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What some clients say 

You have played a very important role in my development in business. 

You were there with the right information at the right time, I thank you for that. 

 

By adding the next level of systems, and marketing knowledge that you brought to 

the table we able to identify our objectives, acknowledge the gaps in our business 

and put in place the planning so as to achieve those objectives. Within 5 years we 

achieved 9 of our ten stated objectives.  In that same year we won the NT Telstra 

Small business of the year" 

Greg Haigh  Director - Trade Group 

Regional And Northern maintenance services 

RANms  Darwin 

He has a calm common sense, no jargon approach to explaining how business 

works. 

 

Adam has had a huge impact on the way we do business today. He has a calm 

common sense, no jargon approach to explaining how business works. Some of 

the valuable points learned were in marketing, proper use of job cards, time 

keeping, and the successful estimating of jobs to improve our margins to name 

just a few.  

Julie Shugg, Managing Director, AKS Welding and Fabrication Pty. 

Ltd.  Darwin 

We’ve now won substantial contracts over the last 3 months! So things are 
going well, would love to win more though!! 
 
I would like to have more training sessions with you as I found the last training 
session extremely informative and beneficial.   
 
Kylie Colman   Quality Constructions & Maintenance 
Yarrawonga 

You will be proud how your protégés are proceeding! 

The catering side of the business is far less stressful and is actually profitable, now 

that we only take the good jobs.  We will never forget the assistance you gave us in 

re-inventing our business! 

Karen Sheldon, Managing Director 

Karen Sheldon Catering, Darwin, Australia 
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8 Tools to Increase Sales

1

Adam Gordon

Profits Leak Detective

 

G’day,  I’m Adam Gordon , the Profits Leak Detective.   
 
Very often when I‟m working with clients seeking to improve their profitability sales 
are not the issue.  The issue may well be profit leaks from poor margins, lack of 
management information, uncontested overheads or poor productivity; hidden issues 
that are not readily apparent.  That‟s why they are profit leaks and my job is to look 
for the clues, track down the leaks, and put them away for good. 
 

Do you need sales? 

“Businesses succeed because of high sales.  
Businesses fail because of low sales.  

Nothing happens until a sale takes place, 
until someone sells something to someone.”
Brian Tracy, The Weekend Australian   26-27 August, 2006
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But none of these leaks could occur if there wasn’t first a sale.  And lack of 
sales, or the wrong sales, or expensive sales can also be profit leaks. 
 
Business is what, if you don‟t have, you go out of. 
 
Sales guru Brian Tracy said: “Businesses succeed because of high sales.  
Businesses fail because of low sales.   
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Nothing happens until a sale takes place, until someone sells something to 
someone.” 
 

3

“Of the major functions of business – product development, 

customer service, accounting, operations, and marketing –

the one that always should be give top priority in an 

entrepreneurial venture is marketing.

The other functions are important, but without marketing 

you will not have sales and without sales you will not have 

cash flow and without cash flow you will not be able to pay 

for all the other functions (except by going into debt, which is 

simply borrowing against the cash flow of the future).”

Michael Masterson   “Ready, Fire, Aim”

 

It‟s simple really, without sales you don‟t have a business.   
 
Yet it is more than that.  You need a continuous stream of customers: 
• to replace those customers who inevitably leave 
• to even out your cash flow 
• to cover ever-increasing costs 
 
And they need to be the right type of customers, those who will maximise your 
profitability. 
 
“Of the major functions of business – product development, customer service, 
accounting, operations, and marketing – the one that always should be give top 
priority in an entrepreneurial venture is marketing. 
 
The other functions are important, but without marketing you will not have sales and 
without sales you will not have cash flow and without cash flow you will not be able 
to pay for all the other functions (except by going into debt, which is simply borrowing 
against the cash flow of the future).” 
 
Michael Masterson   “Ready, Fire, Aim” 

 
So how do you get those sales? 
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The Training Consortium 4

 

Where are those sales going to come from?  Some customers are worth more to you 
than others.  Think of your market place as a dart board.  Some sections on the 
board are worth more than others; think of the triple twenty, the bulls eye and outer 
bull. 
 
And the darts represent the amount of time and money you have to achieve those 
sales.  You will want to make sure each marketing move you make gives you the 
maximum benefit. 
 
These 8 tools are designed to help you do that. 
 

The 8 Tools

 The Market
– There's riches in niches

– Knowing your customer

 Promotion
– Matching your message to the market

– What is the ROI from your promotion?

 Pricing
– Increase your prices

– The Yes - Yes Factor

– Bundling & Unbundling

 The Sale
– Having a Sales Conversation?

5

 

Here are the 8 tools I will discuss.   
 
The Market 

There's riches in niches 
Knowing your customer 

Promotion 
Matching your message to the market 



 

4 
 

What is the ROI from your promotion? 
Pricing 

Increase your prices 
The Yes - Yes Factor 
Bundling & Unbundling 

The Sales Conversation 

 
Of course there are many more, but if you work with any of these you will get results. 
 
 

The Market - There‟s riches in 

niches

6

Who is your target customer 
– Is it everybody?

Have you tried typing in 
"everybody" in Google lately?

 

I often ask this question – and frequently get the answer – everybody! 
 
So often people think that they have to promote to the mythical „everyone‟ so they 
don‟t miss a sale.   
 
Have you tried typing in "everybody" in Google lately? 
 
Just think of that dartboard. 
 

7

By targeting everyone you 
are likely to get …… no-one!
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By targeting everyone you are likely to get …… no-one! 
 

Why niches?

Marketing to 
everybody is 

ineffective, expensive, 
and misses the mark.

The wider the market, 
the more easily lost you 

will be among the 
among the competition.

You can‟t be an 
expert in everything.

8

 

Why niches – three good reasons 
 
Marketing to everybody is ineffective, expensive, and misses the mark 
 
The wider the market, the more easily you will be lost among the among the 
competition 
 
You can‟t be an expert in everything. 
 

The benefit of niches

9

Your crystal clear focus on your target 

audience not only helps you become an 

expert on the subject, it gives you expert 

status and draws more people to you.

It also gives you a very clear market on 

which to focus.

Sean D’Souza

 

If you want good advice, you go to an expert. 
 
Become the “go to” person in your market place.   Being the expert builds credibility 
and trust. 
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As Sean D‟ Souza says “Your crystal clear focus on your target audience not only 
helps you become an expert on the subject, it gives you expert status and draws 
more people to you.  It also gives you a very clear market on which to focus.” 
 
Customers won‟t buy if they don‟t trust you. 
 

On whose door are you knocking?

If you choose too 
broad a market, your 

message cannot be 
focused.

Your target market 
is always looking for 
messages that are 

targetted specifically 
at them and the 

problems that are 
their biggest concern.

This is the KEY –
Target market –

problem - solution

10

 

Your target market is the person who has a problem you are best placed to solve.  
But you have to put your message in their terms if you are to attract their attention. 
 
It is certainly not “everybody”.  If you choose too broad a market, your message 
cannot be focused. 
 
Your target market is always looking for messages that are targetted specifically at 
them and the problems that are their biggest concern 
 
This is the KEY – Target market – problem - solution 
 
The narrower your niche the more targetted you will be. 
 

The Key

Target Market - what clients do you serve?  Develop a 
profile of your key clients including demographics (basic 
facts such as industry, geography etc.) and 
psychographics (values, character, interests).

Problem - what problem, issue, pain, predicament or 
challenge are your clients facing that would make them 
seek assistance?

Solution - What results do you produce when working 
with clients? 

11
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The Key is:  
 
Target Market  - what clients do you serve?  Develop a profile of your key clients 
including demographics (basic facts such as industry, geography etc.) and 
psychographics (values, character, interests). 
 
Problem - what problem, issue, pain, predicament or challenge are your clients 
facing that would make them seek assistance? 
 
Solution - What results do you produce when working with clients?  
 

Customer/Product Segments

Product 

Groups
Customer Groups Sales %

Sales % 100%

12

 

One way to do this is to prepare a Customer Product Matrix.  This will help you 
identify those people whose problems you now solve. 
 
List your main product groups down the left hand column and their % contribution to 
your sales in the right hand column. The accounts in most businesses will show a 
breakdown of sales by major product groups.  
 
Now identify your key customer groups across the top and their contribution to your 
sales across the bottom.  Ideally your accounts or Management Information System 
will give you this information but in my experience most don‟t.  The way around it is 
to export your customer list to a spreadsheet and identify each by their industry 
category e.g. government, small business, professionals, education.  Now I know 
many may fall across several categories.  Choose the one that makes most sense to 
you. 
 
Now comes the tricky bit.  It may take a bit of a guestimate but my clients are able to 
do it: fill in the squares i.e. Sales of Product A to Customer Group 1.   Your key 
niches will become obvious. 
 
This tool becomes even more powerful when you can fill in the matrix with Gross 
Profits instead of Sales. 
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To show how this might work let‟s look at a hypothetical. 
 

% of

Sales Sales $

Engine Parts 36% 180,000

Oils & Filters 14% 70,000

Accessories 34% 170,000

Audio 16% 80,000

500,000

Car Parts Product Segmentation

 

So let‟s look at a hypothetical business to have a better understanding of where you 
best markets may lie and where you should be targetting. 
 
In this hypothetical we have four product groups – Engine parts, Oils & filters, 
Accessories and Audio. 
 
Sales total $500,000 with Engine Parts representing 36% of sales and Accessories 
34%. 
 

% of 

Sales Sales $

Est Gross

Profit %

Gross

Profit $

Engine Parts 36% 180,000 20% 36,000

Oils & Filters 14% 70,000 18% 12,600

Accessories 34% 170,000 45% 76,500

Audio 16% 80,000 50% 40,000

500,000 165,100 

Car Parts Product Segmentation

 

Hopefully your accounts will also show the Gross Profits achieved on each major 
product line.  In my experience many small businesses do not have this vital 
information. 
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In this case Accessories yield a GP of 45%, Engine Parts 20%, Oils & Filters 18% 
and Audio 50%. 
 

Sales $ % of Sales

Local Mechanics 160,000 32%

Individuals 160,000 32%

Small Business 90,000 18%

Local Government 40,000 8%

Other 50,000 10%

500,000

Car Parts Market Segmentation

 

Now look at the major customer groups.  As we will see, this is very useful 
information. 
 
In this case Local Mechanics and Individuals (the public) generate 32% sales each, 
with Small Business 18 % and Local Government and Other 8% and 10% 
respectively. 
 

Car Parts Matrix

Example Product / Service and Market Segments: Car Part Business
Product / Service Segments Market Segments

Sales by product 

or service group

% 

Contributiion 

to sales

Local 

Mechanics Individuals

Small

Business

Local 

Government Other

Product 1

Engine Parts 180,000 36% 80,000 30,000 30,000 30,000 10,000

Product 2

Oils / Filters 70,000 14% 30,000 10,000 20,000 - 10,000

Product 3

Accessories 170,000 34% 40,000 80,000 20,000 10,000 20,000

Product 4

Audio 80,000 16% 10,000 40,000 20,000 - 10,000

Total Sales 500,000 100% 160,000 160,000 90,000 40,000 50,000

% Sales by Market Segment 32% 32% 18% 8% 10%

 

Now bring the product mix and customer mix together into the matrix.   
 
Let‟s see how useful that is here. 
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Car Parts Matrix

Example Product / Service and Market Segments: Car Part Business
Product / Service Segments Market Segments

Sales by product 

or service group

% 

Contributiion 

to sales

Local 

Mechanics Individuals

Small

Business

Local 

Government Other

Product 1

Engine Parts 180,000 36% 80,000 30,000 30,000 30,000 10,000

Product 2

Oils / Filters 70,000 14% 30,000 10,000 20,000 - 10,000

Product 3

Accessories 170,000 34% 40,000 80,000 20,000 10,000 20,000

Product 4

Audio 80,000 16% 10,000 40,000 20,000 - 10,000

Total Sales 500,000 100% 160,000 160,000 90,000 40,000 50,000

% Sales by Market Segment 32% 32% 18% 8% 10%

 

We can see our two major market segments are selling: 
 
- Engine parts to Local Mechanics, and  
- Accessories to individuals  
 
with $80,000 each 
 

Car Parts Matrix

Example Product / Service and Market Segments: Car Part Business
Product / Service Segments Market Segments

Sales by product 

or service group

% 

Contributiion 

to sales

Local 

Mechanics Individuals

Small

Business

Local 

Government Other

Product 1

Engine Parts 180,000 36% 80,000 30,000 30,000 30,000 10,000

Product 2

Oils / Filters 70,000 14% 30,000 10,000 20,000 - 10,000

Product 3

Accessories 170,000 34% 40,000 80,000 20,000 10,000 20,000

Product 4

Audio 80,000 16% 10,000 40,000 20,000 - 10,000

Total Sales 500,000 100% 160,000 160,000 90,000 40,000 50,000

% Sales by Market Segment 32% 32% 18% 8% 10%

 

 

And our two next biggest market segments are selling: 
 
- Accessories to Local mechanics,  and 
- Audio to Individuals  
 
At $40,000 each. 
 
After that there are a number of segments worth $30,000. 
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Car Parts Matrix with GP

19

Sales by product 

or service group

% 

Contributiion 

to sales

Local 

Mechanics Individuals

Small 

Business

Local 

Government Other

Gross 

Profit % 

Estimated 

Gross Profit

% 

Contibution 

to GP

Product 1

Engine Parts 180,000 36% 80,000 30,000 30,000 30,000 10,000 20% 36,000 22%

Product 2

Oils / Filters 70,000 14% 30,000 10,000 20,000 - 10,000 18% 12,600 8%

Product 3

Accessories 170,000 34% 40,000 80,000 20,000 10,000 20,000 45% 76,500 46%

Product 4

Audio 80,000 16% 10,000 40,000 20,000 - 10,000 50% 40,000 24%

Total Sales 500,000 100% 160,000 160,000 90,000 40,000 50,000 33% 165,100 100%

% Sales by Market Segment 32% 32% 18% 8% 10%

Example Product / Service and Market Segments: Car Part Business
Market SegmentsProduct / Service Segments Gross Profit Analysis

 

Now let‟s go back to bring in the Gross Profitability from these lines; 
 
Accessories ($76,500) and Audio ($40,000) are far more profitable than Engine Parts 
($36,000). 
 

Car Parts Matrix with GP

20

Sales by product 

or service group

% 

Contributiion 

to sales

Local 

Mechanics Individuals

Small 

Business

Local 

Government Other

Gross 

Profit % 

Estimated 

Gross Profit

% 

Contibution 

to GP

Product 1

Engine Parts 180,000 36% 80,000 30,000 30,000 30,000 10,000 20% 36,000 22%

Product 2

Oils / Filters 70,000 14% 30,000 10,000 20,000 - 10,000 18% 12,600 8%

Product 3

Accessories 170,000 34% 40,000 80,000 20,000 10,000 20,000 45% 76,500 46%

Product 4

Audio 80,000 16% 10,000 40,000 20,000 - 10,000 50% 40,000 24%

Total Sales 500,000 100% 160,000 160,000 90,000 40,000 50,000 33% 165,100 100%

% Sales by Market Segment 32% 32% 18% 8% 10%

Example Product / Service and Market Segments: Car Part Business
Market SegmentsProduct / Service Segments Gross Profit Analysis

 

Individuals are a far more profitable target market than Local Mechanics.  They are 
the key niche. 
 
We will make more money from them by promoting Accessories and Audio than 
Engine Parts. 
 
There is a second critical point – what do we know about individuals and Local 
Mechanics? 
 
 - there are likely to be far more Individuals than Local Mechanics in our market 
place 
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 - we probably don‟t know where all the individuals are who might buy (apart from 
our customer list) 
 - We can easily find out where the mechanics are from Yellow Pages or other 
Directories 
 
The marketing strategy to sell Accessories and Audio to Individuals will be very 
different from that to sell Engine Parts to Local Mechanics. 
 
Knowing your niche is critical. 
 
If we had purely looked at Product Sale figures the promotional strategy undertaken 
would have been very misdirected, and much less profitable. 
 

Knowing your niche 

is critical!

21

 

Knowing your niche is critical, the source of your golden eggs. 
 

Exercise: Define your niche

22

1. Prepare a Customer – Product Matrix  
for your business.

2. Repeat for 2 – 3 years to identify how 
consistent the picture is.

 

At the end of each Tool I‟ve suggested an exercise, some research for you to do.   
 
1. Prepare a Customer – Product Matrix  for your business. 
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2. Repeat for 2 – 3 years to identify how consistent the picture is. 
 
You‟ll be surprised at what you find, and how useful it is. 
 

The Market – Do you know 

your customer ?

The power of existing customers?

Develop a profile of your ideal 
customer

And just what do you know?

How do you use the information?

23

 

Now we come to the second tool, which follows quite logically from the first:  Do you 
know your customer.  I‟ll look at four points. 
 

 The power of existing customers? 

 Develop a profile of your ideal customer 

 And just what do you know? 

 How do you use the information? 
 
 

24

Lifetime Value of a Customer

 

The power of existing customers:  You make more money from existing customers 
than new customers.  New customers cost money to acquire, think of all your 
advertising and promotional costs. 
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Not only is a customer worth more over a long period of time, but it is also easier to 
sell to existing customers.  So you profit from increased purchases and reduced 
operating costs for those customers. 
 
And they are more likely to refer new customers to you and be happy to pay 
premium prices. 
 

It's infinitely easier and always more 

profitable to work at increasing the 

purchasing of your satisfied customers 

than it is to go out and add new ones.

Dan Kennedy

25

 

As Dan Kennedy says “It's infinitely easier and always more profitable to work at 
increasing the purchasing of your satisfied customers than it is to go out and add 
new ones.” 
 

27

“The aim of marketing is to know and 

understand the customer so well the 

product or service fits him and sells 

itself.”  Peter Drucker

 

“The aim of marketing is to know and understand the customer so well the product 
or service fits him and sells itself.”  Peter Drucker 
 
So you really have two tasks: to precisely identify your target customer, your ideal 
customer, and to find out what they really want?   After all, they are unlikely to buy 
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unless they can see what‟s in it for them.  And what‟s in it for them can‟t be a 
generality; it has to be something specific to attract their interest. 
 
What is required is a customer profile, a profile specific enough so that when you put 
out your promotional material that customer will say “They‟re talking to me!”  And if 
he or she knows that you are talking to them, then they are more likely to follow the 
promotional message to the end, and to make a buying decision. 
 
 

The Ideal Client

28

What makes an ideal client?

Surely it is someone who buys more, much

more, than the average customer;

someone to whom you are going to sell

more.

 

What makes an ideal client?  
 
Surely it is someone who buys more, much more, than the average customer, even 
in your niche; someone to whom you are going to sell more.  
 
Who are they, describe them and what they do, why worries them and why they are 
likely to be looking for a product or service such as yours.   
 
By developing a profile you will find yourself talking to a specific person and 
addressing their issues, with the result that you will be addressing WIFFM for them. 
 
And that is why the profile you develop is important.  It directs your attention and 
effort towards those people who are more likely to buy from you, and to keep on 
buying, and away from those who are less likely to respond to your promotions. 
 
If you can picture the person, it becomes much easier to relate to them, promote to 
them in their language, and solve their problems. 
 
It can be very expensive to give the right customer the wrong message. 
 

 



 

16 
 

And just what do you know?

Profitability -
What is this 

customer 
worth to you? 

Lifestyle 
segmenting -
what is the 
customer 

like?

Behavioural 
clustering -
what is the 
customer 
doing?

Propensity 
model - will 
they buy?

26

 

And just what do you know? 
 
Some customers are worth more to you than others; which ones, and WHY. 
If you know that then you can target more customers like them – the ones in your 
niche. 
 
One of the best potential sources of this information is once again your accounts.  
There is however a bit BUT.  You need to set them up to give you that information.   
 
You could know: 
 

 Their market segment,  

 What they buy,  

 The average sale value,  

 Which products you sell most often, and to whom. 

 Average sales per customer 

 Average Gross Profit per customer 

 Customer Recency – how long since they have made a purchase  

 Customer Frequency, how often they buy,  

 80/20 customers 
 
And all that is information that you control – or should control. 
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Create a Profile  of your Ideal 

Client

29

Rinse and repeat for each major group

Ask your customers what they want

Analyse your sales data

The 80/20 Factor

 

You‟ll be surprised at what you find, and how useful it is to create a profile of your 
ideal client. 
 
That should give you a clue as to how you develop a profile of your ideal customer.  
He or she will already be your customer. 
 
Where do you get this information?  You will have done some of the groundwork for 
this in determining your niche.   
 
Much of this information will already be in your management information system.  
Your financial accounts will have details of all account sales and (hopefully) 
associated gross profits, date and value of purchases etc. 
 
It is almost certain that your ideal customer will be amongst the 20% of customers 
who are behind 80% of sales.  Can you identify those customers from amongst these 
who purchase „above the average‟ sales per customer, and provide „above the 
average‟ Gross Profit per customer. 
 
And then there is all the other information we identified above such as “Recency” 
and “Frequency”.  
 
Create a spreadsheet, list your top customers and fill in the columns according to 
these questions.  What do you find?  There may be some customers who purchase 
infrequently but to high value and high Gross Profit when they do.  Others may make 
smaller purchases but do so much more often.  Only you can decide who is „ideal‟ in 
your eyes. 
 
When you have a shortlist of prospective ideal customers start to look for other 
distinguishing features and commonalities.  Are they a business or an individual, if a 
business, what type of business, how far away are they located, what are they 
purchasing? 
 
What else do you know about them, personal things that might be further 
determinants in their buying behaviour; age, sex, car they drive, profession, 
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education etc.  All these will of course vary from market to market so you need to find 
the attributes that are important in your market. 
 
And the second source?  It‟s the customers themselves. Asking them about their 
likes and dislikes and the problems they are seeking to solve with their purchases 
from you, will not only help build a useful profile, but it is also good for strengthening 
your customer relationships.   
 
You will need to do this for each of your major customer groups. 
 
 

How do you use the information?

• Understanding who your customers are 
and where they are from gives you a 
customer base to target more 
appropriately. 
– Your product or service offering

– Pricing

– Market – message- media

– How you access them

30

 

How do you use this information? 
 
Customers buy because of self interest, “what‟s in it for me”, sometimes just 
referred to as WIIFM.  So to get their interest your offer has to be specific enough to 
their problems or requirements to attract their attention. 
 
Your customer profile should be specific enough so that when you put out your 
promotional material that customer will say “They‟re talking to me!”  And if he or she 
knows that you are talking to them, then they are more likely to follow the 
promotional message to the end, and to make a buying decision. 
 
Understanding who your customers are and where they are from gives you a 
customer base to target more appropriately.  

 Your product or service offering 

 Pricing 

 Market – message- media 

 How you access them 
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Offering the right product 
at the right price at the 
right place and time will 
increase sales.

31

 

Offering the right product at the right price at the right place and time will increase 
sales. 
 
Knowing your customer will enable you to do that. 
 

Exercise

Develop a profile of your ideal 
customer.

What sources of information will 
you use?

Specifically how will you use that 
profile?

32

 

Here is another exercise for you. 
 

 Develop a profile of your ideal customer. 
 

 Nominate the sources of information will you use? 
 

 Specifically how will you use that profile? 
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Promotion

Does your 
message 

match the 
market?

What is the 
ROI from 

your 
promotion?

33

 

Moving onto Promotion I‟m going to look at two tools: 
 
Matching your message to the market 
And 
Measuring the return on investment from your promotions 
 

Promotion – Does your message 

match the market?

• The Yellow or Blue test

• Force yourself to say „So What?‟

• Match the bait to the fish

34

 

Here are three tools you can use to test whether you message matches the market. 
 

 The Yellow or Blue test 
 

 Forcing yourself to ask “So What” for each feature promoted, and  
 

 Matching the bait to the fish. 
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The Yellow or Blue Test
Is your promotion “Me, Me”

• Yellow - “you” words (that talk about 

your product or your company or 

something else about you) 

• Blue - “them” words (that talk about the 

needs and problems of your 

marketplace, or something else about 

them)

35

Source – “Do You Have Marketing Myopia?” Michael Fischler

 

Let’s start with the Yellow and blue Test. 
 
Take some of your promotional material, including your Home Page on your website, 
a yellow texta-colour, and a blue one. 
 
Yellow - “you” words (that talk about your product or your company or something 
else about you)  
Blue - “them” words (that talk about the needs and problems of your marketplace, or 
something else about them)  
 
Highlight the “you” and “them” words. 
 
Does you promotional materials have a severe case of jaundice? 
 
People want to know that you understand their problem and that you are talking 
about them, not you.  You can talk about your ability to solve their problem once you 
have got their attention. 
 
And of course if you have done your customer profile you will be talking in their 
language, to them. 
 

So What?

Give your products or 
services the “So What” 

test.

Test the claims made 
for your products by 
asking “So what” 5 

times.

Does the claim solve a 
problem or satisfy a 

need?

36
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Now for the “So What” Test. 
 
Does your promotional material talk about the features of your product or service 
(something the product or service has) or the benefits (what that feature provides).  
 
Does the claim solve a problem or satisfy a need?  Ask “So What” to test each 
feature to determine its benefit.   
 
Be aware there may be benefits underlying the initial benefit.  For example  
Product X contains Phosophyl (whatever that is).  This is a feature – so what? 
Phosophyl improves the lubrication of your machinery – so what? 
If your machinery runs more smoothly it will wear less – So what? 
If it wears less it will require less maintenance – so what? 
Less maintenance means increased operating time and lower operating costs. 
 
Keep digging down.  Test each claim and its response up to 5 times. 
 
It is the accumulation of benefits that solves their problem. 
 
It is all very well to claim your widget has ground breaking technology, but what does 
that do for them?  What problem does it solve?  What need does it meet?   
 
 

Match the bait to the 

fish!

• Does your message match the market?

– Promoting too broadly, that is, not marketing to 

a specific target market, is the most common 

mistake small businesses make.

• Does the media match the message, and 

the market?
– Newspapers, magazines, Yellow Pages, radio, TV, 

web sites, inserts, letter box drops, flyers, brochures, 

coupons, tele-marketing, postcards, e-mails, faxes, 

catalogues, telemarketing, billboards, vehicle signs, 

promotional products, sales letters, and on and on…..
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Match the bait to the fish! 
 
You have a lot of choices in media to use.  Which ones, and when, are most likely to 
reach your market? 
 
Does your message match the market? 

 Promoting too broadly, that is, not marketing to a specific target market, is the 
most common mistake small businesses make. 

 
Does the media match the message, and the market? 
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 Newspapers, magazines, Yellow Pages, radio, TV, web sites, inserts, letter 
box drops, flyers, brochures, coupons, tele-marketing, postcards, e-mails, 
faxes, catalogues, telemarketing, billboards, vehicle signs, promotional 
products, sales letters, and on and on….. 

 
 

Message – Market - Media

38

Media

Source: Dan Kennedy – NO B. S. Direct Marketing

 

You need all three, Message - market – media, in place simultaneously.  Think of it 
as a three legged stool.  It needs all three legs to stand. 
 
There are a number of ways to get this wrong: 
 
Right Message – Wrong Market – Right Media 
Right Message – Wrong Market – Wrong Media 
Right Message – Wrong Market – Right Media 
Wrong Message – Right Market – Right Media 
Wrong Message – Wrong Market – Right Media 
Wrong Message – Right Market – Wrong Media 
Wrong Message – Wrong Market – Wrong Media 
 
There is only one way to get it all right 
Right Message – Right Market – Right Media 
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Exercise

• Take any piece of your promotional 
material.
– Is the target market clearly identified

– What problem is solved or need met?

– Is this the best medium for this message?
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Your next Exercise: 
 
Take any piece of your promotional material. 

 Is the target market clearly identified 
 

 What problem is solved or need met? 
 

 Is this the best medium for this message? 
 

 

What is the ROI from your 

promotion?

40

$ ?

How much 
are you 

currently 
investing to 
get a new 
Customer?

Is it less 
than what 
you would 
cheerfully 

invest?

 

What is the Return on Investment from your promotion. 
 
How much is a customer worth to you? 
 
How much are you currently investing to get a new Customer? 
 
How much would you cheerfully invest to get a new customer? 
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Do you have to guess the answers, or do you really know? 
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“A common oversight made by many small 

business owners  is that they simply don‟t 

measure their advertising.  Even fewer 

actually know what they want to advertise.”  

Small Business – Big Opportunity”  Sensis in partnership 

with Rob Hartnett

 

“A common oversight made by many small business owners is that they simply don‟t 
measure their advertising.  Even fewer actually know what they want to advertise.”  
Small Business – Big Opportunity”  Sensis in partnership with Rob Hartnett 

 
If you don‟t measure your advertising how do you know which messages work the 
best, and which media is the most effective.   
 
Market – message - media 
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Ineffective 
advertising is 
expensive !

 

Ineffective advertising, that is, advertising that doesn‟t get you a customer, is an 
expense, not an investment. 
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Measure what matters!

• Rule 1 - There will always be an offer, 

or offers

• Rule 2 – There will be a reason to 

respond right now

• Rule 3 – You will give clear instructions

• Rule 4 – There will be tracking and 

measurement

• Rule 5 – Branding is a by-product

• Rule 6 – There will be follow-up

43

Dan Kennedy, “No B.S. Direct Marketing”

 

Dan Kennedy believes that whenever you promote you should make an offer – that it 
is a waste of time and money to promote and not to make an offer. 
 
And like all other professionals, you need to track and measure the results of that 
promotion and offer (Rule 4).  Only then will you know which media, messages and 
offers work, and what don‟t. 
 

What can be measured from a 

promotion?

• The number of leads or enquiries

• The number of sales

• The average value of sales

• The gross profit per sale

• The number of repeat sales per 

customer

And then of course you must test what 

was the key driver in the result.
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What can be measured from a promotion? 
 
You need to know two things: 
 
What were the results; and 
Why 
 
Those results might be: 

 The number of leads or enquiries 
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 The number of sales 

 The average value of sales 

 The gross profit per sale 

 The number of repeat sales per customer 
 
Once you know what messages resonate with you customers, and what media is 
effective for your market, sales will soar. 
 

Exercise

• Take three promotions you have 

made this year and identify from 

each:

– The number of leads or enquiries

– The number of sales

– The average value of sales
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Here is your next exercise: 
 
Take three promotions you have made this year and identify from each: 

The number of leads or enquiries 
 
The number of sales 
 
The average value of sales 

 
What have you learnt?   

 

Pricing

Increase your prices!

The Yes-Yes Factor

Bundling and 
Unbundling

46
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Three tools relating to pricing: 
 

 Increase your prices; 

 The Yes-Yes Factor 

 Bundling and Unbundling 
 
 

For most businesses, pricing is a 

profit-leaking paradox
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Have your heard of the “Paradigm question”? What is impossible to do in your 
business but if it could be done, would fundamentally change what you do? 
 
One of the biggest „impossibilities‟ in many small business owners‟ minds is raising 
prices. Over the years I have heard of all the excuses as businesses rationalise their 
decision not to charge what their product or service is really worth: 
 
“It’s too hard”; 
“We’ll lose customers; they’ll go straight to the competition”; 
“You don’t understand; our industry is very competitive”; 
“People only shop on price”. 
 
Just how do you work out your prices? Poor pricing strategies (your marketing 
strategy does include your pricing tactics, doesn‟t it?) and poor pricing processes 
lead to profit leaks, money left on the table when you could have got more, while still 
keeping your customers happy.  
 
Often money is left on the table because, when setting prices people do so from the 
point of view that price is the only factor the customer takes into account when 
making their purchase decision. 
 
Now I know that sometimes that is right, but there are a lot of customers, and a lot of 
occasions when a purchase is decided on a range of factors, of which price is just 
one. Look around your own business, or your home. Was everything purchased 
solely on a lowest price criterion, or the lowest price taking into consideration other 
factors such as appearance, functionality, utility, quality, cost or time saving etc.  
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Your customers, just as you have done, are not actually buying a product or service. 
They are buying a solution to a perceived problem or need. Customers don't want 
things, they want solutions to problems;  
 
During a customer survey for a client an interviewee said to me “Price is the only 
consideration.” Then he stopped and thought about it for a moment, and added 
“After they meet my quality and delivery requirements”.  
 

Can you increase your prices?
Without losing sales

• The fear factor – “I‟ll lose 

business”

• Is your product or service a 

commodity – with no 

distinguishing features?

• Price is a positioner (in marketing 

terms)
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Pricing is one of the key tools for increasing sales, yet most businesses are afraid to 
use it.   
 
Many businesses think it impossible to raise their prices, even when they think they 
should, because they are afraid of the competition.  A price increase will lead to lost 
customers. 
 
By inference they believe the only reason customers buy their product is price, 
that there is no inherent value in their product or service that distinguishes them from 
the competition. If true they have either not studied their market, or, dare I say, are 
less than energetic in their approach to their business.  It does not say much for the 
relationship they have established with their customers. 
 
If not true then they are leaving money on the table.  
 
Either way they condemn their business to both a race to minimal margins and to 
attracting those difficult customers whose sole criterion is the lowest possible price. 
 
Many businesses fall into the commodity trap: they start thinking that their product  is 
indistinguishable from the competition's, and that they can only compete on price.  
  
At best, this condemns them to a lifetime of doing just well enough to stay in 
business. At worst, when the commodity mindset spreads widely, it can devastate 
industries. But so often, it can be avoided. 
 
I will look at three issues: 
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 The fear factor – “I‟ll lose business” 
 

 Is your product or service a commodity – with no distinguishing features? 
 

 Price as a positioner (in marketing terms) 
 

The Fear Factor 

& the bottom line effect!

Do you want to 
increase the volume 
of sales, or the value 

of sales?

The key to 
profitability is the 
volume of Gross 

Profits you achieve, 
not the volume of 

Sales
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The Fear Factor and the Bottom Line Effect 
 
“I was doing what I loved and hating every minute of it !” 
 
The story comes from a veteran and very famous advertising and copywriting bloke, 
Drayton Bird. If you read my “Have you thought about…” quotations in each 
newsletter you will often find some useful advice from Drayton.  
 
The other day he wrote a blog on discounting in which he said “The bargain 
basement is a terrible place to be. If price is your only weapon there's always 
someone ready to undercut you, even if they go broke doing it.”  
 
It attracted the following unedited comment from a reader: 
 

"You make excellent points in this email, and I have experienced this myself in 
my own business.  
 
If you don't mind I would like to share my own personal story. 
 
I started out as a "discount" provider and it was miserable. I attracted the worst 
possible customers and the more I gave the more they wanted, but at no extra 
cost to them mind you. 
 
My customer satisfaction rate was abysmal, my job satisfaction was non 
existent... along with my profits.  
 
I was doing what I loved and hating every minute of it. 
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Finally I said enough's enough. I raised my prices by 500% and established 
very clearly I compete on quality and nothing else.  
 
I lost 90% of my customers overnight. 
 
But the ones that stayed, and more importantly the new ones that suddenly 
appeared... attracted by my higher rates like moths to a flame, more than made 
up for it. 
 
Before I raised my rates I was working 12 hour days 7 days a week for 
miserable people - impossible to satisfy who viewed not just my service, but 
myself as a commodity, and losing money while I did it. 
 
Now, since I raised my rates I have clients who view me and my service as 
something special, and feel like they are still getting tremendous value. 
 
I work just 7-8 hours a day, 5 days a week (and am working hard to bring that 
down to just 5 hours a day 4 days a week) and the last 4 months have been the 
most profitable in the history of my company. In fact the last 3 months my 
company has earned more than it did in the 18 months previous to the price 
hike!” 
 

In fact you will maximise your nett profits by increasing the volume of your gross 
profits through increasing your margin and selling the same total value than 
increasing the volume of sales at the same margin – I set out the maths in an article 
“Don‟t increase sales, increase gross profits”.  
 

 

50

"If you have no difference, you'd better have

low, very low, prices."

Jack Trout and Al Ries,

 

Jack Trout and Al Reis expressed it well:  "If you have no difference, you'd better 
have low, very low, prices."  
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Is your product a commodity?
Pricing is about perceived value

One of the biggest 
fallacies in 

business is that a 
product‟s price 

should be based 
on its costs. 

The problem with 
this approach is 

that it mistakenly 
assumes that 

customers base 
their willingness 

to pay on how 
much it costs you 
to produce or buy 

it.
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Pricing is about perceived value. 
 
I have frequently written blogs about value.  Go and check them out. 
 
Is your product or service a commodity – with no distinguishing features?  If so, then 
price is your only weapon.  It is a dangerous weapon, likely to inflict more damage on 
you than on the competition. 
 
One of the biggest fallacies in business is that a product‟s price should be based on 
its costs.  
 
The problem with this approach is that it mistakenly assumes that customers base 
their willingness to pay on how much it costs you to produce or buy it. 
 
You know that discounting is death; in effect you‟re saying your products are not 
worth the asking price, that they are not “value”.  Noted British marketer Drayton 
Bird put it well – “When you keep discounting, you are not just training people to 
expect bribes; you are telling them “what we offer is not good enough to sell on its 
merits.” You are degrading your brand.”   
 
If you're indeed compelled to give a discount, give a logical acceptable reason.  It 
may be your Aunt Maisie‟s 89th birthday, but give a reason.   
 
But rather than discount, add value:  
 
Differentiate - Always say something that strengthens your brand.  Explain how 
what you do or provide is better/faster/easier to use than what others do.  Don‟t just 
focus on the discount.   That‟s from Drayton Bird again. 
 
Think about what bonuses you can give out.  A good bonus will usually out 
perform a steep discount.  More on that shortly. 
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Position yourself as the expert in your field.  Customers expect to pay more for 
genuine expertise. 
 
Start shifting perceptions back, away from you being a discounter to a business 
providing value that customers are willing to pay for. 
 
 

Price is a positioner

Price sets a belief of 
value in customers‟ 

minds.

High prices get 
attention, and create 

high expectations.

Grow by creating 
value.
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Price is a positioner. 
 
Pricing is one of the 4 Ps of marketing and the most basic tactic, having been around 
for hundreds if not thousands of years. It is the most direct way of communicating 
value to customers and has the most direct impact on bottom-line performance.  
 
At the same time, price as a marketing instrument is difficult to leverage effectively 
because it involves integrating decision-making vertically and horizontally within the 
organization. Apart from the bottom line, it can also impact brand perception: Too low 
a price may cause the brand to be perceived as a commodity, whereas too high a 
price runs risk of being priced out of the market.   That is if you charge a higher price 
without adding value. 
 
Yes, some clients are price buyers ... and your low price will draw them in like moths 
attracted to a flame.  
 
Three reasons to promote higher prices: 
 
Firstly there are many other clients who do not buy based on price.  
 
These clients value other attributes - such as quality, reliability, speed, customer 
service, expertise, track record, and reputation - and are willing to pay a premium 
price to get them.  
 
In fact, your low price signals to many of these buyers that you do NOT deliver those 
desirable attributes ... and that you and your services are inferior. 
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The low price actually turns these prospects off! 
 
This is not theory, by the way.... 
 
Direct marketers know that, in split tests of price, the low price for a product or 
service often loses and is less profitable than higher prices, which generate more 
orders and sales.  
 
Low prices create a perception in the client's mind of low value. 
 
Second - Your low price attracts a less desirable clientele - price buyers - than a 
premium price, which attracts clients who value good work and don't mind paying for 
it.  
 
Price-buyers, while the least profitable clients to work for, are ironically often the 
most demanding and difficult to please.  
 
Third, in a service business, time is money.   The less you charge, the less money 
you make - and the less profitable your business. 
 
Higher prices will get attention, differentiate your product or service far more than low 
prices and create high expectations.  Add value, charge accordingly, and grow. 
 

Exercise

• Product/service 1 –

• Product/service 2 –

• Product/service 3 -

Take 3 major 
products or 

services.  
What is your 

pricing 
strategy?
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For your next Exercise take 3 major products or services.  What is your pricing 
strategy for each: 
 

 Product/service 1 –  
 

 Product/service 2 –  
 

 Product/service 3 –  
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The Yes and Yes Factor

54

The objective is to 

increase the value of 

the sale at the time 

the customer is ready 

to buy.

 

Now for the Yes and Yes Factor. 
 
The objective is to increase the value of the sale at the time the customer is ready to 
buy. 
 
The basis is the concept of product and bonus. 
 
People always want more for less.  They want value. 
 
The bonus will cause the customer to buy Option B (option A + bonus) in almost 
every situation. 

 
 

The Yes and Yes Factor

• Its all about choice!

• Yes and Yes allows the customer to 

have a choice between yes and yes; 

not yes and no. 

• Don‟t force the customer to choose 

between yes and no.

• You‟re able to sell more 

product/services, and the customer is 

able to get more bang for their money.
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Clients come to you every single day asking you to give them a choice. A choice 
between Yes and Yes. Instead all you're giving them is a choice between Yes and 
No.  
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The customer knows exactly what he wants. And when given the choice between 
Yes and Yes, he takes a decision to buy that which creates most value for him.  Of 
course, if there's an enticement to buy, as was in this case, then there's a far greater 
likelihood of him buying the more expensive product. 
 
You need to create the bonus first.  So you can give customers a choice.   
 
Once customers decide to buy, prices become secondary – provided the price 
structure is done right.   Once they have decided to buy they are searching for the 
best value they can get.  Their minds are set on the bonus.   
 
When creating the Yes and Yes the base product needs to be identical.   Then add 
the bonus.  Step 3 needs to have a price.  Then show the value, creating an option 
where the customer sees extreme value.   
 
You‟re able to sell more product/services, and the customer is able to get more bang 
for their money. 
 
 

Picture the Profits – Special Offer
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Special Offer Regular Premium Plus

The Picture the Profits – 27

Practical Tips E-book

(Worth A$54)

BONUSES

8 Tools To Increase Sales –

Webinar Recording

(Worth A$37)

Special Report – Small Change,

Big Result - How to Improve

your Quotation & Proposal

Success Rate

(Worth A$75)

Special Price No – not A$91.00

Just A$64.00

No – not 

A$166.00 

Just A$97.00

Pay safely with PayPal

You can use most Credit Cards with PayPal

Single Payment – Save

more than $30

Buy Now

$64.00

Buy Now

$97.00

 

The Yes and Yes Checklist 
• Clear upgrade 
• Desired bonus 
• Visual difference – on page – a tick 
• Price difference – usually no more than 10% to 15% 
• Call to Action – you have to tell them to buy 
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Exercise

Develop a Yes and Yes 
offer

Test in the 
market place

57

 

So for your Yes and Yes exercise: 
 

 Develop a Yes and Yes offer, and 

 Test it in the market place. 
 

Bundling

Instead of offering additional 
products at full prices, the customer 
is offered additional products or 
services at a discounted price.

Objective:

• to use the discounted price to encourage the 
customer to increase their purchase.

• Increase the volume of Gross Profits, but at 
the expense of % Gross Profit. 58

 

Bundling 
 
Instead of offering additional products at full prices, the customer is offered additional 
products or services in a package at a discounted price.  It is different from a Yes 
and Yes offer in that there is only one package. 
 
The Objective is to use the discounted price to encourage the customer to increase 
their purchase and increase the volume of Gross Profits, but at the expense of % 
Gross Profit. 
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This add-on product can be either given away or sold.  Even if you give the add-on 
product away, it's better than giving a discount on your main product.  
 
Now be aware that the each of the bundled products needs to be priced before the 
discounted price is given, or else they have no value in the eyes of the customer. 
 
For example a sports good retailer found his main competitor was discounting 
sports shoes by 10%. Unless the competitor was able to buy for 10% less the 
discount was coming straight off his bottom line.  
 
Rather than compete on price my client promoted his sports shoes with a free pair of 
sports socks, the cost of which to him was negligible. He reported no loss of sales 
due to the price competition and retained his margin. 
 
Consider IT products which frequently are offered with a mix of computer, printer, 
scanner, camera or memory sticks. 
 
Bundling works for services too - But adding on more services means you need to 
invest more time, which may be a bit of a strain. Therefore it's best to either create 
an information product, or create a seminar/workshop where you can speak to 
several clients all at once.  
 
Bundling 
• boosts average transaction size,  
• diffuses apples to apple price comparisons,  
• makes complete buying decisions easier and faster,   
• provides convenience to the customer, and 
• can be a path to differentiation/unique selling proposition 
 
 

Unbundling

The value may not be 
recognised when 

offered at one overall 
price

List the entire 
offering, giving each 
component a value

Your offer is 
everything they get 

when they purchase a 
product or service. 
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Unbundling reverses the process, particularly where you may not have realised you 
have a bundled product.   
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Your job is to break down the entire offering and then assign a value to each 
component.  List all the components, giving each component a value. Your offer is 
everything they get when they purchase a product or service.  
 
For example a sale may involve a site inspection, developing a specification, the 
product itself, a warranty or guarantee (think of the price charged by large 
companies for extended guarantees), training, after sales support etc.  
 
This list of values can wedge the competition who may be offering far less than you 
but because all the components are not identified the offer may be perceived to be 
the same. It causes customers to choose you, because you bring far more perceived 
value. 
 
Some of these components are hidden nuggets in your business.  Nuggets of real 
value to your customers that you perhaps you, or your customers, don‟t realise?  
Many small businesses have these hidden nuggets which can add genuine profits to 
their business.   
 
I‟m talking about usually intangible things that perhaps you do almost automatically, 
that either enhance your offering or even without which you couldn‟t deliver. 
 
Let me illustrate with some examples: 
 

 The structural landscaper who designs and installs rock walls, retaining walls, 
paths, garden features, paving etc.   There is value in the design. 

 

 The supplier of industrial products who undertakes an audit of a potential 
customers operations before quoting.  The audit can uncover serious 
problems that need fixing. 

 

 Suppliers who offer training as part of their package.  Without the training the 
full benefit of the product or service won‟t be realised. 

 

 The professional conference organiser who offers a risk assessment to the 
steering committee as part of the package.  The conference committee may 
not know what could undo their efforts. 

 
Why are these hidden nuggets and how do you uncover the value? 
 
Their hidden value lies in the fact that these services have real worth.  Frequently 
without them the job could not be done properly, leaving a less than satisfied 
customer.  And they offer a point of difference from those of your competitors who 
can‟t provide such a service. 
 
So you need to unbundle them from your offering.  By that I mean whenever you 
submit a quotation or proposal separately identify and list the service provided.   
 
And place a value on it.  There‟s no value in free.  Whether you then charge the 
value in your overall price is a separate question.  The customer needs to see and 
recognise the value. 
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Now you have some options for the future: 

 Offer the service as a bonus to add value to your product or service to 
increase the likelihood of the sale; 

 

 Charge the service to increase your profits from the sale; 
 

 Introduce an element as new product which can be sold separately, for 
example design.  More sales, and it will enhance the value when offered in 
the first two options; 

 

 Use it to wedge the entrenched competition; get your competitor fired without 
openly putting them down. 

 

 

Exercise

60

Develop a 
bundled offer

Test it in the 
market place

Develop an 
unbundled offer 
(take a different 

product)

Test it in the 
market place.

 

Naturally your exercise is to put this into practice: 
 
Develop a bundled offer - Test it in the market place 
 
Develop an unbundled offer (take a different product)  - Test it in the market place 
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The Sales Conversation

• Do you have a sales conversation?

• What kind of sales conversation do 

you have?

• Telling is not selling

– Customers don't want to be talked at 

and pushed. They want to be 

understood. 

– Selling-by-listening 
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Our final tool is the Sales Conversation 
 
As a seller, your job is to help your customer understand the value of your offering. 
You need to get them off the pricing and into a conversation about what really 
matters to them. You need to be able to reframe the conversation - hopefully before 
they say, "How much?" or "Too much" by discussing why they are buying and what 
they hope to achieve through their purchase. Get them thinking of the outcome, not 
the cost. 
 
When a prospect says, "Your price is too high," find out what "too high" means.  
When you say 'too high,' what do you mean? 'Too high' compared with what?" Find 
out if you're two cents too high, two dollars too high, or two million dollars too high. 
 
Do you have a sales conversation? 
 
What kind of sales conversation do you have? 
 
Telling is not selling.  Customers don't want to be talked at and pushed. They want to 
be understood.   Selling-by-listening  
 

What kind of sales conversation do 

you have?

• all selling is based on the quality of 
the relationship between you and 
your customer.

Relationship

• you position yourself as a 
consultant - as an expert, advisor, 
helper and teacher, above all as a 
problem solver. 

Consultative

• take a low pressure, no pressure 
approach to the sale.

Educational

selling
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42 
 

What kind of sales conversation do you have?  There are seven different 
approaches: 
 
Relationship - all selling is based on the quality of the relationship between you and 
your customer. 
 
Consultative - you position yourself as a consultant - as an expert, advisor, helper 
and teacher, above all as a problem solver.  
 
Educational  - take a low pressure, no pressure approach to the sale, educating the 
potential customer into the options and alternatives. 
 

 

Listen and learn

• Finding out basic facts about the existing 
situation Situation:

• People buy only when they have needs, 
and needs almost always start with 
dissatisfaction with the status quo.

Problem:

• Understanding the consequences and 
impacts of the situation, transforming 
implicit needs expressed as problems into 
explicit needs

Implication:

• Checking and assessing the value and 
usefulness of a solution in a positive and 
constructive way. 

Need-payoff:
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Situational – asking questions to find out basic facts about the existing situation so 
you can provide the best solution.  It requires careful listening.  Selling by listening. 
 
Problem solving - People buy only when they have needs, and needs almost 
always start with dissatisfaction with the status quo.  So you need to ensure you fully 
understand the problem. 
 

Implication - Understanding the consequences and impacts of the situation, 

transforming implicit needs expressed as problems into explicit needs. 
 
Need pay-off - Checking and assessing the value and usefulness of a solution in a 
positive and constructive way.   
 
For more detail on these approaches check out Brian Tracy, veteran salesman and 
sales trainer. 
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Components of a Sales 

Conversation
1. Create an opening

2. Explore the requirement

3. Understand the problem

4. Show you understand – restate the problem

5. Determine the explicit needs

6. Introduce your solution

7. Tell the customer what this will deliver

8. Tell them WHY it will deliver the result

9. Overcome the objections

10. Remove the risk

11. Make an offer

12. Close the sale
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There are 12 Components of a sales conversation: 
 
1. Create an opening – Not “Can I help you” which leads to a Yes or No answer 
2. Explore the requirement 
3. Understand the problem 
4. Show you understand – restate the problem 
5. Determine their explicit needs 
6. Introduce your solution 
7. Tell the customer WHAT this will deliver 
8. Tell them WHY it will deliver the result 
9. Overcome the objections 
10. Remove the risk 
11. Make an offer 
12. Close the sale 
 
You need to identify the real problem troubling the prospect.  It is important to go 
identify the symptoms of the problem, but to then go beyond them to identify the 
underlying causes if you are to really solve his problem. 
 
You need to prove your credibility.  How does the prospect know you can deliver? 
The best way to demonstrate that is through practical examples, your experience in 
doing jobs of a similar nature, scope and size.  So list them, giving sufficient details 
to make the example credible, without giving away any commercial details.   
 
Back demonstrated experience by listing some referees they can talk to, having first 
got their permission of course.  The very fact you have referees adds veracity. 
 
Add testimonials.  Testimonials do make a difference.  
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Handling objections

Hear them out 
completely 

without 
interrupting -
"that's a good 

question".

“Obviously you 
have a good 

reason for saying 
that, do you mind 
if I can ask if you 
could clarify it.”

Use the “Feel, felt, 
found” approach
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An important skill is learning how to handle objections. 
 
Objections can indicate the prospect is genuinely interested, but just wants to 
remove the doubts in their mind, so it is important to handle them well. 
 
Hear them out completely without interrupting - "that's a good question".  
 
“Obviously you have a good reason for saying that, do you mind if I can ask if you 
could clarify it.” 
 
Use the “Feel, felt, found” approach – you may feel that is expensive, others have 
felt that, but what they have found….  
 

Closing the sale

Final 
Question 

“Are there any questions or concerns that you 
have that I have left unanswered?”

Suggesti
ve close

“Well then why don't you give it a try & I‟ll take care 
of the details.”

Directive 
close

“Well then, the next step is this, (plan of action, process to 
wrap up the sale)”

Author-
isation
close

Take out the order form, mark the signature line with your pen – “If you 
will just authorise I'll get on with it right away.”
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Closing the sale is another skills people don’t practice.  Here are some 
approaches for different situations: 
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Final Question - “Are there any questions or concerns  that you have that I have left 
unanswered?” 
 
Suggestive close  - “Well then why don't you give it a try & I‟ll take care of the 
details.” 
 
Directive close  - “Well then, the next step is this, (plan of action, process to wrap up 
the sale)” 
 
Authorisation close - Take out the order form, mark the signature line with your pen – 
“If you will just authorise I'll get on with it right away.” 
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Do you see how the whole 

conversation is a step by step 

process to build trust and remove 

all the doubts in the customer‟s 

mind, leading to the point where the 

only logical step is to buy?  

 

Do you see how the whole conversation is a by step process to build trust and 
remove all the doubts in the customer‟s mind, leading to the point where the only 
logical step is to buy?   
 
 

Exercise: 

• Develop a 12 step script for 

your sales conversation
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Your exercise is to develop a 12 step script for your sales conversation. 
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You need to know this script so you can apply it naturally.  Nothing is more off-putting 
than when someone is obviously reading from a script. 
 

Summary
 The Market  

– Riches in niches

– Knowing your market, 

 Promotion

– Message – market – match

– Promotional ROI

 Pricing

– Increasing prices

– The Yes and Yes factor

– Bundling and Unbundling

 The Sales Conversation
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So to summarise I have covered 8 tools grouped under four headings:  
 
The Market   

 Riches in niches 

 Knowing your market,  
Promotion 

 Message – market – match 

 Promotional ROI 
Pricing 

 Increasing prices 

 The Yes and Yes factor 

 Bundling and Unbundling 
The Sales Conversation 
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Action Plan

What will you implement 

tomorrow from this webinar?
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A final step:  What is your Action Plan to implement at least one thing from this 
webinar tomorrow? 
 


