you discuss that at the end of the meeting you’d 

like to talk about the next step, assuming you’re both in agreement 

that the sales conversation should continue. Make the point that a 

“No” is ok if either of you feel uncomfortable.  

So what’s a ‘no’ worth? Just the most valuable thing you possess: 

that irreplaceable asset, your time. If you’re going to get a ‘no,’ it’s 

best to get it early. 

(Refer to Whetstone) 

SOME TIPS ON HANDLING OBJECTIONS 

1. Never take rejection personally 
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If the customer says ‘no’ to your product, they are not rejecting you 

as a person, or slapping you in the face. It is not a personal thing, 

never take rejection personally. 

Every ‘yes’ and every ‘no’ should be seen as a stepping-stone in 

learning how to be the best there is. Do not get despondent or feel 

worthless if you get the ‘no’. It doesn’t mean if you lose the battle, 

you will lose the war. 

2. Never Over-sell 

Some salespeople have their presentation worked out to the tee, and 

they are so determined to follow through with it that they do not 

recognise the buying signals. They work out the presentation from 

A to Z, and often will ‘unsell’ it by the time they get to Z. You 

should be looking for those buying signals, NOT rambling on about 

your product. 

3. Shut up 

Shut up after asking a closing question. So many salespeople ask 

the closing question, and then after two or three seconds of silence, 

step in and try to re-sell the product again. Once you’re asked the 

closing question – shut up. 

Say for example that you’ve asked the customer: ‘Do you want the 

$100, 000 cover, or the $250, 000 cover?’ Shut up until you get an 

answer. If it is $100, 000, SALE CLOSED, if it is $250, 000, 

SALE CLOSED. 

4. Sell high 

One of the most successful techniques for closing a sale is to 

always sell the product or service first. The customer may object to 

the higher price, this then will enable you to move to the lower 

price, and the customer will feel that you have accommodated 

him/her. 
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5. ABC (Always Be Closing) 

Professional sales people will close at every opportunity they get. 

They will spot the buying signal and will try to close on it.   

MODULE 9: ANNEXURES 

30 HOT SALES TIPS 

1.  Find the real decision-maker(s)  

2.  Probe - use open-ended questions  

3.  Dramatic pause, silence, shut-up   

4.  Never interrupt, or over-ride  

5. Reduce Buyer’s risk  

6.  Business partnering   

7.  Develop long-term relationships  

8.  Use of vocabulary - Us and We  

9.  Research even more   

10.  Use 3rd party proof  

11.  Get written testimonials  

12.  Ask for referrals - don’t be shy   

13.  Find the LINK  

14.  Avoid multiple questions  

15.  Make the customer ‘sweat’   

16.  Summarise, summarise, summarise  
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17.  Stop Telling  

18.  Urgent and important DO IT NOW!   

19.  Don’t Tell – Ask  

20.  Get many yeses  

21.  Hit the benefits hard   

22.  Find clues…  

23.  Do the unexpected.  Be Creative  

24.  Why are we better than our competitors?  

25.  Trial close many times  

26.  Sell VALUE not Price  

27.  Close assertively   

28.  Practise your USP  

29. Prevent buyers’ remorse  

30.  Find the Gaps  

THE NEED FOR A SALES PROCESS 

PROBLEM 

The results of a recent study conducted by The Sales Board 
confirmed what we have known for some time.  Prospects are 
speaking up about how they feel about salespeople who are 
less than professional. We thought that you would like to see 
these statistics as they reinforce the need for a sales process 
and challenge you to improve your qualifying efforts. 

DIAGNOSIS 
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The study showed the following startling facts.  Can you relate 
to them as a salesperson or as a buyer? 

Fact: 82% of salespeople fail to differentiate themselves 
from their competition. 

Result: They lose the business, fail to sell value or don’t get their 
price. 

Fact: 86% of salespeople ask the wrong questions. 

Result: They miss selling opportunities and end up wasting time 
while appearing unprofessional. 

Fact: Only 18% of salespeople close without discounting 
price. 

Result: Discounting becomes a habit and profit margins are 
eroded. 

Fact: 95% of customers say salespeople talk too much. 

Result: Customers are bored and feel salespeople don’t care 
about understanding their problems. 

Fact: 62% of salespeople do not earn the right to ask 
questions. 

Result: They fail to position the sale properly and don’t gain 
commitment. 

Fact: 85% of salespeople use a selling process that is 
extremely ineffective, compared to the buyer’s system. 

Result: They close less than 50% of the business that they 
should close, with disastrous effects on their companies’ sales 
and their personal incomes.  You may be ‘winging it’ if you find 
yourself relating to any of the following:  
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a) chasing prospects who don’t return calls;  

b) hearing ‘think it over’ all too often when you ask for the 
business;  

c) cutting price in an effort to obtain or keep business; and  

d) spending most of your time in front of people who are not 
decision makers. 

SOLUTION 

 Stop assuming that your prospect needs what you’re 
selling. 

 Learn how to ask more questions to see if the prospect has 
any serious ‘pain’ issues that your product or service can 
resolve. 

 Learn a sales process to help you stay in control of the sales 
interview. 

WHAT IMPRESSES BUYERS? 

 Active Listening = 85% 

 Willingness to fight for customer = 77% 

 Thoroughness / Follow through = 75%. 

 Market knowledge  = 46%. 

 Product line knowledge = 38%. 

 Diplomacy in dealing with end users = 23% 

 Imagination = 21% 

 Presentation for sales call = 20% 
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 Technical education = 18% 

WHAT ANNOYS BUYERS? 

 Lack of preparation = 63% 

 Over-promising = 58% 

 Lack of knowledge of customer operation = 55% 

 Lack of interest or purpose = 54% 

 Failure to make/keep appointments = 49% 

 Lack of product knowledge = 43% 

 Overaggressive, arrogance  = 28% 

 Lack of candour = 26% 

 Taking customer for granted = 23% 

 Failure to keep promises = 22% 

 Lack of creativity = 17% 

 Failure to listen = 15% 

Final food for thought:   

Salespeople are too nice, too polite, too accommodating and 

consequently do not close enough deals that are ripe for the 

plucking. 

The name ‘Sales Person’ is a misnomer and not descriptive of the 

role we should be playing.  We are a lot more than that and need to 

understand the economy and how it is affecting our customer. We 

must be familiar with their Market Sector, their Competition, their 

Business Plans and Marketing Strategies. And at times, we need to 

be a ‘shrink’ and a shoulder to cry on.   
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Today’s Buyers are tough and uncompromising.  We invest time 

and money learning about effective Sales Techniques and very 

little time in understanding the Buyers selection process.  What 

turns them on, what makes them tick, are they in the evaluation 

stage and shopping around or are they ready to buy? We avoid 

asking them because that’s not polite! 

STOP BEING SO NICE! 

On another note, many Buyers are misleadingly seductive and say 

things like: 

We are looking for a large quantity of your products … 

If you can beat this deadline you are likely to get the order… 

That sounds great. Do put it into a proposal please. And … 

Wow, your product has all the features we need… 

Beware, the Buyer is seducing you with these exaggerations and 

promises and trying to lure you into offering discounts or more 

favourable terms.  Additionally, they are fishing for information. 

Will they pay you for this information or for your insights and 

knowledge?  Of course not and a sure sign of this is when your 

sales conversation is over and they come up with “Sounds good let 

me think it over’. (TIO) 

As we have been brought up to be polite and courteous what do we 

say, “Of course, that’s fine” and because hope springs eternal in 

salespeople’s hearts we think, ‘This deal is in the bag. The prospect 

just wants to give it some thought’.  Salespeople buy this one hook, 

line and sinker every time, because we are eternal optimists yet 

research shows that less than 20% of the “TIO’s” ever turn into 

business.  Usually it’s because we haven’t found any ‘pain’. We 

have not drilled down to find real gaps, opportunities or real 

reasons for the buyer to change. We have lost control of the 
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conversation and have not asked the provocative questions that 

need to be asked.  

STOP BEING SO NICE (aka weak). 

Sometimes the “think it over” is usually a slow “no”. Remove it as 

an option early on with your Meeting Agreement by saying 

something courageous like,  “When we get to the end of our 

meeting today if you’re not totally comfortable with moving 

forward, it’s OK to tell me ‘no’. Is that ok?”  

Better to get the “no” early on, and stop wasting your time chasing 

the TIO’s.  

STOP BEING SO NICE; rather be ruthless with fence sitters. 

Buyers respect salespeople who are challenging and get them to 

think and consider the consequences of inaction. We need to fish 

for the NO which goes against the grain of all the training we have 

received. After all we have been taught to collect the yeses and not 

search for negatives. 

But consider this: if the Buyer is seeing dozens of sales reps like 

you, of course they will play this role. The challenge is how do you 

differentiate yourself from the masses? How do you stand out from 

the crowd? 

STOP BY BEING SO NICE 

Let’s don’t underestimate the amount of ‘homework’ we are 

required to do as Business Consultants. In depth research on our 

side is an imperative. To acquire the position of a trusted 

confidante means asking the tough questions like: 

1. Is the problem compelling enough for you to take a good, hard 

look at a solution, assuming one were available? 

2. Are adequate resources available to implement a solution, 

assuming you found one that you felt would work? 
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3. Assuming you’re sure that our solutions will fix these 

problems for you, what would happen at this point? 

4. It appears that this issue is a major priority at the moment. Am 

I reading the situation correctly or have I missed something? 

5. That problem sounds like it’s creating quite a problem for you. 

How important is it to you that we fix it?  

We should also be racking our brains about what ideas we can 

bring to the table that the Buyer/Owner has not considered and 

what Value we deliver over and above the expected. 

This is NOT ABOUT BEING NICE but rather being a 

professional. 

If you think about it, these are the kinds of questions the Buyer 

should be asking him/herself. Often they are not doing this; it’s 

easier to continue with the status quo rather than worry about the 

business. 

It is our job to ask these tough and Courageous Questions and is the 

very essence of making sales.  

To assist you formulate your questions follow this format: 

The solution is simple. Do your research well, ask the courageous 

questions to find REAL PAINS, point out the financial implications 

of not going ahead with your solutions, be provocative and above 

all be a Business Person.  

SUMMARY 

Based on the 80/20 principle here are the essential skills and 
rules for your Sales Tool Kit: 
 
Questioning Skills - The least-known skill and most critical one 
is asking intelligent probes. Focus on discovering the client’s 
agenda not telling them about the numerous benefits of your 



 83 

service. ASK DON’T TELL - NEVER ask a Closed Probe as it often 
leads to a NO answer. 
 
Active Listening - Show that you’re listening by not jumping in 
at the beginning but by fully hearing what the client’s needs are 
without interrupting. 
 
Research - What does your customer do? What makes them 
tick? What turns them on and off? Why should they buy from 
you? What are their goals? How can you really help them 
achieve their aspirations? Do a GAP Analysis - Simply, the gap is 
where they are now against where they would like to be. Find 
three gaps before even thinking of presenting your solution. 
 
The Close - BEFORE you even try to close, SUMMARISE all the 
points of agreement. Be up front and restate all the positives 
that have come out of the meeting. 
 
Be Open to Objections - Prospective clients who buy are known 
to have 60% more objections than those who don’t. Never 
interrupt because if you do, it will appear as though you are 
objecting to their objection. 
 
Divorce Yourself From Your Service - Business partnering only 
begins when you put the prospect’s business first, which means 
concentrate on their brand rather than your own. 
 
Start Courageous Conversations - Most sales people are caught 
up in their own thoughts and nerves, but you have to STOP 
thinking about yourself and your company. START 
concentrating on how they might BENEFIT. Put them first, not 
you or your company and watch your sales soar! 
 
We’ve come to the end of the book and you now have a 
comprehensive toolkit from which to learn and springboard.  
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Just remember 
 
No Business Relationship                   = No Deal 
Don’t understand the Buyer’s Process  = No Deal 
No Pain      =  No Deal 
Present Too Early     =  No Deal  
 
We wish you every success and remember practice makes 
perfect; look for the marginal gains and keep polishing those 
sales skills and you will reach the top of your game before you 
know it! 
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