
 
Introduction 
We’ve made the mistake of thinking that closing is all about the people involved—the 
salesperson and the client— and what they’re saying to each other as they go through this 
‘‘dance.’’ And, of course, the people and what they’re saying are important areas, and 
we’ll discuss ways to improve what we say and how we listen to people. But these things 
aren’t as important as having an effective process or plan in place for taking a client 
through the closing stages— before, during, and after the sale. The lack of a definite 
closing process in place is stalling sales careers and literally killing sales organizations. 
 
LACK OF PROCESS IS ONLY PART OF THE PROBLEM WITH CLOSING 
FOR CONSULTATIVE SALESPEOPLE 
 
We need to be careful about how we go about turning up the closing pressure. As 
consultative sales professionals, we’ve gone to great lengths to emphasize our desire to 
form lasting relationships with clients. 
 
We need to learn how to apply the right amount of pressure without acting in a ‘‘counter 
culture’’ way. We need to learn how to close without ruining the relationship. We need to 
get people to take action, without making them doubt our motives. And we need a way to 
do it all without having to become something we personally can’t stand. 
 
C H A P T E R 1: Consultative Salespeople Often Struggle with Closing 
 
Consultative Selling, in a nutshell, is the art of effective questioning, listening and 
probing of the client to effectively ascertain their problems, challenges, goals and 
objectives; then presenting solution options that are customized to meet specific needs 
and are designed to form long-term working partnerships with the client to maximize 
their investment.  
 
Consultative Selling is focused almost exclusively on the client versus on the ‘‘bells and 
whistles’’ of the salesperson’s product or service. The objective is to understand the 
client’s situation to such a degree that the sale and implementation of the product or 
service becomes a seamless, integral part of the client’s ongoing business operation. 
 
Some of the reasons why consultative salespeople and others using consultative selling 
model may struggle with closing: 
• Consultative Salespeople are like the vast majority of people: They don’t like conflict. 
Closing typically involves some sort of conflict, where one party is asking the other party 
to take action of some kind. What ensues can include any or all of the following—
arguments, disagreements, stalls, objections, lying, pressure, or silence. All of these are 
loaded with potential conflict, and conflict can lead to hurt feelings and all the negative 
thoughts that go with being a pushy salesperson. 
 
We don’t like to be liked—we love to be liked. And in a sales situation, when we’re 
already nervous about being too pushy, we’re deathly afraid that if we cause conflict, the 



Client won’t like us (and we won’t like ourselves.) 
 
• Consultative Salespeople are usually adamant about their dislike for traditional 
selling styles and the undue pressure those styles put on clients, so they over-
compensate in the other direction and end up not asking for action steps. Consultative 
salespeople are so anxious about being seen as ‘‘old-school’’ sellers that they go to great 
lengths to avoid putting ANY pressure on the client. They back away, won’t ask for 
commitment. While they’ll avoid the uneasiness of selling in the old-school style, they 
also won’t get to issues that lie beneath the surface; and without issues it’s very tough to 
solve problems, answer questions, and close deals. 
 
• We’re thinking about this stuff all the time, and if a client should so much as mention 
that we’re acting in that fashion, it will freak us out and make us run the other way. 
 
• Consultative Salespeople know a good deal about the client’s condition or situation, 
and that can lead to a greater fear on the part of the client because he knows he can’t 
easily escape with nonaction. This would be like going to see the doctor for a physical, 
and before she gets started she says: ‘‘You look like you could lose some weight, which 
could eventually elevate your cholesterol levels. Better watch that diet.’’ And you say: 
‘‘Sure doc. Yeah, fine. Whatever. 
 
Compare that with the doctor who has already done the blood work and has the tests. And 
now her comment is: ‘‘Okay, your cholesterol is well over 200. You’ve GOT to lose 
some weight, and that means changing your diet.’’ If you’re the patient/client in this 
scenario, it’s much harder to say no and avoid making changes. Which means no more 
donuts . . . which means pain. 
 
• Consultative Salespeople forget that the ‘‘sales clock’’ has started and they’re in a 
sales call playing a role, and so is the client. 
 
If you don’t ask for a commitment on SOMETHING, you’ll avoid all conflict in sales, 
but you certainly won’t be successful. 
 
• Consultative Salespeople have trouble suddenly ‘‘getting into character’’ and 
becoming high-pressure closers right in the middle of the sales cycle—and they aren’t 
familiar with other nonconfrontational closing strategies they could use instead. 
 
• An extra reason: Consultative Salespeople, because they don’t like to be in conflict 
situations, also tend to not have enough irons in the fire because they don’t do enough 
prospecting (which is an activity loaded with potential conflict). Prospecting is nearly 
always tied directly to closing. If you have twenty prospects who all want the one item 
you’re selling, you don’t have to be a great closer, or apply a ton of pressure. The market 
conditions apply the pressure.  
 



Conversely, if you can only work up the courage to prospect long enough to get five 
prospects into your sales pipeline, you’ll have to work harder at closing the few 
opportunities you have: Market conditions closing ain’t gonna work. 
 
As much as we despise the hardsell techniques of ‘‘old school’’ sellers, they do work to 
get people to take action. They have techniques for applying pressure, and for brow-
beating clients into a decision cause action to happen, and they do close sales. 
 
Combined Qualities of Consultative Closing 
• Focused on meeting clients needs, and getting them to take action 
• Stressing long-term partnerships—more purposeful and direct in creating the 
relationship 
• Always advancing the sale and closing, but positioned always as a good for the client 
first and foremost 
 
Redefining Closing:  Closing does not mean a YES decision exclusively. Closing just 
means ‘‘a decision.’’ Closing can also mean a NO decision. 
 
If we can start to gravitate to NO rather than accept MAYBE, we’ll be much better off. 
 
Now that we know closing means YES or NO, we should feel better ‘‘closing the client’’, 
instead of having to push them into a YES or all is lost. Beyond that is the bigger issue, 
and one that doesn’t get talked about much, which is that closing is good for the client, 
while not closing hurts the client, as well as the salespeople. 
 
How Not Closing Hurts Clients 
• They are stuck in their muck. Their pains and problems still exist, and will probably 
get worse, because they haven’t purchased the right solution (yours). 
• The stalking process will continue. Because clients desire to avoid conflict, they are 
often deceptive with their answers, especially if there is bad news to deliver. And so they 
hedge their words and often give salespeople false hope. 
 
How Not Closing Hurts Salespeople 
• We can’t make money and be successful. Enough said. 
• We end up with clogged pipelines. One of the biggest challenges salespeople face is 
clogged pipelines full of what salespeople think are potential clients, when in reality most 
of it is garbage that sits in there and rots. 
• We can’t help people. We need to either get a YES and get clients the help they need to 
solve problems and achieve goals, or get a NO and we can both move on to bigger and 
better things. 
 
CHAPTER 2: The Role of Mini-Steps in the Closing Process 
 
It’s rare for a salesperson to share the selling, executing, and follow-up processes with the 
client. Salespeople typically just do the tasks; they don’t talk about the tasks. 
 



Mini Steps 
Basically what I’m doing with Mini-Steps is breaking down the normally hidden 
pursuit—closing and servicing steps involved in the sales process—into ‘‘Mini-Steps,’’ 
and then sharing those steps on a time-line with the client.  
 
Mini-Steps are simply identifiable steps that need to be taken by the client, the 
salesperson, the company, or an outside party: before, during, and after the sale. The 
steps can be internal-process oriented (e.g., filling out a credit application); creative-
development oriented (e.g., a scheduling a brainstorming session with your team); 
follow-up oriented (e.g., a ‘‘post-buy’’ client review); or any other number of areas we’ll 
discuss in greater detail. 
 
So much of the typical two-step process (where these Mini-Steps would be typically 
hidden away and never discussed) involves moving forward, based on a loose verbal 
confirmation, or usually on an assumed consent. With our Mini-Step process, almost all 
the steps are going to be based on someone taking physical action—scheduling a 
meeting, ordering a part, penciling in something on a calendar. 
 
It’s unnatural for people to break down stages into steps. For some reason most of us stop 
one step away from breaking down and listing the specific action steps required in a 
staged process. In some cases it’s because we don’t know the specific steps required; in 
other cases we know the steps, but fail to put them down on paper. 
 
Mini-Steps Are: 
• Identifiable steps within the sales process. 
• Physical, action-oriented steps taken by the client, the salesperson, or a third party (e.g., 
internal accounting, production personnel, service reps). 
• Steps we can put on a time-line of Before, During, and After the sale. 
 
Mini-Steps Are Designed to: 
• Move the closing process from the verbal to the physical, as clients will now prove how 
‘‘interested’’ they are through their actions and not their words. 
• Give the salesperson several opportunities to ‘‘take the client’s temperature’’ during 
their time in the sales pipeline process. If the client won’t take a simple action-oriented 
Mini-Step early on, it is a clear sign that something has happened inside that client’s 
Decision-making process (e.g., not getting consensus, someone has ‘‘poisoned the well,’’ 
etc.) 
• Show the client that the salesperson has a much more thorough process before, during, 
and after the sale—this will make the competition look lazy and weak in comparison. 
• Remove the client from the market by tying him down to a course of action early. Once 
steps are taken, it is much harder to undo those steps and go in another direction. 
 
As a salesman, NEVER ask “So, what do we do next?”  Clients aren’t the expert—the 
salesperson is the expert. That’s like the doctor asking the patient, ‘‘So, what tests do you 
want to run next?’’ 
 



SOME TRUTHS YOU NEED TO KNOW ABOUT CLIENTS 
We are generally clueless about the other side in the sales situation. We just have no idea 
what we’re up against when we’re dealing with a client when the ‘‘sales clock’’ is on. No 
idea. 
 
Once you really understand how clients are likely to act in certain situations, and how 
they’re likely to think and respond, you’ll have a tremendous advantage. Just like in 
football, good players and coaches know that to win you have to focus not only on what 
you’re doing, but also on what the other team is likely to do in different situations. 
 
• Clients lie to whatever degree is needed in order to avoid conflict.  
AND THEY DON’T EVEN THINK OF IT AS LYING AT THE TIME. These lies will 
range from slight deception like, ‘‘I’ll take a look at it . . .’’ to flat out lying, ‘‘I talked to 
a few other people and they weren’t crazy about it.’’ 
 
• They love to act more interested than they really are. 
This is probably the _1 escape route of clients in the sales process. They know that 
salespeople desperately want to hear good news, even if it’s all made up, so they’ll feign 
interest knowing it will get rid of salespeople, and keep everyone feeling ‘‘okay’’ as the 
process moves along. 
 
• When they think NO, they say ‘‘MAYBE.’’  
This is the standard modus operandi for clients. It is really at the heart of stalled sales, 
because it’s the exact opposite of the way salespeople interpret: salespeople hear 
‘‘MAYBE’’ and think YES 
 
The nicer you are, the harder you work to serve the client, and the more they may lie. If a 
salesperson is a jerk, I don’t mind telling him to go pound sand. But if the person is  
nice—and they’ve done everything I’ve asked, and they’ve taken me to dinner or a ball 
game—well, then it’s much tougher to tell them the ugly truth. I’d rather just stall, or 
blame it on someone else. 
 
CLIENTS AND THE CLOSING PROCESS 
 
Salespeople and deceptive clients are co-dependent, if you will, in this sick ‘‘circle of 
death.’’ You’ve got one side, the client, pretending to be ‘‘interested’’ mainly to avoid 
conflict. The other side, the salesperson, accepts the pretend ‘‘interested’’ answer without 
challenge, because they too don’t like conflict, and they want a full pipeline of  
prospective clients (mainly so they don’t have to go out and find new ones!). Clients lie 
and salespeople are fine with it. They both get their needs met—on the surface. Just like 
any addict and his supplier, the immediate high may be fine for both, but the end result is 
destructive. 
 
MINI-STEPS ARE ALL ABOUT ACTION VS. VERBAL 
 



So many of our problems in sales and closing (and in dealing with deceptive clients) are 
caused by our insistence on relying on the spoken word versus physical action when 
assessing where someone may or may not be in the closing process. We totally rely on 
verbal ‘‘commitments’’ when assessing where an opportunity may be within the sales 
process. 
 
Shawn Side Note:  The lesson is obvious.  What’s needed is a CONCRETE set of  
ACTIONS that I can lead the prospect to take, rather than sitting idly by and believing 
what they SAY. 
 
There are several commonalities that go with having essentially a two-step process: 
• Clients usually don’t know what is supposed to happen in the sales process, so they 
follow the salesperson’s lead. If the seller won’t lead, then their instinct tells them to wait 
to make decisions. 
• Most of the tasks involved between steps one and two are never shared or talked about 
with the client. They’re just done behind the scenes. 
• Almost all advancement is handled verbally, with salespeople asking clients vague 
questions like, ‘‘How do you feel?’’ or ‘‘How does that sound?’’ or ‘‘Are you guys 
Interested?’’ And clients respond with equally vague answers like, ‘‘Maybe,’’ or ‘‘We 
might be,’’ or ‘‘It looks pretty interesting.’’ 
• There are rarely firm time-lines that go with a sales process. Clients talk in generalities, 
such as, ‘‘We’d like to do something fairly soon,’’ ‘‘I’d say by spring, or early summer,’’ 
or ‘‘Later this year, maybe in early fourth quarter.’’ 
 
When you break a two-step process down into Mini-Steps, you accomplish several 
positive things: Mainly you create multiple opportunities to close the client on action 
steps, enabling you to get a more accurate reading of whether the sale is still on track or 
not. 
 
C H A P T E R 3:   How to Create Mini-Steps in the Closing Process 
 
Mini-Steps are really designed to be a much better process for clients who generally 
HATE going through the buying and closing involved in a sale. 
 
HELP THE CLIENT MAKE BETTER DECISIONS: CREATE A DISCOVERY 
QUESTIONNAIRE 
I think we as salespeople become way too ‘‘inside’’ our own worlds, and assume that 
clients are more knowledgeable then they really are. We assume they know everything 
about their ‘‘condition’’: their problems, challenges, and needs. We assume they know 
about our industry and market. 
 
We assume they know everything about our products, and our competitor’s products, and 
the differences between them. And we assume they know enough about all this to make 
the right decision on the right ‘‘fix’’ for their situation. There are a few clients who do, 
but most clients are too focused inside their own worlds to have time keeping up to speed 
on ours. 



 
Salespeople don’t realize just how stupid they can make clients feel, usually without 
meaning to, just through assuming clients know more than they do.  And because I’m 
clueless as a client, I feel at a total disadvantage and vulnerable with a salesperson who 
obviously knows more than I do. This often leads to procrastination, indecision, and 
eventually stalled, or lost, sales. 
 
We needed just ONE person to have a process to help us know what we should be 
thinking about and what to compare, and educating us on the various problems to avoid. 
Again, no one I’ve ever come across has processes, but if they did, here is what it could 
have sounded like: 
 
‘‘Well, Mr. and Ms. Bennett, you said you’re just in the exploratory phases, and that’s 
great. We deal with lots of folks just like you, and what we have is a thorough process of 
discovery we go through to help you decide what you should be thinking about and 
comparing. Even if you end up never using our company, at least you’ll feel better about 
the decisions you make in the future. The first thing we have is this short exploratory 
questionnaire to help you determine the general direction of your possible project. Then 
we should at least schedule a meeting with what we call our ’’dream design team.‘‘ 
Again, no obligation at all. Meeting with these folks will help you decide if you even want 
to pursue the project. How does that sound?’’ 
 
Doesn’t that sound much more professional, and thorough, and totally customer-centered 
and consultative? It’s consultative closing and it’s designed to make me, the client, feel 
smarter, more in control. 
 
Now can you imagine how hard it would be for us to go with another firm once we’ve 
started down this path? Especially if I talk to their competitors and none of them have 
anything even close. This is one example of how Mini- Step Closing will separate you 
from the competition. By helping the client make better decisions you will make them 
feel smarter, more informed, and they’ll like you for it. When clients like you, they have 
a tendency to trust you. And when they trust you, they’ll go through the closing process 
much faster, and end up being long-term clients who will refer tons of business your way. 
 
MAXIMIZE THEIR INVESTMENT: OFFER IMPLEMENTATION SERVICES 
 
We assume they (clients) know what they’re doing when they take their new toy home. In 
many cases they’re even more clueless after they own the thing, which is exactly when 
they’re most excited about using it! 
 
We as salespeople have a tendency to take the sale to the ocean’s edge then push the 
client out to sea, assuming they know how to navigate. The Mini-Steps you’ll be creating 
not only help the client make decisions BEFORE they own the product, but will help 
them maximize their investment after the sale.  (Shawn Note:  This is exactly what 
happened w/ the client I saw using formulator – they were using it at 10% capacity, and 
LOVING it.  Obvious lesson – In crafting the sale, THIS is a crucial step). 



 
Mini-Step Closing is all about forming better relationships with clients. Even as we’re 
‘‘closing them,’’ it just won’t feel like closing, which is one of the main goals of my 
process. 
 
Every salesperson or sales organization should have Mini-Steps, but how many steps and 
how extensive they should be depends a great deal on what you’re selling and the nature 
of your sales process (easy or complicated, quick or time consuming, or small or large 
dollar commitment). 
 
Mini-Step ‘‘To-Do’s’’ 
These are the ‘‘nuts and bolts’’ tasks you need to do to process an order. Many of these 
steps may never be shared with the client, but will be used by salespeople, and sales 
management, to see where clients truly are in the process. Think about your process and 
fill out a card for every one. We can revisit them later and decide which ones to keep. 
 
Some Examples of To-Do Tasks 
• Turning in an order form 
• Turning in a request for quote from your production department 
• Processing a credit application 
• Secure the credit card down payment 
• Create a production schedule 
• Order materials 
• Set up a delivery schedule 
 
Questions to Ask Yourself to Help Develop These Steps 
• What are tasks we have in place to assess a client’s situation? 
• How do we handle payment and extend credit? 
• What do we need to do to order product? 
• What do we need to do to schedule installation? 
 
Mini-Steps That Help the Clients Make a Good Decision 
 
• Think about meetings you could arrange with people on your end that could help the 
client make a decision. For instance, if you are selling health club memberships, 
And you wanted to help the client make a decision about getting started on a program, 
you could have a Mini-Step where they schedule a meeting with your on-site nutritionist 
who could give them an idea of how much weight they could lose safely over a certain 
amount of time. 
 
• Think about meetings you could have with others in the client’s business that may help 
shed some light on whether your solution is a fit. Clients really appreciate any work you 
put into the analysis process before even coming up with your recommendation. 
 



For clients who feel intimidated by their lack of product knowledge, these are wonderful 
steps to develop. It’s important to keep in mind that the outcome of taking these steps 
may lead the client to buy from someone else, and that’s just a chance we have to take. 
 
Questions to Ask Yourself to Help Develop These Steps  
• Who within your office should the client talk to as they consider buying a product or 
service like yours (not NECESSARILY whether to buy your particular solution). 
• Are there people involved in building the product, or installing the product, or 
implementing the product who should talk with the client as they’re shopping? 
• Are there people who could help the client see a possible outcome (e.g., a cosmetic 
surgeon’s computer rendering). 
 
Mini-Steps to Secure Inventory, Production, or Delivery Times 
 
These steps have to do with locking down space, inventory, time, materials, location, and 
so forth. This doesn’t work in all businesses, but generally the earlier a client commits, 
the better. Even if you’re in a business where the product or service that is delivered will 
be exactly the same no matter when the client commits, there may be a difference in 
follow-up service or which added features apply. If you don’t have anything like this in 
place, you may consider creating a ‘‘commit early’’ advantage. 
 
We want to make sure we’re being truthful and not making up idle threats with these 
steps. 
 
Examples of Steps to Help Secure Inventory 
• Penciling-in dates for a training date. (This is what I like to do with potential clients 
early on, whether we end up holding those dates or not, and I will give priority to clients 
who go through this process before others.) 
• Developing a priority list for a hot item or certain types of materials. 
• Taking refundable or nonrefundable deposits to hold a client’s order. 
• Pre-booking a set amount of products or services for future use. 
 
Questions to Ask Yourself to Help Develop These Steps: 
• What are the pre-booking advantages we have now? If there are none, are there added 
services or discounts we could introduce? 
 
• Do we have a deposit system (refundable or nonrefundable) in place? If not, should we 
develop one? 
• Do we currently have a ‘‘temporary hold’’ policy in place? If not, would it make sense 
to develop one? 
 
Mini-Steps to Help Fulfill the Order 
These are the steps required to execute the order, do the work, or complete the task. 
 
Several of these steps may be seen as routine, or ‘‘just part of the process,’’ and they may 
well be—to us. To clients, however, our internal steps probably aren’t as obvious, and 



knowing them may actually give clients a better appreciation for all you do to complete 
an order. I think it’s good to emphasize the steps within our fulfillment process that 
directly impact clients. 
 
Simply naming the various steps within the production process, and by creating a few 
more, I was able to give the clients more of what they were expecting in the process. I 
don’t mean by creating steps that I made them up in name only and never actually did 
them. I mean that I just gave a name to a normal process, then expanded and explained it 
a little, and it became a separate step.  
 
An interesting discovery I made in this process—and it’s one of many little extra 
positives I’ve learned about developing Mini-Steps—is that highlighting and expanding 
the various steps within the process to create your product or service actually made the 
product better!  Shawn Note:  This is much like the Abraham principle of Pre-Emptive 
Marketing 
 
Some Examples 
• Steps that highlight the ‘‘inside production’’ elements of what you produce 
• Any special production elements you may have, especially ones that separate you from 
the competition  
 
Questions to Ask Yourself to Help Develop These Steps 
• Does your normal product development process lend itself to a tour, or special inside 
participation? 
• Are there special elements you can develop or create that no one else is doing, and can 
you find a way to invite the client in to participate? 
 
Mini-Step Special Events for Clients 
An interesting step I’ve introduced to several clients is an invitation to some sort of 
business or social outing. This step works particularly well with longer-term sales cycles, 
but can still be effective with more transactional, quick-turn sales. The concept is not 
only to get the client to take action on something (which is an important point of all Mini- 
Steps), but to add value to the relationship. 
 
Types of Events 
• Industry Workshops and Seminars in Your Area.  Get a calendar of interesting events 
coming up. You can use these opportunities to invite clients to accompany you, or 
perhaps send them as your guest. 
• Networking Events. Clients also need to generate sales and are usually appreciative of 
salespeople who give them referrals that can generate new business. 
• Roundtable Discussions You Facilitate. Even if there are no meetings or events 
coming up in your area, why not put on your own? I call these meetings roundtable 
Discussions and they can be as simple as inviting two or three clients to a breakfast 
meeting, to as elaborate as a weekend retreat in the mountains. 
 
ESTABLISHING A TIME-LINE 



Once we’ve listed the steps that apply to our situation we need to lay them out in loose 
order: Before, During, and After the sale.  
 
Now establish a fictitious start date of an order. Finally, next to each step working back 
from the start date, put a time frame next to the action step. For instance if you have a 
step to secure an exclusive piece of inventory, should it be finalized 60 days before the 
start date? 40 days? 20 days? If there is no hard rule or deadline on a particular step, just 
write down an estimated time. It’s important to point out right here that just because you 
have multiple steps, and suggested time frames listed for those steps, doesn’t always 
mean you are locked into those time frames. 
 
Another side benefit of Mini-Step Closing (and there ARE a lot of side benefits) is that 
you can attach action dates to just about any time length required in the sales process. 
That applies whether that time length is the amount of time required for the sale of a very 
complicated product, or it’s just a client saying, ‘‘We’re not going to be doing anything 
for at least another six months.’’  
 
Now instead of just going away and coming back in six months, you can pull out our 
handy Mini-Step Time-Line Planner and start to give dates to tasks. As you begin to 
attach dates to tasks, you might say, ‘‘Okay, Mr. Client, if you ARE serious about six 
months, we’d better start the planning process now.’’ 
 
When you have several steps between here and there you are able not only to force the 
client to tell you whether he’s serious about doing something in six months, but you’ll 
take him ‘‘off the streets’’ and away from competitors if he really is serious. 
 
THE REASON FOR THE ‘‘START DATE’’ OR ‘‘CLOSING DATE’’ 
 
• As soon as you pick a Start Date you begin to give form to this ‘‘pretend future world’’ 
of loose thoughts and ideas about possibly doing something at some future point in 
time—maybe. 
 
• With a date picked, whether that date is tomorrow or two years from now, you can start 
to look at your list of Mini-Steps. Backing up from the start date, you can give those steps 
dates as well, and when you have dates attached to tasks, you are more likely to get 
action—or nonaction. This means, of course, that with a date attached to an action step 
it’s going to lead to an ASK, and an ASK will lead to closing for an answer: either YES 
or NO. 
• Even if the client can’t or won’t give you a closing date, you should still develop one on 
your own. This will work to at least get the process started and help turn it from a 
‘‘pretend date’’ and into something more tangible. 
 
Here is what this process may sound like: 
SALESPERSON: ‘‘What we need to do now, Mr. Client, is pick a tentative Start Date 
for this project.’’ 



CLIENT: ‘‘Well, I’m not sure I’m ready to do that yet. I don’t even know if we’re going 
to use your service or not.’’ 
SALESPERSON: ‘‘That’s fine. But for our own internal planning process, I need to 
pick a potential start date. I’m going to say . . . June 1.’’ 
 
Even though you came up with this date on your own, the more you use this date to 
launch your Mini-Step Planning process, the more that fact will become blurred and 
forgotten. 
 
HOW TO DISPLAY THESE STEPS AND START DATE 
 
A rule of thumb would probably be that the more elaborate and lengthy your sales 
process, the more elaborate your Mini-Step support documents should be. If you’ve got 
several levels of decision makers, budget processes, and proposal development stages, 
then you’ll probably want to develop a fairly extensive, professionally prepared Mini- 
Step process to show clients. Conversely, if your sales cycle is very short, with few steps, 
there’s probably no need to show the client anything 
 
DEVELOPING A CLOSING PLAN 
Once you’ve laid out the Mini-Steps and established a Closing Date, you can develop 
what I call a ‘‘Closing Plan,’’ which is a strategic plan for bringing the client through the 
sales pipeline. 
 
Here is an example from a pro-football luxury suite salesperson: 
A Closing Plan Using Mini-Steps 
• Today’s date: March 8 
• Meet with client’s sales and marketing team: March 23 
• Stadium walk-through: April 1 
• Participate in draft party: April 15 
• Planned closing date: July 10 
• First pre-season game: August 18 
 
A Closing Plan Using the Normal Two-Step Process 
• Today’s date: March 8 
• First pre-season game: August 18 
 
Which closing plan is more consultative in nature? Which one is actually more beneficial 
for the client? Which one will give the seller and manager a better read on where truly is 
in the pipeline? 
 
With your Mini-Step process, folks can see that if the client fails to take action, no matter 
what they may have said, then it’s probably not going to go anywhere. This is a major 
revelation for people who are not used to being in sales, and when they can see where 
clients are in the process, it really helps. Having the Mini-Steps in place gives me 
empirical data to reference, to be able to say, ‘Listen, I know you had a great 
conversation, but if the client isn’t ready to take step 22, they’re not as far along as you 



thought.’ This is also good for the client, because we can better recognize that there’s an 
issue, and either we find out what it is and complete the sale, or determine, ‘okay they’re 
not ready to move forward right now, let’s move on.’ 
 
Typically, I encourage my clients to list all the Mini-Steps in the process, then highlight 
the ones you feel would be beneficial in educating, enlightening, or closing clients within 
the process. 
 
Look to review your mini-steps about once a quarter.  The things I would pay attention to 
are: 
• Are there steps we don’t need, or aren’t using enough? 
• Are there gaps where we could use an extra step? 
• Are there more exciting, customer-centric steps we need to add to add value, as well as 
lock down the client earlier? 
• Do we need to adjust the percentage of close associated with a particular Mini-Step? 
 
When he talks about assigning a percentage of a close to each mini-step, what he’s 
talking about is the percentage chance that you’ll get their business, based on them 
completing that step.  So as you move further into the pipeline, you get much higher 
percentages.  Again, it’s NOT the % chance that they’ll say yes or complete that 
individual step, but the chance that if they complete that step, you’ll do business. 
 
C H A P T E R 4: How to Use Mini-Steps to Close for Action 
 
Once we’ve identified our Mini-Steps, and concluded that they’re to be used to get the 
client to take action, we still need to know: 
• How to ask the right questions to get action 
• How to effectively listen and probe 
• How to respond to any number of answers we may get 
 
FIRST WE MUST LEARN HOW TO ASK GOOD CLOSING QUESTIONS 
Traditionally this is where consultative salespeople have always struggled: knowing how 
to ask to ask the tough closing questions without coming off as too pushy, or ‘‘salesy.’’ 
 
It’s amazing how a little thing like having an identifiable action step can improve a 
question. 
 
‘‘Are you ready to get the creative brainstorming meeting on the books today?’’ (versus 
‘‘Are we ready to get going on this today?’’) 
‘‘What’s stopping us from saying YES to at least the tentative locations today?’’ (versus 
‘‘What’s stopping us from saying YES to this right now?’’) 
 
Another one of those wonderful byproducts of Mini-Step Closing is how much softer and 
less-pushy the salesperson’s questions sound when zeroing in on one action step at a 
time. It’s just easier for the client to say yes or no to a smaller thing than it is to some big, 
unclear, scary thing, as in ‘‘Are we ready to get going on THIS?’’ 



 
The whole process is designed to be easier, and more enjoyable for the client, not just for 
us. And this thought should always be at the heart of the Consultative Closer. You’ll find 
that by asking about specific, smaller items, your questioning will be more forceful, but 
won’t appear or feel that way to you, or to the client. 
 
An Assumptive Suggestion 
As you’re working with a client, showing her the various Mini-Steps you have in your 
process, you’ll need to get action (either YES or NO). You’ll have a much better chance 
at getting action if you simply make an Assumptive Suggestion versus just an ask. 
 
Example of an Assumptive Suggestion: 
‘‘At this point, with six months to go before the official launch date of your accounting 
system, I would strongly suggest we at least get a meeting set up with your HR people 
and our training team to plan a possible implementation and orientation training 
schedule. When should we schedule that?’’ 
 
1. ‘‘At this point’’ 
This is acknowledging that, while the actual sale or buying of the product or service is 
going to take place at some point in the future (a seemingly safe distance), there are tasks 
to be accomplished right now, at this point. 
 
2. ‘‘Strongly suggest’’ 
This is an interesting phrase because of the mixture of the words: strongly—a bold and 
urgent plea, and suggest— a softer word that means the salesperson may be right, but it’s 
only an opinion, and the buyer still may override the seller. 
 
3. ‘‘At least’’ 
This phrase is probably the one I use most when I’m doing Mini-Step Closing, because it 
speaks to the nature of Mini-Steps themselves. It’s not the WHOLE sale right here, right 
now, it’s just a small step, and we can at least take action on THAT, right, Ms. Client? 
This is also effective because it appeals to the deeper need of the client to fix their  
problem (and they know down deep they need to fix their problem), though it still 
acknowledges their outer nature to procrastinate and take it slow. 
 
4. ‘‘Possible’’ 
This is what I call a ‘‘pressure release’’ word. It is used right before an action-step to 
soften it, and it allows the client to feel he is still in control of the outcome. What makes 
it powerful is that while it suggests that there may NOT be an implementation, there also 
MAY be one. It enables the client to visualize this in the future, creating a powerful 
ownership image that is part of the transfer of ownership involved in sales. 
 
5. ‘‘When should we schedule that?’’ 
We MUST remember to ask the client to take action. Just because our steps are simple 
and fairly risk-free, we still need to make that ask. 
 



Modifying Normal Questions into More Action-Oriented Questions 
In addition to the Assumptive Suggestion, we can take normal sales questions and turn 
them into more action-oriented questions that require an answer.  The general structure is 
to turn the question from the BIG thing (ie sale) to one of the smaller steps. 
 
When you ask more action-oriented, clear questions, you’re not going to get back as 
many vague platitudes, or wishy-washy neutral-zone answers (e.g., ‘‘We’re interested’’). 
Instead, you’re going to get a reply, and that reply is going to be a combination of their 
verbal answer and— more important—their physical response: Either they’re going to do 
it, or they’re not, which will give you clear direction forward or backward, and you need 
to learn how to deal with either answer. 
 
HOW TO EFFECTIVELY LISTEN AND OBSERVE THE RESPONSE—THEN 
RESPOND 
With Consultative Closing we not only need to learn how to ask more action-oriented 
questions, we must also learn how to move beyond the verbal response of the client (who 
may be saying something falsely positive), and focus on observing their action or 
nonaction. Once we’ve observed it, we must accept the result and respond accordingly. 
 
While the act of listening is important, perhaps what’s more important is the study of 
action or nonaction on the part of the client; even the best of listeners are still operating 
on a verbal-only level. 
 
So I’m going to redefine ‘‘listening’’ as not only hearing the verbal response, but also 
watching the physical response around an action step. Chances are, we’ll see there are 
many incongruities between what is being said and what is actually being done. For 
instance, a client may say, ‘‘We’re fairly interested,’’ but then will refuse to take even the 
smallest of action steps. If they’re as interested as they say, then they would take an 
action step, right? If not, something is wrong, something is out of whack. There are 
hidden issues, and we can then get at the issues. 
 
There are only 2 possible responses to the action request:  Yes or No.  Either they do it or 
they don’t.  this doesn’t mean the client won’t take action tomorrow. It only means that 
for today, there was no action, which means it was a NO FOR TODAY. 
 
When the client responds with a wishy-washy answer about a possible YES answer in the 
future, I usually start by asking, ‘‘But not today, right?’’ 
CLIENT: ‘‘Well, yes, I think we’ll eventually have to do that.’’ 
ME: ‘‘I see. But it doesn’t sound like you’re ready to do that today?’’ 
CLIENT: ‘‘No, you’re right. I’m not.’’ 
 
Then we have to clarify that we’ve arrived at one of our two reality check-points: YES or 
NO. 
ME: ‘‘So really, for the sake of clarity (softener), we’re at a NO, at least for now 
(softener), right?’’ 



CLIENT: ‘‘Yes, that’s right.’’ Clients just aren’t used to this level of reality, and 
certainly aren’t used to going to ‘‘the NO place.’’ And they may actually fight you on it. 
CLIENT: ‘‘Well, I wouldn’t say I’m at a NO . . .’’ 
ME: ‘‘Oh really, so are you saying you may be ready today?’’ 
 
Before we move ahead to dealing with either the YES or the NO outcome, we have to 
clearly identify reality. 
 
Outcome 1: YES 
What to Do if We Get a YES Answer to a Mini-Step Closing Question 
 
Once a client agrees to an action step, the salesperson must seize the moment and be 
specific with her actions. 
 
Salespeople, especially consultativeoriented salespeople, can be so anxious to get away 
from the pressures and potential conflict of the sales call, they’ll exit various sales 
situations way too early, even situations where the client has expressed a positive 
response, or a desire to move forward! The salesperson, sensing this crazy need to split, 
will say, ‘‘Let me give you a call next week and we can get this going,’’ or ‘‘Let me go 
back to the office and put some things together and give you a call.’’ 
 
Why are they leaving? Why aren’t they taking as many concrete action steps as possible 
when they’ve got a live, breathing, positive client sitting right there? It seems like a 
ridiculous thing to do, but many people are so attached to being liked, they just want to 
get the heck out of the situation now. 
 
We have to learn to be more comfortable with the discomfort that is required when 
clients are trying to process things and make their decisions. Seizing the moment after a 
positive answer to a Mini-Step question means responding with an action step 
 
Once the client has taken action on a Mini-Step, the salesperson should review where that 
step is within the time-line and, if it makes sense, press for more action steps while the 
client is right there. If the salesperson has a full time-line printed out, he can just start 
attaching dates to tasks, working his way up to the point of close and perhaps beyond: 
‘‘While we’re at it, we need to go ahead and schedule a potential installation date so our 
equipment people can keep it in the order. . . .’’ 
 
Steps for Handling a YES Answer to a Mini-Step  
1. Seize the moment and be specific with your action step, including who is doing what 
and when. 
2. If it makes sense, get the client to take as many additional action steps as possible, 
right then and there. 
3. Don’t be too quick to leave (so you can celebrate the victory). At the same time, don’t 
‘‘oversell’’ your way out of it. Just keep taking action step after action step. 
 
Outcome 2: NO 



What to Do If We Get a NO Answer to a Mini-Step Closing Question 
 
If a client doesn’t agree to an action step, IT’S CRITICAL THAT THE SALESPERSON 
ACKNOWLEDGES THIS AND NOT PRETEND THAT IT DIDN’T JUST HAPPEN, 
such as: ‘‘Okay, well, I thought I’d try. I’ll be back in touch later on and see where we 
are.’’ 
 
When a client doesn’t take action on a Mini-Step it’s a signal that something may be 
wrong. There may be issues, and they need to be fully revealed and dealt with if there is 
any hope in moving the sale forward. 
Those client issues could be: 
• We haven’t established enough value for the investment. 
• A competitor has ‘‘poisoned the well.’’ 
• Someone inside the company has an allegiance to another company. 
• The client doesn’t like or trust us for whatever reason. 
• The client hasn’t accepted they have a problem or need. 
 
The reality is, we just don’t know. And we shouldn’t be in the habit of guessing, or 
worse, pretending these issues don’t exist, hoping they’ll just go away over time. 
 
It’s also important to control our emotions and our body language when we get a NO. We 
can’t have an attitude like, ‘‘GREAT, thanks for nothing!’’ and then slam our notebook 
closed. We have to accept it gracefully and learn how to ask a few follow up questions so 
we understand exactly what issues we may be dealing with. 
 
Because of the client’s desire to avoid conflict through using deception, I have a tendency 
to be skeptical about what clients say when they won’t take action. I have to keep digging 
at the truth, even when the truth is ugly 
 
Steps for Handling a NO Answer to a Mini-Step  
1. Accept the answer for what it is. It is a NO-FORNOW, it’s not a MAYBE. 
2. Don’t be defensive. Don’t attack. Change your body language (e.g., lean back). Relax. 
3. Assume the client has issues or concerns, and ask them to share those concerns. 
 
The faster you can really grasp the reality that there are only two possible outcomes for a 
question on taking action TODAY—either YES or NO—and that everything that is not 
YES is a NO-FOR-NOW, the better off you’ll be. 
 
CLOSING ON REMOVED DECISION MAKERS USING MINI-STEPS 
One of the best uses of Mini-Steps within the closing process is in dealing with removed 
decision makers (RDMs) and lower level decision makers (LLDMs). These are the 
various people involved in the client’s decision making process 
 
The first step to effectively dealing with RDMs and LLDMs (because you can never just 
wipe them out completely) is to fully expose the situation before you get too deep into the 
selling process. If you’re doing an effective job in consultative selling, you will have 



gathered all the information about the client’s decision-making process early on in the 
selling cycle. 
 
The Three Ps 
People: Understanding who all the people are in the process 
Path: Knowing the path the decision has to make 
Power: Knowing how much power the person I’m in front of has 
 
Main Challenges We Have in Dealing with LLDMs and RDMs 
• The decision-making process is a wonderful escape area many clients like to use when 
feeling the heat and pressure of a hard-charging salesperson. Clients have no problem 
making up people, processes, budgets, issues— whatever it takes to escape when that 
sales clock comes on. I find that the earlier you ask about the Three Ps the less likely you 
are to get deception, because the client isn’t feeling any heat. 
 
They will provide this information, but only if they’re asked. They will usually not 
volunteer it up front. 
• It’s typically tough to read just where your client ranks as far as being able to make a 
decision on YOUR product or service, because clients like to defuse this pressure 
(conflict avoidance) by bringing up other people. 
• It’s often very difficult to gain access to the other LLDMs and RDMs, or to figure out 
what the other players value, what they like and dislike, and so forth. 
• Because we’re flying so blind with the person we’re selling, as well as with the next 
several levels within the decision-making process, we fall prey to delays, stalls, and 
general uncertainty as to exactly where the decision will finally be made. 
 
WHAT WE MUST DO TO IMPROVE THE SITUATION 
Although this book is not a full study on the earlier stages of the sales process, where 
we’re dealing with the decisionmaking process, here are some quick tips I will share with 
you: 
• The key is early knowledge. Clients are more likely to lie and be deceptive later on in 
the sale cycle when we’re trying to close. And here’s a pet peeve of mine: When you ask 
about the decision-making process, PLEASE ASK: 
‘‘Can you share with me the decision-making process?’’ 
Don’t say: ‘‘Who besides yourself makes the decision?’’ which is not particularly 
flattering, sort of like saying, ‘‘There HAS to be someone else involved in this. I mean, 
look at you. Come on, who else is involved?’’ 
• Understand what you can close on with the person you’re with. Some LLDMs and 
RDMs make lots of decisions and go to the next level just for confirmation, while 
Others make very few decisions and go to the next level for approval—you just don’t 
know unless you ask. It’s very dangerous to assume in this area. 
• Make sure the person you’re with is TRULY on board, and not just saying it to avoid 
pressure. This is a huge, huge area I find with salespeople, especially with consultative 
salespeople who tend to be a bit nicer; they just assume the LLDM or RDM they’re 
dealing with is closed for a YES. This is an extremely dangerous assumption, because it’s 



usually not true! LLDMs and RDMs will just pretend to be on board so they can blame 
the next level of decision maker and get the pressure off themselves. 
 
Mini-Steps are truly magical when you are dealing with LLDMs and RDMs. 
 
How Mini-Steps are Used with LLDMs and RDMs  
• We will be using our identifiable action-steps to get confirmation of true buy-in at 
various points in the sale. And without buy-in, the sale isn’t going to progress very far. 
 
If LLDMs and RDMs aren’t closed for a YES themselves, they just won’t show it to the 
next level, or if they do, they’ll put enough negative spin on it to poison any chance you 
might have had. An action-step buy-in is much stronger than the normal verbal buy-in, or 
worse, the assumed buy-in most salespeople operate with 
 
If an LLDM does not take action on a safe, riskfree Mini-Step, she is trying to 
communicate that either she doesn’t buy into what you’re selling, or she doesn’t think she 
can sell it at the next level, so why bother. 
• Mini-Steps help gain momentum. When an LLDM decides to take one or two action-
steps, she may need the momentum of these steps to help persuade the next person in the 
decision-making chain. 
• Once the LLDM we’re with decides to take an action-step, we can begin to look at the 
next level of decision makers in the process and determine what Mini-Step each person 
should be considering. I think a major mistake salespeople make is not spending enough 
time talking about the other people and other steps in the process with the one LLDM or 
RDM they’re with, who I believe know much more than they let on about whether this 
next person will take an action-step or not. They’ll also know the objections, stalls, and 
issues the others will have, but again, they aren’t going to just volunteer it. You’ve got to 
ask. 
 
HOW TO CLOSE LLDMS AND RDMS USING MINI-STEPS 
Most salespeople (especially consultative salespeople because of our nature) struggle 
continuously with this one part of sales: closing LLDMs—getting them to take action on 
something and not just passing the decision down the line. Even experienced  
salespeople, who should know better and who’ve been through training, can fall back into 
bad habits and end up accepting nondecisions from LLDMs and RDMs. 
 
How to Deal with the LLDM 
• You must isolate. . . . isolate . . . isolate . . . the one you’re with (assuming of course that 
you’ve determined this is the person you should be in front of to begin with). By isolate I 
mean you should ask them to tune out all other people and approval steps (such as  
budgets or funding) in the process 
 
• Clients may say ‘‘yeah, sure,’’ but they’ll often continue to bring up these other people. 
We need to keep asking them to focus just on where they are personally. 
 



‘‘You’ve mentioned your partners a few times now, and I can appreciate you’re needing 
to speak with them. However, let’s be honest. If you’re not excited about this, and you’re 
not buying into it, it’s never going to go anywhere, am I right?’’ 
• We need to know the Mini-Steps we can close on at each level of the process, with each 
decision maker. We have to have a plan because clients have no idea what’s supposed to 
happen. 
• We need to be clear with the LLDM we’re with and ask for a decision (YES or NO) on 
a Mini-Step, rather than accept a verbal or assumed confirmation 
• We’re going to use the same Assumptive Suggestion type of close with the LLDM 
we’re in front of, and we may add a phrase acknowledging others in the process, which is 
a preemptive strike to take this excuse away. The objective is to focus and close the one 
we’re with 
 
• If the client balks at taking this step, try a commitment step lower down in the process, 
one with less risk. If they continue to hedge and balk at moving forward, then something 
is wrong: Either they personally don’t want your product or service, or they don’t feel the 
next level will want it and they aren’t comfortable selling it. You need to know those 
reasons. 
 
Once You’ve Closed the LLDM 
• If you get a personal NO from the LLDM, you need to handle it the same way you 
would a NO from the main decision maker: Mainly, you need to find out the reasons and 
discover what the world would look like in order for them to be at a YES. 
 
• If you get a personal YES from the LLDM, and you’ve tested this with an action-step, 
you’ll want to work with the decision maker you’ve just closed to look at the other  
Decision makers involved. (Again, this is assuming you’ve questioned extensively about 
the People, Path, and Power involved in the decision making process.) 
 
• Once you’ve asked about the next-level decision maker and the potential landmines 
you’re likely to walk into, you need to find out how effective your initial decision maker 
(the one you just closed) will be when presenting your product and addressing the 
concerns. You do this by asking, ‘‘How are you going to handle that when it comes?’’ 
and then listen closely to the response 
 
If the response is quick, targeted, passionate, and to the point, it tells you two things: 
1) Your initial decision maker truly ‘‘bought it’’ and gets it. 
2) He will have a better shot at selling it at the next level (if you can’t be there yourself, 
which you should still try to set up). Conversely, if the initial decision maker isn’t very 
Clear and quick with a response, it should tell you two entirely different things:  
1) The issue he mentioned as a landmine for the next level is probably his issue.  
2) He’s going to have a hard time convincing anyone when he doesn’t believe what he’s 
saying. 
 
• Chances are you’re going to have to create support materials to help the decision maker 
you’re with to make the presentation to the partner. Here are a few ideas to try: 



You can try getting an invite to the meeting with the partner, or perhaps be conference-
called in at the right time. 
 
You can set up a lunch meeting and invite everyone involved to come and hear the 
presentation.  
 
You can create some simple presentation pieces that can be delivered by your decision 
maker to the partner without a lot explanation. 
 
• Keep in mind that Mini-Steps that are taken by your decision maker can actually help 
build momentum to help sell other people in the chain. 
 
C H A P T E R 5 Embracing NO as a Sales Culture 
 
We obviously embrace YES, and unfortunately we too often embrace MAYBE, but we 
are deathly afraid of hearing NO. We feel it’s much more productive and positive to stay 
in Maybe-Land, than it is to venture into the scary world of NO. 
 
NO-FOR-NOW is just a resting place, designed to accomplish several tasks: 
• To get rid of Maybe-Land, opting instead for NOFOR-NOW. If salespeople and clients 
can see that NOFOR-NOW is just a resting place, and that it doesn’t have to be a life 
sentence, they’ll more easily gravitate to using it. 
• To get at negative issues that are never revealed in Maybe-Land. If we find out that 
someone is at a NO-FORNOW, and not a YES, we’ll discover what the reasons are. Then 
we either deal with those issues and get on to YES, or discover that we can’t deal with 
those issues and we move to a more permanent NO. 
• NO-FOR-NOW is a flushing strategy to help keep our pipelines clean and flowing 
smoothly. Going to NO-FOR-NOW is a powerful step, mainly because you’re inside the 
client’s mind, seeing reality and getting at core issues, many of which are negative and 
usually left unspoken. 
 
‘‘Salespeople are classically trained over their careers to pursue a commitment, and 
commitment has always meant getting a YES. I mean, ultimately we’re all trying to 
achieve a favorable commitment, but we’ve all come to realize that commitment can be a 
NO, and that NO is okay, and that it’s far better than getting a ‘maybe,’ or a ‘we’re 
thinking about it,’ or ‘we’re very interested.’ And in the end, it’s actually much better for 
the client too, because if they think NO, they’re not going there by themselves. NO 
allows everyone to reset the table and clear the air, and it tells us exactly what needs to 
change in the future. 
 
The presence of Mini-Steps in the process is designed to create more direct closing 
questions, which in turn should lead to more closing opportunities. And because closing 
means YES or NO, we’re bound to have more NOs emerging. And since we’ll have more 
NOs, we’d better learn to embrace the answer—and learn how to deal with it when it 
comes—as part of our process for making things happen. This is much, much easier said 
than done. 



 
The general perception is that ‘‘going to NO’’ is going to cause conflict and harm the 
relationship with the client, when the exact opposite is usually true. When we 
acknowledge the ugly NO elephant in the room, the client is usually relieved because 
we’re saying things they’re thinking, but can’t express. Thus they end up liking us more! 
 
Just because I’m going to NO doesn’t mean I intend to stay there. It is a strategic move 
designed to jolt the client out of the neutral zone and get at the underlying reality. 
 
When we start asking clients to leave the fantasy world of MAYBE and take us into the 
darker ‘‘underworld’’ of NO, we have to do it in a way that doesn’t alarm or offend them. 
We’re basically traveling inside their mind, to where the true reality of a situation lies, 
and we have to ‘‘go there’’ in a way that is comfortable for both parties. We must 
remember that clients aren’t used to having this type of conversation with salespeople. 
 
All of our communication—body language as well as verbal language and tone—must be 
carefully controlled and scripted as we introduce NO into the situation. 
 
What We Say When Going to NO 
• I like to start with a softener to help ease in the question. Here are a few of the softener 
phrases I use: 
 
‘‘Out of curiosity. . . .’’ (I find you can say anything to people once you say, ‘‘Out of 
curiosity. . . .’’) 
‘‘I get the sense that. . . .’’ 
‘‘I have this gut feeling that. . . .’’ (Not exactly ‘‘soft,’’ but it works.) 
 
• Next, I will assume there are issues—or problems or concerns—that must be causing 
the problems:  
‘‘Out of curiosity, Mr. Client, it sounds like there are some concerns you have with what 
we’ve proposed to this point. . . .’’ 
• I will then do a concept I call: ‘‘Fishin’ in the Ugly Pond’’, which is basically saying a 
negative thing I think may be one of the ‘‘issues’’ the client has: 
‘‘Out of curiosity, Mr. Client, it sounds like there are some concerns you have with what 
we’ve proposed to this point. I sense that it has something to do with the return on 
investment, is that correct?’’ (The client will typically either agree with that negative, or 
see it as a green light to give me additional negatives—which is a GOOD thing, not a bad 
thing.) 
• Finally, I will take the issues we’ve identified and make an assumption that the client 
has decided not to move forward, that they’re at a NO-FOR-NOW: 
‘‘Out of curiosity, Mr. Client, it sounds like there are some concerns you have with what 
we’ve proposed to this point. I sense that it has something to do with the return on 
investment, is that correct? (Client agrees or adds more issues.) And I’m also sensing (a 
softener tossed in there again) that this is a big enough issue to cause you be at a ‘NO-
fornow.’ How accurate is that?’’ 
 



Body Language When Going to NO 
Our body language is something we have to consciously control at certain times within 
the sales call, particularly when going to the NO side of the equation (because of the 
potential conflict that could happen). Here are a few suggestions: 
• When initially making the move to ‘‘go negative,’’ I suggest you make some change in 
your overall posture, such as leaning forward or back, folding or unfolding your legs, etc. 
• Signal that you are ‘‘backing off ’’ somehow, either by turning notepad over or closing 
it. If you have a presentation of a proposal you’re working through, you might turn it over 
or pull it back towards you. 
• To show that you’re NOT defensive about the client telling you ugly things, make sure 
your face is not contorting in strange ways, or that you’re not suddenly nodding your 
head or shaking it back and forth too quickly. Don’t send signals like, ‘‘Fine, fine. No, 
that’s great . . . just GREAT. I’ve been working on this for three months and THIS is 
what I get?’’  
 
Controlling our body language and reading the body language of our clients are skill sets 
every salesperson should at least explore and perhaps master. If our goal is to create 
deeper, more profitable long-term relationships, we should be at least have a working 
knowledge of how humans act and react nonverbally during a call. 
 
Clients aren’t used to a salesperson wanting this much honesty (and remember, they’re 
not comfortable with conflict), so it may take some coaxing to get it out of them. Here are 
some pointers for improving your fishin’ 
: 
• Bring up challenge areas that the client has expressed, or that your gut is telling you 
they’re feeling. Don’t introduce new problem areas. 
• Be a bit skeptical if the client mentions money, or timing, as their negatives: Those are 
usually smoke screens for deeper issues. If you get one of these, say something like, ‘‘I 
appreciate that, Ms. Client. However, I’m sensing some other issues, because even if you 
HAD the money (or HAD the time), I don’t think you’re ready to move forward with our 
company. How accurate is that?’’ 
 
NO may be the final answer from the client, and that’s fine; at least they’re out of the 
pipeline and I can stop stalking them. Often, however, NO is merely a ‘‘flushing point,’’ 
where I can hear the issues keeping us from ever working together. Sometimes these NO 
issues can be dealt with and the client can be turned around, especially if the reasons they 
give have to do with wrong information, or incorrect assumptions on their part. 
 
A process for going through NO and heading back to YES: 
• We must get out of the Neutral Zone and officially go to NO (because we obviously 
can’t go to YES, and we must do one or the other) 
 
• Do something to signal a break in the action: Turn over your notebook, or close your 
proposal. ‘‘Game off. . . .’’ 
• Lean back and pause a moment. 
• Thank the client for his honesty: ‘‘I appreciate you being honest with me. . . .’’ 



 
• Let the client know it will HELP YOU to hear the truth, even if it’s ugly: ‘‘It would 
help me tremendously if you could share the issues that are causing you to be at NO. . . ’’ 
• Be skeptical if they soft-pedal on the answer: ‘‘I know bad timing is part of it. However, 
my sense is that there is something more, another concern you have. . . .’’ 
• Once you snag the main concern, have the client go into as much detail as possible: 
‘‘So really, Mr. Client, the issue has to do with the fact that we don’t offer free roaming 
outside of our four-state region. Can you talk specifically about why this is SUCH a 
concern?’’ 
• Let the client talk without you firing back with come-back answers, like ‘‘But let me 
explain why. . . .’’ 
• After the client goes into detail on which issue is causing you to be at NO-FOR-NOW, 
it’s time for a strategy I call ‘‘Going to the Movies.’’ 
 
Going to the Movies involves playing mental movies with the client, so you can get an 
idea of what they’re seeing as they imagine buying your product or service. 
 
A client at NO typically only owns the bad movie, and they watch it over and over again 
as you try to present your solutions and deal with their concerns. 
 
• You’ll find that clients often nod their heads up and down in agreement as you play the 
bad movie. This is a critical bonding moment as you are deep within their world, seeing 
what they’re seeing, envisioning what they’re envisioning. 
 
This is Consultative Closing at it’s very best. In many cases, clients will continue the 
movie with even more bad images: 
CLIENT: ‘‘Yeah, you’re right. And we’re in a real budget cutting mood right now, so I 
can’t be wasting money. . . .’’ 
• Now that you’re sitting on the couch watching their ugly movie, you’ve earned the right 
and the emotional standing to introduce another possibility: the good movie. In this 
movie, the client buys the product or service and the outcome is good. The client at this 
NO stage probably doesn’t own this video 
 
SALESPERSON: ‘‘Well, I can see why you wouldn’t be happy with that outcome, but 
let me ask you something (softener and a turn to positive). Let me ask you this: Let’s say 
you decide to go with our service, and you introduce it. Some folks are a little nervous 
about the roaming, but they see that the everyday charges are much less and there are 
fewer dropped calls, which in their mind makes up for the extra fees when roaming. 
 
Plus the roaming fees actually encourage people to use their phones much more 
efficiently when traveling. What would your thoughts be?’’ 
• Remember, clients don’t own the good video. It’s an outcome they’ve never imagined, 
and it’s going to take some getting used to. Usually they’ll stop nodding their heads up 
and down and get an uncertain look on their face. Maybe the eyebrows will flash up and 
down along with a quick head twitch, as if thinking, ‘‘Well, I GUESS it could work. Who 
knows . . . that WOULD be a nice outcome.’’ 



 
• Soon however, reality comes back and they’ll say something like: 
CLIENT: ‘‘Well, yeah, that WOULD be nice, but I’m not sure it would happen.’’ 
 
• I love this next move because it really cuts to the chase: 
SALESPERSON: ‘‘I understand. But what if it DID work like I’ve just described, you’d 
HAVE to go with it, wouldn’t you?’’ 
 
• You now have at least two possible outcomes where there was just one moments ago. 
And your job is to acknowledge both movies as you attempt to get the client back on 
track toward a YES outcome. I personally like the ‘‘LET’S DO THIS’’ approach to 
reconciling the situation:  
SALESPERSON: ‘‘Let’s do this (acknowledge their bad thoughts). I know you’re still a 
bit nervous about how the roaming fees will be received (now a hop to the good video), 
but at the same time you’re excited about the day-in and day-out savings, and at least a 40 
percent reduction in dropped calls. Let’s do this: I’m going to recommend you make the 
switch to our service, and that I will work with you closely on a monthly basis to analyze 
the long-distance roaming charges to make sure they’re in line, and I’ll help you get that 
information out to your troops in the field. I will also help you structure some materials 
that will show clearly why you made the decision to switch to our firm. (Go for a Mini-
Step.) Let’s at least. . . .’’ 
 
• If you continue to get pushback from the client there are two things that could have 
happened: 
1. Your good movie just wasn’t strong enough to overcome the bad movie, and until it is, 
you’ll never make that sale. 
2. Your good movie was better than the bad movie, but the bad movie issues weren’t the 
real problem to begin with. Until you can get at the core problem areas, you’ll never 
make that sale. 
 
Here is the main difference between MAYBE and NO: As a salesperson, if I believe 
MAYBE is the same as YES, I’ll stop working hard and start counting on the sale 
(which means I’ll also stop looking for new prospects to add to the funnel). If, however, I 
believe MAYBE is the same as NOFOR- NOW, I’ll start working harder to identify the 
issues and addressing them until I get complete closure (YES or NO), and I’ll keep on 
prospecting because until something is 100 percent done, it’s a NO. 
 
C H A P T E R 6 Consultative Closing by Focusing on After the Sale 
 
The problem starts with a lack of ‘‘after the sale’’ structure, or what exactly happens after 
the client ‘‘takes ownership’’ and is counting on working with the salesperson to 
maximize their investment in the product or service. I want to emphasize that I didn’t 
write ‘‘to use’’ the product or service. We need to do more than show someone how to 
use it, we need to partner with clients to help them MAXIMIZE THEIR INVESTMENT 
IN OUR PRODUCT OR SERVICE. 
 



We do a great job of wooing the client—putting on our best duds, looking sharp, being 
attentive, and acting super sweet . . . UNTIL the client buys. Then everything changes. 
Just as the client is taking ownership, the salesperson and the salesperson’s company 
pretty much ‘‘leave the building,’’ or at least become scarce and less attentive and sweet. 
This leaves the client trying to figure out what they’re doing and usually flailing around 
creating nominal results. 
 
Another thing he didn’t get, and this really speaks to the heart of what Consultative 
Closing is all about, is an ‘‘owner’s manual’’ for how to maximize his investment with 
my radio station. I just assumed he knew what to do once he bought the ad. I figured he’d 
know what to put in the ad, how to make the ad effective, how to capture names of people 
who called or stopped in, how to sell the customers and then get them on the store 
mailing list, and so forth. Well, I was wrong. The client knew how to do some things 
inside his own store, but he was clueless about the rest. And our attitude at the station 
was, ‘‘Our job is to run ads and bring ’em in . . . your job is to sell ’em.’’ 
 
While that’s a catchy little slogan, it’s ridiculously shortsighted on the part of the 
salesperson and the station. Because when that client tries to use the product on his own 
and it doesn’t work, he’s not going to blame himself, HE’S GOING TO BLAME ME! 
And he should blame me, because I did very little to assure he’d be successful after he 
took ownership. 
 
Reasons why salespeople don’t focus on the After-the-Sale process: 
• They are afraid to hear the results. What if they do a follow-up meeting and the client 
is upset because it’s not working? It’s easier to just keep quiet and hope for the best. 
• They’re not really sure how to help the client maximize their purchase. 
• They are interested primarily in their own wellbeing.  we forget that clients are just as 
self-centered as we are, but the burden is on us: If we want to form a relationship with 
our clients, we need to focus on the things they focus on, namely their well-being. Of 
course, this is nothing new. Dale Carnegie said it years ago, and I’m paraphrasing now: 
‘‘You get what you want by getting people what they want.’’ 
• They’re compensated on getting the ‘‘next kill’’: Once they’ve made the sale, they’re 
on to the next one with no time to turn around and make sure the client is maximizing the 
investment. 
 
ALL WE HAVE TO DO TO IMPROVE IS FOCUS MORE ON AFTER THE 
SALE 
 
Step 1: Create a ‘‘Maximizer Manual’’ for Everything the Client Buys 
Although it is sort of like an owner’s manual, a ‘‘maximizer manual’’ goes beyond mere 
ownership to really helping the client maximize the investment. 
 
Although you can get as elaborate as you’d like, I’m generally talking about a very 
simple one-sheet overview with tips on how to MAXIMIZE whatever it is the client just 
purchased, as well as some post-buy steps we should set up. 
 



I’m not talking about information about the product (books, brochures, installation 
guides, etc.)—we usually have plenty of that. And I’m not talking about some helpful 
verbal tips we may share with the client right before he buys, or as he’s taking ownership 
of the product (‘‘Now make sure you do this . . .’’ or ‘‘Remember, don’t let this or that 
happen . . .’’). I’m talking about materials and meetings the client could use and/or attend 
to maximize their investment. These materials and meetings must be created from the 
client’s perspective, not ours. 
 
This manual can also be delivered with a special gift, a way of saying ‘‘welcome to the 
family.’’ Make the first time buy a big thing, especially if you’d like to form a long-term 
relationship with this client. 
 
Step 2: Develop Post-Sale Check-Up Meetings 
Once the sale is completed and clients begin to use your product or service, or are 
experiencing the benefits of implementing your product or service, they are going to be 
anxious to see the results. They may also have challenges and problems when using the 
product, for no matter how simple we feel something is, clients don’t always follow all 
the steps or even open up the owner’s manual. So it’s important to have scheduled 
‘‘check-ups’’ after the date of purchase or closing. 
 
You can also develop several follow-up check-lists and surveys to help solicit the type of 
feedback you need. Even when you sell a service that is basically complete at the point of 
closing, such as the mortgage business, you can still come up with a post-closing check-
up meeting, if for no other reason than to make sure the client was happy with the process 
and to get feedback on ways you could improve. 
 
These types of meetings are excellent opportunities for up-selling clients into additional 
products or services (if they need them), or for getting referrals. 
 
Step 3: Create Mini-Steps Out of Post-Buy Events and Use Them to Close the Sale 
All of these follow-up tools and meetings need to be listed on your time-line as Mini-
Steps, and they need to be talked about before the sale to help with closing. This sends a 
clear signal to the client that you’re not going to run away, and that in fact the 
‘‘partnership’’ is actually just beginning. 
 
So with whatever post-buy things you develop, you’ll need to break them out into 
tangible action-oriented Mini- Steps and treat them like you do the pre-buy steps: define 
deliverables, assign responsibility, pick rough delivery dates, and so forth. 
 
These are particularly important indicators on your chances for closing the deal. If the 
client takes action on a post-buy Mini-Step, it’s a strong indicator you’re at a YES. If the 
client won’t take action, it’s a strong indicator that you’re at a NO. 
 
Just ask yourself this question: ‘‘What would I do if I bought my own product or service 
to make sure it worked at a maximized level after I purchased it?’’ 
 



Take those same steps and put together tools, information, meetings, personal 
involvement to help the client do the same thing. 
 
If you have a renewable type of product or service, where you lock people down over a 
series of weeks, months, or years, you should apply these same concepts to create a 
maximization process that accomplishes several objectives: 
• You ensure they’re maximizing their initial buy 
 
• You keep the circling sharks away (the competition that comes swimming around when 
they sense there’s some business someone’s dug up) 
 
• You take the client’s temperature on a regular basis to head off small fever spikes 
before they turn into deadly infections 
 
• You lock clients into a perpetual business relationship that will only expand and lead to 
an ongoing stream of referrals 
 
• Identify client ‘‘touch points.’’ These are purposeful points of contact you need to make 
with the client between selling cycles, whether it’s over a two-week period or over a year. 
Touch points can be any number of contact methods—personal meetings, phone calls, e-
mails, gifts, or social occasions. 
 
• Just like you did with the Mini-Steps, get to a long table and lay down two points: Point 
1 is when the initial sale took place, and Point 2 is when the renewal (next sale) takes 
place. Then get index cards and write the touch points on the cards, laying out the cards 
on the line between Points 1 and 2. 
 
• Come up with some objectives for the touch points, such as what you are going to 
review in your quarterly ‘‘check-ups.’’ 
 
• To help with Consultative Closing, write these steps down and turn them into a 
presentation document you can share with clients, especially when selling new clients. It 
will greatly reduce the fear of failure on the part of new client, improve their ability to see 
a tangible R.O.I., and totally separate you from the competition. 
 
‘‘If you want to build a solid relationship that will last, you need to give them ideas that 
will make them money, and give them a plan or maximization guide to follow after the 
sale. Plus, those check-in meetings we did turned into a great opportunity to sell 
additional inventory items the client may have a need for.’’ 
 
BEFORE he buys, he’s already thinking of life AFTER the potential sale: ‘‘If I buy this, 
how will it make me feel? What will others think about me? Will it keep me from buying 
other things? Will I have to hassle with it all the time?’’  
 
So it’s not like it’s going to be a stretch to get the client to tell us what he’s thinking and 
feeling about a possible life after he owns our product or service: The movie (good or 



bad) is already playing. The way we practice consultative closing with ‘‘After the Sale’’ 
is to start scheduling in the post-buy Mini-Steps we have in our new defined process. 
These are just like Mini-Steps elsewhere: If clients take action, or they don’t take action, 
they’ll be ‘‘telling’’ us where they truly are in the decision-making process. 
 
Just remember that the ‘‘owner’s manual’’ isn’t designed to just cover the basics of how 
to use the product. It needs to contain some strategy on how to maximize the product or 
service. Big difference! An owner’s manual for a new suit could just cover the suit and 
how to store it, or it could give me several strategies for maximizing my new suit, tips on 
when to wear what and why, how to match it with different accessories, and so on. 
Wouldn’t that be a cool thing to have? 
 
C H A P T E R 7 Consultative Closing for Managers (a Short Course) 
 
Managers should use the experience of creating the Mini-Steps as a productive group-
learning experience. When everyone is together in the same room, working on the steps, 
and laying them out on the table, it can not only communicate the information, but make 
a strong point about how everyone is working from the same play book 
 
The goal for management should be to eventually get to a place where the manager can 
tell the salesperson where his pipeline is, based on what prospects have actually done 
versus a verbal interpretation of where the salesperson feels the prospect may be. This 
will make a huge difference in forecasting and planning. 
 
We want to build ‘‘clear pipelines,’’ where management can see into the inner workings 
of what is going on, where opportunities truly are, when there is still time to do 
something about a slow month from seller X. Mini-Steps enable managers to do this 
much more effectively, because there are tangible action-steps attached to advancing 
through the pipeline, and not just the verbal dreams of salespeople. 
 
Steps managers can take to start embracing NO: 
• Clearly communicate to the entire sales team that a new level of accountability and 
reporting is being put into place FOR EVERYONE: not just for salespeople (it’s nothing 
personal), but for management and the organization as a whole. The reasons are: 
It’s better for the client . . . better for salespeople . . . better for business. 
• Explain to the sales team that on occasion there will be a more thorough ‘‘debriefing’’ 
after a sales call and that the manager will be holding the salesperson accountable for the 
same type of realistic answers the salespeople should be holding clients accountable for 
 
• When a salesperson does come back with a NO from a client, don’t immediately start 
attacking with things they need to do to get back in there and turn it around. You need to 
first listen, then give the seller positive affirmation for getting a decision (remember we 
said YES or NO). THEN start talking about the issues they discovered in NO, and the 
action plan in moving forward—in other words, is it NO-FOR-NOW, or NO-FOR-
EVER? Communicate that the seller is never going to get to YES until they’ve gone 
through NO, so where they are is one step closer to doing the deal. 



 
Embracing NO is tough love. The salesperson may freak out at the thought of losing the 
client, but the manager knows that he must go into the Ugly Pond and fish out the issues 
that lie beneath the surface, which must be addressed before moving back to YES. 
 
The key, of course, to embracing NO is knowing how to follow through with the process 
and how to bring a number of NO clients back to YES, knowing that NO is not a life 
sentence, but that MAYBE is the killer. 
 
C H A P T E R 8 A Four-Week Plan for Implementation and Lasting Success 
 
WEEK 1 
❑ Developing Mini-Steps 
• Get 3_5 cards and write each Mini-Step you currently have, along with ones you need 
to create, on a card. 
 
• Establish a representative Closing Date, and lay that out width-wise across a table, 
using a piece of tape, string, etc. 
 
• Now begin to lay out the 3_5 cards on a timeline before, during, and after the closing 
date. 
 
• Once the cards are all laid out, go back and see whether there are steps you need to add, 
subtract, or change. 
 
• Mark or use your color-code system to indicate which steps you’re going to share with 
the client during the sales process. 
 
• Look through the various steps in the process and mark significant steps that signify 
progress towards a successful close, and assign an estimated percentage to the step. 
 
• Once completed, develop a basic document that lays out your Mini-Step process, and 
indicate which steps are to be shared with clients, and the estimated closing percentage 
on those steps deemed critical. 
 
❑ Embracing NO as a Culture 
• Make a list of all the opportunities you now have in the pipeline. 
• Next to each opportunity that is not at a YES (with appropriate action steps), mark NO-
FORNOW, and then list the concrete reasons it’s at NO. If you don’t know, or aren’t sure 
(it does no good to guess), call those prospects and ask: ‘‘Out of curiosity (softener), why 
exactly have we not moved forward with at least (mention a Mini- Step)?’’ 
 
• Listen to the response and determine whether the client should move forward toward 
another step. If it is really a NO, get it out of the pipeline. 
 
❑ Focusing on After the Sale 



• In conjunction with your post-buy Mini-Steps review, list what you give clients to help 
them not only to use your product, but to maximize their investment. Think of yourself 
owning the product or service. Knowing what you know, what would you do to make 
sure you get the most from your product? 
 
• If you have several different products or levels of service, make a checklist of things a 
client should do for each one. 
 
WEEK 2 
❑ Developing Mini-Steps 
• Make your Mini-Steps accessible wherever you have client contact—in your office, 
cubicle, or in your notebook—and even write the steps on a card you can easily carry 
with you. The idea is to keep the next steps in mind as you go through the closing process 
with the client. 
 
• Work on developing action-oriented questions using the Mini-Steps you’ve identified. 
Review the information on creating the Assumptive Request questions from Chapter 4, 
and insert your Mini- Steps. 
 
❑ Embracing NO as a Culture 
• If you have a sales manager, or are a sales manager, review the debriefing process after 
a call to make sure you’re asking clear questions that get a firm response. 
 
❑ Focusing on After the Sale 
• If you have a renewable product or service, you need to establish strategic touch points 
in between renewal time periods. 
 
• Record these touch points, and describe the activities that should take place in each 
touch point meeting. For instance, these activities could be:  
—Review key initiatives 
—Chart established benchmarks 
You’ll want to show these steps to the client and talk about their implementation early on 
in the sales process. 
 
you may be a little frustrated because things aren’t working out exactly as described in 
the book. That’s totally understandable and to be expected. Learning new strategies and 
concepts you’ll adapt as your own takes time, persistence, and patience. Just because the 
concepts are ‘‘simple’’ to grasp doesn’t mean they’re easy to do. 
 
WEEK 3 
❑ Developing Mini-Steps 
• Analyze the performance of your Mini-Steps and the action-oriented questions you’re 
using in conjunction with them: 
Are the steps easy to explain and easy to understand on the part of the client? 
Do they make sense? 
Are clients giving you answers that are backed by action, or no action? 



Is the percentage-of-close attached to each step in line with reality? 
 
❑ Embracing NO as a Culture 
 
• After each call, go to clients you’ve allowed to slip back into MAYBE and ask them for 
clarification on where they truly are 
 
It really is a no-lose situation. If the client agrees with you you’ll get the truth and can 
change them or move on. If they argue with you, it means they’ll be coming back toward 
the positive. 
 
❑ Focusing on After the Sale 
 
• One way to support your network is to tell customers that your ongoing touch points are 
excellent opportunities to do some networking. And not just for your needs. Networking 
can also help the client solve a particular challenge (could be a challenge related to 
something other than your product). 
 
❑ Extra Tip 
• This week invest an hour or more immersed in a client’s business, not selling them, but 
actually working in the business or just walking around and observing. Watch how they 
do what they do, see the challenges they face, and hear their struggles. Observe how they 
may be using, or not using, your product or service. Encourage them to be honest in their 
feedback.  This one step, done maybe two or three times a year (perhaps more if your 
business model demands it) will help you see and hear reality, and will help you develop 
better long-term partnerships not only with that client, but with all future clients. 
 
WEEK 4 
� Developing Mini-Steps 
 
• As you track the progress of prospects in the pipeline, make sure whatever tool you’re 
using for Customer Relationship Management (e.g., Outlook or ACT) is using the Mini-
Steps you’ve established. It does no good to have all the steps in place if you can’t look at 
your pipeline and see where opportunities are according to the action steps. 
 
� Embracing NO as a Culture 
 
• Make it a habit to ask yourself after each client contact, ‘‘Did I get a YES for action?’’ 
If the answer is, ‘‘No, I didn’t,’’ or ‘‘I’m not sure,’’ then you’re being seduced back into 
Maybe-Land and you need to pick up the phone and clarify exactly what happened and 
where you are 
 
� Focusing on After the Sale 
• You need to review your total After-the-Sale program. Is it something that will truly 
help a client understand not only how to use the product, but more importantly, how to 
maximize their investment? 



• Talk with a few clients about the program and ask them how they feel. 
 
� Extra Tip 
• Schedule a time once a month (at least) for reviewing the core elements contained in 
this book. Even if you invest just an hour a month to look at your Mini-Steps, Embracing 
NO, and Selling After the Sale, you’ll identify problem areas and keep the concepts fresh 
in your mind. 
 
Appendix B: Prospecting 
 
PROSPECTING MISTAKES  
Prospecting Mistake 1: Salespeople Don’t Have a Solid Strategy for Developing 
Enough Good Prospects 
 
Part of our challenges with closing is that we’ve got too many prospects in the pipeline 
who have no business being there: They either aren’t the right fit, don’t have a need, 
aren’t the right decision maker, aren’t capable of paying, don’t have an open mind to 
change, or generally aren’t ‘‘closeable’’ within a certain time frame. If our pipelines are 
clogged with unqualified leads it certainly will have an impact on our closing ratio, 
mainly because we’re going to spend even MORE time trying to turn a sow’s ear into a 
silk purse—and that just can’t happen. 
 
Prospecting Mistake 2: Salespeople Don’t Spend Enough Time Prospecting and They 
Don’t Maximize Their Time 
 
take a step that only about 2 percent of the world’s salespeople take (the top 2 percent, of 
course), and that is: putting your prospecting time in your calendar and treating it like you 
would any other appointment. If you leave prospecting to ‘‘whenever I can get some 
time,’’ chances are (because of Call Reluctance) that you’ll never ‘‘get some time’’ and 
end up blowing it off day after day, and week after week. Prospecting is, in a lot of ways, 
like working out: If you don’t have a planned work-out schedule and stick to it on a 
regular basis, it won’t be long till you’re just somebody who used to work out 
 
• Determine how much time you need to invest each day, week, or month in prospecting. 
• Block the time off on your calendar (the auto repeat function on electronic calendars is 
great for this). 
• Get an accountability partner and maybe prospect together, or at least share with this 
person what you’re going to do and get them to ask you about it from time to time. 
 
Prospecting Mistake 3: Salespeople Stop Once They Experience a Little Success 
 
• Make a minimum number of prospecting calls, even in the busiest of times, when 
you’ve got tons of proposals flowing and lots of client work to do. If you make even a 
couple of outreach calls a week, it will keep your prospecting muscles toned up (ever try 
working out after a three or four week layoff ?) and keep a fresh trickle of new business 
prospects flowing into your pipeline on a regular basis. 



• During busy times develop a list clients or prospects with whom you intend to make 
contact over a period of time (week or month) and take that list with you wherever you 
go. Keeping the names and numbers in front of you will make it easier to pick up the 
phone between meetings, or over lunch breaks, and will also be a great physical reminder 
of what you need to accomplish. Don’t stop till you’ve checked all the names off the list. 
• This is the perfect time—when you’re feeling good about yourself and confident—to 
ask for more referrals and to work your network. This will keep a constant amount of 
new business opportunities floating to the surface and never let your pipeline go 
completely dry. 
 
PROSPECTING SCRIPT TEMPLATE 
 
Instead of pretending to know what is going on (which I normally don’t), I’m calling and 
sharing the fact that I’m confused about what has happened in the past, and that we need 
to meet to clear up my confusion. This strategy works incredibly well because most 
people won’t attack or kill a confused person. 
Open (once past receptionist or screener) 
‘‘Hi, (client name) , this is (your name) with (your company name) .’’ 
 
Reason for the Call 
‘‘The reason for the call is to schedule a quick meeting with you over the next week to ten 
days. I just took over this area, and in looking through the little bit of information I have, 
it appears we’ve never done a Needs Analysis with your organization. Have you seen 
anyone from our company?’’ 
 
What Is a Needs Analysis? 
‘‘A Needs Analysis is a short meeting we do, where I’ll ask a few questions about your 
organization, tell you a little about what we do, and see if there is any fit, and if we might 
be able to help you.’’ 
 
Remove Pain or Provide Pleasure 
• Cut down on X. 
• Stop losing on Y. 
• Increase your Z. 
• Bring More XX in the door. 
Are You Open? 
‘‘Are you open to new ideas in those areas?’’ 
 
We Need to Meet (I use this phrase often in prospecting) 
‘‘Great! Then we need to meet. How does this Tuesday sound?’’ 
 
APPENDIX C 
 
• A CRM tool should have the following capabilities (in addition to the basics of storing 
client data and managing your calendar): 



—Should be able to record steps and stages in the sales process (our Mini-Steps), and 
then even attach a customizable percentage close to the attainment of those steps. 
—Should be able to track ‘‘work flow’’ and best practices, giving managers and sellers a 
clear and accurate look at where opportunities truly are in the sales pipeline. 
—Should have a robust forecasting capability. 
 
• I’ve used several systems myself, but personally, I’m liking the Salesnet (a division of 
RightNow Technologies, Inc. ) product more and more. 
 
On Resources and Information (just a few of the many out there) 
• JustSell.com is a great source of free articles, ideas, and concepts. 
• InfoUSA.com is the source I use for targeted prospect lists. 
• Monster.com and SalesJobs.com are great for finding good folks. 
• Raindance.com and Webex.com are both great for online conferencing. 
• TVWorldwide.com for live streaming and developing video training. 


