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Introduction

This guide is designed to teach you the process of closing a sales transaction 
through the various excuses, objections, questions and other forms of resistance 
that prospects may have to making a purchase.  This resistance results from 
many things, some real and some percieved, but does not usually signal that the 
purchase is not right for your prospect.  Rather, it indicates the customer has yet 
to be entirely convinced that the decision to buy is right for them.  It is important 
to understand that the vast majority of customers will follow the same pattern of 
resistance, despite the need and want to own your product.  Fortunately, their 
regularity is your advantage because you can be prepared to respond in a pro-
fessional and persistent way to every “reason” they could give for not buying.  
This allows you to skillfully lead potential customers to make a decision, in their 
own best interest, to own your product.  

In the direct selling industry, the closing sequence consists of four stages; excus-
es or stalls, objections, questions, and decisions.  The customer’s initial response 
to your buying question is the indication of what stage they are starting at.  Mas-
ter closing is the process of moving a prospect through those stages and arriving 
at a decision.  The techniques that will follow will show you how to do that almost 
every time.

You will learn how to respond to the five excuses or stalls (reasons for avoiding a 
decision), two objections (logical reasons they think they can’t buy), and various 
questions (signs they will buy).  Aside from questions, which are usually product 
related, this leaves only seven things you will ever have to learn to respond to in 
order to become a master closer.  Add to that a few bridging and clarifying tech-
niques and the number still does not exceed 10.
  
Because it is not properly understood, the closing process is often the cause of 
fear and anxiety on the part of sales representative because they believe that 
closing is complex, confrontational, and involves the manipulation of clients.  This 
anxiety can often transfer to the customer making it all but impossible to close 
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sales except for when the prospect is already sold before the salesperson ar-
rives.  This misconception has created it’s own industry of ineffective sales train-
ing built on teaching hundreds of gimmick closes that don’t work in real sales 
situations.  It is our goal to teach aspiring sales professionals that professional 
closing is actually a very manageable and learnable process that works with the 
customer for their own benefit.  By understanding the process, and learning the 
proper responses, one can gently guide the customer through the process to a 
win - win buying decision that is respectful of the prospect’s needs and how they 
prefer to buy.
 
  
If you find the information in this free guide valuable to your sales career, 
you may want to take the next step in your sales education by investing in 
the audio recordings of all the closing techniques included here.  They are 
available as part of our complete sales training course offered on 8 audio 
CD’s.  The course includes far more than just the closing process and cov-
ers ever aspect of high level successful selling.  

Visit us at www.salesgianttraining.com to find out more.

We are also available for live events, consulting arrangements, sales presenta-
tion and sales material design, and private client relationships.

To your tremendous success and prosperity,

The Sales GIANT



Visit us at www.salesgianttraining.com Visit us at www.salesgianttraining.com

“Commitment cannot be measured in time spent or progress made;  
rather, it is a line you cross after which the only measure of success 

is did you do everything it took to succeed.”

-Unknown

“Work hard at your job and you will make a living; work hard on 
yourself and you will make a fortune.”

-Jim Rohn



Visit us at www.salesgianttraining.com Visit us at www.salesgianttraining.com



Visit us at www.salesgianttraining.com Visit us at www.salesgianttraining.com

Excuses
Excuses are characterized by the fact that they are NOT the expression of the 
reason that a customer believes they cannot go ahead, but rather an expression 
of a desire to avoid making a decision.  When handled properly, a master closer 
can move the customer past their excuse, to their real objection, which is often 
money.

Lets start with the all time most common customer excuse.  An informal survey of any 
group of salespeople I’ve ever talked to reveals that this excuse is used by custom-
ers more than any other-- as much as 75% of the time after the customer is asked the 
buying question.  It always surprises me when long time sales veterans do not have a 
effective response.  You don’t have to worry about that any more.  If you learn nothing 
else from this guide, don’t fail to commit this to memory.

“I need to think about it”

Respond with:

I can appreciate that.

Obviously you wouldn’t take the time to think about this unless you were seriously in-
terested, is that true?

 Yes.

And I trust that over the next couple of days you are going to give this very careful con-
sideration?

 We sure are.

I’m curious, what is it that you need to think about is it dealing with my company?

 No, it’s not that
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Is it the quality and selection of the products?
 
 No, not that either.

Is it the way we install them and the service we would provide in the future.

 No, it isn’t that.

Is it me personally?

 No, you were great.

(softly)
Bob and Sally, there’s really only one thing left, is it the money?

When they respond that it is, you have successfully moved the customer from an ex-
cuse to an objection, which is one step closer to a decision.  You may still have some 
work to do with the money objection, which you will learn about in the objection section 
of the guide, but a money objection is logical and can be easily overcome.

As you use this technique, you will often find that you never get to the final question.  
Somewhere along the way the customer gets honest with you and tells you that it is 
about the money.

And what happens when they tell you that it isn’t the money?  Very simple:

Mr Customer, if it isn’t the money, or any of the other things that you need to think 
about, then there must be something that I am missing.  Do you mind if I ask what it is?

Their response will point you in the direction of their resistance to buying, perhaps an-
other excuse, maybe an objection, or a questions you haven’t answered.  Either way, 
you are moving the customer through the closing sequence and are that much closer 
to identifying and overcoming their resistance to buying.

Before we move on, lets take a minute to look at the psychology behind this technique.
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When the customer first responds by saying “I need to think about it” what they mean 
is that they are not yet convinced, and probably don’t want to tell you the reason why. 
This is either because they can’t really name it, they don’t want to offend you, they 
believe that if they tell you then you will try to overcome their objection, or because this 
is simply what you tell salespeople to end the sales call.  From this perspective, under-
stand that your job as a professional salesperson to help the customer organize their 
thinking, be honest with you, and come to a resolution to either take advantage of your 
offer or not.

Your initial response to their statement is to try to take the pressure off of them.  Imme-
diately responding can cause a potential customer to put up their defences after which 
the sale is usually lost.

So you start by saying:

I can appreciate that

Obviously you wouldn’t take the time to think about it unless you were seriously inter-
ested.

Can I trust that over the next couple of day you will give this very careful consideration?

What do all those statements imply?  That you are accepting their desire to think it 
over.  At Sales GIANT Training, we refer to these as “out the door statements” because 
they imply that you are leaving and that the sales call is concluding.  This is designed 
to take the pressure off, because when the customer perceives pressure they will be 
defensive to any further discussion that will allow you to continue to convince them to 
buy.

The next questions that you ask is the key to this technique:

I’m curious, what is it that you need to think about is it dealing with my company?

This is very different in its effect from the questions that most salespeople ask at this 
point, which is, “what do you need to think about?”   The difference is that by asking 
the customer what they need think about you allow the customer to give you a dead 
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end response.  A dead end response is one from which you have no way to move the 
discussion closer to closing the sale.  Here’s why.  When you ask a customer what they 
need to think about, what do they tell you?  Something along the lines of “If we want 
to do it.”  Now what do you say?  What can you say?  You have lost the initiative in the 
conversation by asking a question that can only lead to answer with which you do noth-
ing.  Instead, Sales GIANTS ask a similar question, but combines it in such a way with 
a statement that begins the process of eliminate topics about which they ‘need to think 
about it.”

I’m curious, what is it that you need to think about is it dealing with my company?

This question will produce a very different response.  The close ended question con-
trols the response and limits it to an obvious ‘no.’  Now we are getting somewhere.

The questions that follow each eliminate one category of consideration and lead to the 
final question that brings us to the money objection.  Experienced sales people know 
that it is usually about the money, but great salespeople know that you can’t bring a 
customer to admit that it is without first eliminating the other possible considerations.  

If you ask if it is about the money, potential customers will usually not admit it, because 
on some level they know that if they tell you that it is, you will lower your price and they 
will be put into a position to buy if they want to remain consistent.  This is the conclu-
sion that their anxiety over making a bad decision is keeping them from doing.  By 
making money the only option left, after they have told you that is not anything else, 
the human need to be consistent leads them to money, and you one step closer to 
the sale.  In the section on objections you will learn how to take the money objection 
through to the sale.

“I need to talk to…”
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If you take a moment to think about it, do your potential customers really need to talk 
to someone about how to spend their money?  Usually not.  Unless you are not meet-
ing with all of the decision makers, which is something that you should have qualified in 
setting the appointment, then you are meeting with a person that can make a decision 
to buy or not.

That being the case, what does a potential customer who tells you they need to talk to 
someone else about the decision really mean?  Like most excuses and stalls it means 
that they are not convinced, and that they do not feel that they have enough informa-
tion to make a decision.  So, they are telling you that they are going to avoid making 
that decision.  Remember, all clients have a fear of making an incorrect decision, and it 
is your responsibility to help them see that the decision to buy is a good one for them.  
If you don’t, someone else will.  

Not everyone will buy from you, nor should they.  As good as your product or service 
probably is, it is not right for everyone.  Helping a customer determine if it is or isn’t 
right for them is the proper conclusion to a sales call and one that you try to help every 
potential customer make.  Ending a sales conversation at a point where they express a 
desire to talk to someone else is a disservice to both you and your potential customer. 

Several techniques on handling this excuse follow starting with the simplest.  Choosing 
which one is correct for a given prospect will be easy once you master them all. 

Technique 1

Respond with:

I understand how you feel, and I want you to know that how and with whom you make 
this decisions is up to you.

However, since I can’t talk to your uncle, I’d like to ask you a question before I go that 
will help me understand how you personally feel about this investment.  Is that ok?



Visit us at www.salesgianttraining.com Visit us at www.salesgianttraining.com

This may sound a little funny, but humor me for just a minute.

Hypothetically, if your uncle was in some far off place, lets say Siberia, and you were 
unable to talk to him for the next five years, knowing that a decision on this purchase 
has to be made before then, how do you feel personally about spending $$$$ dollars 
on this purchase?

If your prospect responds that they are ok with the price, move on to the next technique 
where you can eliminate the ‘no’ response as their personal decision.  Most of the time, 
however, they will respond with the following or something similar:

 Well, it’s more than we wanted to spend

I understand how you feel.  So then what we’re really talking about here is that it is too 
much money?  (nod your head)

 Yes, money is the issue.

At this point you have successfully move the prospect from an excuse or the avoiding 
of a decision, to an money objection or the reason for not making a decision.  Reasons 
we can work with, excuses we have to get through to find the reason.

The second section of this guide will teach you how to proceed when you have the 
reason.

Technique 2
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The next technique sometimes follows from the previous, where a prospect tells you 
that they are personally ok with the amount of the investment, or it can be your initial 
response to the ‘I need to talk to...’ excuse.

You will need to have a pen and paper for this technique.  Notice how it starts with an 
‘out the door statement’ to take the pressure off of the prospect.

Mr. Prospect, I understand where you are coming from.  Since I’m unable to talk to 
your uncle and answer his questions, I’d like to do one think for you before I go that 
many people have told me is very helpful as they try to organize input from other peo-
ple before making an important decision.  May I?

Let’s take a close look at this situation and what the possible outcomes of speaking 
with your uncle will be.

          (Draw this out)

           YOU
                Yes           No

   Yes

        THEM
  
   No  

Bob and Sally, there are really only four possibilities when you make a decision with 
another person.  

If you both said ‘No’ it would be any easy No decision on this purchase wouldn’t it?  

 Yes it would.

And by the same criteria, if you both said ‘Yes’, then it would be an easy ‘Yes’ decision 
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on the purchase, right?  

           YOU
                Yes           No

   Yes

        THEM
  
   No  

The next thing that could happen, would be if you said ‘No’.  Now if that was the case it 
really wouldn’t matter what you uncle said because you wouldn’t even need to ask him, 
right?  

           YOU
                Yes           No

   Yes

        THEM
  
   No  

Then there’s really only one possibility left, and that is if you said yes and they said no.  

I’m curious folks, if you are saying ‘Yes’ based on everything I’ve shown you here to-
day, and they said no based on no information other than maybe the price what would 
the ultimate decision have to be?  Would you make a decision in your own best inter-
est or trust the decision to someone who won’t be able to understand the value of this 
purchase?  For your long term benefit, put your trust in me and my company by making 
a wise decision to go ahead with this today.
So what happens next?  The first possibility is that they decide to buy.  The second is 

Yes

NO

Yes

NO

X
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that they tell you that it is really the money.  The third is that they say something like:

  That makes a lot of sense, and I understand what you are saying, but I still can’t   
 go ahead with this today.

To which you respond, as we discussed earlier:

Ok, then there must be some other reason for not going ahead.  Do you mind if I ask 
what it is?

And what are they likely to say to that ?  Maybe that it is the money, maybe another ex-
cuse, maybe a question.  Either way you are moving forward through closing process.

Technique 3
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This technique works especially well when you are talking to a customer who wants to 
ask their children for advice.  This is an interesting situation, because you don’t want to 
imply that they are wrong to ask their kids for help, but need to make them evaluate the 
decision to buy on its own merits in their own best interest.  Remember, children do not 
always have their parents best interests at heart, or at least often don’t understand the 
needs and wants of their parents.  They also tend to feel that sales people are likely to 
be trying to take advantage of their parents.  

The following technique will help you help your prospects separate the personal moti-
vations of their children from the decision to do something in their own best interest.

Respond with:

I can understand how you feel.  As a son/daughter myself I like to think that I can help 
out my parents with a word of advice once in a while.

And if your daughter is anything like me, and I’m sure she is because you are trusting 
her to help you with this decision, she wants to make sure that the advice she gives 
you is in your best interest, right?  

 Yes

Because if she doesn’t help you make the right decision, then that could make the rela-
tionship between you and her a little difficult, agreed?

 Yes

Now, when you ask her for advice I know that there are two things she can say.  She 
can say that you should say yes to this purchase, or she can say that you should say 
no.

I want to share with you the situation that this puts her in, because I know from experi-
ence of my parents putting me in the very same situation when they ask me for advice.

Based on what she knows about this decision, which is only the little bit you’ll be able 
to share with her about the offer our company is making on this project you are put-
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ting her in a very difficult situation.  Of course she values her relationship with you and 
doesn’t want to do anything to disrupt that, meaning that the response she gives you 
will be more about her wanting to not lead you wrong than her wanting you to get what 
you need and want.

Here’s why I say that.  If she tells you to buy it she takes the most risk, because if you 
don’t like it she will feel that she led you wrong.

But if she tells you not to buy it, and either you follow her advice or not, her relationship 
with you is safe.  

You see, if you decide to purchase anyway, and you are unhappy, she is safe.  If you 
decide not to purchase, you will never know how much you would have liked it and 
thus can’t blame her because you’d never know just how much you would have loved 
it.

That brings us to a third option, which most people don’t consider.

“I don’t know what you should do.”

This is what I tell my parents when I don’t have enough information to help them make 
a decision because I don’t have all the facts that they do.  And I do this so that they can 
make decisions that are right for them, and so I don’t give them advice to not do things 
that would be good for them because I don’t know and don’t want to take the risk of 
leading them wrong.

I think that this is what your daughter would say to you as well if she thought about it, 
because she wants you to have what is best for you and not miss out on things you 
want to have.  And besides, you probably taught her how to make decisions, so I’m 
sure she would agree with you that this is purchase is right for you if she had the facts 
that you do.

Haven’t you convinced yourself that this is wise decision?

Technique 4
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This techniques puts a bit of humor into responding to this excuse.  When you have the 
right kind of relationship with a prospect, this works very well.  It is also better suited to 
situations where the prospect is a married couple.  When assigning the role of ‘the ac-
cused’ choose the party more willing to purchase.

Respond with:

I know how you feel.  Advice is certainly good to have, when it is well informed.

Other than talking to your uncle, is their any other reason for not going ahead tonight or 
is that it?

 That’s it

The challenge that we have here is to make the right decision, and we know that the 
way to insure that the right decisions is made is by evaluating the reasons for going 
ahead against the reasons for saying no, right?

 Yes.

So in making sure that the decision is based on the facts, can I assume that you will be 
sharing some of the information I shared with you tonight with your uncle?

 Sure will.

Good.  So I’m clear, what you’re says is that you plan to share with him some of the 
highlights, as best you remember them, and then ask for his opinion before you decide 
what to do?

 Yes

Is it safe to say that you’ll be able to tell him some of the information we discussed to-
day, but certainly not all of it?

 That’s about right.
Mr. and Mrs. prospect, because I want you to make the right decision, I’d like to tell you 
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a little story before I go that may help you decide how to organize the advice you will 
get from your uncle.

Let’s just say that Mr. Prospect was accused of a horrible crime.  I know that you would 
never do something like that, Mr. Prospect, so obviously you were wrongly accused.  
And Mrs. Prospect, you’d agree that Mr. Prospect would never do something like that, 
right?

But let’s say that there were some coincidences that gave the prosecutor some reason 
to think it might be you.  There would have to be some reason that they accused you, 
but the evidence is obviously not very strong.  We’ll say that you were in the area of the 
crime, you were wearing the same color shirt as the person that was seen committing 
the crime, and you did know the victim.

Mrs. Prospect, you’re there in the courtroom with Mr. Prospect and you’re both watch-
ing the trial.  You seen the prosecuting attorney just going through the motions like he 
doesn’t believe that you are guilty.  The judge seems annoyed that the court’s time is 
being wasted on this case.  Your attorney whispers in your ear that you have nothing to 
worry about.  And the jury is smiling at you.  It all looks like you are going to be proven 
innocent, which we all know that you are.

Now here’s a little twist.  After the closing arguments, just before the case goes to the 
jury for deliberation, the judge asks the jury if they have any other questions.  The fore-
man gets up and says to the judge, “There is a lot at stake here your honor, and this is 
a big decision.  If its ok with you I would like to call my uncle, who’s a smart man, and 
give him some of the highlights of the evidence so he can help me make a good deci-
sion.  And while I’m asking, all the other jurors would like to call someone too.

Mrs. Prospect, I’ll start by asking you; how would you feel about the right decision be-
ing made in your husband’s trial if they were allowed to make those calls?

 Not good

You’re right, and its because the decision would be placed in the hands of someone 
who didn’t see any of the evidence rather than those who did?

Now its not your freedom that we are talking about here, but it is a lot of money.  In the 
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interest of making the right decision, doesn’t it make good sense to reach your own 
verdict on this project? 

Again, the same three possible responses can happen here:  They decide to buy.  
They tell you that its to much money.  Or they tell you that they agree with your point 
but they still can’t buy today, to which you response you simply ask as previously dis-
cussed.

“I need to get three other bids”

When potential customers tell you that they need to get other bids, they are telling you 
in no uncertain terms that you haven’t convinced them that you are the best option.  
This excuse could be an indication that you didn’t build an overwhelming value propo-
sition in your presentation, which you should look to strengthen before your next sales 
call.  

It could also mean that the prospect has been conditioned to always seek multiple bids 
or estimates before making a decision.  This is the result of conditioning by the insur-
ance industry who always told clients to get three estimates for repairs so as to allow 
insurers to settle claims for the lowest possible amount of money.  While there is no 
correlation between the number of estimates and the quality and value of the purchase, 
customers often believe that there is.  Where there is a correlation is between the qual-
ity and value of a purchase and the reliability and reputation of a company.  It is your 
responsibility as sales professional to show the customer how choosing your company 
is the right decision.

To use this technique, you will need to have information about the reliability of your 
industry.  This includes company failure rates, satisfaction rates, and possibly re-work 
or repurchase rates.  Ideally, you will first present this information to your prospect as 
background or comparison information as you talk about the strengths of your com-
pany.  When you use it during the closing sequence it will already be familiar to your 
prospect.

For the purposes of this example we will use information from the home improvement 
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industry, but you will probably be able to use the key statistic used here in any industry:  
According to the Small Business Association, 96% of all companies fail within 5 years.

Respond to this excuse with:

I understand how you feel, many of my customers have initially felt the same way.

Other than the desire to get other quotes, are you satisfied with the quality and value of 
my company’s offer?  

 Yes.

Now that you know what a product of this type can offer you, and how good a company 
offering it can be, will you be looking for similar qualities in the other companies you 
meet with?

 Yes we will.

Based on what we talked about today about my company and service, can you share 
with me what things the other company would have to have in order to be in consider-
ation for your business.

Write down what the prospect tells you.  

Quality Products
Quality Service
Strong Warranty
Excellent Service
Strong Reputation
Fair Price

You want to be sure that Longevity and Price are listed.  If they don’t volunteer them, 
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suggest it:

Mr. Prospect all of things you mentioned are only as good as the company standing 
behind them, and only for as long as they would be around, so should we add longevity 
to the list?

 Yes we should.

And how long would you want the company to be around for, it you could know that 
information about the future before making a purchase?

 At least 10 years. 

Now your list will look like this:

Quality Products
Quality Service
Strong Warranty
Excellent Service
Strong Reputation
Fair Price
Longevity - 10 years

After you have you list, continue with:

From looking at your list, you’ve convinced me that you are only looking at doing busi-
ness with other professional companies, am I correct?

 Yes you are.

That’s good, that way you’ll be comparing apples to apples, so to speak, when it comes 
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to price?

 Right.

I want you to have all the things you are looking for in both the product and company, 
whether it’s from my company or not.  I also want to let you know how difficult it can be 
to find all of those things and how much time it is likely to take you so you are aware of 
all the challenges of finding what is best for you.  

If I were to take your list and remove some items...

Quality Products
Quality Service
Strong Warranty
Excellent Service
Strong Reputation
Fair Price
Longevity - 10 years  5 years

You would end up with a want list of criteria that is certainly far short of a company and 
service that you would consider using, right?

 Right.

Let’s take a look at how difficult it can be to find a company that will only give you one 
of the items you consider important, longevity, and for only half the time you would 
want.

Mr. Prospect, I’m going to make a recommendation and it is a serious one.  You’ll prob-
ably laugh but I don’t mean it as a joke.  If you wanted to do business with a company 
that would provide you with none of the important things you are looking for, but would 
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be in business for the next five years, then I suggest you get 75 estimates just to find 
that.

You see, the reality of the industry is that only 4 out of every 100 companies last just 
five years.  That means that for every one company that will be around in five years 25 
will fail.

(Write out)

            4   =  1    X  3  =    3
               100     25             75

If you just want to make a price comparison between 3 companies likely to be in busi-
ness in 5 years, you will have to talk to 75 companies.  And how many would you have 
to talk to if you wanted to compare price between 3 companies that actually offer ev-
erything you are looking for?  How many hours would that be just for it to be likely that 
the right three have come through your door, and then how do you know which ones 
they are?   At the end of all that, assuming that you could separate the good compa-
nies from the bad companies, you are going to find out what you probably already 
know:  That quality is going to cost this much no matter where you get it because there 
is a cost to providing the quality you are looking for.  Sure you might be able to save a 
few dollars, but is the risk worth trying in this industry?

Doesn’t it make more sense to save yourself all that time, eliminate the risk here today, 
and ensure that you get everything you are looking for by putting your trust in us, a 
company you know will deliver just what you want and need?
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“I can get it cheaper elsewhere”

Well of course your prospects can find it cheaper somewhere else.  You should have 
told them that early on in your sales call and brought the discussion to value.  But pros-
pects can forget, and who can blame them.  They have a lot on their minds with the 
decisions put in front of them and we can never forget their anxiety over making the 
wrong decision.

Respond with:

You’re absolutely right Bob and Sally, you can get it cheaper, much cheaper, else-
where.  We all heard the expression, ‘you get what you pay for right’ and the really ap-
plies here.  

My experience in this industry, and in my personal life, has been that all people are 
looking for three things when they decide to own something:

(write out)
   

   High quality products
   High quality installation and service
   The lowest price

We both know that it’s illogical to think that you can ever get all three.  You never can 
get the lowest price on high quality products and high quality service, can you?

You can get a low price with quality products if you are willing to save money by set-
tling for poor service.  

You can get a low price with quality service if you are willing to save money by accept-
ing a poor quality product.  

And you can get high quality products with a high quality service and install if you are 
willing to give up the lowest price.
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I’m curious Bob and Mary, for your long term satisfaction, which are you most likely to 
give up; high quality product, high quality installation and service, or the lowest price?

Set your pen on the list you have written and wait for their reply

What you are trying to do here is get the customer to realize that purchasing is always 
a compromise between three factors:  price, product, and service.  The act of buying is 
a sacrifice of one for the sake of the other two, and it is almost always makes sense to 
sacrifice the lowest price for the sake of quality.

Remember:

Isn’t is better to pay a little more than you expected than a little less than you 
should?  When paying more than you expected to get a quality product you 
sacrifice a few extra dollars, but you get something that will satisfy you.  When 
you pay less than you should, you get a product that won’t satisfy you, and the 
sacrifice is not a few extra dollars.  It is literally the entire investment plus the 
cost of replacing it because what you bought to save money isn’t what you need 
and what you want.  Saving money is about paying a fair price to get the right 
product the first time.  Wasting money is what happens when you try to pay less 
than it takes.
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“I never make a decision on the first day”

When people tell you that they never make a decision on the first day, they are prob-
ably not telling you the truth.  We all make decisions every day that we didn’t consider 
making yesterday.  If we didn’t, how could we decide what to eat for lunch today if we 
hadn’t first been started to make the decision yesterday?  The reality is that people 
make decisions every day that they didn’t have to consider the day before, but they 
don’t make decision today, or any other day, that they aren’t convinced are right for 
them.  So when a customer give you this excuse, they are telling you that they are not 
yet confident that what you are offering is in their best interest.

We also should consider that people who want to delay a decision to buy may have at 
one time made a decision to buy a product that didn’t turn out well, and they blame the 
outcome on the fact that they made the decision too soon.  The truth is that the reason 
the decision turned out poorly was not about when it was made, but who it was made 
with and what it was made for.  The following technique will consider this possibility 
first, before moving on to help general procrastinators see through to making a buying 
decision.

Respond with:

I can appreciate that.

Mr. and Mrs. Prospect, a lot of people who say that very same thing to me do so be-
cause at some point they made a decision on the first day that didn’t turn out well, is 
that the case with you?

Let’s first consider how we proceed when the answer is yes.

 Yes, that did happen to us

That wasn’t with our company was it?

 Oh no.

What happened?
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 Well, we decided to buy a _______, and what happened was __________.

How terrible, I can certainly understand how this would make you hesitant.  How did 
that experience make you feel?

 Really horrible.

I can understand how you feel.  Would you say that in making the decision on this 
purchase, one of your biggest concerns is that when you look back on this purchase a 
couple of years from now that you won’t feel ‘really horrible,” but rather feel really good 
about it.
 
 Yes, it is.

Well that is exactly the reason why you should choose us today to do this project for 
you.  The fact of the matter is that with us you will never have to worry about regretting 
your purchase.  Our reputation over the years is your guarantee that we never risk the 
relationship with our customers by not taking care of you.  Your future business with us, 
and the potential business of all the people you talk to, means too much for us to do 
anything less that satisfy you 100%.  

The biggest benefit to you is that by choosing us to do this project for you today you be 
completely protected against another bad experience, and will save yourself a substan-
tial amount of money.  

After all, it’s not about when you do business with a company that makes it a bad deci-
sion, it is about doing business with a bad company that makes it a bad decision.  If 
you believe that we are a good company, ensure that you get a great experience by 
putting your trust in me right away.

Can I help make sure you are protected?

Now let’s take a look at how you should proceed if the customer tells you that it wasn’t 
a bad experience behind their hesitance.  For context, we’ll start the dialogue over:

I can appreciate that.
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Mr. and Mrs. Prospect, a lot of people who say that very same thing to me do so be-
cause at some point they made a decision on the first day that didn’t turn out well, is 
that the case with you?

 No, we just always taken our time in making decision.

Fair enough.  The one thing I’m not here to do is tell you how to make decisions.

Before I go let me just summarize where we stand.

You do trust that we would do a great job for you when you do decide to do this?

 Yes.

And you are happy with the products we offer and the care we take in servicing them?

 Yes we are.

How do you feel about doing business with me personally?

 Very good.

And are you comfortable that the amount we ask for the product is fair?

 Yes.

It seems that we have agreed on a lot here today, and it sounds like you are completely 
confident that we are a company that would satisfy you when you go ahead with this 
project, is that true?

 Yes.

Mr. and Mrs. Prospect, before I go I want to do one thing to help you organize your 
thinking over the next couple of days, may I?
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  Write the following on your pad of paper
    
                          Today      The Future

Quality Company     
That You Trust 

Lesser Company      

If you break this decision down very simply, there are two types of companies you 
could do business with; a quality company that you trust or a lesser company.  You’ve 
told me that my company fits into that first category, right?

 Right.

And there are two times you could choose to do business with one of those companies; 
now or in the future, right?

 Right.

If you made the decision to choose a lesser, or bad, company, it would be a bad deci-
sion if you did that today, right. 

 Right.

                                  Today      The Future

Quality Company     
That You Trust 

Lesser Company      Bad
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And what if you made a decision to wait a while and choose that same bad company in 
the future.  Would that be a bad decision?

 Yes.

You’re right, because it is still a bad company.

                                  Today      The Future

Quality Company     
That You Trust 

Lesser Company      

So under no circumstances would it ever make sense to choose a bad company, be-
cause today or tomorrow it is a bad decision.  That’s because it’s not about when you 
choose a bad company that makes it a bad decision, it’s about who you are choosing.

Now if you made the choice to go with us sometime in the future it would be a good 
decision because, as you well know, we are a great company.

                                          Today       The Future

Quality Company     
That You Trust 

Lesser Company      

Would you agree that we are the same great company tonight that we would be in a 
week or a month when you decide to purchase from us?

Bad Bad

Good

BadBad
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 Sure.

So we can agree that it’s not about when you do business with a company that makes 
it a good decision, it’s about the company you choose.  So by that standard, and I 
know that this is not what you intend to do, it would be a good decision to do business 
with us tonight?

 I can see that.
                                          Today       The Future

Quality Company     
That You Trust 

Lesser Company      

So, what you plan to do, do business with us in the future, and what many of my cus-
tomers do, choose to do business with us right away, are both good decisions.  The 
difference is more one of preference in when one wants to get started enjoying the 
benefits of the product.

It really wouldn’t make a difference but for one thing.  As I explained to you when we 
talked price, there is a cost to my time, and there is an incentive that I can offer you to 
save me the time of a repeat visit and allow me to use that time to serve other custom-
ers.  When most people who want what we offer hear this, including many that nor-
mally don’t like to do business on the first visit, they decide to go ahead with the order 
today at the lowest possible price because saving money makes it an even ‘gooder” 
decision.  

Return to you diagram you are working with and ad an ‘er’ to the end of good in the 
today column

It really is not about when, it’s about who.  Let me be the who, and lets get together on 
this good decision today.

BadBad

GoodGood
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Objections
 
Unlike excuses, objections are real and honest reasons for not going ahead with 
the order.  While excuses are an attempt to avoid commitment, objections are 
an expression of the reason for being unable to commit.  With rare exception, an 
objection is about Money or Time.  Since objections are honest and based in the 
customer’s perceived logic, they can be overcome with logic and honesty.  

The first object that we will look at is the money objection.  You will remember that most 
of the techniques that we use to overcome excuses and stalls end up at the money 
objection.  The money objection has two possibilities; affordability and value.  Each are 
very different and must be identified before you can apply the proper technique to solve 
the issue for the customer.  Remember that a prospect may start with an objection rath-
er than an excuse.

“It’s the money”

In some cases the customer will start with a more defined money objection that will 
identify it as affordability or value without you asking.  In this dialogue we start with a 
customer who gives us a vague money objection that needs clarified. 

Respond with:
 
I can appreciate that.

When people tell me it’s the money, my experience tells me that that can mean one of 
two things:

Either it’s the value, meaning you just don’t think it’s worth the price we’re asking, or
its affordability, it just doesn’t fit into your budget.

Which of those is it for you?

How the customer responds will define how your proceed.  Either with the value aspect 
of the money objection, or the affordability aspect.
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Affordability

Where the customer tells you it is affordability you simply change the terms to make it 
affordable, or reduce the size of the purchase, preferably in that order.

An example follows:

I know where you are coming from.  Let me ask you, is it your intention to use the 
monthly payment plan? 

 Yes

Most likely, if affordability is the issue the customer will be interested in financing or 
some type of extended terms.  Always be sure to quote a payment at the high end of 
the available range when giving price options in your price presentation so you will 
have room to move to a lower payment. 

How much to much is the monthly amount?

 $350 is just to much.  We couldn’t afford more than $250.

If you are able to offer terms that meet their expectations, close the sale with:

Mr. Prospect, when I talk payment options, I always start with the highest payment, 
because I never want to promise something I can’t deliver.  I can tell you that we do 
offer accounts that would allow you to make this purchase that the monthly amount that 
is comfortable for you, $250.

The next step is to get the order place and fill out the paperwork for account approval.

If the amount that they can afford is not something that you can provide, or they 
need to or have to pay cash, then reduce the size of the purchase trying to maximize 
customer value:

Folks, I know I still am going to be able to help you.  Earlier we discussed our integrat-
ed phase program that allows you to prioritize your project and take care of the most 
important parts first, and then do the rest as it is affordable.  
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You’ll remember that my company does this because we want to provide you with a 
way to get started on the areas of greatest concern, and then stay with you to see the 
project through. 

Let’s take a look at a more affordable option based on what you told me fits in your 
budget.

Value

Now we’ll turn our attention to the value aspect of the money objection.  You’ll know 
that you are dealing with this aspect when a prospect tells you that they don’t think the 
product is worth the price.  It is important to identify this because it must be handled 
very differently than an affordabilty object.  You can’t reduce the size of the purchase or 
change terms because the prospect can afford it, they just won’t pay the price, and any 
reduction in the size of the purchase results in a corresponding reduction in value.

When a prospect tells you:  I can afford it, it’s just that I think it’s too much money.

Respond with:

I understand how you could feel that way, we are talking about a lot of money.  Let me 
ask you, how much too much do you feel the cost is?

 $12,000 seems high.  I don’t think its worth than $10,000.

O.K. So what we’re talking about here is that the project is $2,000 more than you want 
to spend.

Let me ask, and I ask this just so I know where we stand.  If the cost of this project 
would have been $10,000, would you have went ahead and placed an order with me 
today?

If the prospect says no, respond with:

Alright.  Well, if we could have done it at your price and still you wouldn’t want to place 



Visit us at www.salesgianttraining.com Visit us at www.salesgianttraining.com

an order, there must be some other reason for not going forward.  Do you mind if I ask 
what it is?

You will most likely receive an answer that will lead you to another excuse or objection 
that you will have to handle.

If the prospect says yes, proceed with:

And just so I’m sure, would you say that my company, the products that we offer, and 
the way we service and stand behind them is in fact exactly what you’re looking for 
except for the price we need to charge for you to own them?

 Yes

So it at matter of $2,000 standing between you and going forward with this?

 Yes

If you don’t mind, I’d like to show you something that might help as you decide what 
you want to do regarding this project, and how much you feel justified in spending.

Right now $2,000 standing between you and exactly what you want.  Since you will be 
enjoying the benefits of this product for the next ten year, over the course of those 10 
years that figures out to be $200 per year that is standing between you and this prod-
uct.

Write out

  $2000 ÷ 10 = $200

And if we take it one step further, what is standing between you and getting the best 
possible project from my company, is 54 cents per day.
 

  $200 ÷ 365 = $0.54

Mr. and Mrs. Prospect, you’ve convinced me that doing business with my company is 
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exactly what you want.  Unfortunately, we can’t give you exactly what you want at the 
price you want to pay.  We would have to charge you $0.54 a day more than that.

Does it make sense to invest that little bit extra to insure that you get the product is 
exactly what you want, and one you will love, now and forever?

If the customer says yes, you are all done.  When they don’t you can take it one step 
further.

Let me put this into perspective for you.  I’ve read that the average American family of 
4 pays around $20 per day to insure the things in their life that are important to them; 
their life, health, house, and cars.  Does that sound about right for your family?

 Yes

We have this insurance not because we hope to use it, but because if we need it the 
insurance is there to protect us.

I can tell you that you can’t go to an insurance agent and get a policy that will insure 
that you like your purchase.  But in a way you can get that insurance.  You can get it by 
paying the little bit extra needed to buy a great product from a great company.

So let’s look at your decision this way:  The product costs you the $10,000 you would 
like to pay for it and the extra, $0.54 per day, is the insurance premium on that product 
that will protect you from paying to little and getting something that you won’t be happy 
with.

The cost of that protection means that when you wake up tomorrow, you will have to 
pay $20.54 instead of the $20.00 you likely paid today for the added protection of this 
purchase.

Does that sound like a reasonable investment to make?

If the customer decided to buy at this point, you know what to do.  If they don’t you can 
ask them how much per day it would be worth to them to pay extra for the quality that 
you offer.  You can translate that back into total dollars and perhaps raise the price they 
are willing to pay into the range that you can sell the product for.
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Time Objections: “I just can’t afford it now”

A time objection is most often just a affordability objection expressed in terms of time.  
The prospect is telling you that he would like to buy today, but can’t because of some 
condition preventing the availability of funds until a later day.  Be careful that you don’t 
confuse a true Time objection with an excuse such as ‘I need to think about it’ or ‘I 
never make a decision on the first day.’  A true time objection means that they want to 
buy today but can’t pay for it today.  This technique requires your ability of offer financ-
ing or delayed payment.

Variation 1:  The date that they can afford the purchase is certain.

Respond with:

I can appreciate that.  

Can you share with me exactly what it is that is preventing you from placing an order 
today?

 I have a car loan that I’ll have paid off in three months, but until then I can’t afford  
 the payment.

Variation 2:  If the event they mention may not have an exact resolution date, for ex-
ample a tax return, you will need to confirm the date and establish a secondary date, 
which represents the latest possible date that the event could occur.

So you expect the tax return by May 1st and it will be enough to cover the project.  Are 
you fairly certain that you will have it by then, or could it be later?

 It shouldn’t be, but with the government you never know.

I know you’re excited to get this done, so what’s the absolute latest you could have that 
return.

 For sure by the 1st of June.

This is the date you will use because it is certain and thus does not allow the customer 
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to back out using uncertainty of date as an excuse.

Variation 2:  If the event has an exact resolution date, but involves the receipt of money 
in an amount that is not absolutely certain of, such as:

 I will be getting a bonus in three months and I plan to use that to pay for the   
 project.

Great, and your bonus will be enough to cover the cost of the project?

 It should be, but I won’t know for sure for a couple of months.

Just to explore all the possibilities in advance, if the bonus isn’t enough will you still 
want to get this done?

 Yes.

If the prospect says ‘No’ proceed as follows.  You can deal with this response after you 
have presented the solution.

At the end of any of the three initial variations of this objection continue with:

So, let me ask you, if I was sitting here at your table three months from now, after your 
car was paid off would we being going ahead with your order?

 Yes we would.

And that is the only reason for not going ahead today?

 Yes it is.

If that’s the only reason, as you’ve convinced me it is, you are going to be excited by a 
program that I can offer you because it’s designed exactly for people in your situation.  
Of course, the sooner you get this project done, the sooner you can begin enjoying the 
product.  Your particular situation would normally require that you put off those great 
benefits, but I know you would prefer not to, and so would we.
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Since as you’ve told me the only reason you can’t go ahead today is because the pay-
ment schedule doesn’t work for you I can put this on an account for you that won’t 
come due for 4 months.

It makes sense for us to give you this because it saves us the time and expense of a 
trip back to take the order three months from now, and by placing an order today you’ll 
be able to take advantage of all the benefits of the products right away.

The next step is to go ahead and fill out the paperwork but before I do that let me con-
gratulate you and welcome you to our family of satisfied customers.  I promise you a 
great job.  

For the customer in the uncertain amount scenario, variation 3, the following may be 
necessary to counter this hesitance

You could choose not to go ahead if the bonus does not cover the whole amount, how-
ever in your best interest I would like to share a few things with you if you don’t mind.  

If you don’t get enough of a bonus to cover the costs, you still will need the product.  
That won’t change.  But by placing an order today and taking advantage of the savings 
that we can offer you you’ll assure yourself the lowest price and make it more likely that 
the bonus will cover it.  

If you do get the bonus to cover it, you will be paying the lost possible price, and you’ll 
have they benefit of having the product much sooner.

Either way, if you put your trust in me and my company today, you’ll get what you need 
and at the lowest possible cost.

Audio recordings of all the techniques described above are available at        
www.salesgianttraining.com as part of the full Sales GIANT training course.  
Closing is just one of the steps to sales greatness.  Visit our site to continue 
your journey toward the very top of the sales industry.  Be sure to subscribe to 
our blog for the latest and best sales information, and visit our forum where you 
can post questions and get answers directly from the Sales GIANT. 

http://www.salesgianttraining.com/?page_id=545
http://www.salesgianttraining.com/?page_id=545
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About Sales GIANT Training

The Sales GIANT organization was 
founded in 2006 by Jon Gilge to pro-
vide direct and in-home sales people 
with sales training that represents the 
absolute best practices in selling and 
motivation. 

Jon is a veteran of the direct sales 
industry, having worked for many of 
the leading companies in the home 
improvement and home services 
industry.  During a career that includ-
ed many prestigious awards as top 
salesman, manager, and trainer, Jon decided to dedicate himself full time to teaching 
others what he had learned so as to elevate the profession of selling from its often poor 
reputation.

Recognizing that most available sales training was too general to be effective in any 
specific industry, and too outdated in its understanding of the current psychology of 
how people buy, The Sales GIANT Training organization saw an opportunity to elevate 
the proficiency in the art and science of direct selling for a few select sales people and 
sales organizations who had the desire and determination to implement the best sales 
training methods.

Current services include audio and print sales training courses, on-site training, sales 
presentation and presentation material design, seminars, and private client coaching.

Learn more on our website at www.salesgianttraining.com or email us at  .

Fantastic Selling,

Jon Gilge and the Sales GIANT Team


