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Five Strategies That Will Improve Your Closing Percentage 

 
Hello everyone, this is Steve Clark and I want to welcome you to a Master Session Inner Circle 
Coaching Call. Today, we’re really going to be talking about a powerful topic, a timely topic and 
quite frankly one that if you wrap your head around what we’re talking about here today, it can 
literally double your closing rate and double your income, double your production without you 
having to work one minute more than you’re working now. So, the topic for today is Five Sales 
Strategies That Will Improve Your Closing Percentage. I think every person that I’ve trained, 
and I’ve trained thousands in the last 18 years, every salesperson that I’ve trained would like to 
improve their closing percentage. I don’t know anybody who bats 100%. I know some that are in 
the 70%, 80%, even 90% category. But there is always room for improvement and so as we go 
through this, you might want to be thinking about what your closing percentage is. Most sales 
folks really don’t know what their closing percentage is. If you ask them what it is, they will give 
you some number. But if you actually drill down and start keeping records and looking at that, 
most salespeople will overestimate their closing percentage. Just for a frame of reference: the 
national average closing percentage for outside salespeople is somewhere in the neighborhood of 
about 28%. Roughly, one out of four presentations, proposals, quotes that they give, on an 
average about one out of four they get. Some obviously do better than others. But that is sort of a 
national average. And if you want to benchmark yourself against that, look at your closing 
percentage and see kind of where you are.  
 
Today, what I’m going to do is I’m going to share with you how you can double that really 
without a whole lot of effort. It is not real difficult if you are closing 28%, 30%. It is not really 
hard to double that number. So that is what we are going to work on here today. To frame this, I 
want to really talk about what I consider to be a sales myth or a marketing myth that really is 
perpetuated by the marketing people. And if you study and listen to so called marketing gurus, 
most of them will tell you that lead generation is the thing to be focused on and you should get 
more leads, you should get more traffic to your website, you should buy more traffic, you should 
spend more money in marketing and advertising, buy pay-per-click. You should send out more 
direct mail. You should do whatever in an effort to generate more leads. Well, what I would tell 
you is that this whole idea about sales lead generation is highly overrated when it comes to 
producing new sales. As important as lead generation is, and it is important, it is not nearly as 
important as lead conversions or closing ability. For example, let’s suppose that you buy into this 
whole lead generation concept and you spend a lot of time, money and effort putting together a 
website and you drive traffic to that website. And 80% or 90% of the people that go to your 
website never opt in to give you their name or email address. What you have just done is you 
have wasted 80% or 90% of your time, energy and money, because 90% of the people who went 
to your website never converted and gave you their email address or their name. If you were in 
face-to-face selling, and you are out giving proposals and you are generating leads that turn into 
appointments that turn into proposals, if you are only closing one out of five of those proposals, 
then that means the other four are a complete waste of time and whatever it costs you in time, 
effort and money to generate those five leads, four out of those five were a complete waste of 
your effort. So what I am going to do is I am going to give you some examples of closing 



percentage for various types of leads and then we’re going to pivot from there into the five things 
that you can do to improve this closing percentage. 
 
So let’s start with the lead that is considered to be the most effective when it comes to closing. 
And that would be referrals. So typically closing percentages on referrals are going to be 
somewhere between 50% and 80%. And that is pretty good. I think we would all agree that if 
you can get particularly around 80%, if you are converting 80% of your referrals into new 
business, that is a very good thing. The only problem with that, from a reality standpoint, is most 
sales professionals don’t have enough referrals coming in on a regular basis to sustain their 
business and to grow their business. So as good as referrals are, the reality is very few people can 
live off of referrals only. But if you can get them, chances are you can do a pretty good job of 
converting them.  
 
The second form of a lead generation would be what I call a warm call in lead. Now this would 
be someone who perhaps calls you from a Yellow Pages ad or a trade show or an article they 
found on a blog that you wrote or from your website or they met you at a networking event or 
they read your billboard, or whatever you are doing to generate interest. This would be someone 
who calls in. I would call them sort of a warm call in, a warm lead. They are somewhat interested 
and they are calling in. Typical closing percentage on something like that, and these are pretty 
wide ranges here but typical closing percentage on something like that is somewhere between 
30% and 70%. Now here again, most sales professionals don’t get enough call ends, they don’t 
get enough warm call in leads to live off of and to sustain them. So as good as that is, it is 
probably not enough for most people to grow their business. The third type of lead is what I call 
a highly qualified cold lead. Now this could be anything where somebody just heard about you 
and again they are reaching out to you, they are requesting information, they seem to have some 
level of interest and I think the thing that distinguishes them from a true cold call where you 
outbound solicit is that these people are calling in to you. So they are very much like a warm call 
and except maybe not quite as warm as what I just talked about a minute ago. So they would be 
what I call highly qualified cold leads. And the typical closing percentage on something like that, 
people who are curious or interested but really have no need or have no pain or have no real 
commitment, they would simply be what I would call pretty close to being tire kickers or price 
shoppers. Those kinds of leads would close somewhere between 20% and 35%. And again, these 
are sort of averages. Everybody is going to vary a little bit from here. 
 
The next category would be what I call unqualified cold leads. These would be the true tire 
kickers and the true price shoppers and the people who are looking for all kinds of free proposals 
and quotes and so forth and so on. They really have no interest or they have very little interest in 
buying from you, but they’re simply shopping the market, they are looking around trying to get 
an education and inform themselves about what is out there. And those leads would typically 
close somewhere around 10%. And then the last type of lead we have would be the true cold call 
where you pick up the phone, you know nothing about who you are calling and you just bang the 
phone and dial for dollars. And typically on something like that, if you talk to 100 people, if you 
call on the phone and you get 100 people on the phone and you give them your 30 second 
commercial, typically you are going to get one, maybe two of those at most as a new client. So 
that is 1% to 2% effective.  
 



The thing that we have to look at is how much time are we wasting? How much time, money and 
energy are we wasting in doing lead generation that doesn’t pan out and doesn’t turn into new 
business? So based on the percentages I just gave you, the average number of leads that it takes 
to close one sale could be anywhere from two leads to 10 leads. In the case of a referral, if you’re 
closing 50% of your referrals that you get, then all you need is two leads in order to make one 
sale. If you’re working with unqualified cold leads and the closing percentage on those is about 
10%, then you’re going to need 10 leads to close one sale. So, you have to take a look at what 
you’re doing and analyze that. So, even in the case of closing 50% of your leads, that means 50% 
of what you’re doing is a waste of time. If you are only closing one out of five leads that you get, 
if you are having to give five proposals to close one new deal, that is a closing percentage of 
20%, which means 80% of your time that you spent on those proposals, visiting with those 
people, sending them emails, going to see them, whatever your process looks like, if you are only 
closing one out of five that means 80% of what you are doing is a waste of time. Now if you buy 
into the whole concept of the way to grow your business is more leads, what that means is if you 
are closing one out of five, if you want to close another one you have got to get five more leads 
which then means you are closing two out of 10. What I would submit to you is that it is easier 
and it is more cost-effective to in the instance of taking the one out of five scenario, it is much 
easier to learn how to close two out of five then it is to generate 10 leads and close two. So if you 
are closing one out of five, the quickest and easiest way to double your income, if you are 
closing one out of five, is to get really skilled at closing and conversion and make that ratio of 
closing one out of five, make that two out of five. If you do that, if you increase that ratio from 
one out of five to two out of five, you in effect have doubled your business. 
 
Now the interesting part about that is you have doubled your business without any more time, 
money or energy exposure to generate more leads. So, you can take the same number of leads 
that you’re getting and when you improve your closing skill, you can literally double your 
business with the same number of leads that you’re currently getting if your closing percentage is 
one out of five. Now if it is one out of four, then you can do the same thing and increase that to 
two out of four. But my contention would be, the place that people need to work on is they need 
to work on getting better at closing and converting the leads they have, that is where their focus 
should be before they go out and start throwing more time, money and energy at generating more 
leads that ends up being a 50% to 80% waste of effort. So to me that makes total sense. Now if 
you could do both, if you can double your closing percentage and you can double the number of 
lead to get, now what you have done is you have quadrupled your income. And I am all for that. 
I am all for getting more leads. But I am only for getting more leads when you are closing the 
ones you are already getting at a level that is acceptable. And I don’t know how you guys feel 
about this, but I do not consider one out of five or one out of for or even one out of three leads to 
be an acceptable closing percentage. I consider one out of one to be an acceptable closing 
percentage. Certainly six or seven out of 10, but not one out of four or one out of five. That will 
make you old before your time; it will be frustrating and depressing to have to live like that. If it 
takes you five leads to close one deal, then again you need to realize that 80% of what you’re 
doing is a waste of time. So with that being the backdrop, let’s kind of jump into some of these 
things that you can do.  
 
Let me give you something that you should write down. This is a sales truth. And the sales truth 
is that sales conversion or closing skill is more important than lead generation. Let me say it 



again. Sales conversion or closing skill is more important than lead generation. That is where 
you should be spending your time and energy is learning how to close better, which means 
practice. That means sales training. And that means role playing; it means all kinds of things to 
get better at your closing. So just to put it a different way: The quickest and most profitable way 
to improve sales and profits is to improve your conversion or closing percentage before investing 
more time or money in lead generation. You know, most people don’t get this. Most people, they 
are ignorant about this. I’m not sure why, but it is a no-brainer, but most people don’t get it. So, 
if you want to work on improving your closing percentage, here is one thing you can do. There 
are five.  
 
Here is number one: 
 

1. Never send them something in the mail.  

Let me qualify that. I’m not talking about sending them a direct mail piece. What I am talking 
about is when you’re talking with someone and you’ve got them on the phone or you’re talking 
with them face to face, and you are attempting to set an appointment with them and they say 
something to you like, well that sounds good. Can you send me something to look at? So, all of 
you can probably relate to this. You attempt to set an appointment with a prospect. It could be a 
phone appointment or it could be a person-to-person, face-to-face appointment. They say 
something that sounds like, can you send me something? Now, most sales people have been 
trained to oblige the prospect and send them something that has been created by the marketing 
department. Now if you’ve done this, you can relate to what I am about to say. So you oblige and 
you send them something in the mail and then you follow up a week later. And they say 
something like, oh, I’ve got your material right here. Thanks for sending it. I’ve got it right here 
on my desk, but I haven’t had a chance to look at it yet. Can you call me back in a week? 
Accommodate that. They’re going to agree to do that. They’re going to follow up in a week and 
when they follow up in a week, chances are the prospect still hasn’t had a chance to look at it and 
they say something like, you know, I’m getting ready to go on vacation – my wife is having 
surgery – I’m kind of tied up right now. Can you follow up with me three weeks from this 
Thursday? And the salesperson mistakenly agrees to do that and then you follow up three weeks 
from Thursday and they still haven’t looked at it and all of a sudden this thing starts to fall apart. 
Now, they didn’t look at it; they are never going to look at it. They simply wanted some 
information from you; they may or may not have had any seer interest or pain that they wanted to 
deal with. They probably were in what I call the curious, interested stage but not really 
committed to addressing an issue, if they even had an issue. But that is how most salespeople 
operate is send people stuff in the mail and then endlessly follow up and it turns into a chase, 
beggar type of approach from the salesperson and the salesperson gets frustrated, they get 
depressed, they get angry, they get pissed off and it just drives them crazy. If you want to 
eliminate that sort of stuff, you have just got to quit doing that as a response when prospects tell 
you that. 
 
How do you do that? So, let’s go back to you are talking with the prospect, they say, can you 
send me something? Now instead of obliging and agreeing to send them something, when they 
say that, you would respond with something like this: Bill, I appreciate that. What is it that you 
were hoping I could send you? Now, when they respond, whatever their response is, well, I was 



hoping you could send me something that told me a little bit about what you do and how you do 
it and how much it is and who you work with and yadda, yadda, yadda. Whatever their response 
is, your response would be: That sounds great. May I make a suggestion? Now, nine times out of 
10 they are going to say yes. And then you respond by saying: Well, why don’t you invite me 
over one day next week and I can bring you all of that information and go over it with you and 
answer any questions you may have. Does that sound like a meeting that you would like to set 
up? If they hesitate and they don’t want to invite you over and they start himming and hawing 
and they sound noncommittal, then what you’re going to do is you are going to take it away. You 
are going to employ take-away selling and you’re going to do that by saying something like: Bill, 
it doesn’t sound like you have much sincere interest in finding out more about what we’ve been 
discussing. Is that what you’re trying to tell me? Or is that a fair statement? Now if they agree, 
you politely hang up and move on without wasting any more time. If they say no, I really am 
interested, then you say, get out your calendar and you set up a time with them and then you go 
through setting up an agenda on the phone with them about what is going to happen when you 
come over next week. So that is how you would deal with that. If you’re not going to get the 
deal, why waste all the time and effort jumping through a bunch of hoops in the first place? So, if 
somebody is really interested, if they have a problem, if they have an issue, if they are in pain, 
and what you say to them resonates with them, why would they not be willing to set up an 
appointment with you to talk about some of those things? So what you’ve done in this case is 
you have disqualified them as someone who is mildly curious or interested. And I would not 
worry about the fact that you hadn’t scheduled an appointment with them. Now that doesn’t 
mean you can’t put them on some follow-up drip marketing campaign via email or sending them 
a printed newsletter monthly or sending them a postcard occasionally or some other marketing 
type stuff that is pretty much automated for you. But it also means that you don’t call them back 
every week for the next seventeen weeks and ask them if they’re ready yet. Because that is a 
complete waste of time. And maybe they’re not interested because the timing isn’t right. You 
know, there are a lot of things going on in their life and for whatever reason they don’t have this 
at the top of the list of things that are important to them right now.  
 
Now case in point. Just yesterday I followed up with a guy to do a speaking engagement. It was a 
guy that I trained, who took my sales training probably 15 years ago. He is now a broker. He 
runs a commercial real estate office. He has 10 brokers in the office and one of the things that is 
part of my marketing strategy is I am trying to speak in the community once a week and so I 
contacted him and he is a former client, and I pitched him on me coming over and doing a talk 
and a short training for his group of people, for his group of brokers. He had a lot of things going 
on at that point. He couldn’t commit to it; he was interested in it but he couldn’t really commit to 
it at that point. So I sent him a copy of my book. I mean the guy knows who I am, so I sent him a 
copy of my book and then I followed up with him a few weeks later, which was yesterday, and 
we had a brief conversation and I simply asked him, Bob, do you have any interest at this point 
in inviting me over to speak with your group? And he was very interested and we in fact went 
ahead and scheduled that for next week. So, you know, that was a follow up. It wasn’t chasing 
him all over town. We’ve only had two phone calls. I recognized the first time around he had a 
lot of things going on in his life. He had interest but he wasn’t quite ready.  
 
Well, three weeks later, he was more ready and I made that follow-up phone call to him and so 
I’ll go speak to the group next week. But there wasn’t all this beating around the bush. First of 



all, had he not shown any interest at all, there wouldn’t have been any follow up at all. But he did 
show interest, but I was also astute enough to realize that he had a lot on his plate. They were 
actually moving from one office to another. They were in the process literally of moving their 
office. So I realized it probably wasn’t the right time for him, even though he had an interest. So 
I would follow up with him later. But that is the difference between follow up and chasing after 
people in the first scenario, when people try to just put you off and ask you to send them 
literature and stuff like that. 
Before we move to the second thing, let me just pause and give you a chance to comment or ask 
a question here about what I just said. So everybody’s phone is open. If you have a comment or a 
thought or a question, you have an opportunity to ask me now. 
 

2. Keep Score. 

Okay. All right. So let’s go to the second one. The second way to improve your closing 
percentage is you cannot improve if you don’t keep score. Now, another way of saying that is 
you can’t improve what you don’t measure. Now, if you understand this simple phrase, it will 
have a huge impact not only on your sales but on your entire business. The sales management 
truth is that you must manage yourself. If you’re self-employed, you must be your own sales 
manager and hold yourself accountable to track your results and monitor your metrics and 
constantly track what you’re doing, so that you will then be able to deconstruct what is working 
and what’s not working and what is effective and what’s not effective. And you do that by 
keeping score. Most people, the only way they keep score is by measuring their sales and their 
revenues. Now, there are a lot of things that you need to keep score in, a lot of things that you 
need to track and measure. If you are an owner or a sales manager and you have salespeople that 
are your responsibility, that report to you, you have to monitor a lot of things about them. If you 
are self-employed, if you are a consultant, if you are an independent solo practitioner, then you 
must do that to yourself. So in addition to measuring sales and revenues, which everybody does, 
you need to track and manage profitability of an average transaction, sales leads to new 
customers, your daily activity, the length of your sales cycle and a whole lot of other things.  
 
So if you will spend the quality time understanding your own sales process, and developing the 
proper metrics for measuring everything you do, then it will help you immensely because just 
keeping score and just tracking these things will help you improve. It’s like magic. I don’t know 
how it works or why it works, but I do know this: Anything you measure and keep score about 
improves. If you just track, for instance, if you keep score of the number of phone calls you 
make each week and every time you make a phone call or have a conversation with somebody, 
you put a little mark on a legal pad. And if you do that religiously, then you will find yourself 
inevitably making more phone calls. Again, I don’t know why it works but it does work. There’s 
a great book by a guy named Coonradt (Coonradt), The Game of Work, where he talks about just 
keeping score will improve the results of anything you keep score in. So I would encourage you 
to sit down and start tracking six or eight or ten key metrics of what you’re doing and if you 
would do those things consistently you will be surprised what impact that has on your business. 
 

3. Ask a lot more questions. 

The third thing that you can do to improve your closing percentage is to ask a lot more questions. 
Now top sales producers know that selling is about asking, not about telling. And most sales 



people think that the close is where the sale happens. But successful salespeople, the real pros, 
know that that is not where the sale happens. And the real successful sales professionals know 
that the art of asking questions is where the sale actually takes place. And the reason that you 
want to ask more questions is that a well formed sales question allows the prospect to come to 
discover their pain and the cost of that pain. And once people come to the realization and 
discover for themselves what their issues are and what the impact of those issues are and how 
much it is costing them, once they discover that themselves they are more likely to move forward 
and buy your solution. So you ask questions to get them to go deep into their mind and answer 
these questions that you ask. So the sales rule here, and this is another thing that is worthy of 
writing down, there is a rule in selling and in human nature that says prospects don’t argue with 
their own discoveries, but they will argue with everything a salesperson says or tries to convince 
them of. It is human nature. Any time you try to convince somebody about something, they will 
resist because it is just our nature to take issue with what people tell us. And particularly if they 
are waiving their finger in our face, we’re going to get real defensive about it. But even if they 
don’t do that, it is our nature to take issue with anything someone says to us or tries to convince 
us of.  
 
So if you want to get really, really good at getting people to do what you want them to do, then it 
is imperative that you get real skillful and asking questions. Now that means you have got to 
formulate a set of questions that you have at your disposal and you have got to memorize and 
internalize and make those questions part of your sales DNA and know them so well that when 
you are in front of a prospect you don’t have to pull out a sheet and think about what those 
questions are. Really good salespeople have what I call an initial questioning strategy. That is, 
they have a handful of questions, open ended questions that they start a conversation with and 
then they play off of the responses that the prospect gives them by asking more questions that 
extracts more information or more data from that prospect or buyer. 
 
The purpose of you questions, every one of your questions should be designed to help the 
prospect uncover their own pain. And when that pain becomes excruciating, they start to feel a 
much stronger need to have what it is you are selling. When their pain becomes greater than what 
the solution is or the investment in the solution, they are much more likely to do business with 
you. So proper questions expose the customers’ needs, their wants and their lacks.  
 
So, done properly, the questions should point to the customers’ poor performance in whatever 
area your product or service will help them with. And once you get there, you keep asking more 
questions until literally, when it is done properly, the prospect will ask you to help them. They 
will literally say, can you help me with that? I want to be clear here, there is a difference between 
asking questions and interrogating people. It is a matter of style, it is a matter of intent, and when 
you are asking questions you need to do it in a manner that is very nurturing and soft because 
when you are asking the right kinds of questions, when you are asking the powerful, penetrating 
questions that you need to ask, most likely you are asking questions that no one has ever asked 
this person about and it can get real personal. And it can be uncomfortable for the prospect to 
answer those questions. So you have to be very gentle in the way that you go about doing it. It 
doesn’t mean you shy away from asking the questions, it just means that you get very good at 
asking the question the same way a therapist might ask a patient. What you are going to end up 
doing is you are going to end up resorting to pitching and talking about product and talking about 



price and talking about any other number of things that really end up being like what everybody 
else does. The thing I would encourage you to do is sit down and start writing out questions that 
you want to ask people and develop yourself a set of questions that you are going to ask folks 
and start practicing that. In the beginning, it is okay to have those questions with you as a cheat 
sheet, there is no problem with taking those questions in on a sales call with you and asking 
questions. A doctor does it when they are going over your chart. And a lot of folks do it.  
Ultimately though, you want to get to a point where you know those questions so well that in 
every given situation you have a question no matter what they say or no matter what their 
response is. 
 

4. Make the prospect do the math. 

Here’s what I mean by that: All problems come with a cost. Either a financial cost, a time cost, 
an emotional cost, an energy cost. Every problem has a cost associated with it. There is a cost to 
have the problem and there is a cost to resolve the problem. When the cost of the problem is 
greater than the cost of the solution, the prospect is more likely to move forward with buying the 
solution because buying the solution is cheaper than keeping the problem. So, the problem could 
actually be a dollar-cost problem, lost dollars, lost sales, lost revenue, etc. It could be lost market 
share. A company could be losing market share to a competitor. It could be lost opportunity 
costs. In other words, there is an opportunity out there and I’m unable to crack this nut and there 
is a great opportunity out there and I just can’t figure out how to get my share of it. It could be 
increased frustration with doing the same thing over and over again and not getting any different 
result. It could be an increased frustration with wasting time. In the case of a salesperson, it could 
be frustration that 80% of their proposals are not closing and it is frustrating the daylights out of 
them and they are wasting tons of time and all of that time is valuable and every power has a 
dollar cost associated with it. So if they are wasting 80% of their time, then how much money is 
that? How much money are they wasting because they are wasting 80% of the time? And the 
conversation starts to be around how much this problem is costing.  
 
It could be an emotional or energy expenditure problem. Meaning that they are expending tons of 
energy doing something that doesn’t work for them, it doesn’t produce or it doesn’t get them 
where they want to go. No matter what the pain, there is a cost associated with it and most 
prospects have never given any serious thought to this issue. So, your job as a professional 
salesperson to ask powerful piercing and penetrating questions that cause prospects to go deep 
into their mind in search of answers to questions. And once they determine that the cost 
associated with their pain, once they determine that the cost is a multiple of what the investment 
in your solution would be, they are much more willing to part with their money. So when you do 
it right, in their mind they are thinking, this is a no-brainer. And at that point, they actually close 
themselves. 
 
Now let me give you a quick example. Let’s suppose, and I’ll use a salesperson for an example, 
let’s suppose that a salesperson is only closing 50% of their proposals and so we talk about the 
fact that 50% of their time is being wasted, they’re giving proposals 50% of the time that go 
nowhere. And we talk about, okay, how many proposals a week are you giving that don’t close? 
And let’s suppose they’re giving three proposals a week that don’t close, then where I would go 
with that is I would ask questions like, and how much time are you spending on each of those 
proposals? If it cost you two hours on each proposal, including putting the proposal together, 



driving over to see somebody, meeting with them, etc., if you’re giving three proposals a week 
and it takes you two hours to do each proposal, that is six hours a week. Now times four weeks, 
that is 24 hours. How much is your time per hour worth? Let’s say your time is worth $100.00 
per hour. So I would ask the question: Are you telling me then that you are basically wasting 24 
hours a month and the cost of each of those hours is $100.00? If they said yes, I would say, I’m 
not real good at math.  
 
How much is 24 times $100.00? I would make them do the math. Of course, the response is 
$2,400.00. Then my response is, how does it make you feel to know that you are leaving 
$2,400.00 a month on the table? Now in a year, how much money is that? Make them do the 
math. $2,400.00 times 12 is $36,000.00. You mean to tell me, Fred, that your lost opportunity 
cost is $36,000.00 a year? Is that what you are telling me? Now, let’s suppose that I could help 
you cut that number in half and help you earn another $18,000.00 a year.  
 
Would that be something that you would want to find out about? Now let’s suppose that my 
solution to that is $6,000.00. So if you were convinced, Fred, that you invested $6,000.00 with 
me to help you fix this problem, and you generated $18,000.00 in return, if you were convinced 
of that, which you are not right this minute, I understand, but if you were convinced of that and 
you knew for sure that if you invested $6,000.00 in my coaching program that you would get 
$18,000.00 back at the end of the year, if you were convinced of that what would you do? And 
then he tells me what he would do, which anybody with half a brain is going to say, yeah, I 
would do that. I just need to know, blah, blah, blah, and then we deal with that. So that is how we 
make them do the math. 
 
 In real life, in real time it takes a lot more time than what I just did, and the questioning is going 
to be much gentler and much more subtle. And the volume of speech is going to be much lower 
and soft and all that sort of stuff, but in the essence of time here I am trying to give you the 
concentrate, out of the bottle here, and then you embrace the concept and go to work on putting 
these things together for yourself. But that is an example of how you might go about doing that 
by getting them to do the math. So that is what I mean by make the prospect do the math. 
 

5. Write a script for the most common questions and objections that you 
hear. 

Truthfully, there are only about 12 or 15 questions or objections that you’re ever going to hear in 
selling. At least 90% of the time it is the same 12 or 15 or so questions or objections that you’re 
ever going to hear. Now, you have two choices: You can become a master at rebuttal of each of 
those and learn how to answer those questions, or turn those questions around, or neutralize 
those objections. You can either do that or get really good at that or you will continue to 
experience those same objections and they will become deal killers over and over and over again. 
So the reality is, those are not going to go away. All prospects have them. So when I realized this 
and I experienced years ago that I kept hearing the same stalls and put offs and think it overs and 
money objections and all kinds of things, when it dawned on me that I was hearing the same crap 
over and over and over again, I decided, hey, maybe I need to learn how to respond to those 
things. So what I did is upon hearing a question or an objection or something that stopped the 
sales process from moving forward in the way that I wanted it to, upon hearing that, and coming 



away from a sales call with not having gotten the business, I sat down with a 4”x6” card and I 
wrote on the front of it what their major objection was.  
 

• Your price is too high 
• This is not the right time 
• I need to talk to my partner 
• I need to talk to my wife 

Whatever it was. I wrote it on one 4”x6” index card and then on the back I wrote down how I 
might handle that next time. Because it was amazing every time I came out of a sales call, about 
15 minutes later the light bulb came on in terms of what I should have said. But it was exactly 15 
minutes too late. So I wrote that down and I began to refine that and I updated those notecards 
and I continued to refine them and I continued to make my answers better, make my rebuttals 
sharper, and over time I developed a stack of about two dozen cards. And what I did is I punched 
a hole in them in the upper left corner and went to the hardware store and got me a key ring, a 
split ring, and I put those things on the split ring and I kept them with me in the front seat of my 
card. And I would review those things just like a third grader reviews flash cards when they’re 
learning their multiplication table. I would review those things over and over and over again, and 
I got so good at them and I memorized those things so well that I graduated from the point of not 
needing those cards anymore because I had rehearsed them and practiced them so much that no 
matter what someone said to me, I had a response to it. And it was a response that basically 
neutralized what they were saying. Or certainly positioned me to move the sale forward. Or 
either determine that we were not going anywhere and close the file, so as not to waste any more 
time. So with repetition and reinforcement, these things became automatic.  
 
The result is today I seldom hear anything from a prospect that I don’t have an effective response 
or rebuttal to. Now, if you’re going to get good at that, you’re going to have to sit down and go 
through it and do the same sort of thing. Now I do have a set of flashcards, I do have a set of 
those flashcards. When I started telling people about that, I had some folks ask me if they could 
have a copy of my flash cards and I told them, no. They said, how do we get a copy of them? I 
said, you don’t. They said, well, how do we get our own? I said, you do the same thing I did. 
You can make them yourself. But after people kept asking me about those, what I did is I kind of 
got fancy about it and I had a graphic artist take those cards and I now have a set of about two 
dozen of those things that deal with the 13 most common objections and I had them designed and 
they’re all prettified now and they’re laminated and on the one side it has got the objection and 
on the back side it has got four different responses to what that objection could be, how to 
respond to that, and then I did a training on it, a two-hour training on how to use those cards and 
turn them into two CDs and a transcript for them and so I have those now as something called 
Tools and Tactics for Profitable Persuasion. So if you have any interest in anything like that, 
send me an email and I’ve got a special deal on them if you’re interested in them.  
 
Send me an email and I’ll send you a response to a link where you can go and check them out for 
yourself and read about them. So, those are the five things that you can do. There are other things 
that you can do, but certainly these are five that you can do. And I would encourage you to go to 
work on them. Any one of these, if you improve any one of these, it is going to make a 



difference in improving your closing percentage. If you become a master at all five of them, I 
can guarantee that it is going to double your closing percentage over what it is now.  
The ultimate thing there is you end up doubling your income for the same amount of time, 
energy and money that you’re now spending and generating leads and doing proposals and 
presentations for people. I don’t know about you guys, but I don’t want to work a minute longer 
than I’m working now. I’m trying to figure out how to work less and make more. And the only 
way to do that is to close more of the people I talk to as opposed to talking to more people. I’m 
not about talking to more people. I don’t want to talk to more people. I just want to close every 
one of them I talk to as close to that as I can possibly do. And for my money, the best investment 
for me is to work on getting better at closing the people I talk to instead of doubling the number 
of people I talk to. Because that will make you old before your time.  
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