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PAUSE…BEFORE YOU ACT! 
 
Pausing before acting is neither 

a cop-out to buy you more time nor 
another way to procrastinate; it is a 
genuine business building, stress 
reduction strategy. 

 
This technique, when used in 

conversation, will gain respect. Pausing 
and reflecting on what another person 
says allows you to respond thoughtfully.  

 
It indicates a degree of maturity 

and respect that can be uncommon 
today, acknowledging that what the other 
person has to say is important enough to 
hear. 

 
Spend time listening to the 

customers needs and wants and pause 
before jumping in with a solution to all 
problems… and you may just win their 
hearts.  

 
When a customer senses that 

they are being listened to, they begin to 
see the genuine person. Demonstrating 
you care more about them , than you do 
about making “the sale” will help you 
close the sale today and open the door 
for tomorrow! 

 
 

EMBRACE “OBJECTIONS”  
 
An objection is simply a concern, 

question or a feeling that the prospect 
either, shares, implies or is not saying 
that needs to be acknowledged, 
discussed and satisfied so that the natural 
conclusion of your selling process, the 
sale, can occur.  

 
Objections suggest that the 

prospect is interested  in what you have; 
otherwise, they would not invest their time 
deciding whether to purchase something 
from you.  

 
Conversely, failure to address an 

objection properly will continually result in 
lost sales. 



  
 

I DON'T FOLLOW UP BECAUSE 
 

I do not want to appear pushy . 
It is our responsibility to follow 

up with our prospects until we know for 
certain if they want to do business with 
us. A sales-person can cross that line by 
making too many calls in a short period of 
time; so where is the happy balance? A 
weekly call might be appropriate providing 
the call is short, to the point and provides 
some additional value during the call as 
this may give your prospect a reason to 
choose you instead of a competitor.  

 
I forget.  

It is easy to forget considering 
how busy sales managers get. We have 
every intention of calling our prospects 
but perhaps get caught up in business. 
Unexpected problems crop up and if a 
follow-up is not scheduled, it is not done.  

 
I make false assumptions  

When someone does not 
immediately return a phone call or email 
message, we usually assume the worst – 
even if this assumption is not correct. A 
lack of response can often mean that the 
other person is just too busy or does not 
have an answer right now.  

 
The customer will contact me.  

This is the most common myth 
sales managers fall prey to; assuming 
that if they do a good job the customer 
will call them back and therefore they do 
not need to follow-up. This will not help 
achieve sales goals. Do not take it for 
granted that they will call; be proactive 
and contact them. 
 
 

GOING TO THE DOGS 
 
 

A guest wrote a hotel saying,  
“I would very much like to bring 

my dog with me to stay at your hotel. He 
is well groomed and very well behaved. 
Would you be willing to allow him to stay 
at your hotel with me”? 
 
The General Manager of the property, 
with a smile, immediately wrote back.  

 

"I've been operating this hotel for 
many years now. In all that time, I have 
never had a dog steal towels, bedclothes, 
silverware, or pictures off the walls.  

 
I have never had to evict a dog 

for being drunk and disorderly.  
 
Yes, indeed, your dog is 

welcome at my hotel. And, if your dog will 
vouch for you, you're welcome to stay 
here too." 

 
�

CLOSING THE SALE  
 

Five “principles of influence” or “yes or no” questions to ask yourself before you 
attempt to close the sale. 
 

1. Have you already helped the customer?  Customers feel obligated to return a 
favor so if you have already helped in some way, that customer will feel inclined to 
say “yes” when you move to close having created value early in the sale.  
 

2. Do customers think your offering is unique or rare?  Customers particularly 
value products that are rare or difficult to get. Establishing your product as the only 
viable solution will help the customer perceive your products and services as 
uniquely valuable. Emphasizing that delay can affect availability or that your product 
or service might be more difficult to obtain in the future if the decision is delayed; 
can close the sale. 
 

3. Does the customer consider you an authority?  Customers say “yes” more 
frequently when they felt that the sales manager had special knowledge or unique 
credibility. Reveal your specific background and experience while stressing that your 
product can meet their needs. 
 

4. Does the customer know peers who have bought?  “Social proof” is a major 
influence on buying behavior. Customers are more likely to say, “Yes” when 
presented with evidence that their peers are also saying “yes.” Providing customers 
with examples and references that match their profile can close a sale.  
 

5. Does your client like you personally?  Every sales manager knows intuitively that 
customers are more likely to say “Yes” if they know and like you. To become more 
“likeable,” find similarities between yourself and the customer and raise them to the 
surface throughout the selling process.  
 
While it is true that other elements, like product quality etc. play a role; “creating a 
receptive psychological environment is the single most important element of closing 
a sale.” 
 

 

KNOWING THE ENEMY  
 
 

 Do your salespeople make excuses instead of getting out and developing new 
business?  

 
 Do they spend more time "being busy" than making contacts?  

 
 Do they always seem to be "putting out fires" rather than prospecting for new 

business? 
 

 Do they always have something else to do other than make prospecting calls?  
 

 Can they give a dozen reasons why the market is down?  
 
If this rings true then your poor sales results may be more a problem of call 

reluctance than a failing economy!  
 
More than competition, price or a failing economy, recent studies show that in the 

current economic climate where sales have to be driven, as opposed to customers just 
buying, the old sales enemy has reared its ugly head. Call reluctance!  

 
The truth is that this problem has never really gone away, but because, in general, 

sales have been relatively easy to come by, this curse was able to lurk at the fringes of sales 
society. Today however, call reluctance has become very prevalent within sales teams, 
especially amongst those teams that have had it relatively easy for a long time.  

 
If this issue is plaguing your sales team, it can mean the difference between 

meeting and surpassing budget; or dropping behind!  
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