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MARCH 2018 CONTENT CALL: 
CONVERSATIONS THAT CONVERT 

Recording Transcript 

The conversation that I'd love to have with you all today is about conversations 
that convert. We haven't talked about this in quite some time inside of the 
Boutique Business Model. There is one aspect of your business that is going to 
be the game-changer for everything and that's about having as many 
conversations as you can with people who are going to be prospects for your 
business - aka sales conversations. Most of us have probably grown up with 
some idea that we don't want to do sales in our business. We feel like we're 
going to be sleazy, pushy, salesy. The quintessential used car salesman always 
springs to mind. If you’ve had that thought one or more times in your mind that 
you want to grow your business without having to speak to people or having 
sales conversations - and people would just miraculously line up to work with you 
- then you would be alone in that conversation.  
 
For a lot of people, this is a part of their business that they want to avoid They 
wish they could outsource it to somebody else and they'd rather have people 
lining up to work with them. It's often got to do with we just haven’t got a 
framework for how these conversations need to actually take place. We probably 
don't have the right mindset in the first place and we don't have the right model of 
a conversation to follow that can start to take some of the mystery out of sales. 
Now perhaps there are some people who are naturally good salespeople. 
They've dedicated years of a career to sales. It's something that they absolutely 
love. My goal for you is that you can start to build some foundational skills inside 
of your business - sales skills - and that you really come to love this part of your 
business because it truly is where the magic happens. Without these 
conversations, we're not going to be converting prospects into paying clients.  
 
I do believe a lot of these conversations are transformational. When we have the 
right conversation with the right person, that’s where the magic begins to happen. 
We see that there's a transformation that takes place at the moment that 
somebody says "yes" to themselves and "yes" to working with you. Up until that 
point when people stay in a place of indecision, nothing gets to shift. People get 
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stuck. They procrastinate and they lose a lot of time, energy, possibly money and 
whatever stress is going to be going on in their life. That transformation is not 
going to take place. My mindset has shifted to realizing the value of these 
conversations and realizing that they go way beyond traditional sales training and 
the old school style of selling back in the 80's - which was about always just 
showing up to people. One of my sales trainers in the early days used to call it 
the "Show Up, Throw Up" approach. You show up to a prospect and just sort of 
threw up all over them and what that meant - this is a very graphic image by the 
way - was that you were going to do all of the talking. You were going to do all of 
the convincing. You were going to do the promoting, selling and pushing your 
product. It was never about the two-way conversation of discovering what was 
really important for you and what was important to that prospect, what was 
getting in the way and what they really need some help with. That's what I want 
to speak with you about today.  
 
This is all about having these conversations where we are converting with 
confidence. Converting ideal prospects into ideal clients so that they feel happy 
to work with you and you feel happy about getting to work with these new clients 
- and that you're able to go through this process with confidence. I believe that in 
order to do that there's a couple of things that need to be able to happen. First 
and foremost, we need to see this part of the business as a new set of skills. 
Most of us didn't go into business to do marketing nor did we go into business to 
do sales. We want to be in business because we want to be able to do the thing 
that we love best, being in our zone of genius and being whatever service 
provider you are. Unfortunately, we discovered that's not enough. In order to get 
clients, we do need to learn the skills of marketing and we need to learn the skills 
of selling as well. They go hand-in-hand.  
 
We need to understand that it is an ongoing journey. Any skill set if you don't 
practice it for a while you're going to become really rusty. There are going to be 
certain places inside of this skill set that you're going to see, "Oh wow, that's 
really not as complicated as I thought it was" or "You know what? I know that I 
can do that part really well" but then there's going to be other parts of the 
conversation where your skills aren’t up to par. You know full-well there's a place 
where you back off. You get clunky. You feel awkward. You don't know where to 
go next. That becomes a place where you're going to be building some of those 
skills through practice. That's why I love to think about this as grading ourselves.  
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When I first worked with my very first sales coach when I turned my business 
around - at the time I was going bankrupt - I realized that I needed to learn the 
skills of selling. He would say, "Let's grade you. How well do you think your 
performance went in that conversation? What did the beginning sound like? Had 
you lost the sale right from the beginning of the conversation? Was the middle 
part okay or did you start to get clunky when you started to talk about making 
your offer, taking that payment and onboarding them as a new client?" It really 
helped me to look at it and go, "Okay. Now I have an area that I need to work 
on." Back then when I was working on my sales conversations, I would have my 
sales coach listening to them. Sometimes I was even making them live in a room 
with him at my shoulder which I can tell you is actually pretty terrifying. However, 
it got me to really think about them. It got me to stop avoiding them to improve 
my skill set and then I started to realize I had a friend that really wanted the best 
for me. He wasn't there to judge me. He was there to listen and perhaps go, "You 
did that piece really well, but had you done that instead, that would have helped 
further that conversation." That's where this notion of grading ourselves came 
from. Like any skill, if you don't use it, you're going to lose it over time. It's one of 
those skill sets that the more you practice, the easier it becomes and the more 
second nature it becomes.  
 
What is it that helps? I know that for me, I really work well when I've got a 
framework. I want to know that I've got a roadmap to follow in a conversation. In 
the early days having sales conversations, they would just meander everywhere. 
I didn't have a map to follow and I never knew which direction I was going next. I 
would go somewhere, back out from it, meander around for a very long time, feel 
like I was going backwards and I needed to get on track. That's why I started to 
think in terms of framework. I need to understand what the roadmap is here that 
I'm supposed to follow so that I can get from A to B. It's okay - because we're 
dealing with real human beings when we’re having conversations - to go off track 
but a framework gives me something to follow and helps me to get back on track 
when I can see that I'm off. It helps me to see there's a whole area there that I 
didn't dive into and that for whatever reason either because I didn’t realize or I 
got uncomfortable, I wasn't bold enough inside of that conversation. That's where 
the framework that I'm going to be sharing with you today is going to be handy. 
We've got to remember we are dealing with real human beings so unfortunately - 
and fortunately, thankfully - we can never say to you, "You're going to say this" 
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and then somebody's going to respond this" and then this is going to happen. We 
know some likely scenarios after a while, but the framework enables you to say 
as the leader of the conversation, "I’m starting here. I need to go here, here and 
here and ideally I need to end up there." It gives you that peace of mind so then 
inside of that framework you can use some of your own freedom, your own 
riffing, your own creativity to follow that conversation. 

What's so important inside of a sales conversation - this part of your business is 
more important here than anywhere - is watching your language and the things 
that you say. One of the big mistakes that many people make in sales is simply 
that they speak too much. When we talk about “Watch Your Words,” it's that 
there are just too many. They are way too verbose. They're not asking enough 
questions and listening to the answers and paraphrasing back to show that 
they've understood. It's all about them. They’re doing all of the talking. If 
anything, they might be speaking 80% of the time and the prospect is on the 
listening end and doesn't feel like they have a voice. One of the things that really 
has to start to shift inside of your own conversations is noticing when you're 
speaking too much and shifting that balance. If you can go from asking a few key 
questions and you're listening 80% of the time, and your prospects are doing all 
of the talking whilst you're doing the listening, those sales conversations are 
going to dramatically shift 

Then the next part of watching your words is to really listen to what the prospect 
is saying. One of the ways that we demonstrate we've heard what the prospect is 
trying to say is that we are able to echo and paraphrase back to them in their 
own words what they're saying. This is important because some people will take 
what they’re saying, and they'll quickly put it back into their own words. When 
you're on the receiving end of that, you can feel like you just haven't been 
understood. Perhaps they use technical jargon and they don't understand it. 
They're like," Did you really know what I meant? Are we on the same page 
here?" When you can start to develop that skill of listening to somebody through 
their own words and understanding it, then are able to paraphrase it back in the 
prospects words, you naturally build a bond and a relationship in that 
conversation. This is where there's a lot more intimacy and a lot more trust that 
takes place. I’ve shared this with you before as well: Once you are able to 
articulate in a way better than your prospects can the problems that they have - 
and you're articulating it in such a way that it's their words and they can 
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understand - you naturally start to become positioned as the solution to the 
problem. We need to be mindful of some of the words that we are using and 
have a great series of questions and very little talking and statements.  
 
The next piece - this for me is probably the most important aspect of the sales 
conversation - is “Keeping Your Energy Clean.” What do I mean by that? This 
can crop up at any point in your business whether you're starting out new, you’ve 
hit a rough spot, or you haven't been practicing your sales conversations for a 
while and all of the sudden you're doing a whole bunch of them. Nerves can 
come up. Nerves about those first conversations. It kind of goes crazy. Why 
would I feel nervous about speaking to somebody? Suddenly we can feel like, 
"Oh my gosh, there is a performance. I'm getting worried about saying the right 
things. Am I asking the right questions? Do I really know what I'm doing? Do I 
know where I want to lead the client next?" which can bring up a lot of 
nervousness and anxiety. Equally so, we can come to those sales conversations 
thinking we need the sale. It could be a couple of things. Perhaps there's a tough 
spot in the business so we're like, "I really do need this. The money's not coming 
in right now. I absolutely do need these clients," so we put a lot of pressure on 
ourselves to make it the perfect sales conversation. We're coming in with this 
expectation of walking away with a client. Other times that neediness - if we're 
not mindful of it - can translate into signing up the wrong clients. We’ve all made 
those mistakes where we felt like we were in a needy place and we ended up 
selling the wrong clients. When we come into the sales conversation, we want to 
come in with what I call clean, detached energy. What that means is we're going 
to do a great job. We want to be there in service of that prospect and in service of 
that conversation, but we’ve got to be detached from the outcomes. We have 
clean energy despite everything that's happened previously. Perhaps we're 
having a stressful day and there's a whole lot of things going on and it's been a 
frenetic day - but we need to be able to come into these conversations in a calm, 
centered and confident manner because that energy is something the prospect 
will pick up on even if they can't put their finger on it. They’re reading 
unconsciously your energy the whole time, so they will start to pick up on 
nervousness or that you don't really have a confidence in where you're going and 
you're not neutral.  
 
This is where we can start to feel like we're on the receiving end. We’ve all been 
there. we feel like we're on the receiving end of somebody who possibly doesn’t 
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know what they're doing or somebody that feels overly pushy and perhaps a little 
bit sleazy. They're trying out their tactics on us because they haven't got that 
clean energy. Coming into the sales conversation is really important and that is a 
practice that I go through: grounding my feet, taking some deep breaths, having 
a glass of water nearby, making sure I've got my notes and even doing some 
deep breathing for thirty seconds before getting on the call can be a very simple 
practice to ground ourselves and make ourselves really present. It doesn't have 
to be something massively complex. Sometimes even just the reminder of writing 
on a piece of paper "Clean Energy" reminds us to make that shift.  
 
We also need to be aware of what happens throughout the conversation because 
there could be times in a sales conversation where all of the sudden your 
prospect says something that gets you triggered. You might find that you're 
irritated. You might find that they start to tell a story that resonates perhaps with 
part of your past or a situation you're finding yourself in today. Sometimes you 
can get triggered and some anxiety and stress come in the conversation. 
Sometimes when its triggered, you find that you're over-empathizing with them. 
They're saying something and it's a story that feels very familiar to you. Perhaps 
it's something you've experienced or you're going through now. You can find 
yourself getting very enmeshed and entangled in their story. That process that 
happens there stops you from having that clean energy. You can't be the 
observer and the person that can really help in finding the solution once you've 
found yourself entering into that story and in the weeds of that prospect's life and 
business.  So, even in the process of a conversation, it's really important to 
notice that, take that little bit of distance and pull ourselves back out again. 
 
The good news is when we have a framework to follow and we're asking 
questions and we're listening, that becomes a lot easier to do. It can be as simple 
as the client is doing the speaking and we notice that we've gotten entangled in 
their story there and take some deep breaths. Sometimes just noticing it is 
enough to be able to shift that energy and keep that clean, distant observer 
position. 
 
There are other places where this can pop up. By the way, it's not always 
negative. One of the things that used to happen to me a lot wasn't so much the 
negative: I would get excited. I would have these conversations with prospects 
and I knew I could help them and wanted to dive right in and get to work. Back 
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then, it was probably more in my life coaching days, I was desperate to dive in 
and help them. it was an enthusiastic energy. Then all of the sudden what would 
happen is my energy was no longer a match for the client's. I was more excited 
than they were which is not a good place to go. My energy could start to 
dominate and take over if I wasn't careful. At times what that can lead us to do is 
to assume the sale and think that everything is going really well. We forget to go 
through some of the steps because we've just become too entangled in our own 
process. It's not always bad energy and stories; sometimes it's that level of 
enthusiasm and excitement that really gets too high in us.  

Other places where this happens and we want to keep that clean energy is 
around the point of making the offer. When you know that you've got somebody 
on the phone or in a meeting and you can help them and feel good about the 
prospect of helping them, now you're about to make an offer. Again, that's where 
a lot of those nerves can come up because it is a vulnerable place - especially 
when you're feeling good about it. You want to help somebody, you want to make 
that offer and of course that is when that prospect could say “no” or throw all the 
objection up. It's a vulnerable place for us and something to be mindful of.  

One of the last key places of keeping that energy clean is not only at the point of 
the offer. It’s linked to that. It’s when we start to talk about the investment level, 
payment plans, pricing all of those good things like the mechanics of how it all 
works. There's so many times when I've spoken to people about their sales 
conversations and said, "What happened? Is it closed?" "Well, I think it’s closed.” 
"Why do you think you've got a new client? What's lacking?” They've made the 
offer, everyone's felt excited and then they've ended the conversation right there 
and not closed it properly into the next steps. The excitement and energy level 
took over, they didn’t take credit card details, didn't discuss payment plans and 
didn't discuss onboarding. Of course, when we have a scenario like that, it's 
typically going to get very clunky because we've got to pick up the pieces very 
quickly and build off of that energy there to really move that sale along, close it 
and onboard that new client.  

Those are a couple of key places to be mindful of in terms of your own energy. 
The best thing for you to notice is this: Where is it perhaps the most clunky for 
you? Where does it feel awkward? Where do you feel particularly uncomfortable? 
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You've got a process that helps you and we're going to help you build the skills 
that you can to navigate those areas a lot easier as well.  

A great reminder when we go into these conversations:  I wish I had had this 
mindset way back when. It certainly would have saved me a lot of pain. I think if 
most of us could be really honest particularly in the early days, we're acting as if 
the client is the prize. It's all about, "Oh my gosh, I've got to get to work with this 
client" and everything is about them. What if we can just reverse this and 
remember you’re the prize? The client gets to work with you as the service 
provider and build this amazing working relationship together and work together 
to solve whatever it is you’re helping them with. I think that we need to remember 
that. It just helps us keep our distance. I don’t mean this in an arrogant way. It's 
about remembering that you are valuable. All of your years of experience and 
expertise and everything that you're bringing to the table. Let’s remember that it's 
also a privilege to get to work with you, right? That can help us - not to keep an 
arrogant stance in the conversation - but to keep a little bit of distance. The ideal 
balance in a sales conversation is that the prospective client is demonstrating to 
you that they're going to be an excellent person to work with. That's the way you 
want to have it: That they're almost convincing you as to why they're going to be 
a great client - not the other way around. That really starts to shift the dynamics 
and the balance and how two people will show up inside of that relationship.  
 
It's also going to set the scene for your working relationship. There's a saying in 
our industry - it's more about coaching programs - but I think it's relevant 
anywhere. It says that if you have to drag them in, you're going to drag them 
around. What that means is if you're having these conversations where you feel 
like you're convincing, you're having to drag people in and convince them into 
your programs and into your services, that sets the tone for that relationship and 
the dynamics for that relationship. Oftentimes the writings on the wall that you'll 
be feeling like you've got to keep dragging them around and it always feels very 
heavy moving forwards.  
 
A quick quote before we move on: “Most people think selling is the same as 
talking but the most effective sales people know that listening is the most 
important part of their job." I would encourage you to notice that when you're on 
the receiving end of sales conversations. Notice how expert they are at listening 
and asking great questions vs. doing all the talking and that convincing, selling, 
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pushy model. Once you start to notice it and you start to notice how you feel 
yourself with those two different models, I think this is going to really help shift 
your mindset. You want your sales conversations to be really in service of the 
people you're speaking to and to have that transformational effect.  
 
What out of those points was most valuable? Being able to convert with 
confidence, grading yourself, having a framework, watching your words, clean 
energy and you're the prize? Which one of those feels most pertinent or most 
valuable to where you're at today?  
 
I'm not going to go too much into this piece today but it's an extra tip: When we 
know we can help somebody - when they are presenting the problem  and we 
just know full-well we can help them - I know full-well it's one of my triggers and I 
have to be really mindful of it -  I want to just dive in and start solving the 
problem. I want to go into my coaching mode. My mind starts to go, "Oh my 
gosh, they’ve got this opportunity and I want to help them.” We really have to 
remember inside of that conversation that at this point in time, this is not free 
consulting. My former sales coach used to say, "Vanessa, did you just go back 
into the trap of free consulting?" and that meant that I'd completely forgotten my 
framework and everything. I had dived in to solving their problem. All of the 
sudden, I was giving them tips and strategies and had dived into solving their 
problem as opposed to keeping it as a high-level sales conversation. At the end 
of that process, that's when we get to do all of our amazing work together and I 
get to solve a lot of their problems that they're bringing to the table.  
 
Also important is watching our words in our own head. It’s a great reminder of 
how we can be talking ourselves out of a sale. We can be in that conversation 
and our head is saying," They're never going to buy," or "They're never going to 
be able to afford this," or "They're not going to want it." We start to go into this 
story and then everything that they're saying or doing or sharing we then validate 
that story in our own mind. We talk ourselves out of the sale which means 
perhaps we don't make a clear offer or we don't even make an offer or we make 
an offer in such a way that they're not going to say “yes” to it because it didn't 
sound compelling and confident. “Watch Your Words” is so true: it's not even just 
the words that we're communicating to the client at the time. It's really got to be 
the words in our own head.  
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Here is the Framework here. I wanted to break this down. Some of you have 
seen this before. We went through this at one of our ABIs and it absolutely needs 
to be here as part of our key resources inside the program. I want to spend some 
time breaking this down, so you can see it doesn't have to be so complex. We 
have got 9 different areas of the sales conversation. It's not 24 different things. 
It's not 36. It's 9 key areas. Those 9 key areas start from the very beginning of 
the sales conversation all the way through to getting hired and onboarding the 
client. So, it's 9 areas that can take you from start to finish.  

Inside of those 9 areas, I've broken them down into 3 key areas as well. The first 
area as you can see on the side there is all about leading. This is so important 
because it sets the tone. It sets the tone that you're in charge, you know what 
you’re doing. It's okay if you feel like you don't. We're going to give you a 
framework so that you can feel like you are going to really lead it and you do 
know what you’re doing. You're leading the client. You are leading the agenda. 
You are leading the process. It's not the client. So important because again that 
sets up from the get-go the nature of the relationship that you're going to be 
having with people later on. I know that if people show up to a sales conversation 
with us and they're quickly wanting to share with us what their agenda is, what 
they want to get out of the call, they're asking all of the questions before we are, 
it's never going to end well. We'll try to turn that around. We'll see what we can 
do but for us that becomes a flag of somebody that's not coachable and 
somebody that we just can't work with because they're always trying to step over 
the process and step over boundaries. It's so important that we stave that off by 
leading. I'm going to give you some examples of what that’s going to look like.  

This is also the place we have to be really careful. I'm going to share with you 
what some of my own traps were because I think they're going to resonate with 
you. In that leading phase, I used to lead with wanting to be nice and wanting to 
be friendly and wanting to be liked. That was what I was leading with 
unconsciously as opposed to, “This is business, we have an agenda, we’re 
getting down to work right away,” and leading with that confidence. We have to 
know what we are leading with. That’s that bigger question. How are we showing 
up at the beginning and starting to clean some of those things up for ourselves? 
Once again, when we've got a framework to work with, it just becomes so much 
easier.  
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The next part - the middle area of your conversation - is always going to be about 
creating desire for that thing that your clients want. We do that by looking at their 
current reality. Where do they want to get to? What does it look like today? What 
do they want it to look like 12 months from now? What are the things that are 
getting in the way or slowing them down? Once we start to have that 
conversation, they’re articulating and painting the vision of what they want. That 
naturally starts to build desire because that's how we make those decisions in a 
sales conversation. Those initial decisions are going to be made emotionally. We 
make decisions based on emotions and later on we justify them rationally, so we 
need that element of desire in that conversation. That's what we're doing in the 
second part of it.  

The third stage of these conversations is about establishing value - making the 
offer. I'm going to give you different parts of the process to break that down and 
then onboarding your clients. Hopefully at that point you're congratulating them 
and getting excited. So, three phases: Lead, Create Desire and Get Hired. Let's 
dive in to them.  

Rapport: I'll start with what not to do. This is where I used to fall into a trap and I 
suspect some of you are as well. I want to be upfront about it so that you can 
quickly move on. Rapport - just ask them about the weather. I used to really get 
into rapport thinking I needed to know lots of things about them, asking about 
what they were up to, their family life, their kids, etc. I was looking for something 
in common to give us some common ground and that’s what I thought rapport 
was so we could then get the conversation off on a different level. Really and 
truly, what I was doing there was entering the “friend zone” and that's what we 
have to be so careful about when we're thinking about rapport. Rapport can be 
just as simple as asking a funny question: "Hey, where are you calling in from 
today?” “What color is the sky in your part of the world?" or "Hey, we're on this 
call today - What’s something you're really excited about right now?" As simple 
as that. Asking them about the weather is honestly probably one of the safest 
things to do. Then, we're going to dive straight in.  
 
The problem is when we start to want to establish rapport by finding common 
ground - which is what I used to do - it becomes really difficult then to shift that 
focus and get back into a more business-like frame of mind. We’ve entered the 
friend zone and it can feel really awkward and weird when we're now wanting to 
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advance the agenda. It's like, "Okay, now I've got to get on and I've got to talk 
about something else." That rapport there - have one of your own questions even 
if it's not about the weather - should be 30 seconds and then you're going to 
move on.  
 
Setting the agenda is so important in terms of leadership. It’s your agenda. This 
is your business and your agenda. It’s not about asking them what they want to 
get out of this. I can promise you at this point in time if you were to ask them 
what they wanted to get out of this, a few things are going to happen. They really 
don't know and it starts to get into waffling, lots of stories and backstory and 
they’re telling you about their whole life and you can't get out of it. That’s one 
place it can go to or they're coming into this conversation thinking it's a free 
brain-picking session. They’re there for free advice. That’s the agenda that 
they're coming with and you're here thinking this is a sales conversation. It’s so 
important that you set the agenda. When done well, you can still include them in 
it. It is highly unlikely that they will add anything to the agenda. What that sounds 
like is, "Hey Susie. Great to have this call today. I'm really excited about the 
conversation we're going to have. First and foremost, we want to check the time. 
Susie, I've got 30 minutes on my agenda does that still work for you?" You 
always want to make sure they're not coming to this and now they've got five 
minutes, or they've got some emergency to deal with or they're running out the 
door and it's not a good time. If the timings not good, then at that point you want 
to reschedule. It does happen. If you establish the time and you're good with it 
both of you will just relax into the process and there’s nothing else to worry 
about. Then we would start by saying, "There's 3 things I've got on my agenda 
for us today. The first thing is I really want to find out more about you and your 
goals and where you want to be headed with your business. Second thing is I 
would like to know a picture of what it looks like today, so I can see what's 
happening and where you want to be in the future. Then, I want to start to 
develop a plan of what some next steps for you look like. What would be some 
concrete action steps?" Now at that point if I say, "How does that sound to you?" 
which is normally exactly my words at that point I don't think I've ever had 
anybody say, "That doesn’t sound okay" or "That’s not what I want. I want to do 
something else." The typical response there is, "That sounds absolutely great. 
Thank you." That’s it. That’s how we set that agenda. 3 things. At that point, I'm 
also going to say, “Great. Let's dive straight in." It's very business-like, very 
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focused, a shared the agenda, we’ve cleared up the time, we're good and now 
we can start to dive in. 
 
There’s one other thing that you can start to do at this point that keeps you in that 
leadership role and starts to enhance that leadership even further. "So, before we 
get started, Susie, I'm curious. What made you choose me?” If they are on a call 
with you directly as a service provider, why not ask what brought them to you 
directly? Because by asking that question, they're going to reveal a lot of 
information. They may have been following you. It may be a referral. They may 
have seen something. You may have met them at an event. Basically, what 
they’re going to do is they’re going to start selling themselves on you. “This is 
why I'm here in this conversation today.” They are on the call with you after all, so 
it totally makes sense that you could ask that question. Then the next question is, 
"Why is this important to you right now?” It's really, "Why me?" and "Why now?" 
so there's really two parts to that question. What is it about you as a service 
provider that's bringing them to this conversation - and why now? Because we 
want to start to assess right from the beginning their sense of urgency. Are they 
just shopping around? Is this a much later thing? What is bringing them to it right 
now? That also starts to get them very focused. They're not going to go into 
some massive back story. Most people when asked that question will start to go 
into the problems that led them to the conversation.  

So, we've got 3 phases to establishing leadership. Which one of those, if you 
were able to use it more intentionally, do you think would be making a really big 
difference to you right now? We've got the rapport - starting with quick rapport 
and not entering the friend zone, we've got the agenda - checking the time and 
the 3 things that you want to get out of that conversation today and then you've 
got the "Why now?" question. Which one of those three if you could really work 
with it more intentionally do you think would start to make a difference to your 
sales conversations?  
 
Again, this is just for ourselves. I want us to be able to grade ourselves here and 
look at "Why did you choose me?” It’s a bold question. It's not the type of 
question we normally ask people, but it is such a powerful question. That's a 
question that sounds like a confident service provider - the fact that you would 
even ask it. You get a wealth of information from asking that question. 
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Remember we're just grading to see where those places are that you may know 
you're not doing quite so well and opportunities to improve.  
 
Now, we start to get into the building of desire. This is the second phase of the 
conversation. You don't have to have a ton of questions. That's why I've put 
some really simple questions or prompts in here for you. You can say, "Hey, 
Susie. I'd love for you to just paint the picture of what your 'blah' is looking like 
today." Whatever "blah" is: your business, your life, your health, whatever that is 
that you are helping people with, insert that problem. Paint the picture of what 
that's looking like today. If you are concerned about people that are very verbose 
and go off into big stories - because we’ve all been on the receiving end of that - 
you can say something like, "Paint the picture for me in just a few sentences," or 
"Paint the picture for me in a minute or less." You start to give some specifics so 
that they don't go into massive stories. Otherwise, another great question is, 
"What do I need to know about how it is right now?" A very clever question there 
because it's directing their thinking. "I'm here as a service provider. What do I 
need to know about how it is right now?” This isn't about the whole back story. 
It's about what you need to know - and they're really painting the picture of the 
reality.  
 
Any sales conversation is about establishing that gap. This is the same for every 
single business out there. Every single business is the same on this one. Your 
business isn't special and there isn't any uniqueness around this. It's always 
about: Where are you today? Where do you want to get to in the future and what 
is the gap in between? That's all it is. All of our businesses are doing exactly the 
same. The next question is what do they want and why. We have tested this 
question multiple times and we've actually found that this suggested question 
really works the best. We have tested the question with, "So tell me about your 
goals." We have tested the question with, "Tell me about your vision for your 
business." We've tested the question with, "What do you want to have that would 
be different 12 months from now?" That one has worked fairly okay - but the 
problem with asking about goals and a vision is that most people don't think like 
that. They're great candidates for us when they do show up thinking like that. 
That's always going to work well but if we start to ask about goals it can put the 
prospect into a lot of stress especially using terms like “vision.” All of the sudden, 
they don't quite know where to go with this. They're searching in their own mind, 
"How should I even answer that question?” and the conversation can go 
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seriously off-track. We can ask something like, "Suppose we're having this 
conversation a year from now and we're looking over what has passed. What 
would have had to have happened for you to feel really happy with your 
progress?" This is like a back-casting question. It is a visioning question but 
we're guiding people through the vision to get there. We're saying, "Imagine that 
we’re a year out from now. What is it that you need to have that's different?" 
We've found that by asking that question all of the sudden the prospect will give 
us a great shopping list: "Well, I'd like to have this happen."  
Just a few tips around that: When people do speak about what they would like to 
have different, a lot of people speak in very generic, high level terms. They might 
say something like, "I want to have my business working better," or "I want to 
have more clients," or "I want to have more this," or “I want to have more that.” 
It's a lot more of something but it's not specific. This is where with your great 
listening skills you want to help them get more specific. “When you say you want 
more clients, what exactly do you mean by that? How many more?” Your job 
there is to help them go from very generic to something very specific because at 
that point we really help the client paint the picture of that vision and now it starts 
to become more real. There’s a big difference in our world between somebody 
saying, "I want to have more clients," and somebody saying they want to have 30 
more clients or 5 more clients or 4 more clients every month or whatever that 
might look like. They want to have more income. How much more? Are we 
looking at a couple thousand a month more? Are we looking at $10,000? Are we 
looking at going into 6 figure months? What really do we mean by that? When we 
are having these results and visioning questions, just be aware that a lot of 
people will speak in generic or umbrella terms. What that means is that they 
haven’t had the time to think it through. They’re not actually clear in their mind. 
This is where you're going to be in service of them: listening and eliciting those 
answers and getting it clearer for them, painting that picture, helping them to 
paint that picture. That’s why these conversations do become very valuable and 
there’s a level of intimacy to those conversations the more they start to share the 
specifics. 

Why do they want it? There's two parts to that question. “What do you want and 
why do you want it?” When we start to ask why, we find out more about what the 
deeper motivations are behind why somebody wants something. It makes the 
conversation more meaningful. I’ve given examples from our own business: 
wanting to have more clients for a woman who perhaps recently got divorced and 
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she's having to get her business off the ground now because she's got to be 
responsible financially. Perhaps she's got two kids she needs to feed. Why do 
you want them? Why is that important to you? When we start to link it to why it's 
important to that person that vision gets more feet to it, gets more grounding and 
all of the sudden becomes more serious. It's not just this lofty, visionary kind of 
dreamy, la-la land type of conversation. Now it's, “What do you want and why do 
you want it?” It becomes more meaningful.  
We've established where they're at and that picture of what it looks like today and 
you've started to go into the vision and why that's important a year from now: 
What needs to have happened and why for you to feel satisfied or happy with 
progress? Why is that important? Now, we've established this gap. The more 
your prospective clients are talking about what they want, that's building desire 
naturally. The more we start to think about that and the more we think about the 
specifics, we start to get that sensation bubbling up inside of this. It's like, "Oh 
gosh, I really do want this. I’m getting clearer and clearer." Now we've got to 
establish the gap. What's in the way of them having what they want? Because 
there's a reason that they've got a place they want to go but they haven't gotten 
there yet. You can do this in a really simple practical way by saying, “Let's make 
a list of everything that's getting in your way, slowing you down or stopping you 
from getting what you want.” Literally start to brainstorm that with them. 
Sometimes, depending on how you're helping clients, they don't even know 
what's getting in the way and some of the things they need so there’s no problem 
with you even prompting: "Have you got this? Are you clear on who your ideal 
clients are? Do you have a signature system of how to work with them? Do you 
have the language around that? Do you know how to find your ideal client?" You 
might well be prompting because of course we don't always know what we don’t 
know here. The idea here is that we're pulling out and eliciting from them all of 
the things that are in the way - either that they don't know about or that are 
slowing them down.  
 
Then, we want to look at what the impact of that is. “How is this impacting you? 
How is it impacting you today? What's going to happen 3-6 months from now if 
these problems aren't solved?” This is about building that desire - but with that 
desire we've also got to build a sense of urgency. Otherwise, people don’t move 
forward. You've got to have both of those. We've all been through this ourselves. 
People think, “Well, 6 months from now, I’ll still be the same and that's okay.” 
They're lackadaisical about it and they are unlikely to move forward. When they 
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start to get into, “This is going to be a real problem. This is going to impact me in 
this way. I'm going to be limited in my choices because of x y and z” or “It's going 
to have an impact on my health, my family, my relationships, my business, etc. if 
it's not solved,” now we're not only building desire we're also building a sense of 
urgency which is really important to be able to advance that conversation.  
 
For this part in building desire, we have reality, we have the vision they want to 
get to and the roadblocks. Which one of those three do you feel like you need to 
put most emphasis on in your sales conversations? Just being really honest, if 
there's one of those that you know full-well perhaps you haven’t been 
addressing, or you don’t give it enough time? This part of the sales conversation 
is the meatiest part. It's where you're going to spend the most time. So, which 
one of those three is an area for you to be improving your skills and spending 
more time with?  
 
"Make a list of what’s getting in the way." Totally. I love doing that in a really 
practical way because it's valuable. When I go through that exercise myself and 
start to see that list, there's value in that clarity. There’s such value in laying out 
those roadblocks. Our clients need to see there are things in the way of them 
getting what they want. Presumably they need your expert guidance to help 
navigate and solve those roadblocks and help them navigate that journey.  
This is a great way now to really establish value. I think a lot of us can go into 
these conversations - we're experts, we're comfortable, we're confident and we 
go into this place of doubt. Have I really added some value? Has this been a 
valuable conversation? We always need to know what we presume is valuable 
and what's valuable to the client are often two very different things especially 
when we're coming from our expert status. Sometimes what seems to us like the 
simplest of things is massively valuable to the client. Don't you think that would 
be a great thing to actually ask them? This is how we start to establish value 
inside of the conversation.  
 
This is why it's is important to have great listening skills and good note taking. I 
always take notes when I'm with a client or prospect. If it's face-to-face in a 
meeting, I'll even say, “I'm just going to be taking a few notes here.” I raise 
that so I clarify for myself. It doesn't seem weird that you're having the 
conversation and you're writing something down. It's a habit I got into very early 
on and I want to make sure that I capture things and I've gotten the most salient 
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points. It's important to take notes particularly for later if we need to revisit this 
conversation.  
 
This is where we want to be able to recap that middle piece. “You'd like to have 
this result.” “Right now, it's looking like this and these roadblocks are getting in 
the way.” So, you're going to do a recap of what they've shared with you and ask, 
“Did I miss anything? Does that sound accurate?” This is a great time then for 
prospects to typically say, “That’s exactly it.” “No, that’s everything.” Most times, 
if you're doing your job well, that's exactly what you're going to hear. What 
happens at that point is they're going to feel really understood and heard and 
listened to. You're going to be like, "Okay, I've got a clear sense of what's going 
on here” so that leadership is established and you've positioned yourself as 
someone credible. If you have missed anything with that recap, they’re just going 
to say, “Yeah, and there was this" or "That's not exactly what I meant. Let me 
clarify.” That’s all good news.  At that point, this is where you can pause and say, 
"Great. Susie, what's been most valuable to you so far from this conversation?" 
Ask the question. Don't assume or don't go into guesswork. Just ask. 9 times out 
of 10, they're going to come out with something that's gold for you. Things like, 
"It's just so helpful to say this out loud.” “I’ve never thought about it like this 
before.” “I’ve realized the impact that this is having on me.” “I’ve never realized all 
the things that were standing in the way." Most times they're going to say things 
like, “It’s so valuable to be able to speak to somebody who truly gets this." You’re 
going to hear things like that which is perfect in terms of establishing value. 
They’re making some micro-commitments to you as well. They’ve been saying 
since the beginning, “This is why it's important for me to speak to you and why 
now.” They're feeding back to you what's been most valuable These are little 
micro commitments they’re making along the way to you.  

The next piece that we want to go into is making the offer. I've broken this down 
into 5 P's so that you can really be clear when you're making your offer that 
you’re making it in the right order and that you're not missing anything. We’ve 
done this in a couple of way. One of the ways that I do this that I find works the 
best is getting another micro-commitment out of them. So, I might say something 
like, "Listen, Susie, the good news is that everything that you're feeling 
challenged by right now - all of the feelings that you've got to solve - are the 
problems we deal with all day long. We eat these problems for breakfast. This is 
what we do. This is what we're in business to solve. So, the great news is I know 
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that we could help you. Would you like to hear how that would look?” or “We've 
got a program specifically designed to help you solve all of these 
problems. Would you like to learn more about it?” When I'm actually going to 
make that offer, I'm asking, “Would you like to hear more about this program?” 
For me, that's important. I'm establishing leadership. I'm not making any 
assumptions at that point even if they're saying, “This is amazing. This 
conversation is so valuable.” I'm not making any assumptions. At that point in 
time, they're going to say “yes” - and by the way I have never, ever had anybody 
say “no” at this point. Not once. If they did say no, at that point we would always 
say, “That's okay,” and we would stop the conversation there and we would talk 
about. That’s when you say, “Would you like to hear more about this offer? The 
good news is we help people just like you solve these problems all day long.” 
Oftentimes that's going to look like, “In our business, we help women in business 
who are looking to grow and scale their business, get more clients, more income 
and more results   That’s what we do all day long. We have a program 
specifically designed for the level that you’re at today, Susie, to get you to the 
goals that you want to achieve. Would you like to know more about it?” “Yes, love 
to.” The prescription now really is the program. This is you being the doctor and 
the expert. It’s not me now saying, “We’ve got this program or we’ve got this, or 
we’ve got this” and offering out a whole menu for them to choose from. It's about 
me being the expert and saying, “THIS is really what you need.”  
 
For us, it could be a VIP day or the ACCELERATE program. Let’s just use those 
as an example. We might say, “We’ve got the ACCELERATE program which is 
specifically designed to help business owners like you cross the six-figure mark 
and take their business up to a quarter of a million dollars using the Boutique 
Business Model.” Then, I would talk a little bit about the process. Not every single 
little detail but how that works: “That’s the program. This is the process. This is 
how we work together.” I might say things like, “We would kick that off by doing a 
90-day game plan together so that you’ve got your next 90 days clear on what 
your main projects are going to be. We meet monthly where you're going to be 
taught content around growing your business. You're going to have a chance to 
be on live Q and A calls with me. We also teach a lot of mindset a that's going to 
support your process of transformation.” I'm not going to go into absolutely 
everything. I am going to talk about the level of support that's in the program, the 
other people that are in the program that can also help support that process and 
three times a year we also come together for our ACCELERATE Business 
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Intensives. I would talk a little bit about those as well. I know that's an exciting 
part of our program, so I'm going to share pieces of those. I'm going to be talking 
about what happens when you need more help, the different things that we have 
in the program, the people that are available, things like the Get-It-Done 
Bootcamp. That's the process: Everything is designed to help you get past that 
first 6-figures and scale your business and grow to a quarter of a million-dollar 
mark. Typically, at that point I will stop and pause and say, “How does that sound 
to you?” Most times, they're going to say, “That sounds amazing” or they might 
have some questions, so I don’t want to just keep talking and talking. They may 
have some clarifying questions: “What part of that program would sound most 
valuable to you, Susie?” We can use that to establish value and start to see the 
piece that they're really most excited about in terms of that program.  
 
The next thing that we've got to go to is the investment level. At that point, they 
may even ask. “That sounds great. How much does it cost?” Otherwise, we have 
to lead with that. At that point, you're going to talk about the pricing of your 
services. Typically speaking, we would quote first the full pay pricing and then if 
somebody has a challenge with the full pay and they need a payment plan, then 
we would talk about that. The next piece is talking about the deposit and taking 
payment. Those are the 5 P's in the offer.  
 
Which one of those 5 P's is the one you find the most challenging? The initial 
promise where we say this is what we do all day long? The prescription, the 
process, the pricing or taking the payment?  
 
A couple of questions around the pricing: What is it about the pricing that you find 
challenging? One of my old mentors used to say you need to talk about pricing 
almost as if you've passed a jug of water. Very matter of fact. There's no emotion 
to it. This is part of that clean energy and being very objective. This is what the 
investment looks like. We do talk about this at an investment level. “Here is what 
the investment for this program is.” It needs to just be very matter of fact. At that 
point you can almost be assuming the sale. “The investment will be this much. 
How would you like to pay?”  
 
We may get in to story and worry that it’s higher than they were expecting. We 
start to worry that they’re not going to be able to afford that. It’s more than they 
were expecting and we can get clunky. I really want you to think about that 
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pricing part of the offer as really matter of fact It's almost like, “Can you pass me 
that water? or “Can you pass me that pen?” Think about that in terms of your 
pricing.  
  
Talking too much about the program itself: We do have to be really careful. “The 
program is specifically designed to help one, two and three.” That’s a way that 
you can handle that piece so that you’re not going into all of details of it. The truth 
is all of us have programs that are probably helping people with multiple things, 
so I want you to think about the top three things. A lot of the time it is about 
linking back to those very things that they said they wanted to be working on - 
some of their roadblocks. Of course, it is only linking back to those if your 
program is designed to help them. If they said they need new office furniture and 
you're not in the business of selling new office furniture, you're not talking about 
that. Most times, we can link it back to what they said they wanted and why it's 
important to them and they aren’t going so into the details.  
 
Depending on how the price structure does work, there can be some unknowns. 
One of the great caveats to that that can be helpful in this part of the 
conversation is to give a range. “It’s typically going to be between this and this.” 
Say you're in the business of home renovation. There’s certain things you just 
won’t know until you’ve uncovered them more. You might want to talk about your 
initial process. “It can be between this and this. The first part of it, the investment 
would be this and then at that point we're going to have a better idea of what the 
overall price can look like” - if that’s the case for your business. If not, you may 
have a process whereby you’re saying, “We will let you know every two weeks or 
every four weeks how much of your retainer is left and when it's due to be 
refilled.” You've just got to think about this for your business and how your pricing 
works. How do you then communicate and keep the client in the loop so that 
they’re not getting so concerned about pricing running away from them?  
 
Establishing value at the end of the process: Part of establishing value even 
when we've just gone through their building desire phase is you can stop and 
say, “If I've understood correctly you’re here. You want to get there. These are 
the roadblocks that are in the way Is that accurate? Have I understood that 
correctly?” They’re typically going to say “yes.” Then you can pause and say, “Let 
me ask you something. What’s been most valuable to you so far in this 
conversation?” That is a way to establish value.  
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Even in the offer, you could also then say, “Which part of that program do you 
think would be most valuable to you?” That’s another way to be able to deal with 
that. We need to be careful not to give people too many choices and too much 
information here. There is definitely an art to this. My way of doing this is to 
assume that they will ask questions if they really need more information - not to 
give too much information but to give them the space. “What other questions do 
you have?” Then it can be a two-way conversation. If we start to overwhelm 
somebody with too much information most times, if we think about it for 
ourselves, we're just going to back off.  
 
We want to think about a really smooth transition. Just assume the sale at this 
point in time. You’ve made the offer. They wanted to hear about it. You know that 
you can help them. “It’s this much.” You can even say, “This is the full pay” or 
“This is the payment plan” if you're good with your numbers. Just say, “Which 
method of payment would work best for you? Which way would you prefer to 
pay?” It’s a great transition at that point in time. Assume it and close the sale.  
 
That’s when we get into this next piece that's really important. All of this should 
flow very smoothly. We've made the offer. We can then say, “Which method of 
payment do you think would work best - the full pay or the payment plan?” Then, 
we’re going to go into what that looks like. We always take the deposit on the 
phone. It's incredibly rare that we don’t. At that point, we take credit cards. 
“Which credit card would you like to put this on?” We’re talking about the deposit 
then we take it right then and there over the phone.  
We'll then lay out what is going to happen next. This is really important in terms 
of our leadership. You're going to take the deposit. You're going to talk about the 
payment plan if there is one. The next thing might be, “I'm going to draw all of this 
up in an agreement so that you can see it and we're both clear on that. I’m going 
to be sending that back to you later today. Will you take a look at it please and if 
you’ve got any questions send them right back to me? If not, are you okay with 
getting that signed and back to me within the next 24 hours?” Get some 
agreement on the agreement. Let them know that’s it's coming through and, of 
course, if there’s any questions to come back to you.  
 
“Schedule” is about getting their next appointment right on the calendar with you. 
Don’t get off the call and have that to follow up with that: “Listen, while I've got 
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you on the call, let’s get your very first appointment session on the calendar.” 
Make it happen right then and there. If it’s not with you - like in our case, it’s 
something Susie would take care of - I would say, “What’s going to happen next 
is Susie will reach out to you. She’s going to walk you through all the details of 
the program and help you log in to the system. She’ll also be scheduling our next 
call.” You have that conversation. It’s all about taking the lead and letting them 
know what’s going to happen next. They've made the decision to work with you. 
There’s a lot going on for them at that point in time. That’s where that 
transformation begins. Whatever it is they’re embarking on, there’s a lot going on 
for them which is why you need to lead.  
 
Definitely keep the energy level high. There's going to be matched excitement. If 
they’re excited about it, match it. Of course, if that’s not the type of business 
you’re in, you might need to match their energy with something that’s more 
empathic: “Listen, we do this all-day long. I know this can be daunting but we're 
going to be working with you and stepping you through the process and holding 
your hand every step of the way.” Reassure them depending on what your 
business is about. Ours tends to be more celebratory.  
 
A great way to finish that process for anybody: When they've made that decision, 
we have to remember that they’ve gotten into a place of expanded or new 
possibilities and doubt can come back up again – fear, doubt and anxiety and all 
of those other things. “I just made this decision. Am I doing the right thing?” 
We’ve got to acknowledge that that is a part of the process and start to look at if 
we've gotten all of those pieces taken care of: the logistics and “I’m really excited 
to work with you. Tell me: What would a great first year look like?” and “What is it 
that you want to be able to achieve?” I missed something off of there: It would 
really be in the first 90 days. We're bridging our process there with what they 
want to achieve in the year because we have yearlong programs. We've even 
started to bridge that now into that 90-day game plan when I'm going to next 
have them on the phone to be working through that. It starts to get them into this 
new process where now they've shifted from being a prospect: Interested to 
invested and now they're a client. We've got this whole seamless transition.  
 
What is it that you have found most valuable about this training today? What's 
most valuable for you?  
 


