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Foreword

Unless you work for a company that provides you with leads on a 
silver platt er, you need to get and rea d this book!

If you’re like most salespeople, you delight in having the opportunity to sell 
your product or service to interested prospects. The challenge however, 
is fi nding them! Of all the sales challenges we face, ‘prospecti ng’ is one 
of the most diffi  cult. Average salespeople wait for a prospect to fall into 
their lap, whereas sales professionals realize that they can’t aff ord to wait 
for things to happen - they need to be proacti ve and make things happen!

A salesperson without a prospect is like a vehicle without fuel, neither the 
sale nor the vehicle is going anywhere. So, if you want to get ahead fast, 
you need to learn how to prospect for genuine prospects.

That’s where this pivotal book comes into play. I consider ‘Turn Cold Calls 
into Gold Calls’ pivotal because it goes where few sales books have gone 
before. This is more than a what-to-do book - much more. It is a ‘how-to-
do-it’ book that outlines, in precise detail, what you need to do and how, 
to get and stay ahead of the game. 

Clive Price and Jean Dean have combined their many, many years of 
experience to produce a sales tool that every salesperson should have in 
their sales toolbox. Like any tool, the ideas, concepts and techniques that 
Clive and Jean share in this book won’t work unless you use them.

For sales professionals who consider themselves masters of their craft , 
having a tool as powerful as ‘Turn Cold Calls into Gold Calls’ gives them 
a strong competi ti ve advantage because they’ll be getti  ng to interested 
prospects well before the average salesperson does.

This book is full of proven techniques that, if embraced, will help make 
you an even more successful salesperson.

Brian Jeff rey
Quintarra Consulti ng Inc.
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Intro

GOING FOR GOLD
Playing the stock markets is fraught with danger and insti lls terror into 
even the strongest players but the thought of success and a pot of gold at 
the end of the rainbow keep many people engaged in this endeavour. The 
same dream of gold is what moti vates companies to engage in the equally 
terrifying endeavour of cold calling, but the diff erence is – in this case it 
doesn’t need to be terrifying!

Winning gold medals in sports and creati ve pursuits requires discipline 
and eff ort but every winner will tell you that they follow a process and 
have a belief that they will succeed. It isn’t a dark art and it doesn’t involve 
alchemy and by the end of this book you will have all the secrets and 
knowledge of how to become a winner and how to ‘go for gold’. Gary 
Player (the legendary South African Golfer, who at the age of 29 became 
the third man in history to win the coveted Grand Slam) once said, “The 
harder you work the luckier you get,” and this is true but in this book you 
will learn that in the sales fi eld we will show you that:

“The smarter you work, the luckier you get!”

5

Chapter One

SUSPECTS VERSUS PROSPECTS
ON YOUR MARKS…

Here’s the fi rst lesson about prospecti ng:
To fi nd gold, you’ve got to look in the right place!

PROFILING 
Profi ling your prospect is one of the most important links in the chain 
of sales and you can be the best sales person in the world, but if you 
are talking to the wrong person then you are just wasti ng your ti me. 
Qualifying techniques are probably the most important part of the sales. 

Most sales people try to close the wrong people, oft en too hard,  and then 
complain they can’t close deals. The problem lies with qualifying NOT 
closing - so just imagine how much ti me you are wasti ng talking to the 
wrong people. Time is the one resource that you have the most control 
over and it is also the one that is the most easily squandered. 
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For most sales people, there are more potenti al customers, or suspects, 
in their territory than they will ever have ti me to contact and, as we know, 
ti me is money!

Qualifying techniques are simply the methods that you use to determine 
who to sell to. Who qualifi es for the expenditure of your most precious 
resource - your ti me?

The best sales qualifying techniques are as follows:

Have a profi le of your ideal customer. 

Have a set of criteria that suspects must meet before you choose them 
to become your prospect.

Have a proven sales system or process so you can assess how your 
prospects are moving into your sales pipeline.

When you qualify using an ideal customer profi le, you are more likely 
to get the kind of prospect that you want. A set of criteria shows you 
WHO to choose. This will tell you whether or not you should invest 
your ti me and resources on this prospect. And a sales system will 
enable you to rapidly qualify or disqualify prospects in or out of your 
sales pipeline. Follow these rules and you’ll sell more with less eff ort.

The power of questi oning and listening
Research shows that giving people informati on, ideas and opinions has 
a low impact on other people and rarely succeeds.  It is diffi  cult talking 
people into accepti ng your point of view.  It is much more eff ecti ve to ask 
questi ons 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, “Doctor I’ve got terrible stomach 
cramps” and he then opens his drawer hands you a bott le of pills and 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 fi rst before 
he can prescribe medicine. 

The same principle applies when dealing with a prospect. You do not tell 
them how great your product/service is and ramble on before you make 
an accurate diagnosis on what their actual need or problem is?

Now apply this to a sales situati on, and ask eff ecti ve questi ons to 
accurately diagnose what exactly is the underlying cause or problem that 
needs resoluti on.

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 using their words.  
This is one of the deep secrets to selling more successfully. 

Question for Clarifi cation

When the prospect has fi nished explaining his or her situati on to you, and 
you have paused, and then questi oned for clarifi cati on, you paraphrase 
the prospects primary thoughts and concerns, and feed them back to him 
or her using their words. 
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Use the Right Words

For example, you might say, ‘Let me make sure I understand exactly what 
you are saying. It sounds to me like you are concerned about two things 
more than anything else and that in the past you have had a couple of 
experiences that have made you very careful in approaching a decision 
of this kind’.

‘Is that correct?’

Remember, if they say it - it’s TRUE!

If you say it, they can doubt you.

SUMMARY 

If you can get the prospect to summarise his/her needs in her own 
language (words) you are ‘selling’ perfectly.

Great ‘Qualifying’ depends on the prospect acknowledging his/her 
need to change. This is another secret of successful selling.

Remember change is not a comfortable state. Most people are creatures 
of habit and don’t like change.

To be successful in prospecti ng you must fi rst identi fy ‘suspects’ and then 
decide whether they qualify as your ‘prospects’. This may sound arrogant 
but that doesn’t matt er – you are a valuable professional business partner, 
so take your ti me very seriously.

One way is to ask yourself where you can fi nd the maximum number of 
qualifi ed prospects in the minimum period of ti me. Your answer should 
guide you to the right directi on. For example, if you hear that a new offi  ce 
block is being built and you’re in the business of selling offi  ce furniture 
then the new tenants are an obvious target for you. Find out their names 
from the architect or builder and plan to meet them fast. You might fi nd, 
for example 20 prospects in just one offi  ce block!

To be successful in qualifying prospects, you have to ask yourself a number 
of tough questi ons. The salesperson who asks enough right questi ons 
from the right people, at the right ti me and in the right places, will always 
have a solid pipeline of qualifi ed prospects. 

The fi rst three qualifying questi ons: 

Who? 

Where? 

Why?  

will highlight whether you have a suspect or a qualifi ed prospect.

The two questi ons that follow help you fi nd more detailed informati on 
and help give you a bett er picture of your prospect.

What?

When? 

“What?” is designed to help you target your market and “When?” can save 
you ti me if the suspect is sti ll ‘shopping around!’  

Finally, the “How?” questi ons are perhaps the most crucial of all the 
questi ons as these probes will fl ow naturally from the other fi ve questi ons. 
Here are the questi ons:

Who? 

Who are the ideal prospects? Don’t limit yourself by thinking about your 
current customers. Describe in detail, on a piece of paper, who your 
ideal prospects are. What are the ‘nuts and bolts’ of your dream client? 
Once you have broken down your ideal customer profi le into various 
consti tuents consider what screening questi ons you must ask before you 
convert a suspect into a prospect.
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A few excellent “Who?” questi ons you might consider using in order to 
convert “suspects” into highly qualifi ed prospects are:

Who has the most urgent need for your products or services?

Who has the resources – including budget and money to buy your products 
or services now?

Who carries clout or has infl uence over your prospects? 

Who is the MAN – have you identi fi ed him/her?

M = Money

A = Authority -has the Authority

N = Now - needs it Now

Where?

By asking enough “Where?” questi ons, you can add more suspects,

Where do your ideal prospects live, work, socialize or play?

Where is there high density area of centralised offi  ces that are close 
to you?

Where can you fi nd useful databases or email lists of people and 
companies  who fi t your ideal prospect profi le?

Where can you buy relevant data bases that contain vital informati on like 
MD and contact details?

Where are the local Business Chambers and are you a member?

Why? 

By asking the “Why?” questi ons, you can prioriti se whether the prospect 
is ready to buy.

Why would the prospect be in the market for your product or service right 
now? 

Why has the prospect not already gone ahead with implementi ng a 
soluti on?

Why might the prospect resist buying your product or service?

Why might this ti ming be appropriate to approach the prospect?

Why would this person want to set up an appointment with you?
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What? 
These questi ons, if properly used, can boost the quality of your prospects.

What will the prospect fi nd most benefi cial about your product 
or service?

What intelligent questi ons could you ask the prospect to get them to open 
up about their problem areas? 

What more do you need to know about the prospect?

What further  informati on should you gather about the prospect before 
you meet with her/him?

What is the single biggest headache the prospect has?

What keeps them awake at night?

When? 

This questi on is about ti ming.

When is the best ti me to contact a prospect? An important TIP if he is a 
busy executi ve, it is never on a Monday morning!

Try an unusual ti me like before 8.00 am, aft er 5 pm or during lunchti mes 
when the gate-keeper is out.

How? 

Once you have asked all the fi ve “W” questi ons, you can start asking the 
‘HOW’ questi ons.

How can you be sure that you are doing a thorough job on follow-up 
prospecti ng? (Answer: Review the “Who?” questi ons again.)

How can you use your prospecti ng ti me more effi  ciently. (Answer: Review 
the “Where?” questi ons again.)

How can you improve and sharpen your prospecti ng skills? Tip: Search 
for creati ve ways as to why the Buyer should buy. (Answer: Review the 

“Why?” questi ons again.)

How do you decide on an appropriate approach for your prospects? 
(Answer: Review the “What?” questi ons again.)

How can you prioriti se your prospects from a ti me management 
perspecti ve. (Answer: Review the “When?” questi ons.)

BEFORE making any cold call, fi nd a good reason for needing to speak 
with the decision maker.

What did your research reveal?  

Have you reviewed their website, annual reports, goals and objecti ves, 
success stories, hot news, people on the move and their blog? 

Aft er your research, look for the alignment or commonality, between your 
company and the prospect’s company. 

Determine which value propositi on your company can bring to the 
prospects. This propositi on can be changed to match whatever your 
research has highlighted.  Then develop a concise and compelling opening 
message that will grab the prospect’s att enti on. 

Another compelling way to grab the prospect’s att enti on is the use of a 
DIFFERENTIATOR.
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What is a Diff erenti ator?

A diff erenti ator is the prospect’s percepti on of what makes you bett er 
than your competi ti on!

These are benefi ts, such as service, quality, delivery ti mes, physical 
att ributes, which make your company diff erent or bett er to your 
competi tors. Remember the ‘diff erenti ator’ is what customers and 
prospects fi nd very valuable.

What is YOUR Diff erenti ator?

Ask yourself: Why specifi cally is your off ering bett er than other 
alternati ves?

Why do your customers want and need what you off er?

What documents do you have to insti l confi dence in your prospect 
that your claim is true? e.g. Case Studies, Testi monials as well as facts 
and fi gures. Be as clear as possible about what sets you apart from your 
competi ti on and keep your answer short and simple!

Write down your ideas for DIFFERENTIATORS on a piece of paper or on 
your computer.

A good example: Let’s assume your AIM and PRE-CALL OBJECTIVE is to 
get a qualifi ed appointment. Here is a summary of steps you must follow: 

THE TELEPHONE CALL– Getti  ng The Appointment

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 qualifi ed 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 TimBucktoo and I am sure the personal safety of 
your new staff  there is of paramount importance to you...”

Pause and invite them to comment.

Show a sincere interest in what their company is doing. Business Partnering 
is all about putti  ng their company 1st not yours

State a reason to meet;

“We specialize in ...... ...........  insurance designed specifi cally for expatriate 
staff  in that new region...”

Use Third Party Proof (name dropping)

“…and companies like… have used us extensively in this regard.”

Close on an appointment ti me:

“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 expansion plans (be 
specifi c), and discussing how we can ensure the safety of your team while 
they are away from home.”

You now have your own unique aim – are you ready to fi re?
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Chapter Two

SUSPECTS VERSUS PROSPECTS
GET SET…

How to fi nd the nuggets

As you methodically sift  through your list or database of prospects, fi nding 
a responsive recipient is like fi nding a gold nugget – very hard to come 
across but extremely valuable. 

Most suspects will automati cally say “NO thank you,” when they realise 
you are trying to sell them something?  Breaking through this defence 
mechanism is the challenge and that is done by fi rstly arousing the 
prospect’s curiosity and secondly by following up with by an open 
questi on?

Now, listen carefully, you are likely to only get one chance at this, so you 
need to be well prepared! Before you pick up that phone, you know that 
the terrain might be tough but you have the map, tools and determinati on 
to do this! 
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The three things that your prospect wants to hear in the 
FIRST 20 seconds are:

Who are you?

Why are you calling?

What’s in it for me?

There are two types of openings:   

Product Based (example):

“Hello, John? This is ‘My Name’ from ‘My Company’.  

John, ‘My Company,’ which leads the fi eld in (name your product/service) 
and (state your specifi c benefi t), e.g. reduces your cost of sales by a 
minimum of 20%.

I see that you are not currently using our ‘Our Product’ [PAUSE]

The reason I wanted to speak to you personally is to explain how this 
works and to give you an idea of how other people in your industry are 
using it.  

How does that sound?”

As you can see, this is a straight product call. With this type of opening, 
you are looking for people who are in the market for/who are in obvious 
need (though they may not know it) of a parti cular product.

Benefi t Based

The second type of opening statement is the benefi t opening. It doesn’t 
menti on the product or service, just the benefi ts. Here’s an example of 
how the above might sound using a benefi t based call.

“Hello, John? This is ‘My Name’ from ‘My Company’.  

The reason I wanted to speak to you personally is I have noti ced that 
[insert what you’ve found out about their company].  I want to discuss 
how ‘My Company’ can save you $x every month in service fees by [state 
benefi t].  How does that sound?”
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As you can see, this is giving people a diff erent perspecti ve of your product 
or service. Both types of statements have their merits.

An opening statement takes a while to come up with. Make sure you 
know what the AIM of your call is. Can you describe in one sentence what 
is your call objecti ve? 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? 
Once you know exactly why you’re calling, you can mentally prepare 
your telescript. Really make it a point to write a compelling opener. Also, 
remember not every person you talk to will want to speak with you no 
matt er how fantasti c your opening. Just move on, they’re not a prospect.

Don’t Hang Up

Whenever you prospect, never hang up the phone!  That’s simply rude. 
Don’t make one call, hang up, take exhausti ve notes and dial again. That’s 
just wasted ti me, unless you are talking to a real prospect, then, of course, 
do jot down key points. Your goal is to get through your list as quickly as 
possible, and fi nd potenti al buyers. 

If they’re not interested or make you angry just move on – just think to 
yourself, “it’s their loss!’. Your goal is to talk with DECISION MAKERS! Not 
to pitch to gate-keepers, secretaries or recepti onists. I don’t know why it’s 
so hard for salespeople to understand this concept. If you’re not making a 
minimum of 20 quality calls a day, then you’re prospecti ng the wrong way. 
Forget about the ti me, focus on quality and volume. By doing that, the 
prospects will come – it’s a calculated numbers game.
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Chapter Three

UNCROSS THOSE WIRES 
THE IMPORTANCE OF COMMUNICATING WELL

How to sound confi dent and at ease
To sound confi dent at at ease when you are feeling anxious can be 
diffi  cult to do but, coming back to the Olympian example, you’ve done the 
research, you believe that the product or service that you have to off er 
your prospect is of great benefi t to them. That knowledge alone should 
be making you want to pick up that phone and tell them this great news. 
However, someti mes it’s not just what you say but how you say it and 
below we share a few ti ps on perfecti ng this craft  and then you will be 
able to:

• Understand the importance of your voice and its impact in 
 business dialogue

• Use positi ve, persuasive, diplomati c language and engage the 
 client in business discussion with ease

• Clarity and conciseness in business dialogue (plain language) 

• Structuring ideas 

FIVE ELEMENTS OF THE VOICE:
PITCH: highness or lowness of voice

SPEED: how rapidly or slowly you speak

STRESS: emphasizing words to get your meaning across

TONE: denotes emoti on

VOLUME: loudness or soft ness of voice

CAN I IMPROVE THE WAY I SPEAK?
That depends enti rely on your atti  tude. 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 batt le! 

Your message is made up of:

10% Words

25% Tone

30% Body Language

35% Facial Expression

Remember, over the phone you have lost most of your message 
because the listener cannot read your body language or interpret 
you facial signs. 

All the listener goes on is the way you speak.
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SPEED
A comfortable speaking rate lies between 130 and 160 words per 
minute. Speaking too fast can cause poor understanding – running 
words together, slurring words and dropping word endings. Speaking too 
slowly, ddrraaaaaagggiiinnngg your words out is equally irritati ng! A slow 
speaker can easily convey an impression of shyness, lack of confi dence or 
intelligence, or even illness. Your rate should be:

Determined by the prospect.

Confi dent i.e. not too slow.

Varied, e.g. someti mes using pauses to let the points sink In and then 
speeding up to make simple, but not too important points.

Appropriate for the material. As you know, serious content is going to 
be paced more slowly than that which is light and up beat.

PACE the PROSPECT
To build rapport with prospects you need to:

Adapt the way you speak to match the caller speed (and other vocal 
qualiti es).

Have an interesti ng rate of delivery, with enough variati on to hold 
your listener’s interest.

Speak at a constant rate, either fast or slow, can only lead to 
monotony and loss of your audience.

Ask rhetorical questi ons, and get the listener engaged in the 
conversati on, for example, “Many customers ask us ‘How will that 
improve our bott om-line?’ and that’s a good questi on. The answer is 
by....”

Chapter Four

VERBAL EXPRESSION
COMMUNICATION IN BUSINESS

Speak so people will listen! Key aspects to eff ecti ve verbal expression 
in business are enunciati on and pronunciati on. Good enunciati on is the 
act of speaking clearly and concisely. The opposite of good enunciati on 
is mumbling or slurring.  Pronunciati on refers to the way a word or a 
language is spoken, or the manner in which someone utt ers a word. If 
one is said to have “correct pronunciati on”, then it refers to both within 
a parti cular dialect.

A word can be spoken in diff erent ways by various individuals or groups, 
depending on many factors, such as: the area in which they grew up, the 
area in which they now live, if they have a speech or voice disorder, their 
ethnic group, their social class, or their educati on. A good presentati on 
voice refl ects these gold nuggets:  Energy, Enthusiasm and Passion.
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Quick and easy ways to improve 
your speaking voice:
Our voice is unique to us and conveys an awful lot about us and how 
we are feeling. However, experienced salespeople can make their voice 
sound upbeat and cheerful, even when they are feeling hideous, or 
having a bad day – because they know how important it is to convey the 
right impression over the phone. Put up a mirror in front of you and give 
yourself a real smile then listen to how your voice naturally perks up.

Don’t let your voice give you away, learn to control it.

So are you speaking to the best of your ability? There are plenty of 
exercises and techniques you can follow to improve the way you sound 
and again, it comes down to practi sing, with family, with friends, with a 
tape-recorder or in front of a mirror. 

There are plenty of hot ti ps online, so just Google it and you will fi nd 
exercises to help you; including humming, yawning, mimmicking animals, 
breathing techniques and of course many helpful DVD’s, online tutorials 
and specialist help if you feel you really do need ‘extra’ help in this 
department. Another good source of inspirati on is watching and listening 
to newsreaders and how they enunciate and pace their speech. It is an 
investment well worth making and you will reap the rewards in the long-term.

Chapter Five

POSITIVE PHRASING
‘CAN-DO’ ATTITUDE!

Use Positi ve Phrases In Your Telephone Conversati ons

If you were a potenti al customer phoning a company to ask for a quotati on 
and possibly confi rm an order, which of the phrases below would make 
you feel uncomfortable:

I’m sorry, please can you repeat that?
What did you say?

Yes of course Ms Dean we’ll be very happy to do that for you. 
OK, I will see if that can be done.

This may take a few minutes – would you prefer me to phone you back? 

Just hold on -  maybe I can fi nd out.

Thanks for your pati ence. I have the answer for you.
Bad luck, we are out of stock.

Please can you spell your email address?
What’s that address again?

Thank you. I’ll check for you.
Okay. Let me see if I can fi nd out about it from someone else.

Sadly, most people in today’s world are negati ve in their thoughts and 
acti ons and acti vely solicit negati vity from all those people around 
them. Luckily, we have the power of choice so start using positi ve self-
affi  rmati ons  (talk kindly to yourself) and see how positi ve thinking equals 
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positi ve words.  More importantly, people around you will start to mirror 
your acti ons and words.  

When you are positi ve with your customers, you take them by surprise 
and, provided you remain consistent, watch how your positi vity rubs off  
on them. Positi ve thinking equals positi ve outcomes for both you, your 
company and your customer. This is a WIN–WIN outcome.

Example:

A client wants their delivery on Wednesday when the best possible ti me 
for your company is Thursday aft ernoon.

Phrase it as follows:

“I‘ll try to get this to you by Wednesday by putti  ng in a special request with 
the driver and he will try to accommodate you”, not “It will defi nitely be 
with you on Thursday. How’s that?

Encourage interacti on:

The more you can engage your prospect in conversati on, and get them to 
parti cipate in the process, the warmer your prospect is becoming and the 
greater the chance of success!

PHRASES THAT CREATE INTEREST
Here are some good and positi ve phrases, which you can weave in and 
out of your sales conversati on. 

You will noti ce that they are all positi ve endorsements and sell the benefi ts 
and advantages of your services or product. Everyti me your prospect 
receives one of these messages, which aligns with their problem or need; 
you and they are ti cking a mental box, which gets you both closer to a 
win-win outcome:

• Increase your work output

• Maximise your work potenti al 

• Increased producti on

• Increased effi  ciency

• Increased profi tability

• Convenient and reliable service

• Avoid duplicati on

• Control and diminish your costs

• An objecti ve competi ti ve analysis

• Cost eff ecti ve 

• Wise choice

• Financial stability
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• Increased awareness

• Make decisions faster

• Increased knowledge/awareness

• Eliminate hidden costs

• Gain new business

• Durability 

• Diversify your market share

• Expand your territory

• Saves you ti me and money

• Develop new markets

• Increase sales margins

• Gives you peace of mind

• Get more than your share of the market

• Excel at customer service

• Exceed customers’ expectati ons

• Reach/surpass your sales objecti ves

• Simplify purchasing selecti ons

• Stay ahead of competi ti on

• Keep up with new developments

• Receive the best value for money

• Gain customer loyalty

29

HANDLING COMPLAINTS 
In an odd sort of way, complaints should be welcomed. Consider what 
frequently happens when a customer does not complain… They stop 
using the product, bad mouth you to colleagues and become open to 
competi tor’s sales approach. They’ve decided that doing business with 
you is just not worth it, and have moved on to one of your competi tors. 
But they are sti ll telling other people about the bad experience they had 
with you. 

Fortune Magazine esti mates that up to 98% of all dissati sfi ed customers 
leave without saying why. That’s a variable worth paying att enti on to! And 
it also underscores the real value of those customers who do take the 
ti me to complain to you, even if they are angry.

No complaint should be considered so minor as to be totally ignored.  
However you handle a complaint, you must remember that to the 
customer, getti  ng it resolved may be a key task in his/her day’s plan 
of acti on.

Whether or not the customer remains loyal to your company and 
your product may depend on your ability to empatheti cally deal with 
his complaint.
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Types of Complaints
All complaints can be classifi ed as ‘True’ or ‘False’. However, these 
are terms which refl ect your perspecti ve: the customer’s, perspecti ve, 
regardless of the facts of the case, may be diff erent and conti nue to 
refl ect the ‘rightness’ of his/her complaint even aft er your innocence in 
the matt er is no longer in dispute.

The Customer is NOT always right, but it’s how we react and converse 
with them that’s criti cal!

There are usually two elements present in most complaints:  the practi cal 
element (the problem, the facts and the consequences) and the emoti onal 
element, which can cloud the realiti es of the situati on.

Of the two elements in a complaint, it is the emoti onal element, which is 
frequently the driving force and, if not handled appropriately, can cause 
the most damage for you and your company

It is this point, which supports the following method of handling complaints.  
The technique can be easily remembered by the word LADDER

LISTEN:   
Listen acti vely not just at the beginning but throughout.  Let the customer 
express their emoti ons, however hurtf ul or ‘unjusti fi ed’ these are.  Listen 
carefully and make notes on all the issues. Acti ve listening allows the 
customer to let out all their steam and emoti on and maybe rati onal 
thinking can take over.

ASK FOR HIS OR HER NAME:    
Get this as early on as possible, and also the customer’s ti tle. Use their 
name, people really like and appreciate that!

DETAILS:    
Ask for the precise details. Use the 5W’s and an H to defi ne the problem.  
Find out when it started who was involved, where it happened and how 
it arose.

DEVELOPMENTS:   
Get a complete run-down of the impact or what the consequences of the 
problem were.  This is important! As an employee of your company you 
must be very careful not to promise what you cannot deliver. Also known 
as ‘over-promising!’  Rather ‘under–promise’ and ‘over-deliver’ in order to 
exceed customers’ expectati ons

EXAMPLE:  
Off er an example of what you can do to resolve the problem. Listen 
carefully to the customer’s response.  

If required you may have to ask more ‘Open Questi ons’ to understand the 
real issue(s).

Agree with the customer in defi ning what the issues are.

RESOLVE:  
Summarise the discussion and confi rm precisely what you intend to do. 
This may involve acti ons from the customer as well.
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GOLDEN RULE
How to acti vely listen …

Look interested and pay att enti on
Investi gate with open questi ons
Stay on track 
Test for understanding
Evaluate the message rati onally
Neutralise your emoti ons

Chapter Six

MENTAL PREPARATION
GET INTO THE ZONE

Mental preparati on is the removal of negati ve thoughts 
and emoti ons

It’s all in the head. You need to clear your mind of any self-doubts and 
visualising yourself getti  ng that appointment. Study and practi ce self-help 
books on topics such as NLP (Neuro Linguisti c Programming), Positi ve 
Mental Atti  tudes and even read books such as the self-help book by 
Rhonda Byrne, ie. The Secret. 

All things are possible but you manifest what is in your mind, so you need 
to be in control of your mind and ‘feel/visualise’ the success. Negati ve 
thoughts lead to negati ve results – this cannot be stressed enough. Just 
be open to this and accept it – ask any Gold Medallist!
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MOVE FROM RELATIONSHIP SELLING TO BUSINESS 
VOLUME  SELLING… WOULD YOU RATHER MAKE A 

FRIEND OR MAKE A SALE?

Problem: 

Colett e and her boss just couldn’t understand why she conti nued to 
struggle to make her sales targets. She was a very outgoing person who 
was extremely well liked by all her colleagues and her customers. Colett e 
constantly went out of her way to be friendly to everyone and had a 
sound knowledge of both her ‘Product’ and the ‘Sales Process’. Her failure 
to make targets confused everyone.

Analysis: 

A major weakness that many salespeople have is called the ‘need for 
approval’. This means the salesperson’s need to be liked is stronger than 
the need to close business. In the Social Styles Grid this behavioural style 
is called ‘Amiable’. These people avoid asking the tough questi ons that 
need to be asked and prefer to hide rather than confront. 

What is the bott om line? Rather than get a “No”, Colett e will accept a weak 
commitment or even a put-off  and then misconstrue this as a positi ve sign 
from the prospect. Salespeople are brilliant at self-delusion. The truth is 
the deal is lost. 

Soluti on: 

Research suggests a salesperson with an ‘Amiable’ Style will be about 35% 
less eff ecti ve than someone without this major weakness. Overcoming 
the need for approval can be a diffi  cult problem but it can be overcome 
with proper coaching.

Here are 3 ways to reduce the need for approval:

BE AWARE that professional selling is based on integrity and a sincere 
desire to arrive at decisions that are truly benefi cial for the prospect.  
It is not a social event. The purpose of sales conversati ons is to collect 
informati on about prospects so you can bett er understand their situati on. 

REMEMBER that it doesn’t matt er what anyone thinks of you, says about 
you, or feels about you, as long as you are being honest and genuinely 
trying to understand their ‘pain’.

GET COMFORTABLE with hearing “no.” “No” is a rejecti on of your sales 
propositi on, not you personally, so don’t take it to heart – it’s just business!

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.”
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PRE-CALL PLANNING - How do you plan for a sales call now?

Have a primary objecti ve for every telesales call, defi ned as:

“What do I want them to DO as a result of this call, and what do I want 
to achieve?”

Prepare questi ons for your telesales call using your call objecti ve. Ask 
yourself, “How can I persuade them to take this acti on as a result of asking 
intelligent, open ended questi ons, as opposed to just talking?” Remember, 
if YOU say it them people can doubt you, if THEY say it then IT IS TRUE!

SETTING UP YOUR RULES OF THE GAME!

If you want more producti ve appointments, change your atti  tude and be 
brutally honest whether the suspect deserves to become a your prospect 

– someone you are prepared to work with and develop soluti ons. You have 
profi led the criteria that make up a genuine prospect so do they pass your 

‘test’?

Does the suspect agree that the problem and the pain it creates, is 
suffi  ciently compelling for him/her to take urgent advice?

Does the suspect have the money or budget to implement a 
soluti on now?

Who else, in additi on to the suspect is empowered to make a fi nal 
decision and will they be party to your discussions?

If the answers to these questi ons are affi  rmati ve, you probably have a 
solid prospect. If you get a wishy-washy answer, chances are you have a 
suspect and they are sti ll shopping around. Go fi nd a real prospect.

Remember prospects are accustomed to orchestrati ng their Rules of the 
Game from start to fi nish. They are used to being in total control so 
when you start laying down the business rules you need to be consistent 
and persistent as you are treading on virgin turf here. Re-read the 
cardinal points above and ask yourself whether they are reasonable for 
both parti es.

The answer is yes, as you are starti ng a business discussion that is fair 
to both parti es.  Now watch how a new respect from the prospect 
suddenly develops for you. As a professional salesperson, you have 
the right to ask these questi ons and get a commitment. If you cannot 
reach agreement on these points you are wasti ng your ti me, this is not 
a prospect.

Your ti me is simply too valuable to waste with people 
who aren’t serious or who don’t have the resources 
to buy!

FISH FOR THE “NO” EARLY 

WHERE IS THIS CONVERSATION GOING? BE 
RUTHLESSLY HONEST WITH YOURSELF!

Problem: 

I can’t tell you how many ti mes I’ve heard this from our clients, “If I just 
had more quality ti me, I’d be able to sell much more.” In fact, lack of ti me 
is the mantra most recited by salespeople world wide. 

Yet we fi nd that salespeople oft en are their own worst enemy when it 
comes to managing their ti me. Salespeople always try to keep a suspect 
alive even when they are not a true prospect. Just look at the average 
salesperson’s pipeline of leads. It’s heavy with suspects who are on the 
verge of buying, just waiti ng unti l next month, waiti ng on the re-structure 
and on they go with endless procrasti nati on and patheti c justi fi cati ons.
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Analysis: 

There are a number of reasons why salespeople are loathe to ditch their 
prospects/suspects but what stands out is our inability to accept ‘No’ as 
a real answer. 

Soluti on: 

Keep a ti me-log for a week and see how much ti me – phoning, admin, 
writi ng, visiti ng - you are wasti ng on people who are stuck in the ‘maybe’ 
zone. 

Learn to accept that “No” is No. In fact we suggest you go one step further 
and start ‘fi shing’ for a “No” early on in your sales conversati on. This may 
sound absurd but it will sure save you ti me!

DO SALES PEOPLE NEED TO BE ‘PUSHIER’? 

DON’T LET THE PROSPECT GET LOST AT SEA  HELP 
AND GUIDE THEM!

We reckon salespeople ought to be more asserti ve, to the point of being 
‘appropriately’ pushy.

As professional salespeople, our challenge is to help our customers 
achieve their personal and corporate goals.  Whether it’s to help solve 
problems, help them capitalise on new opportuniti es, our role is to 
honestly demonstrate how our soluti ons will help customers achieve 
their goals.

Time to soluti on, ti me to results, ti me to payback – these are all criti cal 
business concerns and it’s our responsibility as professional salespeople 
to help our customers achieve their goals. 

Customers struggle with buying and are suspicious of the typical 
salesperson. To compound this, customers need to understand what the 
problem analysis is and what the resoluti on and the return will be? Ie. Will 
it be justi fi able and what resources are required to be invested? They get 
distracted, other things call louder for their att enti on and the result is that 
the project slows down.  

Customers need your help – don’t desert them!

As a professional, we must learn to put ourselves into the Buyer’s shoes. 
We need to become appropriately asserti ve. Don’t be scared to tell them 
what you think their concerns are. Become their business coach and look 
at the issues together as a team of two. Think of alternati ve ways WE 
can solve the problem.  Work on becoming a Business Partner and get 
away from your ‘salesman’s stereotype’ and label. This is true empathy 
and true selling. 



Chapter Seven

“GO!”

Enough talking...
You are now fully prepared!

You know all that you need to know!

You know what you need to do…

Now GO and DO IT!

Failure to ‘TRY’ is not an opti on.

‘TRY’ gives you permission to fail!

And remember:

“Tis a lesson you should heed, 
if at fi rst you don’t succeed – TRY, TRY AGAIN!” 

William Edward Hickson 

(January 7, 1803 – March 22, 1870)
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