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SALES MASTERY UNLEASHED ADVANCED: BONUS SESSION WITH Q&A

Dave Dee: Welcome my Sales Mastery Unleashed friends. We have a truly

stunning call. I have on the phone with me GKIC sales manager

extraordinaire, Nick Loise. Also on the phone with me, we have Jack Turk

and Jack is going to be fielding the questions.

Let's get really started with this, because we're going to be covering many

different areas on this call.

Topics We Will Cover

We're going to be giving you literal step-by-step information. We're going to

be doing role playing here so you can take what you're getting in Sales

Mastery Unleashed and put it in practical terms.

You might want to think of Sales Mastery Unleashed, the first part, as an

overview of the concepts and everything like that, and this is really going to

go nitty-gritty down into the details.

We're going to be discussing the morning after, openings, how to answer

objections, and we're going to go over some advanced objection answering

techniques.

We're going to be going over closes in detail. I'm going to be giving you one

of the closes from my Psychic Sales Course. Again, that's an advanced course.

Nick and I are going to be doing some role playing, and then actually Nick is

going to try to sell me something on this call.

This is not something that's set up. We simply decided that he was going to

do this, and so we have not worked this out at all. I'm going to give him real

objections. We're going to take you from the very beginning all the way

through the end so you can hear the steps and truly understand them.
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Then we're going to go into what we call, "sales mastery," the really

advanced stuff, including how to get yourself into a peak state and the

importance of that on the actual sales process. We're going to be going over

the mindset of killer sales pros as well as how to develop immunity to the

word, "no."

Then I'm going to reveal to you my consultant sale, exactly how to do that. In

the manual that you have received is my step-by-step how I do my

consultant sale. You have the outline for the script, but I'm going to share

with you the previous steps to that.

This is all to get set up to get to that phone call

where you can close big-ticket sales.

Just as a reminder, I was closing sales in the

$15,000 to as high as $40,000 range one-call

close. I'm going to share with you exactly how

to do that. Then we're going to open this up for

Q&A as well after each segment.

We have a bunch of people on here, which is very gratifying, by the way.

Thank you for taking your time and joining us. It is going to be so worth

your while. You're going to be stunned.

THE MORNING AFTER

All right. Nick, let's get right into this. Let's start with the morning after. The

first question is, “What the heck do we mean by ‘the morning after?’”

Nick Loise: That's a great question. I think it's kind of an intriguing statement. Ireally think it's to take care of what might be called "the sale reluctance" or "thebuyer's remorse” the following day.

We have to take care

of the “sale

reluctance" or

“buyer's remorse”

the following day.
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We love to buy. People really get excited about buying, but sometimes we fallinto that category when we're with our spouse or business partner, and theymight say, "You bought what?"Or we might even say, "What did I just do? Do I really need yet another...” or “DoI really need 'X?'"This is set up to assist the sales person or the business owner in that situationand to really take that out of the equation, so it's really how to eliminate themorning after, and it's also to set up secondary sales, third and fourth.I will say that I was intrigued when we were setting up the GKIC sales process,you and I and Dan were working on that, that obviously we had this in. Mostsales training does not cover this at all. In fact, manyof them hide from this because they don't reallywant to deal with it.I thought it's really the culmination of sales andmarketing for the set-up, for the sale and then for thepost-sale. I think it's important that people really justdo the basics.Many times we know the basics, and I'll be the first to admit, even when I hadmy own company for many, many years, I knew the basics to do, what to dopost-sale, and it just became problematic.I didn't do it or I didn't think about doing it or I didn't do it to the extreme that Iwanted until I put a system and a process in place and had staff people just takecare of that and do it.I think it's a critical, critical, critical step. It's really what separates the pros fromthe wannabes and all professionals do it, all top-tiers do it. And it can besomething small or large. A lot of it will depend on how much margin you havein your business.

I didn't do it to the

extreme that I

wanted until I put a

system and a process

in place.
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Dave: Yeah, that's absolutely correct, but some of the stuff that we're going

to go over that people can do really costs literally pennies.

Even if you're in a Dairy Queen, you can afford to do some ... Seriously, if you

owned a Dairy Queen, you could afford to do some of these techniques, not

necessarily that you would but you could.

A couple of things before we get into the actual strategies, Nick. I just want

to expand upon what you said.

The truth is that the sale isn't made at the close. The sale isn't made until the

sale sticks, until you have the money for sure,

when they're not asking for a refund, then that's

the only time that the sale is really truly made.

Also, Nick, you alluded to it, it is short-term

thinking to think, “Well, okay, I made the sale so

that's it.” That's what amateurs do.

What we're talking about here is making the second sale, making the third

sale, and making the fourth sale. You set all of those things up with what

we're going to be talking about here.

You always have to be thinking, “What is my real purpose of everything that

I'm doing?”

In some cases, maybe there are some businesses where it is just a one-and-

done sale, but for most of you who are on here, you don't just want one-and-

done. You want to really get more out of it. Unless you think it through, then

it's not going to happen.

HANDWRITTEN THANK YOU NOTES

Nick, let's go over the first strategy, which is something that they’ve

probably heard about before, but if you're not doing it ... It doesn't matter if

you know it. I too fall into this trap, "Oh, I know that. I've heard this before."

It is short-term

thinking to think,

“I made the sale so

that's it.”
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But, heck, am I doing it? Well, if I'm not doing it, it doesn't make any

difference.

The first thing is the handwritten thank-you note. Let's discuss that a little

bit.

Nick: I think the important thing is it's a gesture. In our electronic world, in ourSkype and texting world, the envelope will stand out, and I think there'ssomething elegant about a handwritten thank-you note that puts the person onthe next plane.It should just be two to three points. "Thank you very much, David, for yourpurchase. I appreciate you having the trust in me in buying my product (orservice or whatever it is). I look forward to us working in the future."It should be those three points.
 Thank the person.
 Reassure them that they made the right decision and made the rightpurchase.
 Tell them that you look forward to working with them in the future.You spoke about it, and the pros know, and it's theGKIC mantra, that the first thing really is to get acustomer. The first sale isn't to get a sale. It's to getthe customer. Really then we want to move thatcustomer up the pyramid and have them becomelifetime customers.This handwritten note is something simple. It's elegant. Don't worry about howyour handwriting looks or anything like that.I've done it as simple as a postcard, so I had postcards made. That even took theelimination of having to fold it out of the process. Have a postcard.

The first sale isn't to

get a sale. It's to get

the customer.
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You could go to a Hallmark store and it could be a nice thank-you card or itcould be one with your initials on the front of it, or you could have them custom-made to your company. A lot of companies do that. Whatever you prefer.Include your business card in there. Put a stamp on it. Don't run it through thepostage meter. Just go out and buy some stamps. You can get them at Costconowadays. Just put a stamp on it and make sure you send it out.
It should be something you do at the end of the

day, and have it part of your process. Just

thank everybody that bought from you.

I get a thank-you card every time I get a suit made from my guy or even atNordstrom's when I go to the same person over and over, I get a thank-you card.It's just an elegant touch.We are all buyers, but just think about it. How many times have you gotten athank-you card? We buy something each and every day.You're not going to get one from your local Starbucks, though I think if you havetheir app they do a great job of thanking you.Just think of all the major purchases you've made in your life and how manythank-you cards you've gotten. It's a small token but it goes a long way.
Dave: Yeah, absolutely. I first learned about this way back when from Tom

Hopkins. Let me just tell you a brief story to show you the impact that this

actually has.

Tom Hopkins, in the book “How to Master the Art of Selling Anything,” I

actually went to see Tom speak. This was the first opening I had that there’s

training materials I could use to make myself better.
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I was watching Tom speak as a young guy right out of college and watching

people rush to the back of the room to buy his product, me included, and

bought his product.

Then I sent him a note afterwards saying, "I was at your presentation. I

really enjoyed it. It was so inspiring. Someday I'd

like to do what you're doing."

I didn't expect anything. Well, about a week later

in my mailbox at the radio station there is an

envelope and it's from Tom Hopkins International.

I’m like, “Oh, they're going to try to sell me

something.” I open it up and it is a personal thank-

you note from Tom Hopkins, not a mimeographed

thank-you note, a personal thank-you note.

The reason I know it's personal, he referenced things that were in my letter

that I sent to him. It was just encouraging. “Thank you. This is why I do this,

and I know you're going to be successful, and one day I look forward to

meeting you personally.”

Well, that letter meant a lot to me, and I kept that letter, and I kept it inside

my hardback cover book ... this is how much it meant to me, by the way... I

kept it inside my hardback cover book of “How to Master the Art of Selling

Anything.”

Fast forward many, many years, like 10, 12 years. I am speaking at one of

our member's events, Dennis Tubbergen’s event for financial advisers, and

guess who the keynote speaker is… Tom Hopkins. I'm doing my Psychic Sales

presentation, and Dennis says, "Would you like to meet Tom?" And of course

I would. Guess what I brought with me, Nick.

Nick: I know. Your book and your note.

Just think of all the

major purchases

you've made in your

life and how many

thank-you cards

you've gotten.
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Dave: I brought my book and my note. I said, "Mr. Hopkins, you're not going

to remember this, but you sent me this note 10, 12 years ago."

He read it, and he actually got a big smile on his face, and I said, "Mr.

Hopkins, I am speaking on the stage, the same

stage as you."

Because, remember, I said, “I want to do what

you're doing,” and I was.

Just to sum up the story to show you what a classy

gentleman he is.

He comes out… he's selling stuff too, at this event… Tom comes out and the

first thing he says is, "I want to recognize a young man here who wrote me

ten years ago," and he had me stand up and has everyone give me a standing

ovation.

You may not have that impact with the thank-you note, but you don't know

the impact that you're going to have, and by doing that it really adds a

whole other level, and it takes you minutes.

Really, seriously, at the end of the day, just write out your thank-you notes.

Make it part of your process. Make it part of your ritual before you close

down your computer.

Nick, let's go to the next one, which is ... There's going to be two here. I'll talk

about the second one. You talk about the first one, which is the welcome gift.

I'll talk about the welcome bonus. The two we're talking about here is

welcome gift and welcome bonus.

Talk about the welcome gift, Nick.

THE WELCOME GIFT AND WELCOME BONUS

The thank-you note,

really adds a whole

other level, and it

takes you minutes.
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Nick: I think the welcome gift is, once again, another gesture. There's no stringsattached to it. It is something as simple as when I was selling, and my companymay not have provided me welcome gifts, I would go out and get $5 to $10Starbucks cards.It could be something as simple as a nice gesture and a gift; "Hey, appreciateyour business. Appreciate your taking the time and the trust in doing businesswith me. Your next cup of coffee is on me."Or, when I had my own company and we had a little bit more margin in thatbusiness, we would give them a gift certificate, a $50 or $100 gift certificate to anice local restaurant."Appreciate you doing business with us. I look forward to our long-termrelationship," once again positioning long-term relationships. "Your next dinneris on me."If they were a major, major purchase, it would be a $300 or $500 gift certificate.I like them to be something different than what the organization does, but otherpeople will do tchotchkes, pen, pencils, cup, anything like that.I think anything is fine, but just something that integrates them and it's a gift. Alot of people like gifts that stay on the desk. I think I like those a lot too. We usedto give out very large cups.Everybody drinks a lot of water at their office or at their desk, so a very largecup that just simply said "thank-you" on it and had the logo of my company onthe back. I think, once again, it's classy.We could do it better. We all know that we should do this, and many times wedon't. That's what the welcome gift is.
Dave: Right. Again, there's simple ways. This is really a commodity business,

so there's a billion ways to get this; Oriental Trading Company is where you
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can find these. Just go do a Google search and you'll have more choices than

ever before. Really powerful.

Food makes a great gift, by the way. Food makes a really, really great gift.

People always appreciate that a lot.

There was just a story about three weeks ago in the paper where Mike

Tyson, the boxer, was in Las Vegas. There was a bad car crash and Mike

Tyson whipped over his car and helped the guy who was trapped in his car.

He was very, very nice and gentle and kept everybody away and was yelling

for people to call the police and kept the guy calm. The guy's kind of dazed,

he looks up and he says, "Are you Mike Tyson?" How surreal is that?

The guy sent Mike Tyson a thank-you gift. He sent, through his manager,

sent him a big fruit thing, one of those fruit basket things.

Nick: Yeah, absolutely. Edible Arrangements.
Dave: Edible Arrangements, exactly. The manager re-contacted the guy,

said, "Mr. Tyson is very touched by your gesture and he's actually eating it

right now and half of it's gone."

Again, if you can afford something like that, depending on the transaction

size, it's huge. Also if it could be shared with people in the office, that's really

powerful too because it makes your client look like a good guy as well.

The welcome bonus, we try to do this. We don't do it every single time, and,

by the way, if you look and you say, "Well, how come GKIC doesn't do all this

stuff?" we should be.
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I'll quote Jim Rohn, he had one of the best quotes about this. He said, "Listen

very carefully to what I say. Just don't watch me too closely, because this

stuff is a lot easier to teach than it is to do."

We try to do these things. We need to get better at them. Again, here's

something that we try to do. We do it quite often, is the welcome bonus.

The difference between a welcome gift and a welcome bonus – a welcome

gift is like what Nick said here. There's a coffee cup, there's a Starbucks card.

It's a little gift. It's a little remembrance or a big thing, a fruit basket or

something like that.

The welcome bonus ties in specifically with the product or the service that

you're selling that they're not aware of. You include something else in the

package.

For example, you could include an extra CD set. You can include an

autographed book, whatever. It's something that they weren't expecting and

so when they get your package...

By the way, this does not just apply to information

marketers. A lot of people think, "Well, this is just

for information marketing." No, it doesn't.

You've got to open up your mind and think, “How

can I make this apply?”

If I'm a financial adviser, “What can I send them as

a bonus gift that ties in with what I'm doing?”

They don't know that it's coming and so you're delivering more than you

promised. Most people are expecting to get less than they promised, not

more than they promised, less than they promised.

You've got to open

up your mind and

think, “How can I

make this apply?”
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When you deliver more than you promised, it has

a tremendous impact because people have been

conditioned to expect less.

So, what welcome bonus can you put in?

Here's what's important is that you point out in your cover letter that this is

an extra bonus, because a lot of people won't know.

They won't know that this extra thing that you're giving them is actually

extra. They may have thought it was just part of the package that they were

originally getting.

Just make a note that they're getting something extra and not just what they

expected.

THE STICKER ON THE PACKAGE

All right, Nick, I'm going to take the next one, which is the sticker on the

package.

The way that this works is, whenever you send a package to someone that

has valuable information in it or it's an actual product, put a sticker on the

outside of the package.

The sticker, you make it a big red sticker like a “Stop!” sign. We use I believe

City Print for this; they're one of our vendors at all our events. If you just

look up "City Print, Wichita, Kansas,” they can do this for you. They fulfill our

products.

Right on the outside of the box before they even open it, it says, "Stop.

Important. Before you open this package, call this toll-free number to listen

to this important message."

The important message is reselling them on the value of what they're about

to open up, what they're about to see.
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From a making-a-sale-stick standpoint, from an information marketer's

standpoint, this works really good.

The psychology behind it is that they're already accomplishing something.

They're already doing something before they even open the package. They're

already taking some kind of action.

Then they're resold on the value of what they're about to get, because that

initial excitement has probably worn off.

If they spent $2,000 on a package, for example, they might be having, as Nick

said, a little bit of buyer's remorse about this. This resells them. This

reenergizes them, gets them fired up.

If you're not in the information marketing business, but let's say you're a

financial adviser, you can absolutely ... Let's say you're sending out a

package of information, you can do the exact same thing.

It adds another layer, another powerful element to it.

THE STICK LETTER

Nick, why don't you talk about the importance of a stick letter and why you

need to include a stick letter?

Nick: The stick letter is probably one of the things that we do do. Like Dave said,we could be better at some of the other things. The stick letter is something thatgoes out immediately after the purchase. This can be delivered electronicallyand it also could be delivered postage or any other way.
The stick letter goes out just reassuring

the person that what they bought was the right

decision to be made.

It's going to go through next steps, so there may be a series of deliverables thatcome in over time, or if you're in the financial services, there might be a binder
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that comes to them or a series of different envelopes that are going to come topeople that you want to make sure that you bring to their attention in this letter.It's going to resell them on the benefits of the program, and it's also going tohave any next steps, if there's any next steps that have to happen.This is something at GKIC that we have that automatically comes out after youpurchase... "Thank you for your purchase." It reassures them that they made theright decision, goes through what's going to happen from a next-stepperspective.If you're an information marketer, maybe your nextcall is going to be on this date and would give themall of the information.If you're delivering something electronically tosomebody, it would have how they get access to that.Think of this as, one, as a thank-you.One is to reinforce the purchase – that they made the right purchase – but it alsoassists them in some level of next steps.Now, some people do this in two different letters, sothey have a series of letters that go out.Some do a quick thank-you stick electronic letter,which I think is a great way to do it if you're notgoing to do it via handwritten note but be reassuredwhy you should do that.Then next is the second step, these are the things that are going to have tohappen, these are the things that we're going to be doing, these are the thingsthat you're going to be doing. Also it helps you seed referrals.

The stick letter

reinforces that they

made the right

purchase but it also

assists them in some

level of next steps.

Really where we

want them to move

to is lifetime

customers.
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That is what is electronic. It could be an actual hard-copy letter, white mail asit's called, or it could be done in the box or it could be done electronically. But itshould be immediate. I like them going out immediately, so that's why theelectronic version really is the best way to have that happen.Sometimes invoices are attached to them. I wouldn't recommend that. I wouldsend that on yet another process or another deliverable.
Seeding Referrals

We've done these things, Nick, and you just alluded to the fact of getting

referrals. Talk a little bit about the morning after also includes what you

call "seeding referrals." Discuss that a little bit.

Nick: I think the one thing that we always want to remember in the morningafter is to make sure that the sales stick. That's its primary, primary objective. Idon't want to lose sight of that, because sometimes people may do that.The primary objective is to thank the person, heartfully thank them, for theprocess because these people have taken time, energy and money to do businesswith you, so you want to honor and respect that.It's going to resell them that they made the right decision or they made the rightpurchase or they took the right actions, whatever those may be.It can seed, lightly seed or heavy seed; it just depends on who you are, yourinteraction with your clients, the need for referrals or that you like to dobusiness with people through referrals.If you're constantly seeding that along the way, doctor's offices do that all thetime. "Thank you. We appreciate it. As you know, our practice grows onreferrals. We would appreciate if you have referrals ..."
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They may put five business cards in the thank-you note that they send you orthe Christmas card that they send you or the Thanksgiving card that they sentyou.You always want to be seeding referrals, because, remember, when we look atthe process, people start as suspects and then they move to prospects, then theymove to customers. But really where we want them to move to is lifetimecustomers.
Lifetime customers, that's really where your

referrals come from.They are invested in you. Think of them as business partners. They want to helpyou grow.I think you seed that with the stick letter, because it's going to say, “Nick's aclassy guy. He treats me well. He showed me respect. He did things differentlythan anybody else that I've ever done. I am okay with sharing his name or myreferrals' names with him because I know he's going to treat them well.”The last thing we ever want to do is give a recommendation and have thatrecommendation go south, because now we have to live with the person that wereferred to for the rest of our lives.We've done that with restaurants. We've done that with movies. We've donethat with anything, and it hurts us, because we had a great experience. Wewanted to share that great experience with everyone, and if that greatexperience goes south or you don't treat that person well, well, then you canforget about it because you're never going to get referrals from that person everagain.
Dave: Absolutely. I think what you just said is critically important. I hope

people took notes and wrote this down.
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 First you've got your suspects. Your suspect is someone who doesn't

even know that you're alive. This is somebody you’ve identified.

 Your prospect is a lead; you can also call it “a lead,” so someone who

has raised their hand and said, "I'm interested in what you have to

offer."

 A customer is someone who buys the initial transaction, the initial

product or service.

Most people only think, “Okay, that’s it, I’m done.” What the pros do and the

folks who make all the money do is think:

“How can I turn that customer into a lifetime
customer and get them to buy more things and

refer more people?”

One of the best strategies for doing it is a client newsletter. It's amazing how

many people have latched onto this idea within GKIC, and they should have

because we hammer it so much.

It's also amazing how many people still don't do it and still fight us on this. I

can tell you of the folks that I know in the Mastermind group I belong to

personally, outside of GKIC, they are all doing it.

My most successful Platinum members are doing it, and I would suspect our

most successful members overall are doing it, is sending a client newsletter

out to their clients every single month.

Nick, are we talking about a mail newsletter or a print newsletter?

Nick: It must be print. It has to be tangible. They have to … tactile … They needto touch it, feel it.
Dave: It doesn't have to be fancy but it needs to go out on a monthly basis.
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There is no more powerful way to create

goodwill and to create referrals and repeat

business than a client newsletter.

If you're going to do one thing, it's the number one thing that you should

start doing, period. Start doing it.

By the way, you're not going to get results, “Oh, I'm going to send out one

newsletter and I'm going to get a flood of referrals.” That's not the way it

works.

It takes about four to six viewings of this newsletter and then it will start

kicking in. You don't want to stop.

THE OPENING

Opening. Nick, let's talk about opening. First of all, what do you mean by

"opening?"

Nick: An opening really sets the stage for the sales process.We like to utilize opening statements or jarring statements that really changethe mental state of the prospect so that they're ready to receive thepresentation.You disengage them from their daily lives for the period of time, whether that'sa five-minute phone call, a ten-minute phone call, a 30-minute diagnosticinterview, whatever that is, or if you're on stage and you're going to just jarthem out of looking away from their phones or anything of that nature.We are in a 24/7, fast-paced, electronically connected world, and it's gettingworse and worse and worse. The average person probably sees 2,000 to 5,000sales messages, whatever those are, every day.
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Really, to set the sales process up for success, you need to move them out of thatand really start getting the “yes” from them that it's okay to start the processand start selling to them.I like to do it with a jarring question. I don't mean a jarring, thought-provokingSocratic question. I just mean something todisengage them from what they're doing.If you're going face-to-face, belly-button-to-belly-button, carrying a bag, as we like to say on thestreet...You're walking in their office, they have50,000 people coming into their office. They havephone calls coming in there. They're going to haveone eye on a computer screen. They're probably going to have one eye on theirphone, because they're busy.They're running their businesses or they're runningtheir departments or whoever you're selling to, andyou know who they are.You really want to get them in the right frame ofmind and the right state so that you could have asuccessful sales engagement with them. That's reallywhat we say as the opening or the openingstatements.We'll give some samples of what those are. I don't know if you want to do thatnow or we could kind of work into that, but it's really important, and I think it'simportant in anything that you're doing or anything that you're selling.Even if you're a medical provider, there has to be something that you walk intotheir office, they say, "What brings you in today?" You may be reading amagazine or on your phone answering emails, but you know this is an important

The average person

probably sees 2,000

to 5,000 sales

messages every day.
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opening statements

that really change

the mental state of

the prospect.
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15-minute interaction and I need to give it my full focus, and this is how I'mgoing to give it my full focus.
Dave: Absolutely. I think we should go over a couple right now. Let me give

the standard one that I use when creating presentations. If everyone goes,

listens back to any of the things that I do, this is one that I use a lot. It doesn't

necessarily have to be on stage. An audience can be an audience of one.

This is what I typically use on stage in one-to-many selling, but again, it

doesn't necessarily have to be…it's this. If I'm doing a 57-minute

presentation, I will say, "In the next 57 minutes you're going to discover a

one-two-three step-by-step strategy for..." and then I give two benefits and

then getting them out of pain of something.

For example, "In the next 57 minutes you're going to discover a one-two-

three, step-by-step strategy for generating more leads, converting those

leads into paying customers, clients or patients and never, ever, ever having

to worry again about if you're going to be able to make payroll, if you're

going to have enough money, because I'm going to show you how to turn this

into an automatic machine." That's a great opening.

Nick: It is. Very good.
Dave: It talks about the benefits that they're going to receive as well as the

pain points that they're experiencing.

In a one-on-one situation, I could say to you… let's say you're coming in for a

financial consultation. I'm just using the financial advisers here for some

reason, but why not?

So I can say to you, "Nick, in the next 20 minutes we're going to go over a

one-two-three step-by-step strategy that's going to help you achieve your

financial goals when you want to achieve them so you'll never have to worry

again about retirement." Same thing, guys. Same thing.
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That's way better than saying, "Hey, how's it going? What do you want to

talk about?" or going directly into the pitch. This is setting up the pitch.

Nick, why don't you do one? Why don't you do a jarring question one with

me?

Nick: All right, I will. I like the way you set that up. I think that's a great set-up.This is one that people could use and I used on the street. Maybe sometimeswhen you're going door-to-door or your people are going door-to-door, theymay not have the ability to do a lot of the marketing prep like we like to do tosoften the beachhead, so to speak. Or you may be getting into a face-to-faceinterview with somebody and you might be cold.I used to say, "Dave, I appreciate your time today. Would it be helpful if I toldyou a little bit about myself and why I started RSVP Chicago?" Or, "Would it behelpful if I told you a little bit about myself and how I got into this business andwhat I like to do?"This sets them apart, lets them know that they're working with a real person,kind of just takes the ease off of it. You might even say, "Listen, this is the onlyfive seconds I'm going to talk about myself in that."It could be even if you're doing something like... There are some people that areselling very commoditized transactional things and they're doing it face-to-face,door-to-door.It could be, "Dave, I notice that you haven't done business with us in the past.I'm curious why that is." Or, "Dave, I realize that you haven't bought from us in along time. I'm curious what happened. What did we do wrong?"If they’ve called you in, you might say, "Listen, at the end of the day, I appreciateit, this is the agenda that we're going to go over. What do you want toaccomplish today? What brings us together today?"
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You want to really jar them away from their daily lives and say, "Hey, listen,we're going to spend some time together and we're going to have a goodoutcome."If it's a referral source that brought you in, "Dave, Jack Turk really thought itwas important that we meet together. Why might that have been? Did he knowsomething that I didn't know?" Those type of things.The other thing I like to do, even after the opening statement, is move into,"Dave, I'm curious. How did you get into the information marketing business?"That allows them to start easing into your diagnosticquestioning.
Dave: Absolutely. Again, obviously you're going to

need to listen to this again and we're giving you a

transcript.

By the way, you should be handwriting notes right now. I do mean hand-

writing notes with a pen, because science has proven that by doing that you

ingrain it more into your brain, into your consciousness. Don't worry if you

can't get all of this.

With all of these things, by the way, you don't need a ton of scripts. You don't

need a ton of closes. Well, basically, you need a few.

In some cases you need one to get going. I default to that opening that I did a

lot. You know why? Because it works, so I do it.

Jack is saying we have a question about openings.

Jack Turk: The question about openings was "I'm a resort manager and my

service relieves my customers from a lot of stress, most of them relax for the

weekend. When they’re planning a wedding at the resort, what do you think would

be a good opening for my sales team attending the incoming calls that would be

catchy and thought-provoking?”

You want to really

jar them away from

their daily lives.
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Dave: Let's assume it's to book a wedding at the resort. Nick, I'll give you my

answer. Then you can give an answer as well.

What I would default to on this one, because you're really in a diagnostic

thing…You're not going to use, "In the next 10 minutes I'm going to share

with you how to make your wedding incredible," because you don't know

how to make their wedding incredible.

The question that I would ask them…a lot of people will call up and say,

"Well, what's the price? How much is it going to cost to have my wedding

there?" I don't want to answer that question because I can't answer that

question yet.

What I would say to the person is, "We have different packages that fit

different needs, but first of all, let's just see if we're the right resort to have

your wedding."

What I've just done there is takeaway selling. They're calling up other

resorts and other resorts are hammering them about why they're the place

that they should have their wedding, when, in truth, the resort doesn't know

if they're the right place to have the wedding because they don't know

anything about the bride.

By the way, it is all about the bride, Nick, as you and I both know and as Jack

knows.

Then I would ask, "Well, let me ask you this. When you think about your

wedding, what are the three most important things that you're looking for?

If you could have your perfect wedding, what would it look like?"

Then the person would tell me. That's how I would open it up, because now

they're giving me the criteria of what they're looking for, and now I can

structure the rest of everything that I'm going to say and the rest of my pitch

and my presentation around the benefit that they said that they're looking
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for, which is something that no other salesperson of another resort is going

to do. So that's exactly how I would do it.

Nick, would you have anything to add to that, or do you disagree?

Nick: No. Obviously, I agree. That's a good setup. If it was a destination resort, soa destination wedding, I would say, "What made you choose a destinationwedding versus a more traditional wedding?" I would look to see why they'redoing what they're doing.I would want to ask a probing question. I would say, "Listen, at the end of theday, this is all about you and your guests, and we realize that at our resort.Would it be helpful to learn what we do to make sure that this is as stress-freeas possible for you and your wedding guests?"I would just do a little bit of a pitch right there, just some level of transition.But you have to listen to our tonality. I think the important thing, Dave, is youand I both do this and we use tonality at different points.I want everybody on the call to realize that, and I think your salespeople, theywant to ask some level of questioning, but what the opening questioning, I thinkit does, it moves figuratively to the same side of the table.You and I aren't negotiating. You and I are moving onto the same side of thetable and we're planning a wedding together, and this is going to be the mostperfect wedding that's ever happened, because that's what every woman wants.You're right. It's all about the bride, and she's been planning this with or withoutthe groom since she was two years old.I always joke with Vicky. “I was a place-setter. It didn't matter who it was. Youhad that wedding planned.”
The opening statement tries to move you guys to

the same side of the table saying, "Let's look
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out to the horizon together. What is it that we

want to achieve and let's try to get that?"

Dave: Yeah, Nick, they're basically the same thing. You could actually

combine both of ours. It's the same thing.

Here's the big overriding concept, which is as important as the wording. You

could come up with your own wording if you understand the concept. The

overriding concept is you need to find out what people really, truly want

before you can sell them anything.

How do you know what they want? You may think that they want it for a

completely different reason for the reason that they want it. Then your

whole pitch is missing the mark when you can just subtly shift the pitch.

Let me give you a classic example. This comes from GKIC and it comes from

the big launch that we just did, which was the “Make Them Buy Now” launch.

The classic example is this. We had... I shouldn't say "we" because I'm the one

who developed the pitch on this one. This was all on me.

The first pitch that we did for this thing was not selling the product, because

I didn't have it nailed as to what the prospect wanted, what their outcome,

what their transformation was. I didn't have it right.

It wasn't until I switched the pitch to lead generation and lead conversion,

and that's what this product would help you do, that people started buying

and buying like crazy.

The product remained the same. The product didn't change.

The framing of the product and framing it in

terms of the outcome that my prospects wanted

changed the whole game.
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In one-on-one selling it's no different. It's actually easier because you can

find out specifically what your prospect is looking for.

I hope that makes sense to everybody because it's a key concept.

Jack says we've got some more questions regarding openings.

Jack: "What about the three “yeses” strategy for opening?"

Dave: Studies have shown, and I don't have the statistics, the study in front

of me, but I can find it if people want it.

Studies have shown that by getting people to say "yes" three to five times

before presentation begins gets their mind into a "yes" frame of mind.

That absolutely works. I teach that in Psychic Sales. But the way that I teach

it is a little bit different.

The way that I teach it is, you can have it happen immediately upon someone

entering…Let’s say someone enters your office. You can have your

receptionist get them into it.

For example, let's say that Nick is coming in. Nick, let's say that you're

coming in. Let's keep with the financial adviser thing here. Let's say that

you're coming in and you're coming in to have a retirement plan done. Your

name is Nick. You're coming in at 1:30.

I know that you're coming in at 1:30. My receptionist knows that you're

coming in at 1:30, so she could say, "Oh, are you Mr. Loise?"

Nick: Yes, I am.
Dave: "Oh, and you have an appointment with Mr. Dee at 1:30, don't you?"

Nick: Yes.
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Dave: "He tells me that you're going to be developing a retirement plan. Is

that right?"

Nick: Yes.
Dave: "Fantastic." That's it.

The beauty of that is that your prospect isn't aware that anything is going

on. It's just conversation. You can do that absolutely. It doesn't necessarily

have to be done right at the beginning of the presentation, but you can. You

can work out what I call "Yes Set” questions right

at the very beginning.

But that is a strategy which is secondary to what

Nick and I just talked about. That kind of stuff

works but that isn't the magic.

The magic is in what Nick and I talked about, which is finding out what your

prospect wants.

All those others, those are tangential strategies that you can use that will

enhance it, but the main one is the one that we gave you.

OBJECTIONS

Nick, let's go on to the next thing, which is one that everyone wants to talk

about or they don't want to talk about ... they wish it didn't happen ... which

is objections.

Let's talk about objections here. The first thing, Nick, is we discussed this a

little bit during the live training that we did with Dan, but we want to drill

down deep here, and you've got some really cool advanced strategies here.

First of all, let's talk about objections, what they mean. What are objections,

first of all? What do they mean? What do they mean to the salesperson?

The magic is in

finding out what

your prospect wants.
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Nick: I think there's a couple things. We'll take a step back. I think we'vebrought it up in the master video that we've created in DVD and CD. Objectionsare just part of the sales process.Especially if you're training new salespeople or you're new into sales, it mightget you befuddled and it might get you to fumble. I think you just need to realizethat objections – both spoken and unspoken – are just part of the naturalevolution of the sales process.It doesn't mean it's good. It doesn't mean it's bad. It's just human nature. We'redealing with human nature.Objections really fall into four main categories.
 It's the time.
 It's the money.
 It's the product – will the product work for me or not work for me?
 Then it's the stall.Most people don't want to be an easy sale or they really have true questions, andthe questions we perceive as objections, where they're really just a question.
Our job really is to get all the objections

out and on the table.

Think of it as building blocks and you’re building to the end of a successful sale,and you can't do that without having the objections out, because most salesdon't happen because of the unspoken and unaddressed objection.Once again, most sales don't happen because we didn't get the objection out. Ithink it's very, very important to get objections out.



SALES MASTERY UNLEASHED

© 2014 GKIC www.gkic.com Page 32

Some of it, you could get the same objections over and over and over again andthen what we teach is you build that into your presentation, or if you knowthere's objections that are always going to be, youferret them out.I teach my salespeople to ferret those questions out oreven say, "Listen, at this point we normally hearthis…,” or “We might hear this from some of ourmembers. Is that something that was on your mind?”Once we get off of the thought that objections are badand objections put the sales at a halt and just realize that it's just part of theevolution and part of the process.It's a number of reasons.
 One is they have a question.
 Two is they really may have had a badexperience in the past and they're bringing upthat objection to make sure that this doesn't happen again.
 Three is they don't want to seem easy. They don't want it to be an easysale.
 Four, is they probably come from a sales background themselves so theywant to test the mettle of the salesperson or somebody in your office, justto make it a little bit of fun.Sometimes people have to say no before they can say yes. It just makes themfeel that it was their decision, because everybody loves to buy but nobody wantsto be sold.I know that's a trite statement, but it's true. We love buying. It sets offendorphins in our mind, but nobody really wants to be sold. That means you didsomething that you didn't want to do.

Most sales don't

happen because of

the unspoken and

un-addressed

objection.

Everybody loves to

buy but nobody

wants to be sold.
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That's the core of objections.
Dave: The other thing, and I hesitate to bring this up, because the weak

salesperson will default to this. So I'm going to bring it up anyway, because

this is important. This is advanced training. There's a difference between an

objection and a condition, by the way.

Most things are objections, but there are conditions, which really prohibit

the person from buying.

If there are conditions that really prohibit the

person from buying, you want to find out as soon

as possible.

Hopefully, you found it out even before you're in front of the prospect or the

prospect has contacted you. Hopefully you found that out during your

marketing if you've done your lead generation and things like that correctly.

An example of a condition is when someone truly doesn't have the money,

can't get access to the money. That's a real condition.

Another one, I'll give you an example. I was just in my Platinum Info-

marketing Mastermind meeting, and one of the people came up to me and

said, "Dave, regretfully I'm not going to renew for next year."

He said he’d loved everything, it was fantastic, effusive praise. So I asked

him, “Why?” The guy said, "Well, because I need to work on my core business.

I'm not going to do information marketing because I really want to focus on

my core business.”

Well, that's a condition. The Platinum Info-marketing Mastermind is for

information marketers, not for regular business owners. So that's not an

objection; that's a condition.
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If they're no longer going to do the information marketing business then you

can't be in the group anyway, so that's a condition.

But you don't want to default to it, and a lot of weak salespeople, Nick, as you

know, think everything is a condition as opposed to an objection; as opposed

to something that they can handle that actually moves the sale forward.

Any comments on that?

Nick: No, absolutely, I would agree. We'll do one where you're really trying toferret out if it's a condition or if it's an objection, because I think this is where alot of people struggle.Everybody was new and we all came to sales atdifferent points in our life and our careers.It's something that everybody wants to talk aboutand it's important. Once we get through that, thenthe sales process becomes so much more fun. Itreally should be fun. It should be, you're both on thesame side of the table with the customer trying tomove to an end goal.
THE LIQUID OBJECTION

Dave: Nick, there's one thing which is advanced stuff here so I want you to

explain it as well as you can.  This is what you call the liquid objection.

What is the liquid objection? Everyone, listen really carefully and take

careful notes here because this is very, very powerful.

Nick: I think it goes back to what we're trying to ferret out – their condition.What we mean by liquid, there are times in everybody's lives and we've all beenbusiness owners or we've all been... there are times in our lives where we're justnot liquid.

Weak salespeople

think everything is a

condition as opposed

to an objection that

they can handle.
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We just don't have the financial ability to move forward with a purchase. Wemay want to in our heart of hearts but we just don't know where we could getthe funds to cover the purchase. We've all been there.If you own a business, it's just part of the ebb and flow of cash flow. It's part ofthe ebb and flow of accounts receivable management. It's just part of life. Maybeyour credit line is maxed out.The liquid objection, what we try to do is ferret out is it really that they just can'tdo it? So it is a condition, they just don't have the funds to pay.That's important to know early on because you just don't want to waste all ofyour time.If the person can't write a check, they can't write a check. If they can't put acredit card down, they just can't. I understand that. Or is it just really a stallmechanism to try to get to something else.I think it's helpful if you and I do a role play at this point, Dave.We're going to use liquid for Dave giving me a price objection.I might say, "Dave, we have a couple of different opportunities that we could talkthrough and a couple of different solutions that work for you. Those solutionsrange anywhere from $1,500 to $10,000.Now, I think, what's best for you, Dave, is our plan B which is a $3,000investment. Does that sound like something that would work for you?”
Dave: Oh, boy, $3,000. That's really more than I thought it was going to be,

Nick.

Nick: Okay. Dave, I could appreciate that and that's fair. I've been doing this longenough to know, and so have you, that there are times when somebody says myprice is too high or that they just can't make the investment but what they reallyknow in the back of their mind is that they're not liquid at this moment.
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It's through no fault of theirs. It's just a series of things that happened to causethem to be illiquid. It might be that they have a tax bill due. It might be that theyhave a major account that's stringing them along and used to pay in 30 days andnow moved to 60 days.Once again, we've all been there in business. Dave, at the end of the day, is itreally that you don't think this product is worth $3,000 or that you just don'thave the ability to write a check for $3,000?
Dave: No. I think it's worth it. Nick, honestly, I would get it. I just don't have

the ability to write a check for it. I mean, I would love to do this. I just don't

have the ability to ... I don't have the $3K, dude. I'm sorry.

Nick: Okay. I respect that, Dave. Trust me, there has even been a lot of $100purchases that I wanted to do and maybe just couldn't at the moment.Sometimes, what we find and I have the ability to do is say, "If I was to breakthis up into payments…” sometimes, that works better for people.If I was to break this $3,000 up into a three-pay of $1,000 and we could stretchthose payments out in 30-day increments to help you, perhaps, with your cashflow or to help you have accounts receivables coming in, is that something thatcould make this a little bit better for you?
Dave: Would it be possible for you to do four payments? Because that would

bring it under a $1,000 a month and if you can do it, I would do it right

away.

Nick: Okay. I think, with everything, there's a give and get. I appreciate that. Iwill be able to break it up for four payments.One of the things that I'm going to need for that is, instead of making me wait fora check, if I could get a credit card and then we can agree on the date that werun it.
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Dave: Got it. Perfect.

Now, by the way, we did not rehearse that. Honestly, let me tell you what I

was doing right here Nick.

Let me tell you what I was doing in my mind while you were doing this. It

was more than $3,000, by the way, the thing I wanted to get.

I was thinking of, specifically, something which was far more than $3,000

that I want. I don't like to go and put stuff on credit card. I don't like to do

that.

You would have just sold me that thing for sure.

You guys have to listen to this again because there were so many incredible

things he's probably not even consciously aware of because he's a master.

Once you reach master level status like Nick and I in sales, you do things

instinctually.

One of the things which was awesome Nick that you said and again, this was

not planned…What you said was, "Oh, jeez, I've had $100 purchases..."

So you took away any embarrassment that I might have had over not being

able to afford the $3,000 thing.

I mean, just beautiful and there was, at least, six other things that were in

there that you really want to listen to this again or read the transcript again

and then work it out for yourself so you have a script.

Also, by the way, the script was liquid. The script was fluid. It wasn't canned.

Meaning, that he couldn't go in any direction. He went in the direction that I

was going but maintained control of the conversation.

Nick, it was like a river. I think it's a good way to think about it. Think about

this for a minute. There's a river and, in this river, there's rocks and the
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rocks are the objections but the river keeps flowing around those rocks until

it reaches its destination, which is the waterfall.

That's a pretty good analogy I just made right there. I like that. That was

absolutely beautiful.

“THINK IT OVER” OBJECTION

Let's go over another one which is, think it over. “Nick, I've got to think it

over.”

However, before I have you answer that one, one of the things that you need

to realize – and we talked about this during the core training that we did

with Dan – is that there are some people who legitimately have to think it

over.

There's not going to be any slick thing that you can say that's going to make

them change their mind. Dan uses an example of devout Christians who have

made an oath to themselves that they are going to pray on something before

making a big decision.

I don't care what you say. You're not changing their mind. You have to be

careful about this one because it could come across as you being desperate

and needing to make the sale.

Again, this is something I would call a condition. "I'm a devout Christian. I

said I'm going to pray about it.” I'm going to pray about it. The more you tell

me not to do that, the more I'm going to finally just say, ‘Well, forget it. I'm

not interested.’"

Nick, with that being said, how do you answer the, "I want to think it over"

objection?

Nick: I agree and I don't want to give an out but there are people that need tothink it over. I think it's important to say because a lot of sales training will justsay, "No, no, no. You need to beat them over the brow until they say yes."
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I think you have to take the long view of business and you have to take the longview of life and say if it was my core belief that I had to pray over decisions –and it's not but for some people it is – then I would want that respected.I think that's how you need to go into your sales process. You need to respectthe other person. Now, realizing that, for some people, it's really another easystall or another easy objection.Once again, we're presenting something to somebody and they just said, "Nick, Ireally need to think it over." You could use the liquid, we could go to liquid. I likedoing the same thing because I’ve become comfortable with it but I won't dothat for this.You could just get one or two major objections and say, "I realize that. Dave.From time to time, we do hear for an investment like this that they need to thinkit over. I'm curious [and this is going to be a B2B sale] in other decisions that aremade… I walked into your showroom and you had abeautiful oriental rug, how was that decision madeto buy that?”What I'm trying to figure out is if they need to thinkit over or do they need to get with a partner andthey're just not telling me that? Or is it that, sometimes they make quickdecisions.Try to figure out other decisions that are made, how are those decisions made?Many times, what we hear is that they have to think it over. Maybe there aresome things that need to happen or that you need to process before you canmove forward.“After you think it over and I call you tomorrow morning, are you leaningtowards yes or no? Have I answered everything that you need to do so thatyou're making your decision fully, Dave?”

You want to get

them to some level of

commitment.
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Dave: Perfect. Yes, I got it.

Nick: Then, I might try to do a little bit of a takeaway or I might try to do a littlebit of a, "Let's get the paperwork done. I want to respect your time. I want torespect my time. I don't want to run this over."Or "I'm going to predate this PO to two days from now or three days from now.Let's sign it and let's get the paperwork done because it sounds like somethingyou want to move forward with it. You just need to process it. I promise you I'llfax that PO back to you and you need to initial it one more time for me so youknow that I'm not going to process it. I've been in business for 25 years. I'm notgoing to be doing this. I realize that I can't...”If you have sales reps, you can say, “I can't be running all over town. I have threeappointments tomorrow. I really want to get this done.”You want to tie that person up. You want to get them to some level ofcommitment. If you're doing marketing for them, let's get that ad started or let'slet you start talking to my designer so you could get the process rolling. Thatgets them acclimated to it. That's my quick thoughts on that.
Dave: Okay. Perfect. Another one that I'll give you and, again, I believe I

learned this from Tom Hopkins.

It's really beautiful and I love it because it's so subtle. The person says, "I

need to think it over." You simply say, "Okay. Fantastic. I understand that,"

and you act like you're closing up everything.”

You just act like you're accepting that objection. You start packing up your

shit, start closing up stuff and then, while your packing up, you look at them

and say, “By the way, Nick, just for clarification, what exactly is it that you

need to think over?”
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What happens is the guy will then typically give you the real objection. Now,

you can handle it. But the whole thing is to act like the sales presentation is

over.

It's a really, really powerful technique to get to the objection.

Then what you want to do is you want to tie it down to make sure that that is

the final objection.

So the person gives you the final objection and you say, "Okay. Well, other

than that, is there any other reason why you wouldn’t go ahead and get this

today?"

If they say no and then you can handle that objection, then the sale is closed.

I mean, it works beautifully. That was just great.

AGREEMENT FRAME

I just kind of went over the next thing which is the

agreement frame. The agreement frame comes

from NLP, Neuro-Linguistic Programming.

Actually, I'm sure it doesn't come from that but

they claimed it, so we'll give NLP credit.

Basically, first of all, you never want to use the word "but." The word "but"

negates everything you said before it.

As a guy, we've all had this experience. You're talking to a hot woman and

you asked the hot woman out on a date and she says, "You know Dave, jeez,

you're a really nice guy. I really enjoyed my time with you but ..."

Well, we all know as guys what’s coming after that word "but," right? We're

not getting a date.

When you use the word "but," you're telling your prospect, "You're wrong."

The agreement frame uses the word "and." There are three little phrases.

The word "but"

negates everything

you said before it.
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 The first is, if you agree with what the prospect is saying, you could

say "I agree, Mr. Prospect and…" which then continues it. Not "I agree

but…" because that means you don't agree; "but" negates everything

you said before.

 The other is, "I understand." You can always understand the

prospect's position. "So Mr. Prospect, I understand how you feel."

 The third one is, “I can appreciate.” You may not agree. You may not

understand but you can appreciate their point of view. "Mr. Prospect,

I can appreciate why you say that and…"

That's the agreement frame.

 "I understand”

 “I agree”

 “I can appreciate”

Then the word "and."

FEEL, FELT, FOUND

Then, what I like to use, it's an oldie but a goody, is the “feel, felt, found”

technique. Now, you don't necessarily have to use it but let me just complete

this for you – feel, felt, found.

Nick says to me, "Jeez, Dave, that's expensive."

"Nick, I agree. It is expensive. Many of our happiest customers felt the same

way but...” That's when you use "but." "But here is what they found.”

“I understand how you feel. It is expensive. Many of my happiest customers,

clients, patients felt the same way but here is what they found."

Then you go on to explain the big benefit.
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Let's just take a scenario. Let's say, Nick, because you are the fashion plate of

GKIC, you're going in for a facelift. I'm a cosmetic surgeon and you're going

in for a facelift and I give you the price.

You say to me, "I am the fashion plate of GKIC but that's expensive." I can say

to you, "I agree, Nick. I understand how you feel. It is expensive.

In fact, many of my happiest patients felt the same way before they did this

but here's what they found afterwards, the result that they got and how they

felt about themselves and how it enhanced their career by improving the

way that they looked…"

That's how it would go. It's very fluid and powerful. Then, by the way, you

combine these. Now, you could take Nick's liquid objection and you could roll

it right into that.

You can combine these strategies. That is the agreement frame.

STRAIGHT LINE METHOD

Nick, the final one is what we call the “straight line” method and let’s give

credit where credit is due on this one.

Nick: The straight line method really comes from Wall Street. It was probablybest positioned and talked about with Jordan Belfort, the “Wolf of Wall Street.”Basically, it is part of his training. He goes out and trains the straight linemethod. I grew up in the financial services. It's where I broke into sales. Really,what it’s set up to do is that you're visualizing a sale from the beginning to theend and it's a straight line path.Let's use Dave's river analogy because I like that. You're on the river and you'retaking a slow boat down the Mississippi river. There's going to be rocks alongthe way and it's not going to stop the river from flowing but you realize that.There's going to be bumps and your job is just to come over those objections.
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If you think about the Wolf of Wall Street, that was a hard, hard closing, hardobjection going. We're not going to get into that and that's not really our mantraand our way of thinking.What it is thinking is that your sales people are going to come up with the sameobjections. Nick could sell one way, Dave could sell another way but theobjections are going to be the same.
The methodology is that you come up with all

those objections and you come up with two or

three viable rebuttals to those objections.

It might be that I need to think it over or it might bethat the price is too high or it might be that I don'tbuy over the phone. For sales people sellingcommodities or stocks, it was they don't buy overthe phone and you were taught these are theobjections to use because there's only going to be Xamount of different objections.Really, what the objection is, at the end of the line, if you're selling somethingover the phone, is “I don't know who you are and I don't know if I should trustyou.”You have to build in the presentation of who you are and why I should trust you.Now, they're not doing the GKIC type marketing that we teach you to do. Or ifyou're buying a car, it might be, "Hey, you know what, at the end of the day Ithink I could go down the street and get a better deal from a dealer." So you'regoing to have the straight line to the end of the sale.Really, that's what that is and it's the entire sales process realizing that there'srocks in the river, those rocks are objections.

Handwrite those

objections out and

have your people

learn them in their

scripts.
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It doesn't mean the river stops flowing. It doesn't mean that the sale stopsmoving forward. You just have to know what those are.Write the objections. I like to handwrite them, like Dave said. Handwrite thoseobjections out and have your people learn them in their scripts.Our scripts will provide you with some objections and some responses to those.You have to get the ones that work for you and your business to make themflow. That's what the straight line is.
Dave: Perfect. That basically handles objections. Now, let's go into the close.

CLOSING THE SALE

Closing the sale, obviously, is important. But the truth is that, as important

as the close is… and we talked about this and I think maybe some folks

thought we were just brushing over it, we actually did a lot about closing in

the core of this, what we did with Dan.

As important as closes are, they are not as hard or as tricky as people make

them out to be.

If you've done everything right up to this

point, closing the sale, literally, is just a

natural part of the entire process.

It's what the prospect wants you to do because they want what you have to

offer. It's not a combative thing. You don't have to get nervous about it. It's

just a very simple and natural part of the process.

With that being said, we did promise that we were going to go over some

specifics here and I'm going to give you one from... again, you're not going to

be able to write this down because it's kind of long but I'm going to give you

one that you can take and that you can model.
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It comes directly out of my Psychic Sales one-to-one selling course. I call it

the future pacing close.

FUTURE PACING CLOSE

We're going to use an example here which is kind

of out there a little bit because I want to prove

that it could be used for, really, anything. Let's say

that someone is having sexual confidence issues.

What I'm doing is I'm future pacing. Let's say it's

six months from now, three weeks from now, two

weeks or whenever someone is going to see

results. Let's say it's three weeks from now.

I would say, "Imagine three weeks from now, you've invested in this product

and now, you're tapping into your higher source and getting all the answers

you want and having the confidence sexually and you know that your wife is

loving you more because you've taken care of this issue that you're having.

How would that make you feel?”

They would say, "That would make me feel great."

“Well, that's exactly what this program does for you. So let's get started with

the paperwork. Do you want to take option A, option B or option C?”

That's it. You future pace the outcome that they want to achieve. That's all

you're doing.

You can do, “Let’s fill out the paperwork;” you can do the alternative choice

close; you can just say, "Let's move forward." That's it.

All you're doing is replaying back to them what they want. Now, what we

don't have in here is what he said that he wants to achieve. That's what we

don't have in here. That's called the future pacing close.

Closes are not as

hard or as tricky as

people make them

out to be.
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Nick: I love that one and I think we all use it, we just didn't know what it wascalled.I think that was phenomenal because it goes back to the statement that I wasmaking and you brought it up elegantly. It is not combative. Sales isn'tcombative. It shouldn't be a combative situation.You should both be working with a prospect andthink of yourselves hand in hand walking to thesame thing. You're working towards that futuretogether. The master salesmen do that each andevery day.I think one of the things that I learned very early on when I was a young cubselling is that...the percentage range could be anywhere from 50 to 70 percent ofall sales interactions end without the sales person asking for the order. I foundthat amazing. I found that staggering.So the one way that I set myself apart was, I don't care how bad I stumble orhow bad the presentation is, at the end of it, I'm going to make sure, “Hey, at theend of the day, is this something that you want? Can we move forward withthis?"I think if you train your sales people or you train yourself just to, at the end ofthe conversation, make it natural and make it flow and just ask for the sale –instruct them how to move forward with the sale if you're selling from the stage– I think you're going to set yourself up and your sales team up for success andyou're going to be at a different class than most companies.Just by doing something little by making sure that each interaction ends with an“ask for the order.”
CANNED CLOSES

50 to 70 percent of

all sales interactions

end without the sales

person asking for the

order.
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Dave: Totally. What's funny is... We're not going to say who it is… but

somebody watched the initial broadcast that we did when we created the

core of this program with Dan; they immediately sent out an e-mail to their

list – and Nick happens to be on their list because Nick is on everybody's list

– and it was kind of slamming us.

It basically said, "When you come on my call which is happening next week,

we're going to be giving you a ton of closes that you can use."

That's not the point. That's old-fashioned selling, guys. The canned freaking

closes. It's old-fashioned selling.

If you're doing everything right, which we're teaching you literally in this

step-by-step to do everything right, you don't need 50 closes; you don't need

to memorize 50 closes. It's not necessary.

In fact, here's the other thing, customers, clients, prospects are

sophisticated. They know most of these canned closes. They know most of

this stuff already.

So when you use a canned thing that they’ve learned themselves, it totally

blows everything because you now go from being the consultant to being the

pushy sales person.

You don't need a million closes. We gave you the future pacing close. The

truth is that the closes that we went over in the main core of the product,

honestly, are all you need. Nick, would you agree or disagree with that?

Nick: I agree wholeheartedly because I believe in it. I'm going to tell a story andthen I'll go back to reaffirm it.My wife and I, we have my oldest boy; he just turned 16. You're happy andanxious at that time because the most important thing for a 16-year-old is hisdriver's license. We took that as an opportunity to go out and look for new
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insurance or just, at least, bid it out. It’s just a common thing to do for thehousehold.The office that we had was a great office. It's a great name but we just didn't likethe way that they treated us at times. It kind of gave us an impetus to move.There was a young man. He had an office in the town that we live in outside ofChicago...First, we tried to do everything online. If you’ve ever tried to buy insuranceonline… I know they make it sound easy but it's not.It was impossible to try to make sure that you're comparing apples to oranges,and you're going to forget something.So I said I wanted to talk to a person. He got back to me but his salespresentation, you could tell he was just reciting lines.But you know how you can just kind of take a liking to somebody over thephone and you knew he was an earnest guy, “I'm growing my practice. I'm inthree years. This is my life choice.”I like the company because it was actually a company that my father used whenI was growing up. He always had a great experience and he still does have agreat experience.So I said, "Listen, do me a favor; just have a conversation with my wife and I.Don't give me your canned pitches that they taught you. Just talk to us. If itmakes sense, we'll do business. If it doesn't make sense, we won't do business.Here is what I'm going to promise you…”Now, all sales interactions aren’t this way but I said, "Listen, I'm a salesman. Imake my bread and butter by selling. I'm going to get back to you when I saidI'm going to get back to you. If it doesn't make sense, I'm going to tell youspecifically how it doesn't make sense.
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I want you to use this as a learning opportunity. I want to make sure that youare doing everything that we want to do but don't use canned pitches on us orcanned statements on us because I remember being taught those.”I broke into the industry in the financial services industry and he’s using thesame pitch – I'm going to date myself – that I got inthe 1990s. That's a long time away.Once we peeled back… and that's what we're tryingto teach here… Once you peel back that conversationand you have a straight line conversation, you have aconversation that is meant to be on the same side of the table as the persongoing forward. It just makes it a much better purchase for everybody.So that's my thought about canned pitches and the sales trainers that are outthere doing it. It is what it is and we'll move forward.I think, really, I’ve grown my businesses with three or four. Dave, you've grownyour businesses with three or two and Dan said he uses one and then admittedhe uses two.You don't need 365, you don't need them but you do need to own them, you doneed to be comfortable with them. It's not what you say, it's how you say it; it'show you deliver it.Your staff needs to become comfortable with it. Just make it a mantra that everyinteraction is leaving with the selling. “At the end of the day, Dave, I appreciateour time together and I think what I've laid out to you makes sense to me.Doesn't it make sense to you?” It's something as simple as that.
Dave: Yeah. Okay. Let's get started.

Nick: Yeah. If no, boom, let's find out why and then we'll solve it from there.

The close makes the

cash register ring. It

needs to happen.
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I think, “What's it going to take to put you in this Yugo today?” we've all beenthere, we've all had that used on us and you just want to wash your hands afteryou get it done. It just feels grimy.Hopefully, we're doing something that is no B.S. We're telling you stuff that hasworked for both of us as we’ve built businesses and what we use here at GKIC.We're trying to break down all the clichéd stuff and just talk about stuff thatneeds to happen for you to close.Just remember this about closing and maybe we'll do some more role playing ifwe get more questions on it. It has to happen. It's where you put the money inyour business. It makes the cash register ring. The close needs to happen.The second thing you need to realize is, it's just a byproduct of the salespresentation. It should be natural, it should be scripted, it should be practiced,there should be no crackling; there should be no hesitation.It should just go forward with what you're doing and each interaction you havewith the customer – even if it's a bad interaction – should ask to have thebusiness move forward.“Are you ready to move forward? It makes sense to me, Jack, should we moveforward with this?” I think, just do that and get your sales people doing that andit's just going to be better for everyone.
Dave: Nick, weren't you at, one time, the country's top Yugo salesperson? Or

is that just a rumor?

Nick: That's just a rumor. I was at, one time, the country's best salesperson ornumber one sales person but not for Yugo’s but it was for one thing. I didn't useYugo closing to get to that point. I went up against a couple of hundred otherpeople.Bear with us folks, we're trying to have fun because learning should be fun andDave is right and I'm right. If you have those, that's fine. We're not taking
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anything away from that but just get three that you own and use theminterchangeably and I think that's the right number.
ROLE PLAY

Dave: What we're going to do now is something really cool. This is going to

be totally unplanned. I'm going to be a horrible prospect for Nick.

We're going to do a role playing of an entire sales process from beginning to

end. Nick has a business… why don't you explain what the business is, first,

so they know what you're trying to sell me here.

Nick: I am still actively engaged. I'm an owner and I have partners that run thebusiness but we own a franchise. There's a larger business but part of the mainbusiness is a local franchise. We work with small businesses every day and thefranchise is called RSVP.You could go online and prove it, www.rsvppublications.com. The company thatI own and still interact with is www.rsvpchicago.com. RSVP Chicago is a directmail company. It's a mail-merge company. That's the core of what we deliver.It's a product that goes to the top 10 percent of homeowners in a specificgeographical area. I own the rights for all of Chicago and its suburbs.When I first got into business for myself, it was my second business but my firstbusinesses and other businesses, we always grew it via direct mail.I like direct mail. I wanted to get in to a direct mail business. I know “direct maildoesn't work” and we could go through all of that but I laugh every time I get adirect mail piece from not only Facebook and Google but everybody else that'sonline.So it's a direct mail company and we have a number of different products. Themain product that I'm going to be pitching today just so you guys could learn…and I'll stop my pitch to kind of give reasons why but I might get in the flow sobear with me.
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It's going to the most affluent homeowners of Chicago. A lot of homeimprovement companies utilize us. A lot of restaurants utilize us. The theaterslove us. They utilize us because it's going to the right demographic of who theywant to go after.It's all pre-qualified. It's all homeowners. They're all at the top earning level.They're at a top home value level and we have a very robust list. That's kind ofthe setup.
Dave: I think that's perfect. Since I just had an incredible meal with my

Platinum group at my favorite restaurant – I’ll give them a plug, Woodfire

Grill on Cheshire Bridge Road here in Atlanta. It was a nice seven course

tasting menu with a wine pairing – I'm going to be a restaurant owner.

Not that I know anything about it because I'm actually not a restaurant

owner but I like to eat in fine dining restaurants so this should be perfect.

Nick: All right. I appreciate that. I love restaurantowners. Once again, RSVP. This is RSVP Chicago.I'll use RSVP Atlanta and I might fall in to RSVPChicago just because I've been doing it for solong and it is what it is."Hey Dave, I appreciate your time today. First off, let me tell you, I love thisestablishment.”If I don't love the establishment or I don't know the establishment, I'm not goingto use this. We're going to pretend it's a restaurant that I know and I love.“My wife and I enjoy every meal that we have here. Your staff is very welltrained. When I walked in – and believe me, I walk into a lot of restaurants everyday because it's part of who we sell to at RSVP Chicago – I noticed that the staffgreeted me. They were kind enough to ask me if I wanted something. Theybrought me right to the table and it's a very clean restaurant."

If they’re a business

owner, their business

is their life.
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What that was is the opening statement. It wasn't a question. It was just kind ofsetting the pace. If you walk into a place that's dirty and the staff was surly andit just doesn't work, I wouldn't use that type of opening. I might not even wantthem in my publication but that's a different story.You really want to talk to the person because one thing you're realizing is, ifthey’re a business owner, their business is their life. If they’re a male businessowner, they probably enjoy their business sometimes more than their children.It's really everything that he does.I always start with that or, "Dave, I notice that you do a lot of local advertisingbut you've never used RSVP. I'm curious why that is."
Dave: Well, don't you guys use direct mail? I like my online stuff. I’ve got

Facebook going and I've got Twitter working – I think its working. Yeah, I

think that direct mail stuff really blows chunks.

Nick: “Dave, I can appreciate that. In fact, a lot of the restaurants that we workwith felt that way.”Now, I might tease a little bit and go into an immediate close; I might saysomething like, "Dave, if I could show you how direct mail works or how RSVPChicago really works for other high-end established restaurants, how they getbigger check averages, how they get new customers into the fold, is thatsomething you'd be interested in Dave? Is that something you'd like to hearabout today?”
Dave: Yeah. I mean, if you can prove it. You have to prove it though because I

have to tell you, it’s got to bring me more money.

Nick: “I hear you. Let me tell you this, I'm the owner of RSVP Chicago so I canappreciate it. Every dollar I spend in marketing… and I realize, everybody hatesbuying advertising and marketing because we all say it’s an investment or itneeds to run three to four times before it works or anything of that nature.
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The reason why I enjoy the product that I do and the reason why I've been doingit for so long, and the reason why it works for so many is, I could prove to youthat you'll get a return on your investment. Is that something you'd beinterested in hearing about?”
Dave: Yeah. Could you guarantee it?

Nick: “I could guarantee it and I could also prove with case studies of pastpeople and we'll walk through that.”
Dave: Yeah. Absolutely.

Nick: “Okay. At the end of the day, after I get done talking and it makes sense forus to move forward, if this is something that you'd like to do, I have an upcomingpublication, the publication is actually to go out a little bit around Halloween soI'm closing it at the end of this week. Is that something that you'd look to moveforward with today, if it makes sense for you and I could guarantee it and itgives you a good return on your investment?”
Dave: If you can guarantee me that I can get more customers and a higher

ticket value, yeah. If you guarantee it, of course I’d agree to do it.
Nick: “Now, let me put one caveat on it because I don't want to get to the end ofmy presentation and I don't want us to bait and switch each other. Is that fair?”
Dave: Yeah. Absolutely.

Nick: “The one thing I'm going to ask you to do is for you to be fair. If we are tocreate an ad for you that works, I need the offer to be a good offer; I need it tobe something that the person can't get anywhere else.I'm not asking you to give away the store. I'm not asking you to give away thefarm. I realize you have margin and I respect your margin but you can't say,"Just bring this in and get a dollar off," because I know this restaurant. I knowyour average check is $100 or $200 depending on wine.
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Will you work with me? Will that makes sense?”
Dave: Oh, yeah, dude; I want this to work. But, here's the thing, I don't want

to do something that cheapens the image of my restaurant.

Nick: “I fully understand and I respect that. I hear that a lot. As you know… doyou know some of the restaurants that work with us?”
Dave: No, I don't.

Nick: Okay. Perfect. Then, what I would do is, I’d go over the list of people. Imight have testimonials. I might even have a sheet of all ... I do have a sheet andmy sales people are all walking around with a sheet of all the differentrestaurants that go with us.I would give that with them. I would talk a little bit about that in thepresentation and we could do it. “I know Wildfire, you've been doing it with us,Lawry's Steak House. You know Lawry's, of course. They have been with me forthe last 15 years. They go in...”
Dave: Yeah, I know Lawry.

Nick: “Yeah. He's a great guy. They go in three a year. The October one is theirfavorite one. They're getting ready for it.”I would do the same thing with three or four others, maybe five others, fiveother peers or things of that nature.“These people all go with us. They're very smart marketers. They're very smartbusinessmen like yourself. They all track their numbers and they all re-tracktheir return on investment.At the end of the day, they're not going to do something just to do something.I'm not a kind of publication that we just say ‘to get your name out’ because Ihate that type of advertising because you don’t want to get your name out.
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You want people to come into your restaurant and spend money. You can'treally pay your meat vendor by just getting your name out. Just like you can'tpay your meat vendor with likes on Facebook. I mean, that makes sense at theend of the day too.”
Dave: Yeah. The truth is, I don't even know if that crap is working.

Nick: Perfect, Dave, thank you. What we did is, when I first came in, his firstobjection was this wasn't working and “I only do Facebook and I only boom,boom, boom, boom.”I'm going to try to tie in and really find out, was that just an objection or does hereally, really, really focus on Facebook. He told me that Facebook probably isn'tworking but if you recall from the beginning, that was one of his objections.This doesn't work and I'm using Facebook, boom, boom, boom, boom. Then,what we would do is, after I would just do testimonials. It's testimonials like weteach in GKIC Marketing. I was a student before I became an employee, I wouldgo over different testimonials.In the flip book of all the sales people, they have different testimonial sheetswith a number of different testimonials, I would have actual packs because it's adirect mail, and it’s a merge-mail pack. It's like a high-end four color post card. Iwould bring those in so they could show.What I want to do is, I would give them to him, make him open the pack. Wetalked a little bit about in our first presentation with Dan that you really want toget them working on all the senses during the sales presentation.I want them to see it. I want them to feel it. I would talk a little bit about mydemographic. So I would say, “I don't know if you know a little bit about ourdemographic” and I would explain our demographic.
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“Dave, we go to the top 10 percent of households by value and by income. I'lltalk to you a little bit if you're curious about how I get that and I could provethat I get to those.Women present in the household, people that live in the area of your restaurant,they're going to be within a 10-mile radius of your restaurant or 15-mile radiusof your restaurant, they all dine out. I'll show you why I know they dine out.”I would bring him proof in abundance of why they dine out because many of myrecipients or my readers, they go online and they take questionnaires.The one question that we always ask them is, “What would you like to see moreof?” and they always put restaurants; and nine out of ten times, I have about 15people saying that I like this person's restaurant.I could show, "Listen, there are five people from last mailing alone or 20 peoplefrom last mailing alone that would love Wildfire to be in my deck. These arepeople that, once they get it, they're coming in.We know that we have a little pent-up demand for your organization and foryour product because it's really, quite frankly, a marquee restaurant and itwould set the thing on fire.”
Dave: Perfect.

Nick: That way, I'm positioning and I'm doing testimonials. Once again, guys,you can't see it. We're doing it verbally so just bear with us but you're goingover that with them.“Dave, you see who I go to. Is that the type of patron you’d want for yourrestaurant?”
Dave: Yeah, that's exactly who we're looking for.

Nick: Perfect.
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Dave: How much is this?

Nick: “Good question. Well, the investment is three cents per house. You’d paythree cents per house to get into this demographic.”
Dave: Three cents per house?

Nick: “Three cents per house. Your total investment would be $1,500. Does thatsound like something you'd want to do?”
Dave: I don't know. That seems like its a little high for a test.

Nick: “Okay. I respect that. Walk me through what you feel is a little too high. Isit the three cents per house that's too high? Because when I first said that yousaid, ‘That's pretty good.’ Then, when I did the whole equation, then it becametoo much. Is it the $1,500?”
Dave: Well, tell me about your guarantee because I guess it's not too much if

it works.

Nick: “Right. What we guarantee is, we guarantee…”
Dave: Nick, can we just stop there because that was beautiful, what you just

did. I want to break it down so people can understand what you just did.

By questioning what I really meant by that, it was kind of the same

technique you did with Facebook, right?

Nick: Right.
Dave: I had to think about…well, is it really that expensive? Because you

brought it back to the three cents per house which I didn't think was

expensive.

Then, the $1,500 and so he made me think of my real objection which is “I'm

not sure.” This is brilliant because he made me go to my real objection which

was, not that it was $1,500 but rather, I'm not sure it's going to work.
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That was my real objection, beautiful. I just wanted to pause there to make

sure people got that because it was very nice.

By questioning the objection, he didn't say I was wrong about it. He wanted a

clarification in his thinking. He wanted to know what exactly I was thinking.

“Just to clarify my own thinking, when I said it was three cents and you said

it was fine...” Well, the objection wasn't the $1,500. My objection was, “I'm

not sure it's going to work.” That's a totally

different objection.

Nick: Right. I could have gone and sold price whenprice wasn't the issue.
Dave: Correct.

Nick: I don't want to go down one rabbit hole until I know what the rabbit holeis. The rabbit hole is, he doesn't believe in his heart of hearts that direct mailworks or that this product would work for him or he's done it before or he'sdone something similar and it's not going to work.I know that because we've been doing this for a long time. The funny thing istoo, Dave, I would have spent a little bit more time on proof in abundancebecause that's one of our core things that we teach.Obviously, for the sake of this, we don't want to do that. We don't want to bedoing that for four hours and people would be bored of it.I don't want to gloss over it. I'm going to use it as a teaching moment becauseyou really want your sales people to use everything in their arsenal. It goes backto long form sales letters – we hear “long form sales letters don't work.”Well, would you tell your sales people, "I want you to go on a sales call and thisis the prospect that raised their hand and they want to meet with you, but I onlywant you to talk to them for 10 minutes and then I want you to stop and come

You really want your

sales people to use

everything in their

arsenal.
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back." Don't tell them everything. Just tell them, "Stop” after 10 minutes andthen ask them for the order.No, you want them to tell them everything that they possibly would need tomake that sale. You want to give your sales people complete proof in abundance.You could do it online or over the phone. You want to do things electronically soyou get things to the prospect. You maybe set themup in advance with stuff that you send in the mail.That's other strategies that we've talked about but Ijust want to reiterate that.“Dave, I could appreciate that. There are a couplethings that we guarantee. The first thing we guarantee is the process, what I callthe RSVP process. Here are the seven points that we guarantee.”The one thing that we've learned is that, many times in other media companies,things happen and then the answer... I learned this when I first started, the guyssaid, "Listen, you screw up" and you just say, "Oh, don't worry, I'll put you in thenext one."To me, that screw up is, I lost out on customers and I needed those customers orI needed those leads to come in. We say, "Listen, we’ve got a seven point thing.Here are the seven things that we guarantee…”One is to make sure that your ad is created to maximize your success.Here's the RSVP guarantee and it's guaranteeing my process. There are a coupleof different things I'm going to guarantee and I'm going to guarantee theprocess.The other thing I guaranteed was results. You don't like to get into thatespecially when you're selling media. The publication that I know of, I know if I

You want to give

your sales people

complete proof in

abundance.
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put a restaurant in – especially a brand new restaurant – they're going to dobusiness and then some. So I'm okay with guaranteeing it.Now, it might be another service where it's a little bit avant-garde. So the onlything I'm going to guarantee is I'm going to guarantee the process. I'm going toguarantee that we're going to do everything right to set your ad up for success.I'm going to deliver certain things at certain times, you're going to do certainthings at certain times but this is the guarantee. I want to clarify that withpeople.“Dave, let's talk through what an average ticket is.Every time my wife and I have been here, I think the average ticket for twopeople is about $200. Is that right? Am I just ordering from the expensive side ofthe menu?”
Dave: You're actually ordering from the cheap side of the menu. You have to

come and try our seven course tasting menu.

Not everyone does that. I think you're right but we do have a high-end menu

which, Nick, you have to come in and try.

Nick: “I will be there.”
Dave: Yeah, it's amazing. You'll just love it. I do guarantee that you'll love it,

by the way, just so you know.

Nick: “Perfect. I appreciate that and I respect that.”
Dave: You're right. The average ticket with wine is about $200, $225. To

make it easy, let's just make it $200.

Nick: “Yeah, let's do $200. You and I are going to go guarantee $200. Thisinvestment of $1,500, for you to get your initial investment back, is going tomean that I need to deliver 7.5 people to you, right?
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Because we're friends and we're going to do business for the long-term, let'sguarantee that's going to be 8. There's going to be 8 people that are going tocome in with my advertisement and sit down in your restaurant. The averageticket like you said is $200. That actually puts you in the black at $1,600 versus$1,500, correct?”
Dave: Not really, no, Nick because I've got food cost and I've got everything.

I've got cost to go out from that. That's not really $1,500.

Nick: “I appreciate that. You and I both know that I’ve got costs too and we'reboth businessmen. Let's just both agree that we're going to agree on the top lineand not the bottom line because I can't control your cost and you can't controlmy cost.I'm going to bring eight people in, each spending $200 each and that's going toput you at $1,600 in revenue. Is that fair?”
Dave: Yeah. I mean, well... and the truth is, we've got this loyalty rewards

program.

Nick: “You're going to up-sell them and you're going to get them into the foldand I know you're waitresses are good.Actually, the average check is probably $250 but we're going to agree on $200.All we have to do is bring eight people in.Do you think if you mail your advertisement to my demographic, knowing whoyou are in the community, knowing how great of a restaurant you are...? Yourparking lot is always full. Jeez, I mean Saturdays, I can't even get in here until10:00 p.m. at night and that's too late sometimes for me to eat.You know that I'm going to deliver eight people at the bare minimum. Is thatcorrect, Dave?”
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Dave: Yeah. Okay. I have another appointment. How do we get this thing

going?

Nick: “All right. Perfect. Let's write this up. You want to make sure and I'm aman of my word, we're going to put in the addendum that I'm going toguarantee that eight people come in.I'm going to take 50 percent now. So we're going to take 50 percent down andthen I'm going to come in three weeks after the publication. You and I are goingto sit down and we are going to square up.I want you to keep all of the people, keep all the receipts and I'm going to stapletheir tickets to them and then we'll get it all going. So here's the paperwork,boom, boom, boom.”I probably have the paperwork pre-filled out. I'd have them sign it. We'd startthe artwork. I'd get a check or I'd get a credit card for 50 percent of it and thenI'd come back.I'd also, at that time, bring in other proof of people maybe going online andwanting more information and then resell them on the next year at that point.That's how I would do it.
Dave: Fantastic.

Nick: Thank you.
Dave: That was really good. For the folks who think that we practiced that;

no way.

Nick: We did not.
Dave: No. We did, on purpose, not practice it. Was I a tough customer?

Nick: You were good. You didn't roll over. Hopefully, people appreciated that.
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Dave: That is an example of how the entire sales process goes. Everything we

talked about from the close to the objection. Naturally, you're going to have

to listen to this again and take notes on it but what we tried to incorporate

was everything that we talked about.

We answered objections, he did an opening, he closed the sale and he used

proof; it was perfect. That's how you do it and it was fluid.

I mean, here's the thing, also, the tonality is really important. He never got

flustered, he never got angry, he never got defensive. He just kept going,

"Yeah, I understand. I can appreciate how you feel like that."

He did the agreement frame. He did future pacing. Then, what you did

beautifully, Nick, was, at the end, you really quantified that you were serious

about this guarantee. “We want to staple because we want to make sure that

this works for you for real.” So just fantastic.

Dave: All right. Before we get into sales mastery, which is immunity to the

word “No,” let's open this up for questions. Jack, they don't necessarily need

to be questions regarding what we're talking about here. It can just be

general sales questions, because I do want to answer questions for folks.

Then we’ll get into sales mastery and we’ll go over my system.

EMPATHY WITH THE CLIENT

Jack: "How do I best create agreement with a problem, mutual pain or

understanding, when I'm selling a product I have never used and never had the

problem or a solution “Aha” with? I sell Medigap plans to seniors so how do I

create agreement with a problem when I’m selling a product I really have never… I

guess how do I promote my empathy and that kind of stuff?"
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Dave: You don't have to have had the problem in order to provide the

solution. Surgeons don't necessarily have to ever have had a heart condition

in order to provide the solution.

I think that the big answer to your question is your mindset which we're

going to go into next in sales mastery.

Then, the other way to do it, and Nick can chime in, the other way to do it is

to tell stories, to tell stories of customers just like them who had the problem

that they're having.

By telling a story and showing the solution for how you helped another

client, and Nick, you did that with other restaurants, "We’ve got Bob Smith

from the Steak House who advertises with us."

So that now they're saying, "Oh, this person

understands me because they've helped someone

else with the same situation."

But the big thing with the question is it's your

mindset that is off to think that you have to have

had the problem in order to have empathy.

I can have empathy for my daughter and a situation she's going through,

even though I was never a 15-year old girl. That really has to do more with

your mindset. Nick, do you have anything to add to that?

Nick: I think the best way to do that is if your company is established, you'regoing to have a lot of people who have had successful outcomes, maybe talk toyour customer service people, not looking for problems but looking for successstories or people that have come in and just use stories, use testimonials.I was young when I first broke into the financial services. We certainly sold lifeinsurance. I couldn't appreciate life insurance at 23 or 24 – I didn't need it and Ididn't have anybody in my family that needed it – but I understood the end

You don't have to

have had the

problem in order to

provide the solution.
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result and I understood why people bought it and I understood why peoplebought it for a number of different reasons and I could appreciate that.Maybe I heard other people have other stories and so I could have empathy withthat.I think Dave's right and you may not be able to do it. You may sell Yugo’s but youdrive Porsches because you're a good sales person.You can empathize with people that buy Yugo’s. You understand why peoplebuy certain things but it doesn't mean that you have to be a utilizer of it. You canempathize with it.It's good to have stories. It's good to have success stories or good outcomestories. Utilize your current client base, get to know them and ask them and talkto your customer service people and other people around the office.
Dave: Yeah. "I'm too old. I'm too young. I'm too fat. I'm too thin," is really a

mindset thing. It's in your head.

One more example on this and we'll get to another question, just to show

that exactly. I'm a fan of this guy… Doctor Andrew Weil. Doctor Andrew Weil

is a new age…Maybe that’s not the term but health expert, an expert on

health, an expert on losing weight and all that stuff. If you’ve ever seen

Doctor Andrew Weil, he ain't a thin boy! That doesn’t mean he can’t… People

aren't making those connections.

One more example. Dan Kennedy going and speaking about how you

shouldn't be doing manual labor while he's up on stage.

He's selling Magnetic Marketing, saying you should be using tools and not

manual labor, while he's up on stage doing manual labor.

When we get to the mindset thing, you really need to pay really close

attention because that's really a lot of what's holding you back and if it's
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holding you back in this area, it's probably holding you back in other areas

of sales as well.

Jack, another question, please?

Salesmanship in Print

Jack: It's a high level question talking about the structure of your sales

presentation."Do you use almost the exact same for written sales letters – for

example, like your opening; is your opening like a headline?”

Dave: It's extremely similar. What we say – and you've heard it before – is

copywriting is salesmanship in print. Yes there are some differences. There's

more of a correlation, I believe, between one-to-many selling – that's what

you're doing with a sales letter – than there is to one-on-one selling but the

differences are very, very slight.

But yes, your headline is your opening statement; actually the first

paragraph is your opening statement. Yeah, absolutely. It's very, very, very

similar. Selling is selling.

That's why, if I'm going to hire a copywriter and I'm going to hire somebody

who's never been a copywriter before, I would prefer to hire the door to door

vacuum sales person who was really, really successful than I would hiring a

journalism major for fricking sure.

The vacuum cleaner salesman who was successful knows how to sell. All I’ve

got to do is teach them how to write copy. He already knows how to sell and

copywriting is salesmanship in print. I’ve just got to teach him some of the

finer points.

Let's go to another question.

Jack: "Can you explain the difference between the morning after strategy and the

shock-and-awe strategy?”
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Dave: Nick, do you want to take it or you want me to take it?

Nick: I can take it. In my opinion, the shock-and-awe is a pre-strategy. It'ssomething used as what we call soften the beachhead or maybe pre-sell.You as the business consultant, or whatever you're doing, it's used to presellyou, pre-frame you and pre-position you at the level you want to be pre-framed,pre-sold and positioned at. Then the morning after is just post-sale.Its two different strategies, both great to utilize, both need to be utilized butone's a pre, one's at a post.
Dave: That's exactly right. In fact, we just had this conversation at GKIC with

our fantastic meeting planner Jim Schultz.

We were coming up with a shock-and-awe package to send to people who

were interested in joining the Peak Performers coaching program, which is

a great, great coaching program that we have at GKIC.

We're like, "We need to create a shock-and-awe box." His point was, "I don't

want to spend the money on a shock-and-awe box. I only want to send that to

buyers," not getting this very important distinction. The shock-and-awe box

is everything that Nick said.

Now, that doesn't mean you can't send a big gift box after the sale as well.

We have one of our members, he's a financial adviser and he sends a huge

gift box. It has a blanket in it and tea and tea cups and all kinds of things. It's

a big, gigantic box with a bow on it.

That's the post-sale so that's more of the morning after while the shock-and-

awe box… While that might be shock-and-awe, shock-and-awe is before; the

big box of stuff is post, is the morning after.

One more question, Jack and then let's get into the sales mastery stuff, which

is really cool.
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Jack: Here's a question about scripting openings. “Do you have any advice when

scripting openings for a first time lead generation response versus a follow up call?

So do you have a response for a lead generated piece versus you're conducting a

follow up call? Is the concept of an opening the same for both, is it valid for follow

up communications?”

Nick: The answer is he's going to have different scripts and different openingstatements. If it's a follow up, you don't need to do, "Would it be helpful to tellyou a little bit about myself and my company and how I got into this business?"Those are opening statements that you use if you need to position yourself ifyou didn't do a shock-and-awe package or the openings that Dave said, the pre-framing, “Over the course of this meeting, we're going to set forth an agenda andpart of that agenda is me presenting a financial future for you." I forget how youdid it. You did it so well.Those are opening, first meeting. I think we're talking about first meeting andthen maybe follow-up meetings.Follow-up meetings, you might say, "You had an opportunity to revieweverything. I know you were excited about everything that we put on the table.Are you ready to move forward?"That can be a little abrupt and abrasive. That might be a little bit too fast. I usedto say, "On the way over here today," if I was doing it face-to-face, "I wasthinking about our last meeting, I was thinking about our presentations that wedid and I was thinking about all the great answers that you gave me. I’m veryexcited about the solution I'm going to put forward for you today."I might reference the past meetings. I would tell them that we've been thinkingabout them. It's truthful. I've been thinking about them. I've been thinking aboutthem on the way over. I might talk a little bit about the future state.
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Then, I would ask to move forward with presenting my findings or presentingmy recommendations. That would be, in my mind, the difference between thetwo and how to go about them.
Dave: Yeah. I couldn't agree more. The only thing that I would do in addition

to that is recap the agreement of what we agreed upon before, which is

really recapping the benefits that the person is going to receive but that's

spot on.

ADVANCED SALES MASTERY: IMMUNITY TO THE WORD “NO”
Okay, now, let's get into a really cool topic which is sales mastery. We should

probably name this section something different because the name of the

course is Sales Mastery. I got it! This is Advanced Sales Mastery.

Let's talk about a really important topic, Nick, which is immunity to the word

“No” because if a salesperson cannot get past this issue, they're not going to

be successful. Let's talk about immunity to the word “No.”

Nick: It's a small word but it holds up so many people in life and we've all beenthere. I really think the important thing is we've talked a lot about DoctorMaxwell Maltz and Theater of the Mind and all that stuff is important.I like to use examples via stories. If you know who Jerry Weintraub is, he is theproducer of Ocean’s Eleven, 12 and 13, the remakes with George Clooney andThe Karate Kid and all of that.He has a book out and I'll give you the title of the book, “When I Stop Talking,You’ll Know I'm Dead.”There's a documentary about him because he’s a very, very well-knownproducer and promoter and all that. I think it's called “My Way” or “His Way,”because he used to be the promoter of Frank Sinatra; so this is a Hollywoodpromoter and producer.
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They were asking him in his documentary, "What made you successful?" or,"What positioned you as successful?"He came up, he was a salesperson; he sold clothes, he sold clothes in the army.He didn't have a problem asking for the sale. He said:
"The number one thing to my success is

I had immunity to the word ‘No’. I never
heard the word ‘No’."He, in his book, tells a story about his big jump to bigmoney was when Elvis did a tour in the 70s; he wasthe promoter for that tour. That was huge money forhim. That positioned him for his future growth.He told in the book that he literally called the Colonel, which was Elvis' manager,every day for 115 days. On the 116th day, he finally got the guy on the phone.He goes through this story about how he asked him three questions. The Colonelsaid, "Yes," on every question. He said, "Colonel, I'd like to be the promoter foryour and Elvis' next tour," and the Colonel said, "No." He said, "Whoa, whoa,whoa! Wait. We had a great conversation and we had three great yeses. How didwe get to ‘No’ so fast?"The Colonel then started breaking out in laughter and it allowed him to breakhis pattern, break his objection and move forward. I thought, it's a great story.We all know who all these people are but it's a great way… He talks about thethree yeses. So this is a guy in the 70s talking about stuff that we just talkedabout today. It talks about that.I think we get so tied up with “No.” It breaks down so many sales people. Wedon't want to hear it. That's how they end up getting call reluctance. That's howthey end up getting everything.

People have to say

‘no’ before they say

‘yes.’
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The problem is, it's just a word. Many times, people don't mean no. It's just theirknee-jerk reaction.You mentioned the sales trainer that you were trained by; Dan just did aninterview with him – Tom Hopkins. He said people have to say “No” before theysay “Yes.”The importance is to realize that, it's just part of the process. They may not evenmean it. Many times, it's a knee jerk reaction. It's the first thing that happens.I live in the city of Chicago. Go down to the street of the city of Chicago and standout and see people walking to the train or bus or whatever they're doing andsay, "If you give me a dollar, I'll give you $20.”I can guarantee you, half the people…that's the best deal you're ever going to getin your life. It's a great return on your investment… but they're all going to say“No” to you because they think there's some string attached to it or there's somescam or it's a bad twenty or something of that nature.Realize, it's just part of the process. We have to be immune to it. Sandler says…he used to crack up. He'd hire all ex-football players, 250 pound guys but they'dbe so afraid of the word “No” that the telephone handle was the heaviest thingthey've ever picked up in their life. They couldn't pick it up because they wereafraid of the word “No.”Once you get through that, I've been doing this long enough to know, it's likewater off my back. You're going to hear “No.” It's part of the process. It just is.You just have to become immune to it. I know it's easier said than done andrealize that.I'm not taking this lightly or giving glib statements. I'm using stories to tell.Realize we've all been there in life where “No” paralyzed us but you have tobreak through that to move forward.
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When I really, really, really wanted to be successful on sales, I knew I had tobecome immune to the word “No.” I didn't like it in the beginning but the moreand more I realized it's just part of the process, its part of the sales process andwhy people are saying “No,” I was able to break through.Dave, when you and I were in the green room getting made up before we wenton the videotaping with Dan, you and I both were talking; you said, "Listen, forme to become really good at copywriting and selling is when I broke off on myown and I had to be because I needed to be successful."I think the same thing of me. I had a lot of success as a sales person in corporateAmerica but, when I put out my own shingle and I started my own company, thestakes got higher.Chase Bank didn't want to hear “I had a lot of good meetings,” or “I met a lot ofnice people.”I had to become immune to the word “No” and I had to move forward throughthe objections and through No’s to get to Yeses.You don't steamroll over people. If it makes sense for them, everyone agrees itmakes sense and you want to move forward and you know in your heart ofhearts you believe in your product, it's your duty to ask for that sale.
If you know your solution solves a problem that

they're struggling with, it's your duty and

obligation to ask for that sale.I believe that. I always say I’ve got to believe thoroughly in what I sell for me tomove forward to ask and I'm going to be successful. If I don’t believe in what Isell, I'm not going to be successful.
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We had an ex-salesperson at GKIC; I was just talking to him the other day. He'sgoing off to Mexico to work for a new company. He says, "I believe in thisproduct just like I believed in GKIC's product."He was our number one producing sales person for the longest time. He'dbelieved in the product. He felt it was his moral obligation to ask for that orderbecause he knew it was life changing for him.That's a long answer to a short word, the word is “No” and don't be afraid of it.You have to become immune to it. It's just part of the process.
Dave: I think one of the key things that you just said and I cannot emphasize

this enough. It's your belief in the product.

That does not mean that you have necessarily gotten the results from the

product. That's the question the other gentleman asked. "What if I don't use

the product? I'm not using…"

It doesn't matter. You have to believe with unflinching belief that your

product or your service is delivering a result far greater than the price

you're asking for it.

The perfect example is me selling Magnetic Marketing. I sell a ton of

Magnetic Marketing.

If you go to the Boot Camp, Nick, I don't even do a pitch for it, if you've ever

seen it. I just say, "You've got to get this. I know that this thing works. Just

look at me now; I know it works and I believe every small business owner

needs it, period."

Now, I'm not saying that that can be your short presentation because that's

not my point. The point is, I have such a strong belief that that belief is

unshakable. It's unshakable. Therefore, there's nothing that a prospect

could say to me which could make me doubt that they should have this

product.
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When you have that kind of belief, immunity to the word “No” is quite easy.

In fact, someone asked me the other day, actually at my Platinum meeting...

They said, "How good of a magician actually were you when you were a

magician?"

I was successful; I made a lot of money but that doesn't mean I was really

good at it.

I said, "Well, as a kid show magician, I was the best. I'd go up against

anybody in the country. I was definitely the best in Atlanta."

I had such a strong belief that this was true from results that I'd gotten, my

attitude was – and this was not something I would verbalize obviously to a

prospect who was calling me – "If you hire somebody else, you're fricking

crazy. You're making the biggest mistake of your life because you're crazy."

I had that strong belief. When you have that belief, immunity to the word

“No” is a little bit easier. Because you are like, "What? How could you

possibly be saying ‘No’? Obviously, I didn't explain something to you."

I've actually said that. "What?"

Anyway. Let's talk a little bit now about mindset.

Advanced Sales Mastery: Mindset

The first thing I want to talk about here is a technique which comes out of

Psycho-Cybernetics which is the Theater of the Mind technique. I use this a

lot.

It's funny. They teach this in NLP – as you can probably tell, I've studied a lot

of NLP stuff – but it really comes from Dr. Maxwell Maltz in what he calls the

Theater of the Mind.
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The technique I will explain to you step-by-step. You need to use it. If you use

this and you really do it, it will work for you. The most successful people I

know use this strategy.

The first thing that you do is you need to construct a movie theater in your

mind. You really want to construct it in detail. How does the movie theater

look? What are the chairs like? All of that. How does it smell? How does it

look? How does it feel? Really get a full sensory experience of it.

Once you’ve constructed this movie theater in your mind, you in your

imagination go sit in the movie theater. Then, the movie starts so imagine

the lights going down and then you watch yourself on the screen in a movie

doing your presentation with a prospect.

Now, the way to do this properly is you want it to be a tough prospect, like I

was with Nick. You don't want to make it so there's no objections and it just

goes smoothly to the close because the reality is it's probably not how it's

going to go.

You want to run the movie. You're the director. You run the movie. You hear

and see yourself making the presentation. You see your prospect

hammering you with objections and you smoothly – as Nick did – answer

those objections. You really go through the entire sales process until the

close and then you run that movie a few more times.

Then, there's a next step which does come from NLP and I'm going to give

you the next step which a lot of people don't know, which adds a whole new

level of power to it.

You run the movie in your mind. I can tell you, if you do this properly and, in

the beginning it's difficult, especially if you don't visualize well – and I'm one

of those guys – but you'll get it and it's worth practicing.
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What happens is, when you're actually doing the sales presentation, you're

going to have a déjà vu experience because it's going to be like you've

already done it.

If you've already done something then you no longer really fear it. It's no

longer a goal. It's something that you've

accomplished.

You can do this in your mind so when the prospect

in real life comes up with the objection; you've

already seen yourself handle the objection. You've

already seen the whole process work through.

That's the basics. That's out of the Theater of the

Mind.

Where the Neuro-linguistic Programming comes in is this and this adds a

whole new level of power to it.

You then imagine yourself standing up out of the chair, walking up to the

screen and actually stepping into the screen, into your body on the screen.

Now, you are no longer watching the movie but rather you are now in the

movie. The two states that you're going from, you're going from a

dissociated state to a fully associated state.

So you watch it first, then you walk up to the screen into the movie and play

the whole scenario again.

Now, instead of you looking at yourself up on the screen, you are actually in

the movie. By doing that, you truly internalize the entire process. That is a

description of how to use this Theater of the Mind and actually an advanced

version of the Theater of the Mind.

Nick, do you have any questions on that or is there anything I missed on

that?

If you've already

done something then

you no longer really

fear it.
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I do this strategy, by the way, almost every time that I have to do a big on-

stage sales presentation. This is what I do because now, when I walk out in

front of the audience, I've already done it. I've already done it so I'm not

nervous. I'm more excited. Anything to add on, Nick?

Nick: It's funny. I've studied Dr. Maltz and I use visualization. I never heard thatlast connection. So I wrote that down. I was taking notes too, which is the mostfun for us is to learn from each other. That was amazing.I used to study key sports guys and peak state for that for sales and visualizationwas part of it. Always on sales calls, when I was on the road, I would on the waythere think about it but also visualize it successful. That specific one. Then Iwould do broader sales things.I'm a firm, firm, fan of visualization, Theater of the Mind. I'm a big fan of it. If youcould just go through all the objections in your mind and go over them. I thinkit's very, very important.People won't do this. This is what moves people to the top one percenters.You've got to do this stuff. I think we all do it in different ways but we're alldoing the same thing. I think it's a very important thing. The mind is powerful.
Dave: Yeah, absolutely so, again, a little advanced but we promised you

advanced material. We promised you a two hour call but it looks like it's

three hours. That's all right, though.  I'd rather deliver more value.

CALL RELUCTANCE

All right. Nick, talk about the psychology of closing and call reluctance. We

talked about the psychology of closing but what about call reluctance and

even what it is?

Nick: It's a terminology that gets thrown around a lot in sales. I think one is it'sprospecting so people don't want to make prospecting calls because of their fearof people saying “No.”
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A lot of it can be solved by frankly – and this is going to sound trite – but doing alot of the things that we teach in the pre-sale; so sending out direct mail,focusing on what we teach in Magnetic Marketing, shock-and-awe packages, thatsort of thing.That makes the people want to receive your call but it goes back to this mindsetand the immunity to the word “No” because call reluctance is “I have to make Xamount of dials to cold prospects and I don't feel like making those calls.”This is really what opts a lot of people out of sales.Many times they opt out of sales and they justhaven't told you so they're still in your seat. But theyjust opt out of sales because they just are fearful ofcalling people to set up the call, calling suspects tomove into prospects, and then move them to have ameeting and then moving them to customers. I thinkyou have to realize that it's just part of marketing.If you were to get a three percent response rate on a direct mail campaign, youwould think you were successful.But if you get three percent response rate on putting 100 phone calls into anafternoon, you would think you're a failure. Actually, I always thought I was asuccess.What you want to do to get over call reluctance is keep stats, not that sales is anumbers game but just keep stats, just so you prove to yourself that this works.“If I make X amount of dials, I get X amount of appointments," if you're in asituation where you need to set up appointments versus if your customers aresetting up the appointment.

Many times people

opt out of sales and

they just haven't told

you so they're still in

your seat.
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One of the things that we talked about in another program you and I did wasmaybe if you just have people that are closers, then you just have openers thatare working for you. Their job is just to pound through phone calls all day long.We have one of those at GKIC and he's opening up cases for people but that'sjust another strategy.It's another mindset technique. If you have to set your own appointments andyou have to do your own prospecting, you just have to come to grips with that'spart of life. It's easy to say but it's just something that you have to come to gripswith.I'm a firm recommender of doing everything else and there's good programs outthere just like ours for teaching you things you could do so you don't alwayshave to pick up the phone and call people – though I think it's important to dothat.Sometimes, in this day and age, it is tough to get a hold of people so you do haveto do other things like direct mail, social media outreach via LinkedIn and thingsof that nature, cold emailing, all of that.We have a program and there's other programs that go out there and teach thatbut realize its part of sales.We all struggled with it in the beginning and the sooner you get through it, thesooner you teach your sales people to get through it, the easier it is foreverybody.
SELLING DAYS

Dave: Let's talk a little bit about something, Nick. You often will tell your

team that selling days should be selling days. What exactly does that mean?

Nick: I'm a firm believer in this and this is actually a Dan Sullivan thing so I givecredit where credit is due but selling days are selling days. You have prospecting
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days, you have pre days. You have selling days and you have post days and youhave pre days but selling days are selling days.When you're selling, you are selling. You get yourself in a peak state. You dodifferent things to do that, whether it's music or exercise or whatever it is butyou are focused on selling, you are focused on presenting, you are focused onclosing.You don't do other things. You're not worried about all the little miscellaneoustrivia things. Baseball players are not worrying about picking up their drycleaning when they're in a pennant race and it's them up to bat so you’ve got tofocus on, "I'm going to hit this out of the park or I’m going to get a single or I’mgoing to do whatever."If you're a football fan like Dave and I are, they're notthinking about anything except for what's going onin that time they're on the field. You as a sales personneed to treat yourself that way.“I'm a peak performer; I am focused on my objectives. I'm focusing on helpingmy customers and I'm there to sell.”That means you don't do anything else. You either have to buffer yourself or youhave people around you to take care of the miscellaneous things.You can't ignore those because that's called servicing and you need to do a lot ofthe other miscellaneous things but you're not worried about those on yourselling days.You want to have a day and it's hopefully two or three days of the week whereit's just appointments and you're going from appointment to appointment toappointment and you're in a constant state of readiness, that constant peakstate.

I'm a firm believer

that sales days are

sales days.
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You're going from sales appointment to sales appointment to sales appointmentor it might be mornings. It needs to be three mornings and the afternoon iswhen I do my other miscellaneous or busy work or other work that needs tohappen as part of the sales process or part of the prospecting process.I'm a firm believer that sales days are sales days. I've done that. Once I learnedthat, it opened up my eyes to many things and I learned it first from Friedman ininsurance sales, I read his book.He was focused on having selling days and he had non-selling days. Then, lateron I learned it from other people.Dave, when you're on stage, you're not worried about anything else, are you?
Dave: No. A really great analogy also is that of a heart surgeon or a surgeon.

Again, as a sales person, whether you’re a pure sales person or you’re an

entrepreneur or business owner who sells, you're a sales person. But think of

yourself on that same level.

There's no reason why you shouldn't be thinking of yourself on that level.

A heart surgeon is, you would hope, 100% focused on doing the surgery on

the day he's doing the surgery. That's what you have to be. You’ve got to be

100% focused on selling and really selling.

That means meeting with prospects. That doesn't mean prospecting. That

means selling like closing, making sales.

The more of those days you can put in,

the better off you are going to be.

INBOUND CALLS

Nick, one of the things that you're a real master at is inbound, how to handle

inbound phone calls from prospects because obviously, we get a lot of those
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at GKIC. You train the GKIC team on how to do that. Can you talk a little bit

about inbound calls?

Nick: Inbound calls can be a number of different things. There are two schoolsof thought. One is take it immediately. Other school of thought is you take it, youframe it with the person and you put them on hold slightly."Hey Dave, thanks for calling. I want to get to you. I'm just finishing up withanother client. It's going to take me about 30 seconds to get done with him. Is itokay if I put you on hold for 30 seconds?"The person normally says, "Yes." Put them on hold. Get yourself in a peak stateand then go back to that and then you walk throughthe process."Hey, Dave, I appreciate your call today. How can Iassist you?" You try to figure out their pain, figureout what they're calling for, do a diagnostic if itmakes sense during that and then you move them to the close.But many people fumble when they're in the middle of doing something, they'reputting out a fire and they take up a prospect call, an inbound call.I think that's one of the reasons I want to talk about this because you're notready yet, psychologically, to take that call. You may think you are, you maythink that you can turn on a dime. It's only the pros can snap a finger and turn.You really have to acknowledge the call or just wait a second to take the call, toget yourself in the state of mind so it goes back to selling days. That's a sellingopportunity. You don’t want to waste it.Say something was happening on the delivery, if you owned a company and adelivery didn't go well and you're answering an email from the deliverycompany and you're in the middle of a heated exchange and you don't want totake an inbound call, but you don't want to lose that inbound call.

You’ve got to force

yourself to get your

energy up.
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You need to reframe yourself, really quick reframe yourself, take it and then getready.I'm a firm believer if you're inbound, you get on a headset; it has to be on aheadset. I'm on a headset here, I walk around my office. You've got to movearound to get yourself in a state to take an inbound call. You’ve got to get yourenergy up.We've been on this for two and a half hours, so it's easy to let your energy down.You’ve got to force yourself to get your energy up, I'm here. Everybody doesthese psychological things and physiological things.Figure out those things and they can be quick. You've heard me snap my fingersa couple times. That's something I do to reframe myself because I’ve got a glassdoor and people were going by but I’ve got a sign that says I'm recording. I wantto be focused on this for you guys and for the people in the future that arelistening to this.Reframe yourself, take the call. It's a sales opportunity. It's probably the bestsales opportunity you're ever going to get in your life so don't waste it bycoming off on a heated exchange and taking that call because you're not evengoing to be ready for it. It's not fair to the prospect or the client either to do that.
Dave: You're totally right. One of the things that I do because again, quite

obviously, I'm beat from a two-day meeting… but it's one of the things that I

do and Nick, I know that you do too, I have a headset on right now and I walk

around.

I'll actually get up and walk around. I bet you anything if you go back and

listen to this recording, you can tell the points where I'm walking around

and I'm moving and I'm grooving and when I'm sitting on my ass.
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Again, maybe that won't work for you but, for me, it certainly does. You’ve

got to figure out those strategies for yourself but get into a peak state

because, if you're not in a peak state, you're not going to make the sale.

INTERRUPTIONS

Final thing, Nick, about this and then we're going to go over my consultant

close for closing high-ticket sales over the telephone with one call.

Interruptions, what about an interruption? What have you got to say about

that?

Nick: Don't get them. Don't take them. You've got to create an environmentaround you where you are selling.If it's your environment and you're on the phone, we do phone sales here and inpast lives I have done phone sales as well as face-to-face sales; you’ve got tocreate an environment around you when you knowyou just can't deal with interruptions.That's why I'm a firm believer in not taking salescalls on your car phone because it's not fair to thepeople around you but don't do that. It is so hard toget in front of prospects in this day and age, takeevery opportunity and set yourself up for success.
Dave: Be a pro!

Nick: Yes. Be a pro.
Dave: There are people. Can you believe that there are people who take calls

on their cell phone while they're driving? Sales calls? It's insane.

Nick: Yeah, but they do. I've heard guys in sales calls in the bathroom in theairport. I'm like, "Oh, my Gosh. Come on! I'm embarrassed for you." Take acouple of minutes. Buy a day pass to go into the United lounge. You’ve got tohave margin in your business.

You can't be

interrupted. You’ve

got to be in peak

state.
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It just makes sense but I just think it goes back to be a pro, set the table forsuccess, set yourself up for success.You can't be interrupted. You’ve got to be in peak state. You’ve got to doeverything you can do but don't allow interruptions because it's easy. It's justeasy. You can get lazy. I have fallen in that trap. Until you realize what'shappening, you don't want to waste a sale – especially in today's environment.
CLOSING HIGH-TICKET SALES IN ONE CALL

Dave: Yeah, totally. All right. The final thing that

we're going to discuss on this call before we go to

Q&A is my system that I used to use to close high-

ticket sales over the telephone. I was closing

between $15,000… my highest close was $40,000

over the phone in one call.

Now, you might be thinking… your B.S. meters may

be going off, saying, "No way." Well, no way unless you know the entire

system.

In one of the manuals that you're going to get from us as part of this

program, it has the outline of the script I used to close sales.

Most people would say, "Oh, that's all I need." Well, it's not. You need the

other parts of the system because there's a lot more to it than just getting

the person on the phone and following that script.

Let me lay this out for you step-by-step, precisely how it works with the

example of exactly how I did it.

Now, I'm not going to modify the example. You need to figure out for yourself

how you can modify the example. I'm going to explain to you exactly how I

did it.

I narrowed my

prospect group to

people who were

interested.
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First you need to know what I was selling. I was selling done-for-you

teleseminars and webinars. I'm pretty good at putting those things together,

including the entire marketing package. By the way, don't call GKIC. Don't

email me. I don't do this anymore. That's what I was selling, complete

marketing package and the webinar or teleseminar done for you.

That's what I was selling, between $15,000 and $40,000; depending on what

you wanted me to do, depending on which package you took.

The way I sold this was I started the sales process via a teleseminar.

I would send out an email talking about this teleseminar that I was going to

teach about how to do teleseminars, how to do effective teleseminars and

webinars. People would opt in.

Let’s break that down right there. So, out of my customer list, I narrowed it

down to a group of people. I sent these emails out to everyone promoting the

actual call but only the people who registered; those are the people who

were interested.

I didn't do a call for everybody. I narrowed my prospect group to people who

were interested. That's the first thing.

People would register for this teleseminar that I was doing. On the

teleseminar, I would follow my script and how I put everything together to

sell but what I would do on this is I would teach in detail how I put together

teleseminars and webinars and everything that you need to do.

Remember, I was not trying to sell a course on doing teleseminars. I was

selling done-for-you services on doing teleseminars. By giving my entire

process out, somebody could take it and do it themselves.

I didn't care because I was going for a bigger ticket sale. I didn't hold

anything back.
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That's very; very different than if I was trying to sell a course on

teleseminars. I wouldn't give out everything I knew. But, in this one, I gave

out everything. Now, they didn't get templates or anything like that but they

got exactly what to do.

At the very end of that, I would say, "Now, I know there are some folks on

here who are wondering right now, 'Gee, this sounds complicated. How much

would it be for you to do this for me?'"

That was my transition to the close because guess

what. Some people were thinking that exact thing.

Then I would tell them I had packages ranging

from this to this.

Now, why did I do that? Because, I was further

qualifying my prospects. If my prospect couldn't

afford $15,000, or whatever the package was, then

I don't want to waste my time talking to them.

Then, I would say, "But by the way, I only accept two clients a month," which

was true because it was me and Jack doing this so I really could only accept

two clients a month.

That was adding the urgency factor but here comes the key piece. I would

say, "If you want to apply…” Get this language now. "If you want to apply to

try to get one of these slots, here's where to go. You've got to fill out this

questionnaire."

The psychology on this is now I’ve taken it from I'm pitching to they’re

applying to work with me. It totally changes the dynamics of the sales

process so people would go and apply; they would fill out an application.

I would also say on the phone, "After you apply, I'll review all the

applications and you will get one of two emails."

If people don't know

what the process is,

explain to them

exactly what's going

to happen so they

feel totally at ease.
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So let me just break that down for you. You're going to get one of two

emails….

One of the things you want to do, especially if you're in a business where

people don't know what the process is, one of the strongest things you can do

is explain to them exactly what's going to happen so they feel totally at ease

so they're not wondering about anything.

"You'll get one of two emails. One will say I think what you have sounds

interesting and I need to set-up a follow-up call to interview you." To

interview you.

"The other will say, I'm sorry. I don't feel like right now I can help you with

your project. By the way, if you get that email, it doesn't mean necessarily

that I don't believe in your project, it just means that I don't believe that I'm

the person to help you at this time."

Look what I just did in that 20 seconds of copy – and it was copy because it

was written down. In those 20 seconds of copy, in what I said, I have done

takeaway selling.

Now the person is hoping to get an interview. First of all, they're hoping now

that I accept their application and that they get the email that says, "We're

going to have a follow-up call."

By the way, we really did this because people would have really lousy

projects and I really only wanted to work on projects that I thought would

work.

So I would send out the two emails. The email would go out for the person

that I was going to go forward with. That email would say, "Hey, listen. I

read over your application. Your project looks good. I want to talk to you to

see if we're a good fit to work together and I'm going to be doing my calls on

such and such a day.



SALES MASTERY UNLEASHED

© 2014 GKIC www.gkic.com Page 91

Here's what's going to happen. My personal assistant Michelle is going to

call you. She's going to call you one time. She will leave a message if you're

not there but, if you don't call her back within 24 hours, that's it. We're not

going to follow-up and chase you because I've got a whole bunch of people I

need to talk to."

Nick, when I talk about this, I just realize how beautiful this actually is. I'm

getting excited about it again. By the way, and I know it sounds cliché, but if

you can use this, what I'm sharing with you is worth 10 times what you paid

for Sales Mastery Unleashed.

So then Michelle would call and, by the way, if she left a message, almost

everyone would call within 24 hours because they've been told to call within

24 hours. They're playing by my rule.

I was congruent all the way through with this. Everything I said. We need to

talk, you get one of two emails, and you need to apply, all of that.

When she would talk, she would set-up the call and then she would add, like

she's on their side, she would say, "Now, let me just give you a little tip here.

Mr. Dee…”

She would use Mr. and I don't like people calling me Mr. I like “Dave” but it

was important for this positioning here.

"First of all, make sure you call exactly on time. If you're a few minutes late,

he's not going to take your call. Also, he hates small talk and he’s going to

have a bunch of these calls back to back so you want get right to the point."

She's acting like she's giving them inside information. What she's really

doing is positioning me and setting up “You better get your ass on that

phone on time.”

Almost everybody, not everybody, not 100% but almost everybody, called

exactly on time so I didn't have to sit around and wait for people to call me.
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Also, it made them a little uneasy, a little nervous. By the way, that's positive.

Tension, a little bit of tension is good. Then, I was much friendlier on the

phone than she made it seem like I was.

Now, I had their application in front of me; the application told me

everything I would need to know to sell them. It told me why they wanted to

do this, what's preventing them from doing it themselves, what do they want

to accomplish, what their pain points were.

I would just go through this sales process that Nick and I went through but I

didn't have to find anything out because they told me ahead of time what

they wanted.

Then, I would explain to them, if I decided to take them on as a client, here's

exactly what would happen, here's how we would do it. Here's the

personalized plan and you could do it yourself if you wanted after this.

I'd go through the personalized plan and inevitably, at the end of the

presentation, I didn’t even close because I didn't have to. The person would

say, "Well, are you going to take me on as a client? What do I have to do? I

want to be one of the two. How can I be one of the two?" almost every single

time. "Well, how much exactly would it be for you to do this for me?"

But then my close was… again, this is sophisticated, I wouldn’t close the sale

then. I said to them – and this was true, by the way, if they did sound good, I

would say, "This sounds really good. I really believe I can help you with this.

In fact, I know I can help you accomplish this and get this done. However, I

have four, five, however many other calls I had and I have to go through

those first and I'm going to pick the top two people who I feel I can really

help the most.

So, tomorrow, you're going to get one of two emails. One of the emails is

saying, 'Congratulations and I'm taking you on,' or the other one will be, 'I'm
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sorry. I just don't think right now… I've chosen two other people,'" so on and

so forth.

"If you are accepted….” I would tell them what they needed to do. They would

need to PayPal me half of the payment to get started. “There will be an

agreement; you need to get it back to me within 24

hours." It was basically the same as we did earlier

when Michelle was setting up the phone calls.

Then, that's exactly what happened. I would say

90% – maybe even a little bit more – of the people

who went through this process, who I sent the

agreement to, bought. Why wouldn’t they? They were begging me to take

them on as a client, begging me to give me money.

This process was so strong that, one time, I went through the entire process

and, at the end, and I felt the woman was kind of a flake. I didn't want to

work with her.

Right at the end of the call… let’s say her name was Mary, I said, "You know

what, Mary? I just don't think I'm the person right now to help you with this.”

Then, Mary would say, "No, no. I want you to do this." I said, “Mary, I think

your project sounds promising. I just don't think I'm the right guy to help

you.”

Then, she said to me. "No, no. You don't understand. I have the money. It's

not a money problem." I said, "No. I understand it's not a money problem. I

just don't think I'm the right person." "No, you don’t…" She started getting

pissed at me.

Now, she's yelling at me to give me $20,000. I got out of that. Then, she

emailed me this big long thing, trying to re-pitch me on why I should do her

project. That is the power of that system.

Out of integrity, you

have to reject people

who you truly can't

help.
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Out of integrity, here's the thing. This system is so powerful from a

psychological standpoint; you have to be in total integrity, meaning you

have to reject people who you truly can't help, especially if it's a high ticket

sale.

Let me tell you something, there were times I needed that $20,000 that

month. It's hard to say, "No. I'm not going to." You have to or the entire

process will eventually break down and you're not going to get referrals and

you're going to feel really crappy about yourself.

That is the entire system laid out for you exactly like I did it. Nick, if you have

any questions about it, I'm happy to answer them but that's the system that I

used.

Nick: Well done. I was impressed by it. I could see how that works. I think it's agreat system. Everybody can take either all of it or part of it that's on this call orthat buys this product and figure out a way to utilize it in their sales process.Because there's no better positioning than the way you just set up so I highlyrecommend everybody trying to figure out how they could get it to work fortheir business.It works for every business. It's just how do I implement it in my business?
Dave: Yeah. Just use pieces of it. The whole thing is you need to remain

consistent and congruent throughout the entire process.

Nick: The interesting thing I thought – and it goes back to why it fits so well inthis category and it just dawned on me, because I’ve heard you present thisbefore, but each time I learn from it – it fits so well in the sales mastery sectionbecause we're talking about mindset.You said something that I think was a throwaway but I know you well enoughthat I know you mean it in your heart of hearts. You said, "You have to haveintegrity in this process, you actually have to say to people, ‘Listen, No. I can't
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work with you. It's not going to work,’" because that's what gave you the abilityto say no, even when you knew you needed to say yes for financial reasons butyou still have integrity in the process.I think that's what gets in the way of people sometimes when you think aboutmastery. They may not be selling something they truly believe in or they maynot have integrity in their process or have really come to that grip so that reallyis a high level.I don't think it was a throwaway comment because you don't do throwawaycomments but it was a comment I wanted to at least call out so everybodypicked that up.Like us, they've been on this call for three hours; so they may be missing it but itreally fits into the sales mastery aspect of things and why it's important to havethat much integrity in your process that you won't vary from it. Because, then, inthe future, when you say, "This is my process," you're not wavering and peoplecan read that if you're wavering.
Dave: That ends the formal part of our presentation but as we promised,

Nick, let's open this up for Q&A to folks and answer their questions. Then we

can be done.

What's really cool is I'm looking at the statistics and most of the folks have

stayed on with us for three hours. I truly hope you got a lot of value from

this.

All right. Jack, let's answer some questions from the folks then we will call it

a day.

Jack: This is from someone who’s got a brick and mortar showroom and does

interior design modeling. This is very specific to him but he talks about the

objections he gets, “Besides thinking we are going to be more expensive, one of the

biggest objections – and it's often unspoken – is that ‘the designer will force their
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style upon me’.” Do you have a way to help him resolve that or work through that

in his presentation?

Dave: You take it and then I'll have probably a different answer than you

which will complement your answer so go ahead.

Nick: I can think of a couple things. He needs his designers to have either ontheir iPads or flipbook, wherever they're doing it, different types of end projects.I would also, if allowed, tie it into a picture of the person, because sometimes wecan see people and we see their personality, i.e. if you're doing it for my wife,you would have a picture of my wife and then the end project.They have to show obviously different styles and talk a little bit about if you'reusing it for my wife, "This is Mrs. Loise," you want to use her full name.You tell a little bit of background on her and tell how you got to that design andthen show pictures of that. So she loved travel, she was into cooking. She wasFrench. Yada, yada, yada, these are all the important things about her and here'sthe design that we have.You want each to show different and tell a different story because each person isdifferent and each design approach is different.I think that also has to come across in your sales and your sales presentation.“Listen, we're not a cookie cutter. That's maybe why we're a little bit moreexpensive.” So don't be afraid of price.“We're not cookie cutter. We approach each thing with a complete diagnosticinterview. Here's the 14 points or the 22 points and the 22 questionnaire so,that way, we customize your design specifically for your personality and yourlifestyle and your family” or however the appropriate thing is. I think you reallywant to stress that.
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Every conversation, every sales thing, everything in the presentation has to bethat way. You have to script the designer and practice and have them practiceamong themselves and oversee them in the showroom while they're doing thatbut don’t be afraid of price.Explain why your price is higher. These are thereasons why. Differentiate yourself in the salesprocess. You’ve got guys that are coming in withdirty trucks. They're drawing a picture on the back ofthe purchase order they're going to tell you to sign.They may not show up. They're going to leave theyard a mess.Give all the reasons why you're different but also focus on the person in thepresentation i.e. different clients and then the pictures and who they were.Almost build a little avatar of who they were and why each project's different.That's my thought real quick. Dave, I don't know about yours.
Dave: I'm going to add something else to it. The first thing is you answered

that beautifully earlier when you said, when the person is doing the

presentation, you actually would say, “At this point, a lot of people are

wondering ‘Is the designer going to push the design on me?’”

You just bring up the objection. If you know that’s a hidden objection, don't

make it hidden. Bring it up.

That's the first thing. The second thing is a lot of this could be handled if

you're doing the GKIC style marketing to get your prospects. So that

objection can really be handled way in advance through advanced material

that they get before they meet with the designer.

If you're really high-end, well then you’ve got to be taking them through a

process, not necessarily the same process that I laid out when I was selling

If you're really high

end, you’ve got to be

taking them through

a process where they

get something before

they even come in.
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high-end services but rather a process where they get something before they

even come in.

A lot of bad things happen when you're not totally congruent because, if

you're not totally congruent and you're just like everybody else or you're

perceived as being just like everybody else, then price is an issue. Because

even the richest guy on the planet doesn't want to pay extra if he doesn't

have to pay extra. You’ve got to think about your entire process.

All right. There are no more questions. Fantastic. Nick, great job, dude, as

always. A true master. Jack, thank you so much for helping us out here.

I truly hope that you use this material because if you use what we teach you

here and you study it and you apply it, you will make more sales. You will

make more money.

This is not theory. This is stuff that Nick and I actually do. You always have

to remember, when you're studying sales trainers, there’s a lot of people

that have never sold before who are teaching sales philosophy, then there's

other people, a lot of people who are teaching sales from the 1940s and 50s

which no longer work.

This is modern selling. This is what works. Use it and you'll get results.


