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TRACK 1, INTRODUCTION TO THE SELL IT TODAY, SELL IT NOW

SYSTEM

4:44 minutes

TRACK 2, UNDERSTANDING TRUST, NEED, HELP, AND HURRY

27:45 minutes

The prospective clients are evaluating every piece of information we dole out
with one single question. That question is “What’s in it for me?”

The beauty of the Sell It Today system is that it helps you show them exactly
what’s in it for them every step of the way with benefits they’ll tell you they want 
to own. 

If you initiated the selling process, your potential clients are likely to be as
cold as ice. They won’t believe that they have a NEED for your product or service
or, for you, for that matter. They won’t TRUST you either, because they don’t know
you and may never have heard of your company. They want to go about what they
were doing before you got involved in their lives. In other words, they’re in a sales
resistant mode. 

If the potential client initiated the sale, they may not have as strong a
defense barrier. By initiating the contact, they at least have some curiosity, or some
TRUST in your brand of product or service. Or, they may have a true and immediate
NEED. However, there will still be a certain degree of sales resistance.

The Four Keys To Success In Any
Selling Situation And The Foundation 
Of The Sell It Today System: 
TRUST, NEED, HELP, and HURRY

1. Trust

2. Need

3. Help

4. Hurry

Sell It Today, Sell It Now — Mastering the Art of the One-Call Close
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I feel no
NEED

I feel no
TRUST

I want no
HELP

I feel no
HURRY



Fears 

A. Fear of you
This is a TRUST issue. You are a salesperson. It’s your job to get people to walk out 
of your store with as much stuff as possible. Or, to agree to purchase the biggest
and best product for their needs. So, your first job is to help them recognize that
you’re not all that different from them. You’re a regular person. You shop, too. 
You understand and have walked in their shoes. But, even better, you’re someone
who is dedicated to helping others make decisions that are good for them. 

Adopt an attitude of servitude and people will like you, trust you, and want 
to listen to you. 

Try thinking of yourself as an educator. Your job is to help other people 
gain enough information, enough understanding about your product or service to
determine its value to them. 

You’re just a guide on the course they’ve chosen to investigate your product 
or service. Of course, as a guide, you have walked this trail before and know both
the beauty and the pitfalls that await your clients. In leading them down the path
toward ownership, you can share stories of other satisfied clients as well as some
features and benefits of ownership that they may not have expected.

B. Fear of being lied to
Another common fear based on having no TRUST. Have you ever had someone 
tell you a product would do this or that and later found out that it wouldn’t, or that
it would but it was very difficult? If you haven’t, you’ve probably at least heard of 
someone who had this experience. The bottom line is that you feel you were taken
advantage of by someone or lied to. 

When a client asks a very specific question about whether or not your 
product or service can answer a specific need, use that feature as a key element 
in your demonstration. Make sure they know you were paying attention to that 
specific need. If the product satisfies their biggest concern better than expected,
closing the sale just became a whole lot easier. Never attempt to close a sale unless
you know for certain that their #1 challenge is resolved by the product.

C. Fears related to NEED include the fear of incurring debt
Debt is one of the worst four-letter words in the English vocabulary. Yet, our society
makes it so easy to get into it that many of us have over-extended ourselves, then
been forced to tighten our belts to get out of it. Or, we have been embarrassed by
the amount of debt we carried. So, we want to avoid incurring debt unless we can
rationalize the decision as providing more value than the detriment of the debt. If
you’re in any type of industry where return on investment can be calculated, have
those figures at hand for every potential client. If you don’t have the figures, at least
have letters from existing clients who are so happy they made the decision to own.

Copyright 2002 Tom Hopkins International, Inc.
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D. The next fear related to NEED is fear of losing face
This is where embarrassment comes into play even more so. It’s bad enough to
have made a poor decision, but when that decision is known and looked down
upon by others, perhaps our bosses, we have lost face. We feel our superiors have
lost confidence in us. It’s a feeling no one wants to experience more than once. 

Always keep in mind that you need to make them look good for having
made a decision to get involved with you, your product or service. In many selling
situations, you’ll need to build up their confidence in their own decision-making
abilities before going for the actual decision. Consider including a brief recap of all
the new information the potential client has gained as part of your presentation to
show how much they’ve learned.

E. Some fears fall under the HELP hurdle
One is the fear of making a mistake. Every one of us has made a poor buying 
decision at some time or another. We purchased something we later regretted 
owning. Because of that situation, there’s now an ingrained fear of making that
same mistake again. Assure your clients that you are only interested in their best
interests — a solution that is truly good for them so they will let you help them.

F. And, last, but not least, something we, as professionals, can quickly 
overcome in the area of help is fear of the unknown. 

It’s normal to fear the unknown. That’s why, as sales professionals, it is our
responsibility to help our potential clients learn everything they need to know 
about our products and services. Hopefully, they’ll learn enough to see the value 
of owning our offering. 

Sell It Today, Sell It Now — Mastering the Art of the One-Call Close
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TRACK 3, THE ELEMENTS OF TRUST

20:46 minutes

The First Element — TRUST

Vital signs related to TRUST:

A prospect who holds back, looks nervously around or won’t look 
you in the eye probably is severely lacking in the TRUST department.
Then again, the prospect may have a lot of trust, but may also be 
terribly shy or just intimidated by a lack of knowledge about your
product or your company. 

One of two levels of TRUST will always be present:

1. some trust

2. no trust at all

When the prospect initiates the sale, you can safely assume there is at least
some level of trust present. After all, he or she would never have picked up the
phone, agreed to your meeting, or walked in the door otherwise. This person’s level
of trust could be significant. That’s especially true when the prospect has been
referred by a trusted friend. 

On the other hand, the level of trust could be at best, shall we say, anemic
where they are thinking, “I don’t know you. I don’t know your product. I don’t know
your company. I don’t know your capabilities. I don’t know your reputation. I don’t
even know your industry.” This is more likely to occur in salesperson-initiated sales.

The important point to note is that you can work with any situation, once you
define it. Even if the level of trust borders on the miniscule, the one-call closing 
system will help you do everything possible to:

1. Maintain that level from the first instant of contact, and

2. Start reducing sales resistance by building on that initial level of trust.

Gaining TRUST can easily be done in five sequential steps. Each step reduces
our Sales Resistance thermometer by approximately 10 degrees. 

The five steps to gaining TRUST are:

Copyright 2002 Tom Hopkins International, Inc.
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1. PROPRIETY or APPROPRIATENESS

2. INTENTION STATEMENT

3. COMMONALITY

4. CREDIBILITY

5. COMPETENCY

STEP #1: APPROPRIATE

Let’s begin with Step #1,
PROPRIETY. The word propriety 
comes from two root words: proper
and appropriate. Propriety is defined in
Webster’s Dictionary as the standard of
what is socially acceptable in conduct
or speech. 

The clothing you wear as part of your
job is a perfect example. It’s part of
your conduct. As a general rule, we
believe in “dressing the part.” A suit, 
a tie, well-pressed pants or skirt, and
polished shoes are usually essential 
elements of the dress code of a sales
professional. 

Some companies have less strict dress codes. In fact, in some retail outlets,
khaki pants with a company-logo shirt is the appropriate attire. If your company 
dictates a certain style of dress, be certain you adhere to it. That includes having
whatever the uniform is properly cleaned and pressed, and your shoes in good
repair and shined.

Your hair, skin, and nails need to be attended to as well. Don’t let something 
as simple as needing a haircut or manicure allow you to put forth the wrong image. 

Your total personal profile including clothing, hairstyle, jewelry, body lan-
guage, and conversational style should be in sync with your prospect’s perception
of what you should be. If you’re in doubt of what that picture should be, talk frankly
with one of the top salespeople at your company, a friend or loved one, or your
best client. Tell him or her that you have a goal to fine-tune your professional image
and would appreciate any input they could make. Be specific with your questions in
order to get specific answers. Ask questions such as these:
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Speaking of getting the conversation going, it’s always wise to err on the
side of formality when you first meet someone. Greet people with the words,
“Good morning,” “Good afternoon,” or “Good evening.” If it’s a pre-arranged
meeting, use Mr., Mrs., or Ms. with their surname: Mr. Johnson, Mrs. Jones, or 
Ms. Smith. Never move too quickly to the more familiar first name. 

If you’ll be investing some time with your potential clients, consider saying 
this, “Mr. Johnson, I’d prefer you to call me Tom. Would you mind if I call you by
your first name?”

Carry as little as possible. If you do need to carry several items, find a nice,
slim-looking tote bag that allows you to be well organized. 

There are several steps to finessing the initial contact. They include:

Step 1: Smile, and give a warm greeting.

Step 2: Repeat their names four times.

Step 3: Match their speed and volume of speech for 90 seconds

Step 4: Make good eye contact with all parties.

Step 5: Search for commonalities.

Step 6: Give a sincere compliment. 

Step 7: Act relaxed.

Dead give-aways as to nervousness on your part include: lack of eye contact, 
too many or too large hand gestures, inability to sit still, and not smiling. Work on 
controlling those traits in selling situations.

“Do you find my appearance professional?

“Specifically, if you were my boss, what recommended changes
would you suggest I make to appear more professional to my 
potential clients?”

“Is my cologne too strong or does it bother you at all?”

“Would you be offended if I came to your office in a dress shirt 
and tie instead of a suit or sport coat?”

Copyright 2002 Tom Hopkins International, Inc.
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Technology Etiquette

Don’t take your phone into a meeting with a prospective client unless you’re
expecting an emergency call or a call related to the meeting. If you must carry 
the phone, place it out of sight and set the ringer to vibrate so the client isn’t 
interrupted by any noise it might make. Take advantage of voice mail during the
meeting if at all possible. 

Holding a PDA or setting a laptop up so only you can see the screen raises a
barrier between you and the client. Lay a PDA flat on the table or desk and keep
your laptop closed to begin with. Get permission to take notes by saying, 

With a laptop, you want to set it to your side a bit, turned on an angle 
slightly toward the client so there are no secrets and no barriers.

If you’re in doubt about how you appear to your clients during your presen-
tations, consider video taping yourself giving one. Ask someone to play the role of
prospect or client. If no one is readily available, don’t hesitate to put on a one-man
or a one-woman show. Face the camera as if it were the potential future client or
customer and see how you look through someone else’s eyes. 

After you’ve finished, study the tape. How was your speaking voice, your 
posture, body language, eye contact, overall appearance as far as dress and groom-
ing, what you said and how you said it and most importantly, how good was your
approach, presentation, and close?

When reviewing your work, ask if you would buy something from this person.
Then ask why or why not. Don’t hold back. Be a harsh critic. After all, this is one
“movie” you can start from scratch all over again until you’re completely happy 
with both the writer and the actor.

One other point I’d like to cover in this area of propriety is punctuality.
Barring those infamous “Acts of God” that appear in the clauses of your insurance
papers, it is unforgivable for a salesperson to be late.

Punctuality requires careful time planning and that’s good news because 
planning your time is simple. Here’s a way to instantly improve your efficiency by 
20 percent or more. Form one simple habit. Each evening make a list of all the
things you have to accomplish the following day. Rank them in the order of most
important to least important. 

Creating a to-do list in the evening allows your subconscious mind to start
working on making it happen even while you’re sleeping. 

“Over the years, I’ve found it beneficial to make notes during 
conversations so I may do a better job of helping people. So, I hope
you won’t be offended, if while we chat, I make a few notes.”

Sell It Today, Sell It Now — Mastering the Art of the One-Call Close
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HOMEWORK: Write out a list of all the things you can do or learn to make
yourself more efficient in the areas covered in this session. 

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________
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TRACK 4, THE ELEMENTS OF

TRUST

STEP #2: INTENTION STATEMENT

11:48 minutes

Our second TRUST-building step is
INTENTION. What we’re going to do 
in this segment is to demonstrate the
reasoning behind the intent statement
and give you examples. In fact, that
last sentence was just an example of an
intent statement. I told you what I’m
going to tell you. 

An intent statement can be as simple 
as that, yet drafting the proper wording for your particular intent statement requires
strict attention to detail. An intent statement is designed to reduce sales resistance 
by accomplishing two very important tasks. 

Number 1: to introduce the agenda, so your future client knows what’s
about to take place.

Number 2: to let your prospect know that it’s okay to say “no,” in order to
relieve any perceived pressure in this selling situation.

You know the educational philosophy of “tell them what you’re going to tell
them. Tell them and then tell them what you told them?” Well, this is the “tell them
what you’re going to tell them part.” It’s like an introduction to the events that will
soon follow.

With task number two of letting your prospect know that it’s okay to say
“no,” you’re putting them at ease and lowering their defense barriers. 

Letting them know up front that your offering “isn’t right for everyone” 
releases so much of the tension inherent in a selling situation that it increases the
chances they’ll say “yes” as you reach your final destination which is the close. 

Another element of letting them know it’s okay to say “no” is that you’re 
implying you won’t use any high pressure sales tactics on them. In fact, it doesn’t 
hurt to even state such a thing in your intent statement.

Here’s a sample intent statement promoters of a Tom Hopkins seminar might
use with an office manager:
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Some sales leaders suggest that you actually say to your potential client the
words, “it’s okay to say no.” I think that’s going a bit far. It’s okay to imply that it’s
okay to say “no” to your presentation, but I don’t encourage you to actually say 
those words. 

Here is another good example of a well-presented intent statement. 

That’s how you would tell them what you’re going to tell them. Next, you 
move into Task #2, implying it’s okay to say no with,

“Now folks, I represent my company and this fine product that is
used successfully by many happy clients. However, I’m not a high-
pressure salesperson. I just don’t believe in it. And I realize my 
product isn’t for everyone. It may or may not be right for you. I just
hope you’ll keep an open mind and at the end of my presentation,
you will tell me if this product is something you’d be interested in.
Okay?”

“John and Mary, if you don’t mind, let me explain how we will 
proceed today. First, I’ll tell you about our company. Then, to 
customize my presentation to meet your particular needs, and to 
be as brief as possible, I would like to ask a few questions. Is that
okay with you?

Next, I’ll show you the product demonstration and after that I’ll 
discuss the details and the amount of investment we would recom-
mend in your particular situation.”

“John, what we’re going to do this morning is to provide a mini-
lesson for your sales team on the all-important subject of question-
ing. The lesson will take about 45 minutes. At the end of the lesson,
we’ll have a brief question and answer period. Then, we’ll take a few
minutes to inform your staff about Tom’s upcoming seminar here in
town. Since we are products of the product, we will be asking your
people for their business. We won’t, however, be applying any high-
pressure sales tactics because Tom doesn’t teach any. Now, while we
know the program would be powerful for your entire sales staff, we
know it may not be possible for all of them to attend.”

Copyright 2002 Tom Hopkins International, Inc.
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This is important even in retail sales situations. Let’s say you’re talking with a
client interested in a new television. After your initial hellos you could use an intent
statement like this:

That little speech took less than a minute, yet it’s impact will be felt through
the rest of the presentation.

Another key point is that a one-time closing specialist always builds pauses 
and silences into their presentations. They allow the potential client time to 
consider important information, formulate appropriate questions, or just to catch 
his or her mental “breath.”

“John and Mary, if you don’t mind, I’d like to begin by telling you a
little about Acme Television and why it’s in your interest to allow us
to help you with this decision. Then, we’ll discuss your particular
needs so we can work together to narrow down the size, brand, and
features most important to you. Then, we’ll get hands-on with the
televisions so you can be certain you’re comfortable with the right
one for you. 

You may know that we serve a large percentage of the homes in this
area. And, if you talk with any of our happy clients you’ll also know
that we don’t pressure people to make buying decisions. We simply
help you find what you’re looking for, if we carry it. We don’t carry
all brands of televisions so we might not have what you’re looking
for. I would just ask that you be open to considering the recommen-
dations we make based on what you tell us your needs are. Does
that sound fair?” 

Sell It Today, Sell It Now — Mastering the Art of the One-Call Close
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HOMEWORK: Take a few moments to consider how you will structure your
intent statement.

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________
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TRACK 5, THE ELEMENTS OF

TRUST

STEP #3: COMMONALITY

13:39 minutes

We’ve lowered sales resistance 
twenty degrees so far through our
TRUST-building steps of PROPRIETY
and INTENTION. 

The “Three Cs”

The first C is COMMONALITY.
People buy from people they like and trust. You can find common ground with 
anybody, any time and any place if you’ll just look hard enough. 

For example, family, the weather, sports, hobbies, or current events are 
natural choices in consumer sales. If you’re in business-to-business sales, you can
always ask those questions and questions about their company, products, or indus-
try as well. Because of the potential for highly-charged emotions, I recommend that
you always avoid seeking commonality in two areas: religion and politics, unless
that’s how you and your prospect met.  

In those rare cases where you just can’t seem to find commonality, create
some. Humor is an excellent tool for this purpose. Don’t be afraid to use a light-
hearted approach, even if your customer is showing a good bit of tension — 
especially if your customer is showing a good bit of attention. Here’s an easy-going
ice-breaker for a visit with a couple.

In a business situation, you could ask,

“How did you get started with the company?”

“John and Mary, I’m curious, how did you two meet?”
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Never forget: customers want to like you. They want to trust you. Do your
part and they’ll always do theirs to meet you halfway. When trust builds, sales resis-
tance crumbles.

One of the most important things to remember during this early stage is to
avoid asking sales questions too soon.

What type of conversation would you initiate at your friendly neighborhood
sports pub, the church social, or in that shared cab ride from the airport? A few
good examples are:

A good way to open a conversation with executive level people who are
more likely to want to get down to business would be to make general requests,
such as:

At my seminars, I teach a method called piggybacking to help my students
understand and practice this strategy. I will give them an opening line and a sample
question based on that line. Then, the students role play with a partner to see how
many good questions they can come up with to answers provided by the other 
person. It’s not just a matter of asking questions, though. Appropriate comments or
acknowledgement needs to be given to the answers provided. You might interject a
phrase such as, “That’s interesting, Jim,” then move on to your next question about
that answer. Or, you might state something you know about the topic in their
answer, then move to your next question. The key is to truly listen to their answers,
then to ask intelligent questions that either build rapport, establish commonality, 
or move smoothly toward the next stage of the presentation.

If your customer seems really interested in a topic that you are totally 
unfamiliar with, go for it. Admit your lack of knowledge and start asking questions
to learn about the topic from him or her. As long as you are sincere, the other 

“Isn’t the pace of business today amazing?”

“Tell me a bit about how your company has developed.”

“How long have you been with the company?”

“Are you from around here?”

“That’s an exquisite brooch. Is it an heirloom?”

“Did you catch the game last night?”
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person will be flattered by your attention. Conversation flows and commonality is
established. 

If your potential clients are reasonable persons, all the time invested in talk-
ing about themselves and their interests creates an obligation on their part to listen
to you when it is time to make your presentation. Human beings are wonderful that
way. Respect and interest earns respect and interest.

Here are a few subjects to give you an idea of how building common ground
can begin.

To get them talking about their jobs, say any of the following:

Now, don’t try to ask all of these questions. You’re not Larry King doing 
an interview. You just want to get the communication flowing.

If your particular situation makes it appropriate to talk about children, 
here are some kid-related questions to try:

“Do you have any children?”

“What are their names?”

“How old are they?”

“I bet you’re proud of him/her/them.”

“What interests are they developing?”

“What do they do for fun?”

“Tell me a bit about your job.”

“Tell me what you do for a living.”

“What’s your occupation?”

“What do you like most/least about your work?”

“How long have you been doing this?”

“What’s the most interesting part of your job?”

“What gives you the greatest amount of satisfaction at work?”

Sell It Today, Sell It Now — Mastering the Art of the One-Call Close
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If you feel the need to warm up with family-related questions, try these:

At times, you may want to ask location-related questions, such as:

Or, a good question for salespeople in my home state of Arizona, or other
states where large numbers of people are moving, is 

If you’ve traveled to a new area to meet with a potential client, consider 
asking, 

“What is the most fun thing to do in your area?” 

“What three things would you recommend to do in the area?”

“Where are you from?”

“What do you like most about living in your town?”

“Have you traveled much?”

“Are you from around here?”

“Are you married?” (you might be meeting someone wearing gloves,
okay?)

“Have you been married long?”

“Did you go on a honeymoon? Oh, where?”

“Where do you folks live?”

“Where do you work?” 

“What do you folks do for recreation?”

“Do you share any hobbies?”
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TRACK 6, THE ELEMENTS OF

TRUST

STEP #4: CREDIBILITY

9:38 minutes

The next “C” we’ll go over in order
to complete the TRUST-building 
element is Step #4, CREDIBILITY.

The amount of time you invest estab-
lishing credibility varies according to a
number of factors. Among these are:

■ your type of product

■ your product’s required investment

■ what’s going on in your industry

■ your company’s position in the marketplace

■ you

■ your customer

■ your customer’s level of understanding

■ your customer’s level of need

■ your customer’s budget   

The amount of time your potential client has to invest with you is a critical 
element — one you need to determine early in the meeting. If you are with them
because of a pre-planned, scheduled meeting, you’ll have already covered this and
created your presentation to match the time frame allotted. 

If you’re in retail or a business where your clients pop in: If they’re in a hurry,
you may have to just offer to help them find the dress or shirt they’re seeking. If
they have more time, go for the accessories to complete the outfit.

Of course, there are two key factors regarding time: 
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1. you must respect your customer’s time, and

2. you must use it wisely.

To enhance CREDIBILITY, provide forms of reinforcement to gain and hold
the confidence of a prospect such as: 

■ documented articles from respectable publications

■ letters of endorsement from satisfied clients

■ referrals

■ positive word of mouth; and

■ working really hard to earn it by giving more than people expected.

Even if you sell Coca-Cola products, which, by the way, is one of the most 
well-known brand names in the world, your own personal credibility will have an
impact on whether or not you close the sale.

I was quite young when I began my selling career, and people would often
think I was the son of one of my associates. To address this situation, I had a 
good, quality portrait of myself taken with my wife and kids. This was displayed
prominently on my desk so new arrivals could quickly see that “sonny” was indeed
an established member of the community with a growing family. 

You can use this same technique to “picture yourself” to your potential
clients. Consider creating an advertising flyer on yourself, especially if you’re in a
field where you use a presentation or visual aid binder. This can be a real advertis-
ing-style flyer or just a mini-scrapbook. 

You can even create this with your home computer or with a careful hand, 
a pair of scissors, some glue and a clear plastic sleeve or two. Just pop in a couple 
of photographs of you and your family, you accepting that Woman Of The Year
Award, or anything that is appropriate. Include any business certifications that
apply. Awards and citations are of great benefit here as well. Be careful not to drop
anything in as filler. Everything must build your professional reputation. The idea is
to show your credibility. Include just enough material that you can present in no
more than a few minutes to prove that you are the absolute best sales counselor 
for that potential client to believe in. 

If you’re in the retail business, be prepared to drop into your conversation
your number of years’ experience with this particular store or years in retail as a
whole. If you work in a clothing store and have taken classes to help people identify
their best colors or body styles, mention that as you make recommendations.
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Another idea is to ask the potential client how they heard about your store. 
If it was a referral from a friend, ask what the friend liked about it. This forces the
client to recall the conversation and what made them want to stop by in the first
place. Their friend gave your store credibility. If they came by because of a sale
flyer, you would reinforce the credibility of the store by mentioning that you have
plenty of sale inventory in stock in assorted colors and sizes.

To build your personal credibility, you might say,

Do you see how easy it can be? 

HOMEWORK: Gather items of proof such as certificates of completion, 
photos of yourself receiving awards, articles from respected publications, recom-
mendation or thank you letters from satisfied clients and so on, to create your 
presentation binder. Again, if a binder isn’t feasible in your type of sales, write
down a sentence or two that you can use to relay that information to your potential
client in an appropriate manner.

We now have earned 40 degrees of TRUST, reducing sales resistance by 
that same amount. Your potential client is warming up to you and your company — 
wanting to know more or possibly get more involved with you. We’ll quickly wrap
up the TRUST element of sales resistance in our next segment.

“That suit looks great on you. That style of jacket is great for your
body shape.” 

“In my most recent class on body styles, they recommend this type
of purse to accent an outfit such as the one you’re wearing.”

“I noticed you looking at the window display. Isn’t that dress beauti-
ful? And the accessories? We won an award for that combination in
our window dressing. In fact, our store is the only one in the mall to
have been written about in the latest issue of Local Fashion Trends
magazine.”

Sell It Today, Sell It Now — Mastering the Art of the One-Call Close
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TRACK 7, THE ELEMENTS OF

TRUST

STEP #5: COMPETENCY

10:14 minutes

The next and last step to building
TRUST is our third “C,”COMPETENCY.
If you’ve completed the first four steps
correctly, your competency will be
accepted unless you do something to
make them question it. Your potential
client must be totally convinced of your
competency before you can earn their
complete trust.

Rate your answers to the following questions on a scale of 1 to 10 with 10
being the best.

_____ How competent are you at your work?

_____ How well do you present your company’s product or service?

_____ Are you serving your company well?

_____ Are you serving your clients well?

_____ Do you quickly and effectively learn your new potential client’s 
real needs?

_____ Do you work at improving your skills and performance on a daily
basis?

_____ Are you working at peak performance right now?

_____ Which is more important, your monthly quota, or your customer’s 
challenge?

_____ Where will you start working on building your competence?
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Body Language Increases Your Image of Competence

An interesting study was conducted a number of years ago at UCLA by 
Dr. Albert Mehrabian. In the study, people who had made purchases from salespeo-
ple were asked what influenced them to make the purchase. Surprisingly, only 7%
said it was something the salesperson said. 38% felt the salesperson exhibited 
confidence by their tone of voice — how they said what they said and that made a
strong impact. The biggest news was that 55% of the product purchasers said they
felt confident in making the purchase because of something visual. Specifically, they 
felt the salesperson displayed competence in their body language — their walk,
their gestures and so on. 

So, a brief study of body language could increase your competence with
your clients in short order. Here are a few ideas you can implement right away to
improve your competency.

1. Stand or sit beside the client if there’s only one other party involved.
This shows you’re on their side — not an adversary across the desk or
table. If there are two or more parties involved, sit or stand where you
can make eye contact with each of them.

2. When gesturing with your hands, never make a fist or a pushing 
gesture toward your clients. If you’re “pushing” something away with
your solution, push it off to the side.

3. Sitting or standing up straight is essential. Slouching or sliding down in
your chair is too casual a gesture. Being upright displays the character
trait of an ethical and principled individual. 

4. Nodding as you listen tells people you are paying attention to what
they’re saying.

5. Never fold your arms. This is a closed gesture that could tell them
you’re no longer interested in them or that you have now become an
adversary. 

What do they really want and need from their contact with you? 
To demonstrate COMPETENCY, consider making a list of questions that a

potential client might want to ask a competent sales professional in your particular
industry. Put yourself in their shoes. 

Sell It Today, Sell It Now — Mastering the Art of the One-Call Close
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Numerous factors will dictate how you vary your questions. Among them are:

■ Did you initiate this sale or did the potential client?

■ Is there an investment range they need to consider?

■ How much latitude do you have to negotiate the sale?

■ What’s going on in your industry?

■ What are your company policies?

■ How is the current economy affecting their business and yours?

Begin by saying something like this:

Most of the time your prospects will bring up questions that really aren’t 
all that pertinent to the sale or very relevant to their real interest. It could be that
they are nervous, trying to come up with better questions, or just stalling for time. 
It is your job to find and address the real questions. One way to gauge the true
importance of a question is to ignore it — once. Just respond with something like:

“John and Mary, if I were thinking about my financial future, there
are some questions I’d expect you to have about our product. Let’s
see if we’re thinking along the same lines. You’d probably want to
know...

■ How long have we been in this business?

■ Who we are and what we’re all about?

■ What makes our brand better than the other guys?

■ How well our service after the sale might be.

■ Of course, one question everyone has is how much does it cost?

■ What are the extras or options?

■ When can you begin enjoying the benefits of the product?”
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When you come back to it, it’s likely they’ll dismiss it as not important. 

Your enemies at this early stage of the sales process can be labeled B, R, 
and I for:

■ Boredom

■ Resistance

■ Impatience

These enemies can be dispatched quite early in the battle to serve your 
customer. When you:

■ establish the correct PROPRIETY

■ deliver your INTENTION STATEMENT

■ ask casual warm-up questions for 
COMMONALITY, and

■ offer reasonable documentation of 
your CREDIBILITY.

“Good question. I’ll address that specifically, later in my presenta-
tion, if that’s okay with you?”

Sell It Today, Sell It Now — Mastering the Art of the One-Call Close
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TRACK 8, THE ELEMENTS OF NEED

19:34 minutes

Now the client trusts us and our motives so we can get into NEED.
If you’re going to be asking for a good bit of personal information — 

debt or health matters, for example — you should always preface them with 
phrases something like,

What Does The Customer Really Want? 

Your customer doesn’t really need a new car. He or she needs reliable 
transportation to get back and forth to work. 

She doesn’t really want a new life insurance policy. She wants to leave 
something for her children or grandchildren. 

The purchasing agent says the company needs a new steam turbine for the
power plant. You interpret that correctly to mean they need greater efficiency,
lower cost per kilowatt, happier customers, or higher fourth-quarter earnings. 

The young couple doesn’t really want a mortgage. They want to live happily
ever after.

In the Sell It Today, Sell It Now system, there are five steps for understanding
and developing the element of NEED. 

1. PROBLEM IDENTIFICATION

2. DISCOVERY

“We don’t mean to be personal, but we can do a better job by 
getting the answers to these types of questions. Will that be okay?” 

“Not to be personal, but to do a better job for you, may I ask you a
few questions?”

“To serve your needs to the best of my ability, I need to get to know
your specific situation and concerns. Do you mind if I ask you a few
questions now?”

“With your permission, I’d like to ask you a few questions now. They
will help me maximize your time here and make sure that I provide
the right solution to your particular need. Okay?”
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3. QUALIFY

4. NEED ACKNOWLEDGEMENT

5. PACT ACKNOWLEDGEMENT

The discovery process with regard to determining NEED can begin as simply 
as “What brings you folks out to Ajax Autos today?” It can be as complex and 
time-invested as having your customer fill out a twenty-question survey. 

Many of the top companies we’ve trained in the health and fitness field have
built into the facility tour a questionnaire or survey. The survey allows the health 
consultant to isolate the information necessary to find out what is important, what 
is really important, and, what’s not very important at all to the potential member. 
This valuable information is then used to move the membership sale forward. 

Whatever the situation, you must invest all the time required to find out what 
is going on in your client’s mind. You must take care of this important step com-
pletely before attempting to prescribe product benefits. There are no exceptions. 

Take the real estate industry for example. A champion salesperson would
never start showing property without first qualifying the prospect. A significant
number of variables will dictate which properties will and will not be shown. For
example:

■ family budget

■ any expansions in the family, such as having a baby or having 
grandma move in with them

■ any reductions, such as children going off to college or having 
gotten married

■ the type of neighborhood they are interested in

■ proximity to good schools

■ proximity to jobs for each spouse

■ location of major traffic arteries

■ distance to medical and health facilities

■ peace and quiet or the “hubbub” of city life.
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Without qualifying, you’d be showing starter homes to millionaires and 
mansions to apartment-seeking newlyweds. Initially, you have a lot of questions 
with big, long blanks where the answers should be. Start out with a friendly, 
conversational question. “What brings you good folks our way today?” Generally,
your customers will start filling in the blanks for you right away. 

Even as those blanks get filled in, you know there are other empty spaces on
the page, so you keep on asking those friendly questions. Slowly, surely, and courte-
ously you begin to narrow the focus to discovering their real needs. Your efforts in 
this element are enhanced by your professionalism, which was initially demonstrated
in handling our first element of building TRUST. People considering doing business
with you appreciate a professional attitude. It proves you care. They respond 
positively because they’ll see that you are competent, credible, and trustworthy.

You see how this works? First things first. One step at a time. A place for 
everything and everything in its place.

One of those steps is to repeat what you have just heard from them. This
serves two very important purposes:

1. Repetition shows that you are actively listening to your customer, and

2. It makes sure you and your customers are on the same page.

Use these phrases:

If you’re not clear in your understanding, now is the time to get clear on 
anything that may not be exactly what they need or want. If you are correct in your
understanding, you’ll be ready to move on to the next step. 

When you make the effort to prove that you, your product and company are
credible, and that your intentions are directed toward providing unique solutions 
to your customer’s unique problems, the discovery of needs process becomes much 
easier. Sometimes it flows so naturally as to be unnoticeable as a sales step at all.

“Let me see if I understand.”

“Let me show you an example so I can be sure I understand exactly
what you want.”

“If I’m hearing you correctly, you’re looking for this, that, and the
other in blue, right?”

“So as I discuss what is really important to you, Mrs. Prospect, let me
see if I understand what you’ve just said.”



Sell It Today, Sell It Now — Mastering the Art of the One-Call Close

Copyright 2002 Tom Hopkins International, Inc. 27

STEP #1: PROBLEM

IDENTIFICATION

Let’s discuss Step #1 of the Need
element, Problem Identification, 
in a little more detail.

These are questions that require
something more than a reflex answer

on the part of the potential client. They are conversation starters and beginning a 
conversation in retail sales is what opens the door to providing them assistance and
closing sales.

A one-time closing master knows there’s more to the tale. Why does she
want cabinets in the first place? How many cabinets does she need? What size?
How many drawers? What finishes or colors? Glass or solid fronts? Modern or 
classic styles? Will they need cabinet liner paper? How about a set of brass cup
hangers? Ah! You see, you don’t know it all. That’s what PROBLEM IDENTIFICA-
TION is all about.

Example:

You: “Hello. What brings you to Cox’s Cabinet Corner?” 

Potential client: “Oh, I’d like to unpack my fine china, but we need
more room.” 

You: “So, you’d like something distinctive to set up and I’m sure
show off your fine china. Right?”

Potential client: “Oh, yes. Can you show me something in a dark
wood?”

You: “Of course. Just step over here. If you don’t mind my asking, 
in what style is your home decorated?”

“What brings you into Cox’s
Cabinet Corner today?” 

“What brought you to Triple
A Auto this morning?” 

“How can I help you this
morning?” 
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The problem has been identified!

Example:

Example:

Here are a few more examples of PROBLEM IDENTIFICATION openings 
and the likely responses.

“Good morning. What brings you out to Ajax Autos today?” 

The man replies, “Well, the boy is headed to college next month.
He’ll be needing some wheels.”

“Good afternoon, sir. What brings you out on such a soggy day?” 

The reply might be: “The soggy day. I need a new rain coat.”

You could then answer, “Looks like you got here just in time. If you’ll
step over here I’ll be glad to show you what we have available. Do
you have a color preference?”

“Hi, thanks for coming in. Would you like to just look around or is
there something in particular you’re looking for?”

“Mrs. Smith, when I first contacted you, I had hoped to help you
lower your monthly utility bills. What would you say is your biggest
concern with your current usage?”

“Mr. Johnson, when we arranged this meeting, you mentioned that
you are concerned about your financial situation and wanted to
review where you stand today. Tell me more about your specific 
concerns. For example, how soon would you and your wife like to
begin enjoying a retirement lifestyle?”
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TRACK 9, THE ELEMENTS OF

NEED

STEP #2: DISCOVERY

11:55 minutes

Our next step in reducing sales 
resistance is to ask more questions to
help us discover more details about 
the problem. 

Step #2, DISCOVERY, is where you
get the potential client to expand on
their NEED by asking the right 
questions. 

It helps you narrow your focus, and
theirs, to a particular type of product and whatever options might apply. You may
ask basic questions that can be answered with a “yes” or “no” initially to hone in on
the general area of interest. However, eventually, you’re going to want to ask more
open questions to get detailed answers. 

Open questions require thought on the part of the individual. They cannot
be answered with “yes” or “no.” They encourage discussion. Open questions 
usually start with the basics we learned in English class in elementary school: 
Who, What, When, Where, Why, and How. 

For example, you already approached your potential client appropriately,
demonstrating COMPETENCE. You then asked your PROBLEM IDENTIFICATION
question:

“Hi, folks what brings you to Digital Domain?”

Their response is: “We need a sound system for the office.”

At this point, you move right into DISCOVERY with a question such as:
“Where will you be using the sound system?” Another good question
would be, “How many offices will it need to cover?”

Their response might be: “We work out of our home.”

You continue DISCOVERY with: “What type of system do you have in
mind? We have packaged units or we can custom design a system
for you from different products.”
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Other DISCOVERY questions would include: “How do you prefer to listen to 
your music? On cassettes? CDs? Or, just the radio?” Or, “Will you be wanting video
capabilities as well as audio?” 

The answers to your open questions will provide you with valuable informa-
tion you need in order to determine which of your products or which options or
accessories will best resolve the challenge presented in the last step of PROBLEM 
IDENTIFICATION. You will gain knowledge you will need for the HELP and HURRY
elements of the sale, as well. Your questions will also force the potential client to
think as if they’re making a purchase. After all, they don’t want to resolve some of
their needs, but all of them. So, they’ll need to tell you everything in order to have
you direct them appropriately.

In a business-to-business setting, the discovery segment might go something
like this:

Okay, you now know where and what the deadlines are for the project. 
As you ask the balance of your questions, you’ll have those two key points in the
back of your mind. If there’s any reason that comes up that would cause you to
question the feasibility of either the location or the time frame, you’ll be speaking
from solid information already provided.

A good example of an open question is the involvement question. An
involvement question is one the client will have to answer after they own the 
product or service.

“John and Mary, I know of a good landscaping company. Once your
new home is built, will you do the landscaping yourself or would you
have it done for you?” 

“Where in the office will you put the new copier?”

“Jim, I’m happy for the opportunity to talk with you today about
your company’s expansion needs. Where will the expansion site be?”

He might answer, “It’s on the piece of land behind our existing 
location.”

You would then ask, “What is your goal for completion of the project?

His reply might be, “Well, Tom, we’d like to have the new division up 
and running by the end of the first quarter.”
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Once they answer those questions, they’ve begun to take mental ownership
of the product or service you will soon offer them. They’re picturing the landscaping
being done. 

Or, they’re envisioning the copier in place and in use.
Another type of question that is helpful in selling situations is the closed 

question. A closed question can usually be answered reflexively by the other party. 
It doesn’t require a lot of thought, but can certainly allow you to move 

forward at a good clip. 
Examples of closed questions that apply to the DISCOVERY segment of 

reducing sales resistance include the alternate of choice, which is a question with 
two answers. Either answer means they’re moving ahead with you in the progres-
sion of the sale. An example would be,

If you only have these two colors, this question helps you cover that point
quickly, without a lot of discussion and move on to the next point. It’s a way of 
funneling through the mass of information you, the sales expert, have and getting
down the line to the exact product, style, and color that will satisfy the client’s
need.

The alternate of choice is particularly good for delivery or installation date
questions. 

What happens when they answer those questions? They’re telling you how
soon they’ll take your product or service and you haven’t even offered it to them
yet. Their sales resistance is getting lower with every answer they provide.

Another example of a closed question is the tie-down. Tie-downs are 
questions at the end of a sentence that demand a “yes” reply. Tie-downs include 
phrases such as wasn’t it, doesn’t it, wouldn’t it, and won’t you. Those phrases 
get your potential client’s agreement to a point you make. To help reduce sales
resistance, you might use this sentence:

“We can begin your service on the 10th or the 20th of the month.
Which would you prefer?” 

“Delivery of your new living room furniture can be arranged for
Thursday or Saturday. Which day works better for you?”

“This model comes in both blue and black; which color would better
suit your decor?”
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Of course, it does. Who would disagree with that? You may not believe it to
be a key element in discovering their NEED, but if they’re more concerned with
economy than quality, you’ll need to know that before ever presenting a product,
won’t you?

Another questioning strategy is the porcupine question. With a porcupine
question, you answer the right question with a question to get them to elaborate or
to begin filling out your form. Now, I know we’re still in the area of reducing sales
resistance. So, you need to handle this one carefully so as not to increase it. 

Let’s say your client says, 

“We need to have our new widget installed by the first of next month. Can
you get us one by then?” 

This is a potential land mine question. If you can’t deliver by then, you have
very possibly lost the sale. If you don’t know, you’d better have a way of getting 
the answer quickly or you’ll put a dent in that credibility you earned in the TRUST-
building element. 

If you can deliver by then, you want to do more than say, “yeah, sure, we
can.” You want to do two things: 

1. you want to get them to confirm that the delivery date is a critical
element in the sale; and,

2. you want to get permission to write down their answer on your
paperwork.

This is a vital point in the sale and must be handled properly. Your best
answer to “Can you get us one by the first?” is “Is the first of the month critical to
your time schedule?” Have you been rude and not answered their question? No.
Not at all. You’ve asked for clarification of the point before answering. 

If that date really isn’t critical, they’ll have to tell you and you may have
gained leeway on delivery time that your company needs. If it is critical to the sale,
you’ll need to know that and proceed through the rest of the steps toward the sale
with that in the forefront of your mind. After all, that delivery date could end up
being the one deciding factor for this client as to where the sale goes — to you or
to your competition.

So, you now move to the paperwork with that tidbit of information. Expect
them to stop you. 

“Investing in a quality product makes sense, doesn’t it?”
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This is not a bad thing. It shows, first of all, that they’re serious and, secondly,
that they’re paying attention. Those are two things that a real potential customer
does versus someone who is just shopping around. 

To ease that potential increase in sales resistance, in fact to lower it even
more, you would say, 

Those words will provide you with two advantages. 

1. You’ve just demonstrated a concern for details, which again is a 
reflection of your credibility. It reinforces the trust you’ve earned. 

2. You’ve gotten their permission to write on the paperwork without
increasing their resistance. What you’ll find in most cases is that once
you’ve gotten past this point, they’ll tell you other details that are 
important and expect you to write them down.

“Over the years (a credibility phrase), I’ve found it beneficial to make
notes during conversations so I can do a better job of helping 
people. I wouldn’t want to forget any details, especially anything
that is critical to your decision. So, I hope you won’t be offended, 
if while we chat, I make a few notes.”



Copyright 2002 Tom Hopkins International, Inc.

Sell It Today, Sell It Now — Mastering the Art of the One-Call Close

34

HOMEWORK: Use one of the sample conversations from this segment in 
the context of your product or service. How would you begin expanding your 
customer’s need? What questions could you ask? How could you develop appropri-
ate follow up questions from their responses?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________
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TRACK 10, THE ELEMENTS OF NEED

STEP #3: QUALIFY

8:26 minutes

Step #3 in the NEED element of 
reducing sales resistance is to QUALIFY.

Millions of sales have been lost
because salespeople did not invest the
time to qualify a potential client. Millions of
hours have been wasted on sales that could
never be for the same reason. You have to
know whether or not your prospect can
afford your product or service before you
invest your time in presenting and closing
them on it.

With some products and services, qualifying could be handled as simply as 
asking, “Do you folks have a price range in mind?” That’s the obvious question.
And it’s just as obvious that most people will be hesitant to jump into answering
such an important question so early in the process. Remember we’re still working
with the sales resistance thermometer. Asking too early will not only create barriers
to open communication, such questions can actually offend your customer and
backfire by increasing their sales resistance.

You must qualify every prospect every time. 

N What do they have NOW? This tells you past experience — their past 
buying habits.

E What do they ENJOY most about what they have now? Past hot 
buttons are things they’ll want to enjoy again. Or, your product will
have to be better than their past product.

A What do they want to ALTER about what they have now? Your product
or service should help them achieve what they’d like to alter.

D Who is the DECISION-MAKER? 
“John, if we are fortunate to find a solution that satisfies your need, 
who other than yourself would be involved in the final decision?” 
In a business-to-business situation, “What is the normal process your
company goes through in acquiring new products and services?”

S “John, as a representative of this company, I have the ability to
research and analyze your needs to find the best SOLUTION.”
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Now that you have a clearer picture of what they want, you’ll need to 
determine how much they can afford or are willing to invest in what they want.

Often customers just don’t have a clue as to a price range or how much
they’re really willing to invest in a product or service. Qualifying will determine that 
information for both of you. 

The Triplicate of Choice for Money

The Triplicate of Choice is based on the fact that people prefer to make 
decisions based on choices. Rather than giving them a take-it-or-leave it, yes or no
decision, you provide three different amounts. Multiple choices make for faster and
easier decisions. 

Begin with Amount #1 which should be twenty percent above what you are
hoping they will invest. Use a statement something like this:

Follow up with Amount #2, which should be fifty percent above the amount
you believe this person can invest. Say something along the lines of,

Then offer Amount #3 as the figure you want them to invest as a minimum.
Then say,

Now here is the fascinating part. Seventy percent of the time your customers
will choose the middle figure. They won’t go for the high of $150.00 or even the
low of $100.00, but seven out of ten times will choose the middle ground of
$120.00 which is twenty percent above your “bottom line.” 

“Then, we have those folks on somewhat of a limited budget who
can only invest about $100.00 for this type of gear.” Follow up with
the statement “Tell me, Mr. Prospect, which one of these people 
are you?”

“We have those fortunate few who are able to invest as much as
$150.00 for a hiking parka.”

“John, most of our happiest clients have been able to invest as much
as $120.00 for a quality hiking parka.”
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Now here is the fun part. Follow up immediately with a statement geared to
moving them from the $120.00 to the $100.00 figure.

Using the Triplicate of Choice we’ve just removed a major objection that you
could and probably would have heard later that “it costs too much.”

“You know, right from the beginning I’ve felt we could save you
some money, John. I feel the hundred dollar parka would be suitable
for your needs.”
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TRACK 11, THE ELEMENTS OF

NEED

STEP #4: NEED

ACKNOWLEDGEMENT

6:07 minutes

This step of NEED ACKNOWLEDGE-
MENT is different from the first step in
the element of NEED, which was
PROBLEM IDENTIFICATION. In that
step, we were just getting a general
idea of their need. At this point, we all
agree they have a problem — not just
any problem, but the specific one

we’ve deciphered from the questioning process up to this point. We’re popping out
the end of the funnel we put all the information into with a very clear picture of
what they see as the ideal resolution to their challenge.

Step #4 in establishing NEED is one of the shortest steps in reducing sales 
resistance, though a critical one. In fact, it is primarily a summary of the preceding
three steps leading to your prospect agreeing with your assessment of the situation.

With an intangible product or service, your NEED ACKNOWLEDGEMENT
statement might sound like this:

“John and Mary, if I understand you correctly, you’re hoping to retire
to Florida in 20 years with enough income to live the same lifestyle
you currently have. You’d also like to own a condo here where you’d
stay when you return to visit family and friends and you have an
interest in handling long-term health care needs should either of you
require it. Does that cover your major concerns?”

“So, John and Mary, let me see if I understand what you’re seeking.
You’re looking for a 1/2 ton, four-wheel-drive pickup truck in the 
fifteen thousand dollar range. You want it to be no more than two
years old and in a dark color, preferably blue or indigo. Is that 
correct?”
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In a business situation, your NEED ACKNOWLEDGEMENT statement might
be something like this: 

Now is the point to be absolutely certain that you have all the information
they have to share regarding their need. If their answer is not a resounding ‘yes,’
review the notes you’ve taken. Go back to asking more questions to clarify what it 
is that’s missing from your synopsis. It could be some small point they forgot to
mention that should become blatantly obvious to them once you give your 
summary review. 

Reinforce the fact that they can trust you and that you’re not asking for a 
decision at this point, just their agreement on what their needs are. 

Once you have made a summary statement that covers all the bases, you 
and your potential customers are in agreement. They acknowledge that they have a 
need. You’re standing on common ground beside them, looking toward the answer
together. Their sales resistance is very nearly gone and they’re beginning to look to
you as their guide on the journey to resolving their problem. 

“Jim, from what we’ve discussed so far, the solution you see as being
ideal for your current situation would be to find the technology to
put your entire sales force online and to have them able to share
both statistical information and how they successfully handled certain
selling situations. Then, to have all of this information provided to
you in a simple weekly report so you can determine the strengths
and weaknesses of individual team members as well as the entire
team as a whole. Does that pretty much sum up your needs?”
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TRACK 12, THE ELEMENTS OF

NEED

STEP #5: PACT

ACKNOWLEDGEMENT

10:49 minutes

Step #5 in establishing NEED is
called ACKNOWLEDGE THE PACT. 

Before we can move onto selling, 
we need to get all parties involved to
acknowledge that there is a pact in 
existence. The pact we’re talking about
here is an agreement made prior to the
sales process. It is made with yourself,

your spouse, significant other, business partner, or fellow committee members that
you will NOT purchase anything during the process, today, right now, etc. 

The best way to handle pacts is to address them head on, at the appropriate
moment, of course. 

If you break the pact too early, you can create the very opposite effect of
what you want. You can turn off your prospect and impede or even ruin the sale. 

The two-step process for dissolving pacts:

1. acknowledge the pact, and

2. break the pact

In the first place, you may as well acknowledge a fact everyone already
knows exists. Acknowledge the pact. This is best accomplished through the use of
light humor. Here’s a good example.

“I bet you folks kicked off the covers this morning and said to each
other, ‘Honey, today’s the day that we re-arrange our financial situa-
tion. We eliminate our debt. We lower our interest rate we’re paying
on our credit cards, and we start building financial freedom. Isn’t
that just great?”

At this point, you say, “You didn’t!” with mock astonishment.
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If you’re facing a committee, you can’t be afraid to be point blank with these
people. Try these words:

Nine times out of ten that will be the case and since you’ve done such a
good job to this point, they’re not going to lie to you. They’ll admit it. They’ve
acknowledged there is a pact. 

The next step for you is to get them to open their minds to the possibility
that you just might have the best answer for them. You might say,

“I understand your situation and your desire to evaluate several
potential vendors. All I ask is that you keep an open mind about
what I’ll share with you in a few moments, and if it’s truly far and
away the best solution for your needs, that you won’t let your pact
stand in the way of taking advantage of the benefits as soon as 
possible.”

“I understand that your deadline for making a decision on this need
is fast approaching. In fact, I’ll bet you all decided before I got here
that today would be the day to make a decision and complete this
project.” 

As they look nervously at each other and confusingly at you, you would
continue with, 

“You didn’t? It’s more likely that what really happened is that you
agreed prior to our meeting today not to make a decision today no
matter how good it sounds. Is that more like it?”

Keep the humor flowing with, “What really happened is that you 
probably made an agreement that ‘no matter how good it sounds,
we are NOT buying anything TODAY!’ Am I right?”

Keep going with, “I completely understand your feelings because I
have done the same thing myself many times.” 

Follow up with, “All I ask is that if you see something here today that
would benefit you and your family, and probably save money in the
process, that you don’t let a little pact you both made earlier stand
in your way. Fair enough?”
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TRACK 13, THE ELEMENTS OF HELP

10:42 minutes

At this point, you can begin directly addressing your potential client’s wants,
needs, and desires in the third element of our Sell It Today system, which is HELP.
With the level of trust you have built, you should now be viewed as a counselor or
consultant. You have achieved the goal of becoming liked and trusted. Better still,
your customer has just recognized publicly that he or she has a specific need. You
have agreed on the need and they’re ready to listen to you.

Sales resistance is at an all time low. At this point, it really doesn’t matter
whether you or the prospect initiated the sale. This is the point where your poten-
tial client is at least willing to listen to your presentation with curiosity and respect
for what you have to say. 

Now, to answer the dominant question: What’s in it for me?” 
You address this attitude by quietly, logically, courteously, and relentlessly

explaining your product’s facts and benefits.
“What exactly is a fact as it relates to my product or service?” 
A FACT is something that is real. It has a provable existence in that it can be

seen, heard, touched, tasted, or smelled. A fact makes clear the obvious and the
not so obvious. It is something that is undeniable and indisputable. It can be
backed up with proof of some sort.

A BENEFIT is what the fact will do for your customer. It answers that nagging
question “what’s in it for me?” High gas mileage, means fewer trips to the pump
and lower gasoline charges — thus, money freed up to be spent on something else.

“What that means to you, John, is fewer trips to the gas station.
Thus, freeing up some of the money you now spend on gasoline for
something else.”

“John, our factory tests have shown the Warthog 2000 to get 24
miles per gallon with highway driving and 20 miles per gallon in the
city. My clients who own it have found those figures to be true as
well.”
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When you are in the HELP portion of your presentation, the only statements 
you should make regarding your product or service should be facts and benefits.
Anything else is extraneous and will only serve to distract your customer away 
from your presentation. 

There are five steps to the HELP element of the Sell It Today system. 
They are:

1. PRODUCT IDENTIFICATION

2. COMPANY EXPERIENCE

3. SALESPERSON EXPERTISE

4. THIRD PARTY ENDORSEMENTS

5. PRODUCT FEATURES

Each of these steps is worth 10 degrees of sales acceptance. 

STEP #1: PRODUCT

IDENTIFICATION

A one-call closing master always
looks at every sale from the customer’s
point of view. You have to get yourself
out of the way and see things through
the eyes of the potential client if you
want to succeed at all in this business
of selling. You are not the star of your
presentation, the product is. 

For example, let’s assume your 
company is Ajax Autos and that it is a
distinguished company with a long 
history of providing customized vans.
Your customer arrives and is interested

in a mini-van. A pertinent FACT you’ll want to share is this:

S
A
L
E
S

A
C
C
E
P
T
A
N
C
E

100°

0°

  

 

 

 

 

 

 

 

 

10° Product Identification

}
}

H
U
R
R
Y

H
E
L
P



Copyright 2002 Tom Hopkins International, Inc.

Sell It Today, Sell It Now — Mastering the Art of the One-Call Close

44

The BENEFIT would be this:

In other examples, Mr. U.R. Elle isn’t shopping for your Internet service. 
He needs to maintain customers with instantaneous e-mail response to customer-
service inquiries.

Miss Landsakes isn’t really interested in the quality printing of her new real
estate yard signs. She wants prospects to pick up the phone and call that phone 
number.

Mrs. Fuselage isn’t really interested in ordering hydraulic aircraft controls. 
She wants a lower cost for maintenance and a smoother ride for her corporate
clients.

“Since we’ve been doing this longer than any other company, our
experience has allowed us to work out all the kinks that plague so
many other mini-vans. At the same time, we’ve incorporated all the
features our satisfied clients have told us they felt would add to their
enjoyment of our mini-vans. The result is a mini-van that is the safest,
most reliable, and our customers tell us, the most comfortable in the
world.”

“Mrs. Prospect, Ajax Autos has been selling mini-vans to happy 
customers for years. In fact, we were the first company locally to
offer mini-vans to the public.” 
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HOMEWORK: Take a few moments now to list the prominent facts about
your product or service. Then, write a statement for each fact that answers the
question, “What’s in it for my client?” Then, listen to this segment again to help 
you fine tune the benefits you’ve come up with.

Fact: ______________________________________________________________________

___________________________________________________________________________

What’s in it for the client:___________________________________________________

___________________________________________________________________________

Fact: ______________________________________________________________________

___________________________________________________________________________

What’s in it for the client:___________________________________________________

___________________________________________________________________________

Fact: ______________________________________________________________________

___________________________________________________________________________

What’s in it for the client:___________________________________________________

___________________________________________________________________________

Fact: ______________________________________________________________________

___________________________________________________________________________

What’s in it for the client:___________________________________________________

___________________________________________________________________________
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TRACK 14, THE ELEMENTS OF

HELP

STEP #2: COMPANY EXPERIENCE

4:52 minutes

Step #2 in building sales acceptance 
is COMPANY EXPERIENCE.

Your company’s experience is impor-
tant, but only in the context of a 
benefit or set of benefits to specific
customers. 

First, let’s take the case of a large,
national retailer with outlets through-
out the nation. 

The FACT is that: “Apex MegaStore is America’s largest retailer serving rural
markets.”

The BENEFIT to our potential client is: “Our size and the large number of
our outlets, let us purchase in quantities far beyond our competition. That means
we get lower unit prices, which we pass along to you folks. Also, we’re located all
around the country for your convenience, even when you’re on a business trip or a
vacation. Since everything in our stores is standardized, you’ll know what you’re
getting when you walk in the door. All stores are laid out the same, which makes it
faster for you to find what you need. And, they all carry the same brands so if you
found something you liked in one location, you can rest assured you’ll find it in the
next one as well.”

You can provide additional benefits for that same fact, if you deem it 
necessary. 

Another FACT might be: “One of the elements that has added to our growth
is our ‘no questions’ philosophy with regard to returned items.” 

The BENEFIT to the client is: “This has made our clients feel secure that they
will always receive great value in any purchase made at Apex MegaStore and no 
hassles should you find a need to return any item at all.”
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Now, let’s apply the same philosophy to the opposite situation. Your store is
a single-unit retail outlet.

FACT: “The ‘Lil Red Store has been serving this community from this same 
location for more than 25 years.”

BENEFIT: “Because we have served this community so long and because we
are solely dependent upon local business, we have developed a unique insight into
the specific needs of people in this area. You know everything in our store works
well in this climate because it’s been proven year after year by your friends and
neighbors. Naturally, the manufacturers we have chosen to represent offer full war-
ranties, so our customers feel secure that they will always receive great value in any
purchase made at The ‘Lil Red Store.”

If you’re in the insurance business, find out what your company’s rating is
with A.M. Best. If you’re rated well, use that fact as a benefit.

“John, our company has achieved an A++ rating with the indepen-
dent rating firm of A.M. Best. That’s their highest rating possible!
What that means to you, John, is that you’re with a company that
has financial strength, sound operating performance and a strong
future. We’ll be here for the long haul and treat you well.”
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HOMEWORK: Consider the facts you recite most often to prospective
clients. Change those facts into benefit statements or questions you can use with
your very next potential client. Be certain to write down the words you choose to
use. Review them again after using them and see how you might fine-tune them
based on the reaction your prospects had to them. 

Company fact: _____________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________

Company fact: _____________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________

Company fact: _____________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________

Company fact: _____________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________
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TRACK 15, THE ELEMENTS OF

HELP

STEP #3: SALESPERSON

EXPERTISE

6:20 minutes

Step #3 in the element of HELP is
SALESPERSON EXPERTISE.

Now, they need to know more 
specifically what the benefits are to
them of your personal or business
experience. 

Let’s see how this works with an 
example from the timeshare industry.

FACT: “I grew up as an Army brat and later started my career in the military. 
I have traveled all over the world to many exotic places. While I was in the military,
my job was bookkeeping and I was able to get a degree in accounting through a
program offered by some top universities. After serving 20 years, my wife and I
wanted to settle down in one place to raise our family, and still be able to travel on
vacations as often as possible. I looked into many travel industry careers and time-
sharing made the most sense for me.”

Now let’s apply that to the needs of your customer.

BENEFIT: “My Army career and my travel experience have let me help many
clients and the people they refer to me to take advantage of great opportunities to
travel to many different locations around the globe that were particularly suited to
their needs and interests. It has also helped me become one of the top salesper-
sons in my company. I feel it has been a win/win situation for my customers and
myself.”

If you own your own product, which you should, be willing to share where
you came from and what it’s done for you. Then, use the commonality information
gained earlier to show that you can help them make it work for them as well. 

FACTS: “John and Mary, when I first heard about the services offered by my
company, I was a consumer, just like you. My wife and I had gotten in over our
heads with debt and hadn’t seriously planned for our retirement or to help our kids
with college. With just a few minor changes in how we were handling our money,
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we’re now debt-free, have enough insurance coverage to protect our family’s
lifestyle should something unfortunate happen to either of us, and we’re going to
be able to do a lot for our kids when they reach college.”

The BENEFIT part of this is: “The reason I’m telling you this, John and Mary, 
is that you’re sort of in the same boat I was in. You’ve told me how important it is
for you to be able to live the same lifestyle upon retirement and to help the kids as
much as possible to get started on their independent lives. Since I’ve been where
you are, I can show you how simple it is to achieve your financial goals — especially
if we get started now.”

Live by these words: For every fact I provide, there must also be a benefit
given, if I’m going to be the one to help them.
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HOMEWORK: Write out facts about yourself that may prove valuable to your 
potential clients. Then, write out the benefit to them for each fact. If you can’t come
up with a benefit for some facts, it could be you’ve been tossing out facts that
aren’t really helping to move the sale forward. And, that’s something you want to
eliminate from your presentation to become a one-call closer.

Personal fact:______________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________

Personal fact:______________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________

Personal fact:______________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________

Personal fact:______________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________
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_ TRACK 16, THE ELEMENTS OF
HELP

STEP #4: THIRD PARTY

ENDORSEMENTS

7:31 minutes

Step #4 of increasing sales accep-
tance involves the use of THIRD PARTY
ENDORSEMENTS. These endorse-
ments work in two ways: 

1.   a third party may refer new 
customers to you or your company;
and, 

2. even without a referral, you can use such endorsements with potential
new clients to assure them that your company can help them as they
did the third party.

If someone makes contact with you by way of referral, be certain to get the
name of the third party making the endorsement. You’ll want to review their sale in
your mind to know what good, bad or ugly details may have been shared. This will
give you an idea of what image this new contact may have of you and which prod-
uct they may have an interest in. 

You should have no challenges with establishing common ground with a
referred lead. You already have the third party and their situation in common.

Also, be certain to send a thank you note to the third party who made the
referral whether you make a sale with this client or not. That little token of common
courtesy will keep them sending other referrals your way down the road. 

Non-Referred 

Do your best to gather letters from satisfied clients that you have permission
to show to others. 
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Sample testimonial letter: 

Dear Mike, 

My purpose in writing is to thank you and your company for the
tremendous job you did serving our needs. As you know, we were
somewhat dubious about going ahead and investing in your product.
But after seeing all the benefits it has brought to our family, we had 
to write to sincerely thank you for the great job you did for us. Please
feel free to show this letter to anyone thinking of doing business with
you and your company because we know they will be happy they did. 

Sincerely,

Here’s how a third party endorsement could work for our timesharing vet.

FACT: “This brochure will show you some folks just like yourselves who have 
purchased timeshares from our company and how their experiences have improved
their lives. Also, there’s an article printed in CondoWorld Magazine about our
unique ability to match people and places.”

BENEFIT: “What this means to you folks, is that we can create a timeshare
plan that is a perfect match to your travel desires and your budget. As this article
states, you’ll see that our high level of expertise in this industry means you’ll get a
lot more vacation for your vacation dollar.”

In a seller-initiated situation, you would have time to research the best 
possible endorsement for the potential client. In a buyer-initiated sale, you’ll have 
to be quick and well-organized to put your fingers on just the right endorsement 
for each situation. 

Memorize the best third party endorsements so if time does not allow you 
to go get something in print, you’ll at least have the information at the tip of your
tongue.
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TRACK 17, THE ELEMENTS OF

HELP

STEP #5: PRODUCT FEATURES

3:49 minutes

As a sales professional, you should
know what all the FEATURES are of
your PRODUCT. Features are basically,
what it does; the sizes and colors it
comes in; how easy it is to install; how
flexible the various components might
be, etc. 

Here’s a look through the product
features of replacement windows from the customer’s viewpoint.

FEATURE: “Our window units are made of the finest and highest grade 
aluminum money can buy. Then, they are coated with a baked-on enamel at the 
factory.”

BENEFIT: “Our construction techniques offer a number of money-saving 
benefits. For example, our customers find that they enjoy significant savings on fuel
and maintenance costs.”

BENEFIT: “This model is designed for the type of installation your home
requires. In addition to the savings in energy costs, the exclusive tilt-in feature can
save you time and effort when it comes time to clean your windows. That means
less time scrubbing and more time enjoying the view through them.” 

Do you see how the benefits present both the logical and emotional
appeals? It’s ideal if you can prepare your presentation so you do both. Most 
people don’t make buying decisions logically. They make them emotionally.
However, once the decision is made, they’ll rationalize it with the logic you have
presented. 

With an intangible product such as financial services, you might explain 
product features this way:

FACT: “Our insurance rates are lower than what you’re paying right now.”
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BENEFIT: “By changing to our plan, you’ll free up money you need to invest
in your retirement program. Thus, making the added investment in your future 
without having to put in more than you’re spending now and still take care of your
family like you wanted to with the life policy.”

HOMEWORK: List the facts and benefits of your product or service.

Fact: ______________________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________

Fact: ______________________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________

Fact: ______________________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________

Fact: ______________________________________________________________________

___________________________________________________________________________

Benefit: ___________________________________________________________________

___________________________________________________________________________
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TRACK 18, UNDERSTANDING HURRY

11:48 minutes

URGENCY and FEEDBACK need to be implemented during this fourth 
element, the element of HURRY. 

Apply the information gathered during the NEED process, rely on the 
universal mindset of your customer, which now is that of wanting you to help them,
and turn those be-backs into sales. 

Two critical issues are involved.

1. Timing is essential. You must always know where you are in the
presentation and how much time is left for you to complete it.

2. Reaching 100 degrees of sales acceptance must be done in small
increments, one small step at a time.

People give all kinds of reasons for buying a product or service, but when
you pin them down to “seriously, now, why did you buy it?” the answers fall into
three categories:

1. Ownership solves a challenge they were having.

2. Ownership satisfies a need.

3. Owning this product or service is a goal they aspired to.

Customers go ahead today and now for another set of three reasons:

1. They buy for need.

2. They buy for desire.

3. They buy for urgency.
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The five steps to HURRY create a natural and positive sense of urgency:

Step #1 is POWERFUL PRESENTATIONS in which you showcase the features
and benefits of your product as they relate to each customer’s need. 

Step #2 is THREE-OPTION CLOSE for eliminating “I’d like to shop around”
objections.

Step #3 is called BREAK THE PACT. You break up the agreement made by
your customers not to make a purchase today.

Step #4 is where you use the SUMMARY TRIAL CLOSE to summarize the
key points of your presentation and test to see if the customer is ready to consum-
mate an agreement.

Step #5 is the INVESTMENT CLOSE. The financial aspects are disclosed only
after the salesperson is absolutely certain that it is the appropriate moment for 
the close.
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TRACK 19, THE ELEMENTS OF

HURRY

STEP #1: POWERFUL

PRESENTATIONS

13:23 minutes

Let’s move on to Step #1,
POWERFUL PRESENTATIONS.

If done correctly, this system can 
generate 90% of the sales acceptance
required for an immediate sale.

This is the most important element of the Sell It Today, Sell It Now system!

1. Begin by breaking down your product demonstration into segments
highlighting each individual feature of your product or service that you
know will benefit this individual client.

2. Present each of those features in the following manner, and only in the
following manner.

a. First, you state the FACT. 

b. Then, you show the BENEFIT. 

c. Once the benefit is given, you must create URGENCY. 

d. And ask for FEEDBACK.

FACTS and BENEFITS create the sale. URGENCY and FEEDBACK make it
happen now. 

By using each feature of your product to create a reason to get involved
today and now, you can create a tremendous sense of urgency without being 
perceived as a high-pressure salesperson.

The fourth step of asking for FEEDBACK serves two purposes: 

1. It provides a way to monitor your progress, and 

S
A
L
E
S

A
C
C
E
P
T
A
N
C
E

100°

0°

  

 

 

 

60° Presentation/Demonstration 

50° Product Features 

40° Third Party Endorsements 

30° Salesperson Expertise 

20° Company Experience 

10° Product Identification

}
}

H
U
R
R
Y

H
E
L
P



Sell It Today, Sell It Now — Mastering the Art of the One-Call Close

Copyright 2002 Tom Hopkins International, Inc. 59

2. Helps you see if your customer is ready for the next logical step.

Here’s an example for the automobile industry:

FACT: “This powerful V8 engine is the largest stock gasoline engine made in
the U.S.”

BENEFIT: “This engine will allow you to pull your boat with ease and it’s a 
standard feature with this model.”

URGENCY: “This particular engine will not be an option on next year’s truck
and even with the smaller engine there will be a higher sticker price on the new
model. So, next year you’d be paying more for the same model, but with less
power.” 

FEEDBACK: “Because next year’s model will look and ride exactly the same,
which one do you think would fit your needs and pocketbook the best?”

Here’s an example using a swimming pool in a resort property.

FACT: “Here we have a full-sized pool, Jacuzzi, and kiddie pool with an 
expansive deck.”

BENEFIT: “As an owner here, you can relax by the heated pool any time of
the year. We also have water aerobics, water volleyball and many other activities for
adults and children alike.”

URGENCY: “This is our first pool. We have five more. In fact, our developer
is investing millions of dollars on additional amenities impacting the future value of
the property and vacation lifestyle of our owners.”

FEEDBACK: “At this point, I don’t know if you are interested or not, but if
this were something your family could use, when do you think would be the best
time to get involved?”

Let’s see how this works with something as simple as a DVD system.

FACT: “This particular unit is a state-of-the-art DVD system.”

BENEFIT: “It is the highest quality DVD available at this time and will give
you better picture and sound reproduction than anything else on the market.”
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URGENCY: “I have just two of these units in stock right now. One was
returned because it was a gift and the person receiving it already had one. 
The package has been opened, but the unit has never been used. However,
because it’s been opened, I can give it to you at a lower amount with the same
guarantee.”

FEEDBACK: “Although the unit is new and has never been used, or even
plugged in, the carton was still opened. Technically, we can’t sell it as new. Is having
that carton opened something you can live with, if it would save you money?”

Here’s an example of how to use the four steps with a lawn service.

FACT: “I stopped by today to offer my services. You may have noticed that I
mow and trim your neighbors’ lawns across the street and next door.”

BENEFIT: “Because I have a dozen customers in this neighborhood, I can
offer you a more economical fee than someone from across town. In addition, since
I have to bring all my equipment each time, I can throw in trimming your shrubs at
no extra charge.”

URGENCY: “The flip side however, is that I can only handle two more
accounts in this area because that will fill up my time on this side of town.”

FEEDBACK: “I can have a quote prepared for you tomorrow, or would
Wednesday be better?” 

What happens if you get negative feedback?
Negative Feedback might sound like this: “Sure, the V8 engine has a lot of

power, but I bet it’s a real gas guzzler.”
You should respond positively with:

If any of the feedback you receive comes in the form of an objection, you’ll
need to address it during your presentation. 

“I’m glad you brought that up. Because the V8 engine is so power-
ful, it does not have to run beyond its capabilities when pulling a
heavy load, such as your boat. A smaller engine has to work much
harder and less efficiently to pull the same load. It actually uses more
gasoline while towing.”
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Six-Step Method for Handling Objections 

1. Hear them out.

2. Feed it back.

3. Question it.

4. Answer it.

5. Confirm the answer.

6. Change gears with “By the way… .”

HOMEWORK: Repeat this mantra over and over:

“I will never give a product demonstration again without presenting the 
features in this manner:

State the facts.

Show the benefits.

Create urgency and ask for feedback.”
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TRACK 20, THE ELEMENTS OF

HURRY

STEP #2: THREE-OPTION CLOSE

10:58 minutes

This is the point where many who
fear making decisions will dig in their
heels to slow things down. In other
words, to stall. You’ll hear them say
things, like this:

“Well, we’d like to look around a 
little more before we make a final 
decision.”

“I’d like to take a look at a few more options before making a firm 
commitment.” 

“This is great, but we’d just like to see what else might be available.”

“I would like to shop around first.”

The THREE-OPTION CLOSE allows your customers to do their “shopping
around” during your presentation.

Here’s how it works in four easy steps.

Step One: During the early stages of the hurry phase, you narrow down your
prospect’s need and price to a definable category or range. 

Step Two: Review your product inventory and select three items that fit, fairly
closely, the parameters your client has established. 

Step Three: Show the least likely option, then one that’s a bit more than they
want or need.

Step Four: Show the ideal solution.

This allows your customers to do all their shopping around as part of your
presentation.
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The customer can compare prices, colors, designs, materials, workmanship
and so on. Not only does presenting choices increase your chance of closing today
and now, it can also result in selling multiple pairs to your customer. “I just can’t
make up my mind, so I’ll just take ‘em all!”

With the Three-Option Close you aren’t limiting your customers to your 
selection, you are allowing them to make the purchase on their own.

HOMEWORK: Write out a three-option close for your product or service.

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

“I can offer you a single roll of thread, a box of twelve, or this handy
two-pack which saves you fifty cents. Which fits your needs best,
Mrs. Johnson?”
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TRACK 21, THE ELEMENTS OF

HURRY

STEP #3: BREAK THE PACT

6:18 Minutes 

Think back for a moment to the 
pact we acknowledged in the NEED
element of the Sell It Today system.
Your clients admitted they agreed not
to make a decision today no matter
how good it sounded. Then, you asked
them to not let the pact stand in their
way of making a good decision if own-
ing your product or service proved to

be one. All you were doing was asking them to keep an open mind. That acknowl-
edgement and agreement put a crack in the shell of the pact. However, it didn’t
break it up completely. Attempting to break the pact when talking about their
NEED would be inappropriate as you would not yet have proven that you could
HELP them. So, now that you’ve demonstrated that you can HELP them and are
building an element of HURRY, you need to completely eliminate any power the
pact may still have in force before you should ever attempt to close the sale.  

One of the biggest obstacles preventing customers from getting the goods
and services they want and need are themselves. The old phrase that sometimes
“we’re our own worst enemies” is certainly true when it comes to The Pact. We can
use the pact to keep us from taking advantage of a perfectly good opportunity that
presents itself to us and have regrets about it later.

The important thing at this point is to address each member of the pact as
an individual. That holds true for a husband and wife, a couple of business partners
or a committee assigned to make a purchase. Each individual is important. You
need to get each one to agree to the benefits of the product or service. 

Your goal would never be to pit one person against another regarding the 
decision, but to allow each party to the decision to see that another party is begin-
ning to see enough value to think positively about going ahead. They may even be
showing signs of taking ownership.

Once each party begins talking positively about the purchase, and you
already know it’s in the range of what they can afford, there’s little chance they’ll
turn around on themselves and come up with more reasons against the decision.
They’re talking as if they already own the product. They’ll come up with additional
uses for it and continue warming themselves up to the purchase.
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At this point, the pact has been broken. You’re at 80 degrees of sales 
acceptance and heading for the close. 

It’s important that you use the information gained in the first three elements
in this segment. Since you’re credible, they’ll listen to you. They’ve already agreed
there’s a definite need and you’ve demonstrated that you have a solution for that
need. The Sell It Today system builds upon itself. 
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TRACK 22, THE ELEMENTS OF

HURRY

STEP #4: SUMMARY TRIAL CLOSE

9:18 minutes

The SUMMARY TRIAL CLOSE is the
fourth step to the element of HURRY. 
It consists of two parts. 

First, you summarize or review the
main points of your presentation.
Conversationally list all the features
and benefits they have already 
agreed to.

Then, you make a trial close. A trial
close is when you test the waters to see if they’re ready to go ahead. 

Watch for buying signs.
Visual — warming up, leaning forward, intently reading, showing affection

Verbal — asking you to repeat something, asking technical questions, 
making positive statements, noises

Once you’ve seen positive buying signs, it’s time to take their buying 
temperature.

There are three ways of testing the temperature at this point in the sale. 
All three involve asking questions.  

1. You could test the waters with an alternate advance question, such
as, “Shall we set our start date for the first or the fifteenth of the
month?” “Would you want delivery of the product to be at your home
or at your office?” When they choose one or the other, move to your
form with the words, “Let me make a note of that.” If they do not stop
you, move on to your close. If they do stop you, say these words:
“John and Mary, I understand your hesitation. What I’d like to do is
just outline our thoughts and then, if it makes sense, we’ll go ahead,
okay?” Who can say “no” to getting all their thoughts in order?

2. Another questioning strategy to use as a trial close is the involvement
question. It’s a question they must answer after they take ownership
of the product or service. “Do you want your statements mailed to the
home or to the office?” Again, you would move to your paperwork
with whatever their answer is.
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3. The third type of trial closing question is simply to ask them what they
think. Try one of these, “John, how are you feeling about all of this 
so far?” Or, “Mary, do you see why we’re so excited about what this
product is doing for our clients?” 

This is their last opportunity to say anything that might be holding them back
from owning your product or service. It’s your last chance for feedback before
going for the final agreement. Learn to be patient with it because once this step is
satisfactorily completed, you’ll be able to close with confidence.

Relieving Decision-Making Pressure

If they hesitate for any reason, you’ll need to relieve any pressure they 
might be feeling. Remember, we haven’t applied any pressure, but there is always 
a certain degree of pressure at the point of making decisions. Most people fear
decision-making and will second-guess themselves out of making one, given the
opportunity. You need to make them feel totally comfortable, in your summary, that
they have enough information to make a wise decision.

To break any ice that may keep your sales acceptance thermometer from 
rising, try saying this:

Those words allow them some breathing room before moving forward. They
show that you truly have their best interests at heart.

The car example we’ve heard might sound something like this:

“Charlie, you stated that you’d like Anna to have a reliable car to go
to the store and run errands during the day and not have to wait till
you come home from work. Anna, you also said you’d like to join a
carpool for getting the kids to and from school and other events.
And Charlie, you said you’d feel better if you had back up trans-
portation just in case you had a problem with your truck. And, you’re
willing to take on the detailing and getting the spare tire on your
own. Does that pretty well sum things up?”

“John, based on the truth that a good decision is only as good as
the facts, I think it just makes sense that we outline all the facts.
Then, we can carefully weigh them before making a final decision,
don’t you agree?”
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If you have covered all the important details, asked the appropriate 
questions, and listened well, their answer will be a solid “yes” which gives you 
permission to move on to the next step.

Trial Close: “As we discussed, both of you like this car and would use it if
you owned it. That just leaves the money, doesn’t it? But on the other hand, I don’t
want to assume something that is not the case, so I’d like to ask you a question. If
the investment for this vehicle is right and affordable, is there any reason that would 
keep us from doing business, today?”

Never move for a close until you are sure that your customers are ready to
make the trip with you.

If you encounter any resistance, handle it immediately. 
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TRACK 23, THE ELEMENTS OF

HURRY

STEP #5: INVESTMENT CLOSE

18:35 minutes

Okay, this is the exciting part. We’re
approaching 100 degrees of sales 
acceptance and a closed sale. All you
need to do is complete the last seg-
ment of HURRY, which is to close for
the money. 

In the book, we call it the Price
Close, but as you may already know,
“price” is a word I’d like to have

removed from the salesperson’s vocabulary. If you’re going to be convincing people
that owning your product or service is of more value to them than keeping their
money, let’s call it an investment. The mental image of an ‘investment’ is that you
spend money and get something of value in return — sometimes even something
more valuable than the money. 

In some industries, such as financial services and the art world, I understand
that you cannot use the term “investment” as it would imply a guaranteed increase
in value of the item they own. For you, let’s use the term “amount” rather than
“price.”

Using the best terms for your situation will help you keep the momentum 
moving forward to the final close. By saying something inappropriate at this point 
in time, you could alter the entire momentum of the sale.

It is essential that you gauge your presentation so you are in the best possi-
ble position when the final amount is given. You must maintain the leverage you
have gained by following all the steps in sequence up to this point. If you are not in
the correct position, assuredly you will drop the ball. 

Research has proven time and time again that once the amount has been
given the majority of sales will occur within that specific meeting. The percentages
drop off dramatically for any subsequent meetings.

Never, never, never give the final investment until you have completed all the
steps correctly and in proper order to place your customer in a position to say
“yes,” if that amount is right.

If you cannot close at this point, you will experience a shift in momentum.
And that shift will be away from your desired position. Your leverage gone, you’ll be
forced to endure a round of calls, follow-up calls, missed messages, and perhaps
more missed opportunities.
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Your self-confidence and their confidence in you may slip a few degrees and
you’ll have to recapture the emotions just before the moment when it all fell apart
before you can proceed and that can involve more hard work than the initial 
presentation took.

When The Amount Is Flexible

From the time the first cave man sold the second cave man the first used
rock, through the time of Marco Polo working with the fantastically wealthy mer-
chants of the Far East, right on up to Bill Gates and you and me — potential clients
have always wanted to negotiate price. Nobody wants to pay sticker price. Nobody
pays retail and nobody pays the first price they hear. 

Smart merchants have always accepted the psychology of the human mind 
and have adjusted their investment structure to accommodate it. That’s the way a
one-time closing master adjusts to meet the needs of a customer.

Special investments for special clients appear as often as there are products
for those special people. Hence the evolution of 

■ fire sales

■ closeouts

■ pre-construction sales

■ moving sales

■ end-of-the-year sales

■ holiday sales

■ Christmas in July sales, and so on.

People respond differently and to different motivations, but the main point is
that everybody responds to something. Sometimes, all it takes is a “SALE” sign to
get someone motivated. Usually, however, some other factor is involved, such as:

■ solving a challenge

■ satisfying a need

■ reaching a goal

■ NEED, DESIRE, and URGENCY
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Understanding this reason is important because as we all know by now 
people buy based on their emotions, but justify the purchase with the facts. A one-
time closer provides both.

If you have the authority to determine the exact product and investment for
your clients, or if you have significant input into that decision, we recommend that
you use a two-step price close.

Here’s how it could work with Charlie and Anna.

AMOUNT CLOSE #1

“Well, Charlie, Anna, there you have it. I can drop the amount down to
$9200 if you’ll take care of the spare yourself and if you don’t care about the 
detailing. How does that sound?”

It won’t sound quite right, of course, but Mickey already knows that. 

“Well, Mickey, we appreciate it, but all we have is the nine thousand. That’s
not a negotiating tool. That’s really all we have. Thanks, but we just have to pass.”

Having gotten your customers so near the asking price should you press on
and continue selling the virtues of the car even though they have said no? How
about its clean engine? The large trunk space? The room for three kids in the back
seat? Well, it doesn’t really matter. Charlie and Anna have made it quite clear that
the value of the car doesn’t equal the amount they can pay. If you keep pushing, all
you’re likely to do is turn “no” into “heck no!” Or worse.

It’s time to go to another option play.

AMOUNT CLOSE #2

“I can see you’d really like this car. Let me see what I can do. Charlie, you’re
good with tools. There’s a small dent in the top of the trunk, nothing serious. In
fact, a quick bump with a rubber mallet should take care of it. But if we run it
through the body shop, they’ll charge sales for the time and labor. If I can use that
to knock down the amount to a flat nine thousand, would that make you happy?”

Of course, it will. That’s their price and you’ve just given them a lot of good
reasons to justify the emotion they’ll use in making the purchase.

Never offer a discount without justification. If you do, you’ll just lower the 
credibility of your product or service. You’ll lower your own credibility, too. After all, 
if you could offer a discount like that why didn’t you do so in the first place! 
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Offer the discount, but provide a logical reason. Mickey could just have easily
offered another sound justification.

“Look, we have a new shipment of used cars coming in any day and we’re
about to be overstocked. I’ll speak to my sales manager about meeting your price. 
I think he’ll see the wisdom of making a sale now.”

Justifying your discount allows your customer to justify the purchase. 
“Wow, did we get a great deal on the new car. We just couldn’t pass it up!”

When The Amount Is Not Flexible

If you have no leeway in the investment for your product or service, you will
need to have alternate ways of handling money objections at your disposal because
money is the #1 final objection in any selling situation. 

1. IT COSTS TOO MUCH CLOSE

“John, today, most things do. Can you tell me about how much too much
you feel it is?”

2. REDUCTION TO THE RIDICULOUS CLOSE 

Converting total or monthly amounts of money into daily amounts. It helps
them to rationalize the money amount.

Step 1: Use the “It Costs Too Much” Close to get a fixed amount. 
“John, today, most things do. Can you tell me about how much 
too much you feel it is?

Step 2: Establish how many years they will enjoy the product or service.

Step 3: Divide amount by years to get the annual amount.

Step 4: Divide annual amount by 52 weeks per year to get the weekly
amount.

Step 5: Divide weekly amount by 5 or 7 days to get the daily amount.

YOU MUST KNOW YOUR MATH!
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3. OBLIQUE COMPARISON CLOSE 

Take the money amount from the Reduction to the Ridiculous Close and
compare it to something they could give up or another adjustment that could be
made to come up with the money.

4. FACT-WEIGHING SCALE APPROACH

“I understand how you feel John, and
weighing the facts before making a decision
makes a lot of sense. In fact, when I’m in this
type of situation, I use a method called the
‘Fact-Weighing Scale Approach.’ Here’s how
it works: first, we draw a scale. On the left
side of the scale, we pile up, just like small
weights, the reasons you feel it makes good
sense to go ahead. On the right side of the
scale, we pile up the reasons you feel are

against it. When we are finished, the decision will be weighed. Let’s try it, OK?”

(Go for a minimum of six reasons for the decision.)

“Now, what are the weights you feel are against the decision?”

(Don’t help on the right side!)

“Let’s see what we’ve got. On the left side of the scale, we have six heavy
reasons why you should go ahead. On the right side, we only have two against. 
So the answer is rather obvious, isn’t it? By the way, I know you will be happy that
we took the time to do what you wanted to do, which was to weigh the facts.”

5. BUSINESS PRODUCTIVITY CLOSE 

In a business situation, you might want to use this one. 

“John, what I am offering is not just a (product or service). It’s a boost in
employee morale. Haven’t you noticed that anything new increases job interest 
and excitement? Excitement increases morale. Morale increases productivity and
what is productivity worth?”
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6. THE BEST THINGS IN LIFE CLOSE 

In a situation with a married couple, consider using this close.

“Isn’t it true that the only time you have ever really benefitted from anything
in your life has been when you said ‘yes’ instead of ‘no?’ You said ‘yes’ to your 
marriage (optional: and I can see how happy you are). You said ‘yes’ to your job,
your home, your car — all the things that I’m sure you enjoy. You see, when you say
‘yes’ to me, it’s not really me you’re saying ‘yes’ to, but all the benefits that we
offer. Based on this truth, it just makes sense to say ‘yes,’ doesn’t it?”

7. THE “I CAN GET IT CHEAPER SOMEWHERE ELSE” CLOSE 

If the potential client simply stops the progression of the sale with “I can 
get it cheaper somewhere else,” you’ll want to help them rationalize what they’re
getting for their money with this close.

“That may well be true, Mr. Johnson. And, after all, in today’s economy, 
we all want the most for our money. A truth that I have learned over the years is
that the cheapest price is not always what we really want. Most people look for
three things when making an investment: 1. the finest quality,  2. the best service,
and 3. the lowest price.

I have never yet found a company that could provide the finest quality 
and the best service for the lowest price. I’m curious, Mr. Johnson, for your long-
term happiness, which of the three would you be most willing to give up? 
Quality? Service? Or, low price?”

The goal of this last step of the element of HURRY is a closed sale — 
a win/win situation where the client feels it’s of more value to own your product 
or service than it is to hold on to their money. Once that point is established, you
ask for their approval on the paperwork or whether they’ll be making the invest-
ment with cash, check, or credit card. With their written approval, the sale is made.
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TRACK 24, THE SELL IT TODAY, SELL IT NOW SYSTEM SUMMARY

16:54 minutes

Well, we’ve completed what we set out to do. We’ve accomplished the task 
of explaining the Sell It Today, Sell It Now system for one-call closing. I know it was
a lot to cover. Yet, as you saw, many of the steps are efficiently handled with just a
few sentences. As a review of the entire system, let’s go over the key points. Then,
I’ll give some examples from start to finish.

To begin with, the Sell It Today, Sell It Now system is broken down into the
general areas of reducing sales resistance and increasing sales acceptance. Each of
those areas has two elements, each part has five segments.

The first element is TRUST. You build TRUST by: 

■ presenting yourself and your company in an APPROPRIATE manner

■ stating your INTENTION

■ finding COMMONALITY

■ building CREDIBILITY

■ and COMPETENCE in the eyes of the potential client. 

Those five segments reduce sales resistance by 50 degrees.

The second element is NEED. You establish NEED with:

■ PROBLEM IDENTIFICATION

■ by asking DISCOVERY questions 

■ QUALIFYING

■ having them ACKNOWLEDGE THE NEED

■ and ACKNOWLEDGE THE PACT. 

This completes the reduction of sales resistance.
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The third element is HELP. You convince them you’re the right person at the
right company to HELP them find the best solution with:

■ PRODUCT IDENTIFICATION

■ COMPANY EXPERIENCE

■ SALESPERSON EXPERTISE

■ THIRD PARTY ENDORSEMENTS

■ and your PRODUCT FEATURES.

The fourth and final element is HURRY. You establish urgency to own your
product or service today with:

■ your PRESENTATION

■ THREE-OPTION CLOSE

■ BREAKING THE PACT

■ giving your SUMMARY TRIAL CLOSE

■ and CLOSING ON THE INVESTMENT.

Now, let’s see the steps in action for a single product sale.

(Appropriate) Good morning, Ms. Johnson. Thank you for your
time this morning.

(Intention) Mary, if you don’t mind, let me explain how we’ll
proceed this morning. First, I’ll tell you a bit about
our company. Then, to customized my presenta-
tion to your company’s specific needs, and to be
as brief as possible, I’d like to ask a few questions.
Is that okay with you?

Next, I’ll show you our product demonstration and
after that I’ll discuss the details and the amount of
investment we would recommend to resolve your
particular needs.
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Mary, I’m proud of my line of products and have
helped many happy people become satisfied
clients. However, I’m not a high-pressure salesper-
son. I just don’t believe in it. And I know my 
product isn’t right for everyone. It may not be
right for your company. I just hope you’ll keep 
an open mind and at the end of my presentation
tell me if this product is something you’d be 
interested in, okay?

(Commonality) Mary, how long have you been with the Total
Systems company?

(Credibility) We’ve been fortunate to serve the technical 
support needs of over 100 local companies,
including the city government offices.

(Competency) Since you’re responsible to find the right solution
for your tech support needs, I’m sure you have a
lot of questions that need to be answered. Some
of the ones I’ll cover include: How long we’ve
been in business; our average response time when
there’s a challenge; the competency requirements
of our support staff; of course, how much does it
cost; and what options are available.

(Problem Identification) So, what is the latest challenge you’re having with
regard to technical support?

(Discovery) Which area of the company seems to have the
most challenges? What programs are they run-
ning? Where are the other locations of your 
company that will require support service?

(Qualification) Tell me, Mary, what are you doing now to handled
technical support issues? What do you like best
about that particular service? If you were to make
any changes in service, what would you have in
mind? Is there anyone else you need to consult
with on choosing a technical support firm? At 
All-Star Technical Support Systems, we are trained
to help you find the right level of support for your
particular needs. 
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To help me narrow down the levels of support you
might need, may I ask a few questions? Most of
our happiest clients are able to invest as much as
$800 a month for tech support. We have those 
fortunate few who are able to invest as much as
$1,200 a month for a higher level of support. And,
we have those on somewhat of a limited budget
who can only invest around $640. Tell me, Mary,
which one of these companies is Total Systems?

(Need Acknowledgement) So, Mary, if I understand you correctly, you’re 
looking for technical support to primarily handle
issues with your server and that you only anticipate
having needs during the normal workday. Is that
right?

(Pact Acknowledgement) Now, Mary, you agreed to talk with me today
because you’re confident I’ll have the best solution
and you’ll be able to get started with our service
right away, didn’t you? You didn’t? Let me guess
what really happened. You contacted us because
you’ve heard of our reputation, but are wanting to
just do some research today and not make a final
decision. I completely understand your hesitation.
All I ask is if you see a package here today that
would cover all your needs at a reasonable 
investment, that you’ll keep an open mind about
making a decision today. Does that sound fair?

(Product Identification) Mary, we offer several different levels of technical
support. What this means to you is that you don’t
have to agree to anything that does not apply to
your business. Our support for your company will
be customized to your needs so you’re not paying
for any services you don’t need.

(Company Experience) Total Support Systems chose to work on a cus-
tomized basis nearly 10 years ago. Our technicians
are required to be certified in seven different areas
of expertise so there’s always someone on hand
when you have a need that has experience with
your particular challenge.
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(Salesperson Expertise) Even our sales team is required to have a minimum
level of certification so we may be able to answer
some of your questions over the telephone, not 
having you wait for someone to come out to your
facility.

(Third Party Endorsements) Are you familiar with Jackson Properties? They 
are one of the largest builders in the area with
computers connected to the home office from
each model home site. They have been a client 
of ours for nearly 8 years.

(Product Features) Each of our support technicians has a wireless 
telephone and is assigned to a specific group of
accounts. So, you’ll be able to call your support
representative directly when you have a challenge.

(Presentation/Demonstration) For most of our clients, having their computer 
system out of service, pretty much puts them out
of business. We work as a team to cover for each
other should your particular support technician 
be tied up with another client. That means you’ll
never have to wait long for help.

(Three-Option Close) Just to be certain I’m clear on your particular
needs, let me outline three of our support 
packages that might fit your needs.

(Break the Pact) So, tell me, Mary, how are you feeling about the
information we’ve been discussing so far?

(Summary Trial Close) Mary, let’s consider what we’ve determined here.
You have a need for tech support specializing in
the hardware and software utilized by your internal
servers. Occasionally, you feel there will be a 
need to support or provide service to individual
computers. We’ve agreed that our Level 2 support
package would best suit your needs and it’s within
the price range you indicated when we first 
started talking.
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(Investment Close) With your authorization on my paperwork here,
you can be on our service plan by the end of this
business day and be assigned a support technician
who will personally visit with you and evaluate your
equipment tomorrow morning.

21-day commitment to study, plug your existing product presentation
information into the system and test it for fine-tuning.

P-0068 (1-04)
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To learn more about this program and other sales training strategies by Tom
Hopkins, visit http://www.tomhopkins.com.

Subscribe to our free, monthly e-newsletter to receive training articles, tips and
closes on a regular basis.
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Having the edge is the key in sales, and Tom Hopkin's Achieving Sales 
Excellence will help you develop the finer points of salesmanship: 

 
• How the "salesperson" self-image is costing you 
• 6 methods for reaching buyer pools 
• 10 potential client fears  
• 5 body and verbal cues that shout "I want it!" 
• Closing strategies that turn “maybe” into money 

 
Tom’s exclusive program will put 40 years of experience into your selling 
game in just a few hours!   

Developing Real Estate Champions will guide you through the steps Tom 
Hopkins took to become a master at listing and selling real estate. In the 
recording of this real estate training seminar, you will learn: 

• Innovative ideas for finding and reaching out to potential clients 
• What to say to overcome real estate objections 
• Nine proven and effective closing strategies 

This program will help you to learn how to expect and love objections, 
remain positive at all times, successfully close more listings and sales, 
and keep clients coming back for a lifetime. 

It’s elementary – Tom Hopkins’ ABC’s of a Successful Career breaks down 
26 major nuances of selling, powerful points focused on what really 
matters in your career: 
 
• How to develop and keep a positive attitude  
• The importance of maintaining balance in life 
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• The power of having and being a mentor  

 
Tom’s inspiring program can help anyone succeed and fully enjoy their 
selling careers – it’s as simple as ABC!   
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