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Use this list to jog the memories of you and your prospects when you are determining typical reasons customers choose to do business with you. Note that these reasons do not get into the “How” of what you do—just the results. You helped them save or increase the supply of money, time or other resources by: Reducing the time for a specific process to be completed “We reduce the turnaround period of printed materials for our clients by an average of 50%!” “Our customers are enabled to reduce the time needed to dispatch and get a cleanup crew on site to an average of 35 minutes!” 
Increasing the effectiveness/output/usage/uptime of an inputted resource “We enable our clients to get over four times the number of pillows manufactured using the same amount of goose down as before!” “Our customers experience uptimes of 99.9%!” 
Lowering the amount of labor/manpower needed to complete a task “Our customers can process recyclable paper materials with just half of the production staff that they previously needed!” “We give our customers the tools to eliminate maintenance personnel by one-third!” 
Raising the speed of a process or system “We give our clients the ability to send twice as many board-feet through their mill compared to their old equipment!” “Our customers run and print their invoicing in a few hours, when it used to take them days!” 
Improving the perception as well as results of a process “We improve quality and reputation of our customers so much that they receive industry recognition!” “Our clients become recognized experts to important decision makers in their field within three months!”
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Monetizing the Problem

Find out what the cost is to your prospect of NOT doing business with you.
If they say it, it’s true. If you say it, you have to defend it.

Discover their number for what they think not changing is costing them. Adjust up or
down if necessary, but start with their number and get agreement on.

Eg. By not having an SMS program, the prospect believes they are missing out on 50
customers a week during non-peak hours in their store. Their average customer
purchase is $35. 50 x 4 x 35 = $7000/month in new revenue they are missing out on.
That’s $84,000 in a year!

Find out what they believe the investment should be to get to that point. Adjust as
necessary and qualify for fit.

A bigger problem deserves a higher-priced solution.

The “Non-Close” Close

“Let me show you want you want to be shown, in the way that you want to be
shown; and at the end, you give me a Yes or a No.”

No “Think It Over”s. Explain why, in full, so the prospect doesn’t get angry.
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We sell to our own type: this means our presentation does not work for % of our
audience! So by asking, we can tailor our presentation to their needs.

Negative Reverse Selling

Move in the opposite direction your prospect expects to put them off-balance.
Stay on the left side of the pendulum — be a little more unsure than your prospect.
Use negative reversing in structuring of your questions: “You don’t have a

problem with this, do you?” Allows prospect to answer No and you can move on
to another question. Also elicits more information.
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No one can devalue your | 10 rating.

| is conditioned in childhood by how much pressure is placed on R performance.
We can consciously work on overcoming our R and | conditioning.

Attitude makes an | 10. Wants, expects and works to win. Not expecting easy wins nor
wanting easy wins.

Getting Good Clients

We do not want everyone to become a client or customer. Many people are a BAD FIT
for us.

We sort by three factors:
e Need

e Budget

e Personality fit.

If one or more of these factors is not present, the prospect is not a good fit and should
be discarded.
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If one or more of these factors is not present, the prospect is not a good fit and should
be discarded.

YOU have the final say on whether any prospect gets to become a client or a customer.

If you don'’t tell a prospect or client they can’t do something, you can’t get upset at
them for doing it.

If you're resentful because a client can’t pay you what you feel you deserve, it’s your
fault. YOU took them on even though they weren’t a fit on budget.

A strong up-front contract can stop most issues from becoming serious problems.
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