JVé”t’worE -

JOEL WELDON

IF THE SHIRT FITS, WEAR ITV

SELLING VALUE, NOT PRICE!

September 2003
Southern California Series
16421 M. Tatum, Suite 122, Phoenix, AZ 85032

www.highachievers.com
(602) 569-5255




2 High Achiever's Network “If the Shirt Fits, Wear ItI" September 2003

TONIGHT’S SEMINAR

A. AGENDA
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PARTI

tomeorrowr maerningl “Lets of ideas lar you al b

High fehdever's Sales Saminar, s

oel Hhose pens out and wiite down

your ACTHIN IDEAS. You'll kave
lots of idedss {0 chose fom!®

1. You're already an effective and successiul individual, or yvou wouldn't be here.

2. You've probably been to other sales serninars, read books and listened to tapes and CDs. Tonight's seesion is not
intended togive vou all new material. but to remind you of imany things vou already know but might not be daing.

The key is ACTION.

L

theoretical. Fast vs. slow. Fun vs. bering, Specific vs. general,

o

o

C. GROUND RULES
What Joel will do:
1. Use visuals, humar and handouts (16 pages)
2. Move quickly {150-250 wpm)
3. Give vou "stretch breaks™
4. Tell true stories {One is exaggerated)
5, Ask for your evaluation

D. HANDOUT COPYRIGHT Because you are a part of High Achiever's
Metwork, vou are authorized and encouraged to use these ideas. They
have been reviewed and approved, and you will benefit from them,
when vou use them. Sa, share this copyrighted material with others, as

long as it's not as a paid speaker.

The ideas selected for tonight are practical concepts that vou can use immediately, Practical, as opposed to

It's not what you know, it's what you dol ACTION, not weords!
Knowledge is NOT power—aonly applied knowledae is powerfull
To know and not to do is not to know—ACTION CREATES TRACTIOMN!

What you can do:

1. Participate & question—it’s your seminar

2. Mot "nudge” vour neighbar

3. Yell ocut if you're too hot or cold

4, Keep an open mind

5. Write at least one "AH-HA" you'll use within 24 hours

E. LOOK FOR AH-HA'S

1. AN "AH-HA™ 1S A MIND GRABBER! It's an idea that strikes vou as
being useful and valuable.

Z. WRITE YOUR “AH-HA'S." They're like shppery fish, If vou don't
gaff them with the point of your pen or pencil, they'll slip away and
pethaps never return,

3. USE YOUR "AH-HA'S.” Studies prove that if vou den't act an an

“You CAN gat lots of good Wdeas and then you
CAN put Uwm inbo aclion quickly—
within 24 hours,”

*Eaeh AH-HA T get tonighe wnl AH-HA within 24 hours, you probably never will. Souse ane idea by
P Tonay In my packet anc 430 pm tomarrow, or lose it!

by o sall valoe, not gricel”
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MY AH-HA’S

The detailed handouts you'll be receiving tonight contain most of the how-to's, examples and facts you'll see en the
screen and hear from Jeel. These two AH-HA pages are for you to write down vour ideas for action!

#1 - THE GENIE

“When [ hemd home tenight, T8 have ab bead 7 spacitic
aclion ideas weilten down on these two AM-HA pages
They will halp me sall & lat mone in 2005—
whan | e them.”

#2 . THE SHIRT Page 5
#3 . THE SCIENCE OF SELLING -
#4 . SELLING VALUE, NOT PRICE Pages 7-8

2003 Joel H. Weldon & Asscclates, Inc., PO, Box 6226, Scottsdale, AZ 85261 = (480) 948-5633 » www SuccesComesin{ans.com
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#5 . THE CLOSING CURVE Pages 9-12

}

!

Sl is right. This seminar is like an
daa Smorgackond. So many deps b0 cluoose
froml IUs almast more e | can dlasst at
one twed [ glad Tl Rave lots of landaes
b take bore and sieghl

#6 - UNDERSTANDING OBJECTIONS Pages 1314

#7 . ANSWERING OBJECTIONS Pages 15-16

My one best “AH-HA" of the seminar is:

Al the desa of oaight's serrirar whan Joed s,
Plows many pot at feas ane AM-HA, you cn
count o ny hand gaing up™

L2003 Joed H, Weldon & Associates, Inc., P.O. Box 6226, Scottsdale, AF B5261 » (B0 BE2-R572 « v Spocessi canesint ans. com
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#1—THE GENIE

1. THERE ARE NO GENIES IN A JAR

A There's no magic formula, ne easy way—no shortoul to success, As vou
knes, It takes effort and hard waorls to bulld a successhul sales carcer and
become great at what you do,

B. It'sup o yeu to make your oan dreams eome true . . . no one else can do it
for pow.

. Awvoid wasting time, effort and energu locking for an “easy way,” There
may ba better ways and improvements. But mast aren’t easy—they're just

battar.
2. IT'S ALL SELF-MOTIVATION Motivation—"An inner foree that
compels and determines your behavior,” You're the one that motivates you. “You aready know there are ro Genles in
Motivation really is three little words— "Motive lor Aclion.” Once vou have durs b make !.irﬂ;lr_d*eauu cuini fn
a goal that you belisve you can achieve, you automatically become moH- ﬂ“*“;ﬂh“ﬂiféuﬁ::ﬁiﬁhh“w
vated. Don't wait for someone alse to show up to motivate you They mibght 1. Chaek the web far & Toasbmashens Chib
be lale, or not show up at all. Then what happens? FEAF Yo WA TOastmAsLETs. ooy
, er call 1-800-YWESEAK and join & club.
3. DON'T TAKE YOURSELF TOO SERIOUSLY Take what you DO very 2 Hand 12 pages a day j,,:;ml"_ﬂfm
seriously! As a sales pro; if you can't think of something Lo laugh at: oo s vear 145 bocks in cne yaar,
; _ _ U's 145 bocks in 10 veasd
A Get cut your high school vearbook photes or your wedding pictures. 3, LT..,.»I;;EI}';.{.;; your ﬁ:mf}ii;“
BE. Remember, thesize of your funeral will be determined by the weather! If you 'E:m”;:;fmﬁﬁfgdl';‘ﬁﬁm

diz in & Southermn California heatwave when it's 100 degrees _ . . you're out
thare all alone!

#2—THE SHIRT

1. PRINCIPLES & SPECIFICS Joel's unforgettable experience many years ago
in Mew York City helps illustrate a number of Inpeortant principles that you will
need to convert to specifics that apply to vour situation.

A Principles Fundamental truths. Laws, Methods of operation, niles and
scientific facts. Creativity and persislence in the face of rejection is z
principle of prospecting.

B. Specifics Flow you choose to apply a principle, based on vour unigue
situation, location, experience, comfort level, personality, goals and
objectives, and the products or services you sell. If the principle is to be

Fircling u 1535 dixt in more creative when calling on  difficult-to-sze prospects. the specific

if_ﬂhf;'}lrﬁ!jﬂ“';im‘m application might be to number your business cards and on the Ath

durirg o Labgrs Pyl panne” atternpt, write a note on the card saying, "l can talk to God every morning.
How come T can't talk to you for 10 minutes™ Mow that's creative!

2. LEARN TO SELL WHEN YOU'RE THE CUSTOMER [t's one of the only
times you'll ever know what the customer is really thinking and feeling! When
vou're deing the selling, you really anly know what the customer is saying,
not what they're thinking! But when you're the customer and vou say, 7 just
want o think it cuer and 'l call vou temarrew,”™ vou know that what vou're
really thinking is, “Thelr price is too high™ or T just don't really trast this guy”

3. STUDY THE SALESPEOPLE WHO SELL YOU Evaluate everything
the salesperson says and does, from the first impression to the good-bye, Study

}.:ﬁw they quul.iflr.,.' Lo, 52}[ wow and eloss vou, Ak l_.,-'f_u_'r:iEJ!:if you like lhr—_'rl.11 trust o tove supiig axlateati
them and believe them? You can learnfrom terrible salespecple what NOT who sall ma. | lenm a0 much
to do. and from great salespeople what TC DO Write down what vou abonl '*{rﬂiu“:kr';,ﬁn::dTﬂ'ﬂl

observed. That's what Joel did in NYC whilz buying shirts, ikt ol selingl
L2003 Joel H. Weldon & Asscclotes, Ine., P.O. Box 6226, Scomsdale, AZ 85261 = (450} 9495-5633 » wanw SuccesComesindans.com
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q 1 Reviewing the Shirt Demonstration

Ten things happenad in that true story Joel told you, How many of them

'“{/ | emeree everytiing did veu pick up? Let's review them and how you can apply them:
sy b ' the customer

Ty That's haw Lve 1. PAST EXPERIENCE Two negative recent experiences atternpting to buy a

| .':".I "“’;j "*'m'-_'“;_":_s‘f-'ﬁ shirt left the prospect suspicicus. What's your prospect’s past experience bean
.j— A i with vour products ar services?
4R 2. GREETING “HOW may | help you?” with a big smile. Not "CAN [ help yeu?”
How da vou greet your prospects?

3. PROBING FOR NEEDS "What problems do you have with vour shiri”” The salesparson
iound out about the unusual 15 % 35 size, the cufls & collar wearing out and the bultons falling
off. What quastions do you ask vour prospects to uncover “all” of their needs and problems?

4. WRITING IT ALL DOWN The shirt sales pro took notes right on his arder bock—it showed
that he was listening, that he cared and thal he was professional. Do vou take notes about what
vour prospect tells you?

5. GOT A COMMITMENT Cnca the needs were uncovered and the shirt salesperscn knew he

could “help” Joel solve his shirt problem he said: “If | could solve off your shirt problems woud dahl-l 1
pou inuest i more than just ong or nwo shiris™ What type of a commitment do vou get from nedet 85 | &an
vour prospects before they even know the details about vour products or service? remember my

6. GOT INVOLVEMENT “Come on in the back” and the shirt salesman furned and walked  spediic need:
away, Joal lollowed. That's physical action salling! How do you involve your prospacts? Hand  and prove that |
thern & sample? Have them read samething? Do something? Get your prospects involved! U

7. SHOWED SOLUTION First the sales pro checked the size was right after showing an entire box of twelve
15x35 shirts, How do yeu show you have a solution to their special and unique situation, need or problan?

8. BENEFIT SELLING Bacause he uncovered the needs (size, cuff, collar & buttons) he focused his presentation
on these specific areas and didn't get side tracked into color, wrinkles. etc. Plus, he used the “¥'CLU Factor,”
It was pour culls, your collar and your buttens, net “ouwr shirts have.” Add you, vou'll, you're and drap the
“I, me my, mine, ours and we.” How do vou sell your benefits to vour prospects?

9. SHOWMANSHIP Woud If's one Lthing to say the buttons won'l break. Hittlng

G?, £ tharm with a hammer was showmanehip! It was so loud and impacting. Rubbing
_,,%, - 2 2 x 4 on the cuff and collar to show they wouldn't wear out . .. that’s showman-
ez e ship! How da vou use showmanship to make a vivid impact on your prospects?
iim ~. "\_1’3%-1,1 10. HE CLOSED with positive expectancy and total confidence that he helpad

i 7 - Joel solve his 15%35 shirt problem. He said “Mr. Weldon, how many do pou

"l lave L chose and 2 los che sale want® What specific words do you say to ask your prospect to invest? How do

It's sk logical corchesdion ta my
alfertive wles presantation.”

#3—THE SCIENCE OF SELLING

1. SELLING IS A SCIENCE There are principles that govern the selling o, e
orofession which, when followed, will increase vour rewards, both tangitle and a';:-'""l Lk 4%
intangible. Because selling is a science it is a learned skill that can be ' T
mastered. There are ne “born salespeople.” Each top sales pra has learned the
eliills by studying and then applying the principles.

2 SELLING [S AN ART Here's where vou're imagination and creativity
come in. Sure there are rules to follow. But you can apply the rules and
principles artistically, with flai, in a way that expresses your individuality.
That'swhy you don't have to remorize & presentation word-for-word er give
a canned "pitch.” Be creative and you'll te the best YOU you can be!

3. SELLING IS HELPING When vou male a sale, you're helping the customer

vou close the sale?

ez, selling is & seivnce and an o

solve a problem or meet a need. You're helping vour company, the economy, P e ¢
and yoursell  Selling professionally is @ WIN-WIN situation! ﬂﬂmﬂknﬁﬂﬁ"

2003 Joel H. Weldon & Associates, Ing,, P Box 8226, Scomsdale, AX A5261 + [B00) 3532E5TE & www SuccessComes|nCans com
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#4—SELLING VALUE, NOT PRICE

L 1. 51% WINS Not every time certainly, because some buyers need to see an

I Iy =l / excess of value over price. But not in every case. Most buying decisions are

e ' made for reasons you as a mles professional might never know. Yes, you'll

th et oty hawve some ldea, but what was the single value added benefit of doing business

| /RF. | @E % with you that tipped the scale? It's hard to know. So what you do is TLC—

30 E?-,il l;.F"'" r ] Think Like a Customer—{oous vour value-added selling to their needs and
A L, thelr situation, and plle on VALUE!

2. YOU DON'T HAVE TO LﬂWER THE PRICE. JUST INCREASE THE

“ou don't kave to cut prices ar avan mest 1 VAALUE. Remermber Joel's ilustration—Whe wants to buy a car? Someane

sompetiler's lower prise—ell yeu have 1o do Taised their hand and then was told it was $1 milllon! They thought Joel was

& have L’Eﬁlﬁjfﬁ i'mﬁfﬁ'—h’m vewleve  muts crazy, insane, because everyone in the rocmknew you could buy a car—
il gictteliitd 5y gven an expensive custom car—for a lot less than $1 million.

Mow the scene was set, The customer knew the price only and nething of the value. Once you and your High
Achiever's Network sales pros heard the value your mind became more openl
* The car, a 1962 Ferrari 250 GTO
* Sold at euction in Monte Carlo to a Swedish Investor Hans
Thulin on May 22, 1990 for $10,830,000
* Hans needs to get rid of It at a loss for tax purposes. He'll
take less than 10 cents on the dollar—just 31 million
* An Arab Sheik wants the car, _hu: doesn't knew Hans' .
ﬂfﬁ:&]ﬂn__ so he'll pay 10 million cash—neo questicns R S
o5 ' E-'rﬁu.-.'.?_].,ll vl IE1 pays o s2ll vales, it |:||'_i.;ae!
Suddenly what happened in the audience? Lots of potential h‘—*”'”miﬁﬁrr]%ﬂtﬁﬁlﬁrmﬂﬂ in this
buvers Maybe even vou wanted in on the deal The price ek '
never changed. Only the value was increased.

3. WHAT IS PRICE? Sure it's the money your eustomers spend for whatever they
buy, but when they buy strictly on LOW PRICE they usually get some other things
thay might not want. With almeost any low price purchase they might alse get:

&, Time wasted [, Aggravation

B. Delays in responses J, Frustration

C. Werry and concern K. Inconvenience

D. Eftort wasted L. Uncertainty

E Complaints M. Lost energy

F. Pogr servige and training M. Recurring problems
s a low price buyer o coe Lok G. Slow responses O Inaccurate information
sy ol Dol H. Lack of follow-up P. Poor quality

the lovess prical’

4. WHAT IS VALUE? Yes, it's what you gat when you buy a quality product or service that thrills you and
reinforces in your mind that you made the rght choice. It's the added benefits great salespecple sell so that price

isn't the main e, These added valee benefits could include:

& Time saved L Knowledgeable people

B. Dependable information J. Quick salutions

. Confidence K. Company stability

D. Excellent service L. Guarantzes

E. Quality products M. Dwoing the extras

F. Peace of mind M. Friendliness and caring

G. Fast service 0. Professionalism

H. Professienal training mi‘:f;f;;ﬂ:ﬁﬁﬁfﬂ P. You—no one else has that

and we ke that"
AT Joe] H. Weldon & Asodates, Inc., F.O. Box 6226, Scoftadale, AL SR261 » (480) 485633 » vaw SuccessComesinCans. com
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5. PITFALLS OF LOW PRICE SELLING Prospects begin to thirk..
A "Couid | have gotten pou down even lower on the price”™

“Well | negosiated

. @’___ I'E‘I'j:‘]";; B “Are pou selling to someone else for less®
i e S bl C. "Perhaps | can get it even cheaper somewhere else®
it D, "Wl pou stil be in business [f | have a problem?™
E. “Where is the company cutting corners or reducing the quality and

service to get the price so low?™

6. TAKE THE MATHEMATICAL APPROACH
» Add up the benefits of quality and value,
» Subfract the disappointments they will be spared in buying from vou.
» Divide the higher cost by the additional benefits they get.
» Multiply the satisfaction of the higher quality and service vou offer,

7. YOU DON'T HAVE TO ELIMINATE PRICE OBJECTIONS 5o often
sales professionals think “I've gorf to cvercome my prospect's price objec-
tians.” Hey, lock at the picture of the szale! There are two ways to get to 51%.
Sure you can reduce the price, but vou can also add on more value! Whyy sell

lowr price—Pile on value!

Mow it's thme to start your own list of “Specifics™;

PRICE VALUE

Make your own detailed list of all the things you Make a list of all the things vou can think of that
can think of that your prospects can expect from your prospect will get from you that add value,
doing business with the “cheapest price,” “lowest Think of the Jittie things that could be taken for
price,” “price selling competition.” granted, Be specific, not general.

I'm addtmg up
{he uealuse buasad
YOU benefics,
and | remamber
b slary, If the
Shire Fs,
Waar e

YOU

Don't be modest! Write cut all the added value your prospects will get from having you as their salesperson.
Be specific, List things like: your product knowledge, your enthusiasm, caring, timeliness, honesty, etc.

=

2003 Joel H, Weldon & Associates, Inc., P.O. Box 6226, Scorsdale, AZ 35261 + [B00) 832-8572 » wane SuccesComesliCans.com




Post Presentation Improvement Plan

MNowe that my contact with the prospect is over, what could I have done even betler, what should T have done that [ dido’t
do, what should 1 have not done or said at all. and what did [ leaen from this presentation to help improve the next ane!

|. Personls) seen

Title

Organiation
Deparumnent )
[Jate Time To

2. MW aobjective in making this presentation

L

. Dwverall, how well did this preseatation go o achieve my objective?

e

. What one specific thing did 1 do best!

LN

. What one specific thing did [ do thar I shouldn’t have done and why'?

=21

. What did I learn from this presentation?

1

7. What will | improve on for my next presentation?

=)

. Onal (low) o 10 {high) seale, here'’s how | would rate my effectivencss in these areas;
A My attitude, energy and enthusiasm
B. My confidence and expectancy
. My approach and opening statement
D My use ol gualifving questions
E. My ahility to listen and stay focused
F. My product knowledge
(i My knowledge of my prospect’s needs
H. My ability to relate features to prospect bencfits
. Mlw =kill al handling objections and questions
1. My ability to close and ask for the sale
K. My add-on selling and cross-selling skills

L. My asking for qualified referrals

0. What | liked best abour what 1 did today on this presentation:

11 What Twill de on my next call to this prospect:

2003 Joel H. Weldon & Associades, [ne.. PO, Box &226, Scodiwdsle, AF 95261 = {300) 8528572 » unew SuccesslamesInCans. com
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#5—THE CLOSING CURVE

WHEN DO YOU CLOSE? The obvious answer is “when vour prospect is ready to say ves and
investl” Sounds simplel But every prospect Is different—sorme decide “pes” very quickly, others need to see a
lat of need, use and value, plus ask guestions and do some thinking before going ahead. Then you have the type
of progpect who only says “no” and will not reach a pesitive declson, at least not today, The professional knows
a principle... it's “"ABC...Alwayps Be Closing. The reason is that without constant testing l:. ) you might
byvpass vour customer’s "Will Invest Ling” and  end up buying it back! Study this illustration and the three
descriptions bealow.

WILL INVESTLINE 3
N SALE TODAY "N
'Irfﬂl'l
CLOSE The
mm
WILL [SVEST LINE #2
TYFHAL &
TRIAL CLOSES — P 2 l
- YOUR SALES FRESENTATION :
CURVE AND YOUR _ SIRE
PROSPECT'S INTEREST “NO" T BACK
WILL INVEST LINE #1
EASY SALE
START ¥
TRIAL CLOSE - Asks for an opinion. It tests & CLOSE - Asks for a decision and
for interest and acceptance. “How requires action. “When do pou want
does this sound to pou™ delivery?”

1. THE “EASY SALE" — WILL INVEST LINE #1 You have a prospect with a very low “Will Invest Line.”
For whataver the reason, they don't need to see and hear very much and will make a pasitive buying decision
to inveast very quickly. This type of prospect is an “Easy Sale.” Cautfion... don't oversell him or you'll buy it back!
Since about 10% of vour prospects could fall in this categary, it's vital to begin clesing very early in your
demonstration. Once you get a commitrment to Invest, quickly complete the paperworlk, get the dollars and time
taken care of, and continue vour presantation! [t's vital with the Easy Sale that you not leave too quickly. Be
sure to give them all the information they are entitled to, This prevents "buver's remaorse” and having them
change their mind due te a quick close!

2. THE "TYPICAL SALE" — WILL INVEST LINE #2 Here's vour typical sale, a prospect that will say ves
after they convince themselves it's a good decision. They ask lots of questions and give vou plenty of chjections
because they are interested, [t's vital if you're geing to reach their W.LL that veu keep adding need, use and value
as you continue your presentation. This prospect often scares the amateur away because they are demanding,
concerned, questioning, thinking and have some objections. The key to selling is to add value.

3. THE “NO SALE TODAY" — WILL INVEST LINE #3
In this case, for whatever the reason, your prospect will not
say “yes” today, [t could be some specific condition, exose or
reasan that in tirme could change. . but today it's a no. Accept
the fact that vou won't sell or get the commitment with
everyone avery day, Don't wormy about i, you still have lols
of other prospects. Aveid thinking to yourself, "Il sell this
person if It's the lost thing [ ever do!”. .. becausa it might bel

I wweryy sabe were easy then my company wolon's
bz 10 pay me =0 well. | love those lough prospeets
becauss | kiow low 1o sell valee, not price™

2003 Joel H. Weldon & Asseciabes. Inc., PO, Box 6226, Sconsdale, AZ 83261 + (4B0) 1E-5633 » unww SuccessComesinCans. com
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4, HOW LONG DOES IT TAKE TO REACH THE WILL INVEST LINE? The closing curve concept doasn't
inclede time, Since every type of s2lling has & different s2lling cycle, some sales may take months to get to the
final “yes" However, each presentation along the way should have a elose, and eulminate in a dacision to go
to the next stap. In some selling cycles it could be a two or three call close taking from seven days to seven weeks,

others might take only seven hours or as little as seven minutes. Mo matter what vour time frame, you should
Ahwayz Be Closing!

5. SELLING VALUE, NOT PRICE When wou picture the balance scale
concept and combineg it mentally with the closing curve, yeu can see the
need is not just for strang closing, but for strong selling! The piling on of
powerful benefits that show need, use and value, You climb the heights of
the presentation curve when you're selling, nol closing. Price is certainly
a facter, but it’s only one of many. Many ondinary salespeaple think
reducing the price or selling at the low end of the market is all it takes. [t's
not true! What sells is a combination of benefits—VALUE as perceived
by vour prospect.

6. YOUR PROSPECT'S “INVESTING SIGNALS"™ Your prospect tells you how you are
doing and how close to his Will Invest Line you are by sending cut "signals.” These signs
of interest are quickly recognized by the professional. An investing signal is anything E}-
your prospect says or does that indicates in his cwn mind he has reached, or has almost
reachad, the decision to go ahead and invest, Do you have a written list of investing signals
your prospects send cut verbally and non-verbally? Here are a few cbvicus ones. Some
aof the ones you'll gel may be more subtle.

A. VERBAL '\What they sav] B. NON-VERBAL (\What they do)

» What do vou need from me now? * Reaching for the agreement

» How muck can | save on five cases? » Smiling and loordng relaxed

» What's the return policy” = Touching their chin s :

» Will you show me how to use if? » Picking up a pen or pencil sl K
» How scon con [ get It7 ¢ Regding vour materials

e Can | add 1o the order later? » Fpes lighting up

]

. TRIAL CLOSES To checl your progress, measure prospect interest, and insure that vou don't keep talking and
buy it back by bypassing their Will [nvest Line, you stmply put your sales presentation in neutral and aslt vour
orospect, “How am I doing? Are you getting ready 1o say yes so | can stop talking and start writing™ Of course,
you'd use a bit more tact and professicnalism. They key to using trial closes is frequency. .. use lots of them, often!

8. INGREDIENTS OF AN EFFECTIVE TRIAL CLOSE An effective trial close:
&, fsks for an opinlon, not a decision

B. [s non-threatening

Z, Can be either an “open” ar “closed” question

D, Gets you an Immediate response

E. Helps you determine where you are on the curve of prospect interest

F. Is varied, not the same one aver and over again

G. Fits naturally into vour presentatlon

. EXAMPLES OF TRIAL CLOSES

«"How does this sound so fur™ «“This iz true gquality, isn't it™
STl b et s oI5 this what you've been loordng for™ «“This is a great value, isn't it7
by o 50 3ar7 o How does this cormpare to others «“What do vou like best about it™

« “Thrilkng™ o' Are you ready to go ahead or showld | show pou a little more®

o Just supposng you went aheod, how would pou handle the detais®”

A trial close asks for an opinion, not a decision!
SIE005 Jaol H. Weldon & Assoclates, e, PoJ. Box GEZ6, Scolisdale, AZ BRZG1 + (B0} BE2-B572 » wanw SuscesComesinCans.com
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10. WHY CLOSE? The purposs of a closing question is to get the prospect to reach
a decision. You've shown the need, use and valug of your products, now it's time
to act. Closing is the legical conclusion to an effective sales presentaticn!
Closing confirms the fact that veur prospect has made the mental decision to say
..yES.ll

Hemember: Nolhing happens untl you ask for the sale..
Eo Close! Close! Closze!

11. HOW TO CLOSE—WITHOUT FEAR, WITHOUT FUMBLING, AND 'P.en-.emb-;r- Timld closars

W[THUUT FA[L' Your cl-:_;as':ng_ questicns could come at any time in your sales have skinny ids. [ love to
presentation, but the best time is either: eleess, and s my kids are well Ted,
I ; e : i ; Y prospecks ane oo

A, Adter you pick up a positive investing signal. thrillad custcarsers and I'm

B. After vou use a trial close and get a pesltive response. & srresthul sl prof

Your closing question s the logical conclusion to your previous step in the sales presentation,

12. INGREDIENTS OF A GOOD CLOSING QUESTION A gocd closing
question containg these important ingredients:

&, Natural 1t fits right into what you're saying and doing.

B. Sincere You think and feel that they should be going ahead and it
comes out that way.

C. Expectant The question is struclured to show vou're assuming it's a
Y¥es, I'linvest” In both tone and words. “Yeou don't wart it, do you™
is not an expectant closel Your bearing, tone and words must indicate
canfidence,

D. Requires Action The rasult of a positive reply by vour prospect will
direct you ta do something, fill cut the purchase agreement, makz a
chodce, go somewhere, do something.

E. Gets You a Reply Whenevar vou ask a clasing questions, BE QUIET.
Wait for the reply... no matter how long it takes, Make the decision

Tn wharstand why il's so importanl 5 z : - 3
b clone TR Y sred QETEN' | e b the to only ask the same question again, or just smile and be quiet!

rake ol AZC—Always Be Clodng bocaus | F. The Result is a Sale - OR - an Objection Both are pesitive for

e g S ipioyl the pro. If a sale, you just complete the details. If it's an chjection, you

proceed with meore need, use and value to move up the presentation
curve, or to “h1M positive” on the scale of decision.

13. AVOID HIGH PRESSURE Pressure is good and is a positive force. ..
as long as it's nol loo much! Presare keeps your blood maoving, water
flowing, vour tires absorbent, spray cans spraving, and helps people
make good decisions to act and act now! The misconception that to
szll vou need to put some high pressure on is just that, a misconception,
You need only to close with the six ingredients just mentioned in Idea
212 abova.

High pressure cocurs when vou close over a close, without adding any
new necd, use and value to your prospect’s scale of decision. The
professional knows that only the prespect decides and that decision is e daa el e el T hatad
pased on information. The geal is to keep adding information to the the aighe ball and high pressure me—
presentation, and then close. All you're asking is “Well, how do pou like e gr U ek I

it now with ofl these new bensfits for pou™ That's not high pressure.

Always add value between vour closes and vou'll aveid high pressure.

LI003 Joel H., Welden & Assoclates, Ing, PO, Box 6226, Scotsdale, AZ EE261 = (480} 9385633 » wane SuccessComesinans, cor
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14. TYPES OF CLOSING QUESTIONS There are dozens of different tvpes of closes you
can use. The profesionals use maost of them and constantly vary the cnes used in a
presentation. The ordinary salesperson knows twa or three types and uses only one, The
professional has mastered at least twenty different ones and uses ot least five in every
presentation. Here are some of the mest commen types and an example for each of

therm.

A Classic Choice Clase You offer a cheice between two positives.
Whichever the customer chooses, they have Invested. “Which one do
vou fite better, Plan A or B

B Order Blank Close “You simply pick up your pen or penecil and

——

begin filling cut vour order form, asking questions as you do. If they Céﬂ:{'_;';m
answer, vou have a sale, if they don’t, vou've got an chjection. "Let's iy 42
sog, foday is the -

C. Minor Point Close “You seck a decision on a minor item that automatically confirms the
major ane. "What Initials would vou ltke on vour glove compartment door?™

- D. Might Miss Out Close *You creale urgency Lo acl now or they will miss out, “Let's not wait
Pt AL e’ arother minute. Today is the last day for the speclal. Would pou like two or just one?™ O,

“I'm not sure we have any left. Should I check with our office®
g
calE WA
{Lauwﬂi

E. Show You How Close You offer to explain how something werks, “Weould vou
like: e to go cver the instructions now or should | stop back after yow've gotten the
order ™ F

F. Restaurant Close You just assume it's 2 "yes” and you take action without even
asking the customer what to do. “You deserve the best! Let’s go aheod and get this
paperwork out of the way, Oh, first pou ..."

G “If I Could, Would You? Close You get a commitment to act subject to your
ability to do something. "Just supposing we could do . .. then pou'd want to go ahead,
woddr't yoa®™ “Okay, lel’s just say we can do it, then all we need to put down here

le “Sublect to vour being able to ', right?™ - .
H. Columbe Close {Usz after at least four olher closas) Pack up vour materials, head “Subject bo .

for the door, put vour hand en the doorknob, then stop and sav: “Just to elarify my Hey,

thinking, what's the real reason vou're not going ahead fodoy?® Onece vou hear the I likez that

real objection, go back to selling and say: "I'm so glad vou told me that, It's my foult
for not showing vou how . . "

[ Billy Goat Close (Mten called the puppy dog close. “If vou dor't like it, you can cancel it.™ Or, “Try it for
Id doys. If pou den't like it, vou can return (t, no questions and no hassles.” Checlo with your sales manager
about haw vou can use this close,

d. Sincerity Close Caution! Only use this close if vou're really 100% sincere in vour conviction that your
prospect will truly benefit from what vou're offering. “I'm ot lequing untl vou go ahead and make this
investment. Everything vou've told me supports your geing aheod now! [ can't leave, in good conscience,
without seeing you make the rlght declsion. What do [ need to do to help you take ection now™

Remember the slory about Den Raymond, the real estate pro, who pointed his finger in Joel's face and
dhiouted at him in 1971, "You're a damn foa! if vou don't buy this house right now!™ Don was right! Jogl and
Judy bought the house, and over 32 vears bave made major impravernents Lo it. Their children grew up there,
and it turmned out to be the best investrnent they ever made. Just the value of the land alone has appreciated
cver & 9005,

Whean you are that convinced, be like Don Raymend. Den'tbe timid . . . say what's in your heart. Be sincere!
« Write out vour own closing questions.
» Close without fear, fumbling, or faill
» I's all part of a selling strategy for sales excellence!

Selling Is Helping!
S2003 Joel H, Weldon & Associates, Inc., PO, Box 62268, Scofpadele, AF 85261 » (BO0) §52A5TE » vuny, SuccessComesinCans oo
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#6—UNDERSTANDING OBJEC'HONS

Prospects at various stages of a sales presentation come forth with abjections.
You've heard almost all of them and they can be boiled down to four categories:

v Mo money... "l can't offord it.,”

o Mo need. . "l reolly don't need it."

* Mo hurry... “Fl get it later.”

o Mo trast. . "l want to check around.™

1. WHAT TYPES ARE THERE? Just two types exist in almast all selling with e
almost all prospects: Those prospects tell vou about — STATED, and those they asticn.”

don't tell vou about — UNSTATED.

A Stated Objections come right cut and are easy for mest prospects to tell you
and for you to answer.

v “We can get a lower price from XYZ."”
* “Right now is a bad time for us."
* “I'm going to wait &l after the first of the pear.”

B. Unstated Objections are the problem. Unless vou uncover them, you can't
answer them. In many cases, prospects don't want to hurt yeur feelings, so they

don't say:
_ : o “I den't like pou, vour products or pour comparmd”
“Whal's bothering wouT « “You're too high pressure and pushp”
!,;,T‘m“’.“,.'j';l{ ‘::-;j mﬂ:ﬂ » "I heard you're in financial trouble!”
ehpecriong * “You're a French company. I only buy American.”

. Ignorance is not bliss when it comes to objections. Unless you smoke them out inte the open,
it's almest impessible to answer them or deal with them. In some cases, you just have to ask them:

o “What are pou thinkdng right now?’

v ‘[z it ma¥ [s5 it our products? Iz it the price®

» “Am [ too pushu? Too high pressure for pou™

» "Hawve vou heard some things that dlsturb pou®

Get them out in the open with gquestions. Say, "Tt's ckay, vou can tell me.”

2. WHEN DO YOU GET A PROSPECT OBJECTION? It could come
at any time, but usually in a sales presentation it comes:

» At the beginning 'Dhlec'r‘-mi appaar w:l'nn woute below the
« After 2 benefit statement Will Invest Line — so add mare benefsis,
Heave o fear. Get back to selling vakial

= Following a closing guestion

3. QUESTIONS YOU NEED TO ANSWER When you make a presentation, think of a.ns.venng these six
questicns which your prospect has in mind. They all start off with thelr self interest... "Do [ want...

1. Do | want the product or service? 4. Do [ want it now?
2. Do [ want this particular one? 5. Do [ want it from your company?
3. Do [ want to invest money or time? 6. Do T want it from vou?

Your job is to answer those six questions in your professional sales presentation.

s Jeel Ho Welklon & Assoclates, Inc., PO, Bax §226, Scottsdale, AZ BE2A1 = (480) 943-5633 » wanw.SuccessComesinCans, com
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4. WHAT DO PROSPECT OBJECTIONS MEAN?

You hardly ever really know what sameone else means by what they say. Youcan
cnly surmise from past experience and the sltuation at hand, Prospect objections
could mean:

A Nothing — they are just conditioned responses thabits),

B. Questions — they need answered.

C. Conditions — they want mat.

D. Excuses — they mean something else.

In almest every case, objections are good! They show your peespect Is inferestad

and thinking about it. Withcut objections vou would have no direction to follow. “Hary, conmie an, give me soome
[t's vour prospect’s way of telling you what to do next. ehjections—I love them!”

5. WHEN DO YOU RESPOND TO YOUR PROSPECT'S OBJECTIONS?

& Before They Come Up Anticipating commen and frequently heard
chjections is the best way, That way you den’t have to defend your position. ..
vou've taken it all away.

= "4z vou know, this is a slow time of year, so..."

* "It's giways so easy to just put off dedding when...”

“I I 5 » “Berauss our prices aren't the lowest, it's important to see why.,.”
i patiz
Eﬂ-i:-?glib:g '_?Ii e * “Because it's the middle of summer, now ls..."
Irmﬂﬂl_ﬂ:* 1%['-'"5 B. When They Come Up Just answer themn when you hear them.

. Later Delay your answer, eepecially when something in vour presentation will cover it.

# “That's o very good paint vou brought up. Would it be
okay if I just jot it down and answer it a little later?™

» "Your question iz well put. [ think when we get o the
_ voull see how we can handle that very easliy.
Mow look at how the.. "

. Newverl Some prospect chjecticns are so ridiculous that they don't deserve a reply. Just lgnore 1t lke you
didn't hear or bypass it with:

» "That's an interesting point. Now look..."
» "I see, That's a new one for me.”
» "Seriousiy, let's look at this idec and...”

6. HOPELESS OBJECTIONS

They are not actually objections, but conditions that in most selling situatlons are
hopeless. Avoid the posture of "Il sell hirn if it's the last thing 1 dol”... because it
enight be. Some hopeless situations or chjections:

o “I'd love to buy now, but I'm going to jail tomorrow.”
» “[ can’t decide, since F'm quitting my job in 3 daps.”

» “We car't afford It, since we're going bankrupt.” Yo ['d like: 1o by
up ; : 2 [ lots of your products
s “I'm selling the business and mouing to Afghanistan! i o ot ey AR

aae e here il

You don’t have to eliminate or ocvercome objections.
All you have to do is add enough need, use and value
to get vour customer ouver the Will Invest Line!

EA003 Joel H. Weldon & Assoclates, Ing., PO, Box 6226, Scoltsdale, AZ 35261 » [B00) 3328572 * www SuceessComesnCang.com



High Achiever's Network “If the Shirt Fits, Wear ItI" September 2003 1D

#7—ANSWERING OBJECTIONS

OBJECTIONS ARE REALLY QUESTIONS In your mind just make the prospect's objection a question and
suddenly it's not a threat or a negative.

= “I'm not interested.” = “What can pou show me that's interesting™
* °] can’t wait that long." = “Can you show me why it's worth waiting for®™
= “Fll think about it." = “What are some good reasons to act now™

How To Answer Them

As you know, there are no magic formulas in selling, but there are practical and
proven methods. Here are some ideas for your use In handling "cbjections™ you receive
and ansaering them as questions.

Step 1 LISTEN Really Listen! Listen with your eyes as well as your ears.
Put all your senses on full alert. Forget about what you're going to say.

* Don't assume or prejudge.
* Forus on your prospect.
» Show you're interested, receptive and not defensive.

“I'm listaning really well T enjey this » Give podtive non-u - : w .
lind il cipen keariback and divact “t positive non-verbal clues — nod, smile and use verbal */ see,
approad ingut.” M, |:||I:.EI_LL

= Write it doswn. Prove that you listened,

Step 2 DETERMINE MEANING What did he mean by what he said? Could the "cblectlon” (question) be
samething he always says to salespeople, a conditioned response? Or was he/she:

A Asking a question — Did he ask you to give him more information?

B. Zetting a condition — Was he testing you? Was he setting up a situation which implied, “Hey, if vou can...
then I'l go chead ™

. Making an excuse — Was he covering up the real “objection” lquesticn) with a smoke screen?

[t's not easy determining what another person really means by what he says, In the English language, the 500
mast frequently used words have over 14,000 meanings. That's over 25 meanings per word, Plus sometimes it's
not just what is said, but how it is said. This simple sentenee could mean a lot of things based on the emphasis
of cne waord.

I didr’t saw it was good! {He said it.)

| didn’t say it was good! (Mo, ] wrote about it.)

[ didn’t say it was goed! ([ satd, “That was good.™)
[ didn’t say It was good! ([ s2id it is good now.)

[ didn't say it was good! {] said it wasn't gocd)

There are five different meanings In that simple sentence. So in Step 2 you have to
interpret the clues. Go with your best judgrent.

Step 3 SMILE Show your confidence. Be happy about
getting an objection. Make it a big, wide, happy smile.
Even a chuckle or giggle helps. Don't be a wise guy or
gal. Just convey: "I'm not scared,” “You can't fool
me," “Hey, it's okay. | know what you mean.”

= This step is so-0-0 poswerful.
1 0 S b S e SMLE
T'm smiling anfl I
R no fear {Count to three, and hold that smile.)

2003 Joel H. Welden & Associates, Inc., PUO, Bon 6226, Scotlslale, AZ BS261 « (480} 948-5633 = wunw, SuccessComealiCans. catn
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Step 4 CUSHION Keep thelr “screen” of receptivity open and avoid the feeling of
pressure. Use a softening statement that implies “Itf's okay for pou to have an
cblection, reallyitis. | don't mind at all.” Here are a few you can use and vary them.

«'That's okay.” s “That's understendable.”

= “You're right to be concerned.” = “I used to feel that way myself.”

s “That's an excellent point.” = “It's all right, | understand.”

s “Thank you for bringlng that up.” * “I respect your pogtion.”

= "4 lot of people feel that way » “You're very perceptive, most
at flrst." people miss that."

ﬁ;‘;: $| ﬂ“‘:i?ﬂf am2  Sofar you've listened, determined what they mean, smiled and told them It's okay,
it's chay lo cbiect and ar  You understand. Because of these four quick steps your eustomer should be relaxed,

| esiderstard thern,” non-defensive and willing to listen to vou answer their question.

Step 5 RESTATE You restate the “objection” ([question) which proves you listened. You don't say it exactly the
way it was given to vou, Alter it slightly, so you don't sound like a parrot. Also add what you think he meant by
what he said and conclude with a question so vou'll get a response such as, "Yes, that's exactly what 1 meant!”

Objection: "Nowis just not a good Hme for us fo bup.”
Question:  "You like the concept but the timing just isn't good. Is that right™

Restatement: “Mr. Prospect, you're so right to be concernad about the timing, The question really
iz, what will you be getting then and how does that compare to what's available right now— Is that
really vour concern®

If “Yes," continue to Step &.

If “NC, that's not what [ meant,” follow with: “Then to clarify my thinking, Mr. Prospect,
what exactly did you mean™ (Don't assume — check with a probing question|)

Step 6 ANSWER An easy way to remember the options is to use the work "READY.

R = Reverse it You flip-flop it. The reason the prospect uses for not
investing is the very reason they should go ahead.

E = Explain it You give more evidence, information and facts.

A= Admit it Tell the prospect they're right. "It's true, but so what...”
D= Denyitlit's not true, you have to mrmﬂ!: the pn::sp_a:L Boory il i
Y = Why? Ask why. Get a clarification, more input and information. closar to 2 YESI

Step 7 GET BACK TO SELLING Since “chjections” (questions) ocour because you're not over the Will Invest Line
or haven't shown “51% positlve” on the balance scale, the only way you add maore need, use and value Is to get
back to selling. Continue your presentation and plle on more benefits,

« Objection: An imagined reason for not investing now—based on a lack of information.
» Reasorn: The truth based on sufficient evidence.

THE DECISION Y our customers don't change thelr minds from "MNo” to *Yes.” They only make a new
decision when vou glve them new information! What new information, or old information repeated, do
you passess about vour procucts or services to add to the Scale of Declslon?

e =
- ——

Selling Is Helping! So . . . “If The Shirt Fits, Wear Iil"
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