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A note from our host,
Chantal Brodrick
Jason Stowell is a health and wellness consultant to JCCs of America.
With over 24 years of experience, Jason has sold over 18,000 individual
fitness agreements, making him one of the top sales performers in the
health and wellness industry.
Jason went on to further develop his unique approach to the sales
process by creating The Empowered Fitness Sales System delivered to
fitness professionals today through various industry conferences and
workshops.
Within this eBook, Jason explains the seven pillars of predictable sales
success. He breaks down each pillar into three sections and they
include an overview, an action and a book recommendation. All in all
there are eight book recommendations in this eBook and you will find a
list of them, and their Amazon links, all at the end of the book.
Jason is a true professional, a passionate teacher and expert in sales. I
trust you will get immense value from this eBook and I encourage you
to share your learnings with your colleagues and team. Pay forward
what you learn and when you do, perhaps reach out to Jason and tell
him what you enjoyed the most – you can find him on LinkedIn at
https://www.linkedin.com/in/jasonrstowell/
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This eBook is broken into 7 Chapters
•

Pillar 1 Impressions

•

Pillar 2 Presence

•

Pillar 3 Storytelling

•

Pillar 4 Peak-End Rule

•

Pillar 5 Nudges

•

Pillar 6 Professional Rapport

•

Pillar 7 The “Ask”

You can listen to the full Intensive Show with Jason Stowell at
http://fitnessbusinesspodcast.com/category/intensive-series/
In that same location you will also find our series on
•

How to create a retention plan for your fitness business

•

How to start your own YouTube channel

•

How to get started as an online trainer

•

How to onboard a new employee

•

How to become rejection proof

•

How to use authority marketing

•

Financial Management intensive series

•

Retention series for fitness professionals

•

Sales intensive series for fitness professionals

•

Video marketing essentials for fitness professionals

The Fitness Business Podcast has an impressive list of previous guests
including:
•

Randy Hetrick - Founder and CEO of TRX

•

Jim Worthington - Chairman of IHRSA;
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•

Bill McBride – President & CEO of Active Wellness;

•

Chuck Runyon – Founder of Anytime Fitness;

•

Todd Durkin – award winning Personal Trainer & entrepreneur;

•

Michael Stelzner – CEO of Social Media Examiner;
Rick Caro – Managing Director of Management Vision

And a new guest every week!
For more information on The Fitness Business Podcast or to listen to
any of the shows go to www.fitnessbusinesspodcast.com.

Chantal Brodrick
Your Host

OVERVIEW
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Chantal:

Jason, I cannot tell you how absolutely thrilled we are to
have you on the show today. Welcome to the Fitness
Business Podcast.

Jason:

Thank you very much. It's an incredible honor. Big fan of
the show.

Chantal:

Do you want to start off by just giving us a quick overview
of what you're going to be talking to us about today?

Jason:

Sure. The seven pillars are something that I created and
identified over the last 25 years. I've been an avid selfstudier. I've read potentially hundreds of books and listened
to thousands of podcasts, and what I found through those
studies was that there are seven commonalities to the
really great sales presentations regardless of industry.
Today I'm going to break those seven down into sections of
three. So, under each pillar, what you'll find is I have
something called initial opportunity. It's something that
your listeners can take back to their clubs and implement
immediately. It's usually pretty simple and it's free.
Then I always give a seeking mastery tip. I always like to
give something to those listeners who have been in the field
for 10 plus years, who already have the 101 stuff
memorized. I will also at the end give some actionable tips
in addition to a book recommendation if any of your
listeners happen to want to discover a little bit more about
any specific pillar.

5

PILLAR 1:
IMPRESSIONS
“Once first impressions are formed, they become very
difficult to break. We always say that the first
impressions sets the future expectations.” Jason Stowell
Jason:

Most of the time, sales professionals think that a first
impression is a singular event. The reality of the situation
though is a number of impressions, initial impressions are
going to add up to what we would call a buyer's belief.
So, for example, your facility parking lot, the impression
they get when they walk in through your front door, the
lobby, the salesperson. There's a series of first
impressions that you really want to intentionally design
and consider when you're building out an elite process.
So, the first pillar is always understanding what exactly
goes into establishing really great first impressions, and
throughout the number of first impressions, we're going
to go and dive in a little bit onto each. I like to frame
these things as what I call the buyer's belief. The buyer's
belief is essentially a number of observed traits or
impressions that they've received from the tour of the
facility or from working with any individual.

So, from the time that your prospects enter your club,
again, there's going to be a series of first impressions that
happen almost instantaneously.
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Once first impressions are formed, they become very
difficult to break. As a matter of fact, we always say that
the first impressions set the future expectations. So if
they happen to come in and tour your facility, let's say at
5:00 PM when it's particularly dirty, and maybe by chance
somebody had called off and so you're a little light
handed, they don't know this, and what they're going to
associate by seeing a facility that's little bit on the dirtier
side is that's what they should expect moving forward.
So, it's not an ideal first impression, but it is impactful
and it's really lasting.
It's important that we treat these impressions and we
intentionally design our way of addressing them to
maximise our abilities or our sales efforts.
The interesting thing is most people think of first
impressions as that handshake. You come to the desk,
you shake their hand, you greet them, you're going to
take them on the tour. But what we know is that your
first impression actually is your digital footprint, your
webpage, your social media. I have a couple of really,
really cool stats that I'd like to share with your listeners.
These come from a mix of Amazon and Google.
81% of people will research us online first before they
ever even consider reaching out to us and of those
81%, 47% need to digest three to five pieces of content
first.
You need to be constantly putting out content on your
social media, social proof, different parties, celebrating
different holidays, any special that you have going on,
referral programmes, all these things. You will constantly
need to be putting out updated content because your
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prospective members are seeing this before they ever,
ever reach out to you in the first place.
Another fantastic stat that I love to tell people is that
88% of reviewers trust online reviews as much as they
do their own trusted personal recommendations.
So, we should all be cultivating our winning stories, our
success stories in our facilities and asking them to write
reviews on not just our website and our social media, but
potentially go into other review sites and sharing them
there. Prospective buyers again, unanimously are trusting
these things as much as they would trust their best
friend. It's fantastic. They're communicative. It's really
tremendous.
Now, one other piece I want to talk about with your
digital presence is that the speed and the quality of your
webpage are unbelievably important. If your webpage
loads in more than two seconds, you're losing
opportunities. As a matter of fact, after three seconds,
40% of the visitors who came to checkout your offering
will exit immediately after 40 seconds.
And then the studies show, this is a Google stat, that
every second after that, you lose seven to 12% in your
conversions. So, it's super important that you're always
creating fantastic engaging content and that it's delivered
in a quick and seamless process. Otherwise, they never
even get to the front door for you to work with them on
why they should be a member of your facility. So that's
the first thing your impressions is your digital footprint, is
the very first impression you have to work on. So, I want
to give your listeners a really quick actionable tip around
first impressions.
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ACTION TIP:
Create a checklist and call it
“Exceptional Experiences”
Jason

We already have cleaning checklists. So, on a daily basis,
we'll walk around and just to make sure that everything is
in the right place. Good systems are invisible. For
example, nobody notices that we have towels until we
don't have towels, so by creating an exceptional
experience checklist, what it allows our managers to do is
to spot check our staff.
Are they dressed professionally? Are they modelling
behaviour that would say, for example, are they
approachable? Do they conform to, they call it the Disney
10-5 rule. Within 10 feet, you should be seeking eye
contact, within five feet, you should be greeting them.
And the important tip with these exceptional experiences
is just to make sure that when you see your staff
modelling desirable behaviour, that you just tell them
they're doing a great job. My favourite way of framing
that is to say that behaviour that is recognised and
rewarded is often repeated.
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SEEKING MASTERY TIP:
Model the major
traits of O-C-E-A-N
Jason

One of the pieces I'd like to give for your more seasoned
listeners is what I call the cognitive algebraic model of
impression formation. It's really fascinating. So now,
depending on who you listen to, impressions form and are
set anywhere from a 10th of a second all the way through
to 27 seconds. They happen subconsciously and they sum
up instantaneously the score, this weighted score,
positive and negative traits. So the studies show that
there's this very basic formula. Naturally, we always
weight negative traits much higher than positive. So the
formula they use is for every singular positive trait, it
would count as one, and then for every observed negative
trait, you would call that a two.
So if you seem warm and welcoming, that would be a
two. If you happen to have your shirt untucked and
tattoos showing, that would actually be a minus four. So
the basic formula is you take the number of your good
traits, times the number of your bad traits, multiply it by
two, then you divide that and you get a score that's
basically positive or negative. And that's how basically
they sum up whether they have a good first impression of
you or a negative first impression of you. It's not always
fair. Again, you could have a bad day and you could have
just come into work, all these different things. But this is
how these impressions form and they all matter.
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So, some of the traits that I think it's important to realise
is you can chunk them in either central traits, these are
the traits that are your big, big guys that the presence of
or lack thereof usually indicates more traits.
So, for example, somebody finds you warm, but also it
usually means you're friendly, you're courteous, you're
cheerful, the peripheral traits are the ones that are a
little bit less impactful. So, for example, if you would call
me sarcastic, that doesn't necessarily imply that I'm a
negative person. It's what we call peripheral traits. Many
psychologists basically believe that there's five major
traits that they use in this acronym O-C-E-A-N.
So, I'm going to give you a mastery tip here, an
actionable item for your listeners who want to take this
next step. I call this is modelling the major traits of
OCEAN. And OCEAN is the acronym for:
O = openness to experience
C = conscientiousness
E = extroversion
A = agreeableness
N = neuroticism.
And basically, what that just means is you want to model
that you are an adventurous, high energy, competent
professional who's trusting, emotionally stable, and is
listening intently to your members. So, first impressions
are what the observer sees. The mastery trip here is
modelling the behaviour of what would be called an ideal
first impression.
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BOOK RECOMMENDATION #1:
Pre-Suasion: A Revolutionary Way to Influence and
Persuade
So again, I've read potentially a thousand books at
this point and one of the best books I've read so far
for impression formation is what's called PreSuasion, and the author was Robert Cialdini. It's
really fantastic and it talks about all the things
that have to happen before you go to asking for
the sale, setting the scene if you will. It's a
fantastic book. I highly recommend your listeners
check it out.
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PILLAR 2:
PRESCENCE
“State management is recognising that there are ways you
can take control of your emotional state.”
Jason Stowell
Jason:

If impressions was how they see you, presence is basically
what you're radiating out. The hard, fast rule is that the
vast majority of communication is nonverbal. They like to
say 7% verbal, 55% of your body language, and the other
38%, it really is just the tone.
So, there's five major components that basically make up
one's presence. You would have your professional
appearance, for example, is your shirt tucked in? Is your
hair combed? You're not wearing excessive jewellery,
you're not an overabundance of cologne, if you will.
The second one being body language, are you in an open
posture or you're in a closed posture? One of the things
that go a little bit unaddressed is gesturing. Gesturing
gives us a lot of information. It also relays a lot of
information. For example, with your nodding when you're
saying something, you're essentially giving a nonverbal
cue that you would like them to agree with you on
different things. One of the fascinating pieces with body
language and tone is silence. Silence actually gives us a
lot of information. So, when I'm talking to somebody and
they're silent, if they're leaning forward and they're
making eye contact, I know that they're invested and
they're listening.
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If they're silent but they're looking away, slouching in the
chair, that tells us that they're not interested in what
we're talking about. So, body language would be your
second component in presence. Facial expressions. A lot
of people call the face the index of the mind. The eyes
are especially effective for indicating attention and
interest. The fourth component there would be the
paralinguistics, which are basically your tone, your
volume, your cadence. Fun fact with that is that
everybody arrives at a conversation at different cadences
and volumes. What happens is the person who is more
established or an expert in the topic at hand is what you
would call setting the tone.
In sales, we'd like to call it pacing and leading
conversations. By pacing and leading a conversation, is
basically they start to inspire and move them along a
specific path of say, improved health outcomes if they're
willing to listen to you. And then the last one is just
proxemics or basically proximity. I'm always fascinated by
the ones that really don't have an appreciation for this
piece. So, we know that your public space would be 12 to
15 feet. A social distance for example, with a distant
friend would maybe be four feet or so. A personal
distance if I'm with my brother, maybe within four feet.
And then that intimate distance is within 18 feet.
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I like to say that comfort levels can be created and
destroyed instantaneously. So, when I have a close
talker, I'm immediately turned off. It doesn't even matter
what you're saying anymore, but the fact that you're just
right up in my business just really sets the tone of like, I
don't want to be part of this whole thing. So, it's just a
fascinating piece. I'd want to give your listeners an
actionable tip around this whole presence piece. The
very first thing I want them to start working with is by
varying the intensity of their voice during role play. So,
an example in the beginning, when you're first meeting
with somebody, you may take along the tone of a
therapist, you're listening, you're asking questions.
But when I'm about to tell you about all the positive
things that we're going to do to change your life, I sound
like a game winning coach. My cadence goes up, my
volume goes up, my tone gets a little bit higher. I'm
trying to inspire you to believe that we can manifest
change in your life. And so that would be my actionable
tip for your... immediately go home and try this at your
club.

SEEKING MASTERY TIP: Develop a morning ritual
So, for the seeking mastery piece, I call it state
management. So, for the listeners that are familiar with
NLP, which would stand for your neuro linguistic
programming, essentially, it's these internal emotional
states. And we know that negative states can be
debilitating. So, for example, in poker we call it tilting,
in baseball, we call it in slumps.
If you miss a sale, you take one of your tours or you're
working with your personal training clients and they don't
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sign up, that can actually have a negative impact on the
future opportunities.
So, state managing is basically recognising that there are
ways you can take control of your emotional state. One
of the ways is what we call anchoring. Anchoring can be
something like a smell, a touch, it could be working out.
For example, in Gladiator where Russell Crowe reaches
down, grabs the dirt, rubs it between his hands before he
goes into battle. He does that to prime himself that he's
about to enter a heightened state to be effective. So,
anchoring yourself is a really great way to prepare
yourself to not let your last opportunity or missed
opportunity affect your next opportunity.
So again, I highly recommend for an actionable tip for
your seasoned listeners is to develop a morning ritual, to
create state management, to create a winning mindset in
the morning. Tony Robbins uses meditation and workout.
Jeffrey Gitomer likes to write and read. Even myself,
when I wake up in the morning, the first thing I do is
listen to a motivational video or audio. And then I follow
that up with a podcast or an audio book.
Jason:

I encourage all of your listeners to make sure that they
have a morning ritual that's consistent and primes them
for success throughout their day.
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BOOK RECOMMENDATION 2:
NLP: The Essential Guide to Neuro-Linguistic
Programming
My book recommendation for presence would be
the book called NLP: The Essential Guide. The
authors are Tom Hoobyar, and Tom Dotz, and
Susan Sanders. It's a fantastic book for really
understanding internal imaging, positive self-talk,
and framing yourself for success. I highly
recommended it for your readers.
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PILLAR 3:
STORYTELLING
“Make sure you're identifying this emotional factor that's
driving them.” Jason Stowell
Jason:

Storytelling is so powerful. When you're presenting
information, we like to say that facts tell, but stories
sell. The National Enquirer is the most widely purchased
publication in the world because facts aren't nearly as
compelling as stories. So, I always tell my employees,
anyone who comes to any of my conferences or my shows
that you always want to make sure that the person
you're sitting across from is the hero of their story.
Now, an important first step that has to happen before
you can really tell their story to them, you need to have
a sound needs analysis. I don't know how often I see a
prospective member will come into the club, they'll fill
out the tour form or the needs analysis essentially to buy
time until the membership consultant comes to the front
desk.
And then the membership consultant will grab the tour
form, see that you checked off the pool, see that you
check off the treadmill, and they will immediately start
walking to those ways, and what happens is you rob them
and you rob yourself of truly understanding what's driving
them, what's really getting them through the doors. We
call it the X factor. So, if I ask somebody, "Why did you
want to join a club?" They may say, "I want to lose 20
pounds." Now you might be able to look at them, say,
"Well yeah, I totally agree, you could lose 20 pounds. But
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really you want to hear in their own words, what are the
emotional reason as to why they want to lose those 20
pounds?
Jason:

So, when they say, "I want to lose 20 pounds," essentially
what they're saying is that's the symptom to the problem.
The problem might actually be, I have my anniversary
coming up and I'd really like to fit in the same clothing I
could have fit into when I was married. So, make sure you
do a solid needs analysis and truly understand the
emotional reason why they're there. And that's going to
be my first actionable tip. Once you understand and truly
know what's driving them to come into your facility,
everything else you do from that point is going to circle
back to how we're going to get them ready for that.

Jason:

So, when I was personal training, one of my favourite
session types I used to offer was for couples, it was a
couples conditioning class around weddings. What I would
say is you're six months out from your wedding date, I'll
give you a half hour session with spouse A and a half our
session with spouse B and we'll do a one-hour session
together. And most of the content of the conversation
will be around the wedding, "What kind of music are you
listening to? Is it going to be an open bar? Is crazy uncle
Harry coming to the party? So, it's really important that
you establish these stories with these people.
So again, with that couples conditioning, if you're going
to the why, everything comes back to getting them ready
for their wedding. Everything that we do, his session, her
session, the combined session will be under the umbrella
of getting ready for your wedding. But at the same time,
the why they're there is to actually achieve those results.
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So, make sure you're identifying this emotional factor
that's driving them.

SEEKING MASTERY TIP: Use the principal of Spark
Lines to help sculpt the member story
There's something called the monomyth. The monomyth
is basically this overarching story where the hero sets out
on this difficult journey, they move from familiar to the
unfamiliar territory. There's a good versus evil and
unknown versus a familiar kind of thing.
And as we talked about, stories are very powerful, stories
trigger emotions, and when we feel emotions, we
become very much less critical and are much more open
to being inspired. So, one of the studies I like to point to
that really support the power of storytelling is the eBay
experiment back from 2006 by the New York Times
author Rob Walker. So, Rob Walker called what he called
it, a significant object study. He purchased 200 items for
approximately a dollar 25 each, and then he found 200
authors and asked them if they'd be willing to write a
story about each one of these objects. And here's what he
found. He paid a total of $197 for these items. He sold
them for almost $8,000.
The only difference was he added stories to each of these
listings. And that just shows you how powerful the
storytelling piece is. How many times have you watched
Batman and then you come out of the movie, oh,
absolutely, I'm Batman now. I'm going to go jump around
my couch and do all these different things and my wife
can't stand me because I'm doing this crazy like I'm
Batman. So, storytelling is just so important and powerful
that you need to make sure that you're telling your
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clients the story of how they're going to start with you,
what the journey is going to look like and what tomorrow
is going to accomplish.
And so that actually leads into our mastery tip here.
There's something called spark lines. Nancy Duarte is
famous; she did a famous Ted Talk called The Secret
Structure of Great Talks. What she found was that the
greatest speeches of all times basically shared the same
formula where they talked about the where we are versus
the ideal future. What is and what could be. For
example, Martin Luther King, I Had a Dream speech. And
so, spark lines are essentially a way of inspiring through
the storytelling of this is your present state and this is our
potential future state. So again, when I was doing
personal training, what we'll talk about is again,
establishing that, listen, this is your story.
You're going to be the hero of your own story. And what
we choose to do today is going to change your life for the
positive or the lack of what we do may not. And so, spark
lines allow me to go in and say, "Here's what we've done.
I've worked with thousands of clients before you. I know
that this isn't going to be easy, but if you're willing to
invest in the time with me, I will invest in the time with
you and tomorrow what we're going to achieve is going to
be great."
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BOOK RECOMMENDATION 3:
Start with Why
And I have a book recommendation as well for
anyone who'd be interested in getting better with
storytelling is the Start with Why by the author
Simon Sinek. And everyone probably knows that
point at this time, but it's crucial that we focus on
the fundamentals of storytelling.

Chantal:

Absolutely. I couldn't agree more, Jason. And what a
great story that you just shared with us in regards to that
eBay purchasing items for $197 and then adding a story to
the sales process and then selling for over 8,000.
https://www.entrepreneur.com/article/253947
And as you were talking, another book came to my mind,
which I would love to share with all of the FBP family. If
you haven't yet read this, then do yourself a favour and
check it out. It's called Building a StoryBrand and the
author is Donald Miller. One of the best books I've read in
regards to storytelling and how you can actually build a
story around your business brand. Have you read that
one, Jason?

Jason:

I haven't read that one yet actually.

Chantal:

Well, that's probably the only book you haven't read. I
think you've read most of them.

Jason:

I've refuse to read books anymore without
recommendations. So thank you

Chantal:

I also just want to take a minute to do a quick plug for an
interview that we did back in 2018, I think it was and it
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was with Peter Docker. Peter Docker co-authored Find
Your Why. And Find Your Why was the follow up book to
Simon Sinek's Start with Why. And the difference is same
principle, but Find Your Why is actually a practical guide
of something that you can use or you can use with your
team to go through the process of finding your why. So,
it's a really good follow up book to Start with Why and we
had the opportunity to interview Peter Docker right here
on the show.
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PILLAR 4:
PEAK END RULE
“The Peak End Rule is about establishing that the most
important aspects of any singular experience.” Jason
Stowell
Jason:

This is probably the first one that maybe most of your
listeners will not be familiar with. So, the peak end rule
is basically a psychological heuristic in which people
judge an experience largely based on how they felt at its
best moment, at its worst moment, and how it ended,
how it basically began, if you will. So, the experience is
judged on some of those experiences. Interesting enough,
people suffer from something called duration neglect.
And a good example of that, let's just say that you went
to a concert, one of your favourite performers were
there. You generally will remember looking back a month
ago or a week ago, how you got there.
You'll remember the best of moments from the concert.
You may remember any of the worst moments like
waiting in line for the bathroom, and you basically
remember how the concert ended. You could have been
there for six hours, but we're calling that memory. You
may only have a few moments of content. So, the peak
end rule is basically establishing that the most important
aspects of any singular experience... and again, it's going
to be the beginning or the end, the best and the worst.
So now how can we leverage that in our facilities? And
what I like to tell people is to have something called tour
stops. All right?
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Tour stops are where you want to travel to, or where
you want your staff to go to, that show off the best
locations of your facility, your unique value
propositions, your competitive advantages, and it also
helps you to avoid any pitfall moments. So let's say you
could take path A to the locker room or path B, and path
B might be undesirable because it's right next to the
bathroom or very loud spinning class and you know that
this is an older client that probably doesn't want that
type of experience, where somebody who was into
spinning might absolutely love it.
By adding tour stops, it allows you to intentionally design
your facility. Now there's two ways to do this. When I go
into a club, one of the first things I do is I have them tour
me around their own facility and then afterwards I
actually take them around and I tour them back through
their own facility. And one of the things I always look for
is called lines of sight. What you'll find is that most
membership fitness consultants, if you will, they'll take
you through a location like say your group exercise room
in the path of least resistance, from door to door. What I
like to tell people is you got to know this is their first
experience, you may have seen this pool 1000 times, but
it is the first time they're seeing this pool.
So now if your marketing department wouldn't take a
photo from where you're giving the pitch on the
information now, you shouldn't stop there either. And
so, what I'll do is, I'll go in and I'll take a little bit of red
tape and I'll put a little X on the floor. And I'll say,
"Listen, is this a much better position to show off how
amazing this room is? or is where you stopped, where
everything looks smaller and cramped, and potentially it's
where everyone was working out?" So, I'll add this tip.
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And so, my first actionable tip for your audience is to go
through your facility and make sure you find these tour
stops. Now the really good clubs actually intentionally
design these standing banners that basically have the
features.
So, we know we want to talk about benefits for the most
part. A lot of people know that the treadmill has a
thousand different settings, but really, they just want to
know that they're going to be able to lose weight doing it.
So by adding these stands about the characteristics of the
pool was set at 84 degrees, it's three and a half feet
deep, it's considered a therapy pool, these things on the
banner now allow us to speak more about the benefits of
the pool while the signage will talk a little bit about the
features. So, I always recommend that we have a
dedicated prospective members experience and a
member's experience, so by adding these tour stops, we
essentially are now able to script out prospective
members' experiences to allow us to best position our
facility for those first impressions.
I was at a facility recently where they had this fantastic
landing from the first floor to the second floor. Then
what they did was they specifically scripted a tour stop
right on this landing and they talked about basically
racquetball and we've got 400 different X, Ys and Zs,
yada, yada, yada.
None of that was actually relevant. The reason they
scripted the stop right there was because they know
that the prospective member was looking out over this
vast kingdom of equipment and they're just being
impressed upon, wow, I cannot believe how cool this
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is. I want to be a part of this. And so that would be called
a peak moment or a wow moment if you will.
You want to avoid the pitfalls we talked about. So, for
example, a pitfall might be somewhere where the gym is
constantly dirty, your staff is leaving their bags and their
paperwork and their lunches and things like that. An
undesirable place that you wouldn't want to take
somebody there. A dirty gym basically erodes value. That
would be a dud. A dirty shirt erodes value, dust, scuffed
paint, fuzzy TVs, wires hanging down behind these
television. These things all erode value. They'd be dud
moments. And you want to try to avoid those things by
either eliminating them or just avoiding them on your
tours. So again, my first actionable tip there is to make
sure that you are checking out your peaks, your pitfalls
and ends.
So how are they greeted?
What is going to be the best feature moment of your
club?
Where can you eliminate any of these bad, poor pitfall
moments?
And then how are you going to ask them for their business
at the end?
Not every moment has to be amazing as long as some of
them are. That's the most important. So now going into
seeking the mastery tip, this is something that I have
done again, often on my site visits and I call it heat
mapping. Generally, the tour is the most neglected
portion of any kind of professional development.
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We spend a lot of time on scripts. We spend a lot of time
on handling objections, but essentially what happens is
they just go, somebody said they were interested in the
pool, so they're just going to go to the pool. Somebody
said they're interested in the hot tub; they just go to the
hot tub. So, heat mapping essentially is we are going to
take what their interests are specifically and map that
over our unique value propositions or our competitive
advantages. So, for example, everyone's going to see the
pool. You might not have said that you're interested in
the pool, but the pool is a huge value add on hot days or
in the winter.
Not everybody is going to see the calipers. If you didn't
tell me that weight loss and losing inches and body fat
was a big thing, you're not going to see that. But if you
told me initially that that was something that was
important to you, then absolutely that'll be part of the
tour. So, I always recommend that don't give these
Gilligan tours where you're out there for three hours and
you're talking about everything, it's called feature
bombing. It's overwhelming. And certainly, don't give
these point and click tours where you said you only
wanted to see X, Y, and Z, Jason, I never bothered to
show you the pool because you didn't say you wanted to
see the pool.
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Mastery Tip:
Make sure you create optimal lines of sight
The heat map essentially is the combination of both those things. My
mastery tip here would be to make sure you create optimal lines of
sight. Again, going back, if marketing wouldn't take a photo from that
location to show it off, you shouldn't be stopping there and pitching
the benefits of that area either. So, following it up with the book
recommendation, this is actually my favourite book. Of all the books
I've ever read, this is by far my favourite book. I actually gift it out
when I'm on my site visits. And it's called The Power of Moments by
Dan and Chip Heath. I can't say enough about it. It really is just
fantastic. Everyone should read it; I don't care what you do.

BOOK RECOMMENDATION
The Power of Moments
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Chantal:

Great recommendation. And I have to say as you were
describing, just going back to that initial opportunity and
you were talking about tour stops, as you were describing
getting to a certain place in our club and maybe having a
banner that had all of the features or talked a little bit
about the pool or whatever it might be, in my head I was
thinking about the experience that we have if we go to
an art gallery or if we go to an exhibition, same type of
thing. You might get to something that they want
featured and then they're going to have some information
about that particular piece of artwork or sculpture or
whatever it might be.
I love that idea of the tour stops and just really creating
that experience for the prospect and also supporting our
sales team when they're doing that walk around by giving
them those really key features of that particular space or
that particular area within our facilities. So excellent
advice and a great tip for us all to have a look at what
that walkthrough looks like. So, let's move on now to
pillar number five which is nudges.
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PILLAR 5:
NUDGES
“A Nudge is a model for change management. It's a
positive or negative reinforcement, like a prod or a
coax or just a gentle push, essentially an indirect
suggestion that influences the behaviours and decision
making.”
Jason Stowell
Jason:

For example, your vending machine might be on the first
floor and we want people to start using the stairs. So, we
put the vending machine on the second floor. We don't
necessarily have to tell them why we did this, but now
they travel a different path, and by travelling a different
path, they're exposed to different opportunities,
different signages, maybe creating more connection and
community with the employees that are on the second
floor that they wouldn't have seen otherwise.
So that would be an example of a nudge. There are
different ways to create nudging as well. Essentially a
nudge has to be a motivator that doesn't substantially
change the outcome. So, if I said something like, "Buy
today and save $100," that wouldn't be a nudge. A nudge
is more of I want you to eat healthier, so I put a bowl of
fruit in the middle of the table, essentially encouraging
you to do that. The other types of nudges would be
creating a sense of scarcity, using colours, like you could
put the word STOP over a green dot and people were still
going to see GO. And same thing with red, you can say GO
on a red dot, but essentially people are going to want to
STOP.
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So, creating status, choosing the words, the word ‘how’ is
much better received than the word ‘but’. No matter
what you say after a ‘but’, it's almost always a negative
kind of reaction to this.
One of the more powerful ones are the uses of incentives
and loss aversion. So maybe your base monthly
membership dues are, let's call it $75 a month, but you
give them a quick action bonus today if they decide to
purchase and there's a loss aversion that if they don't act
now, they won't also get the free gym bag. So, if you can
use incentives and the aversion to this loss in addition to
your monthly dues, they're powerful motivators.
And again, they are nudges. The monthly rate is the
same, it's just the incentives are there differently. A good
example of a nudge would be like IKEA. IKEA has these
unbelievably large facilities and they have footsteps that
tell you where to go. At any point, you can decide you
just want to go to the bedroom section, you don't have to
go to the living rooms. Because of the steps, everyone
follows along the path. You don't have to, but you're
nudged to do so. Another good example of a nudge would
be like having candy at the cash register. We're not
telling you that you have to buy the candy at the cash
register, but it's only a dollar and you're on your way out
the door. So just grab it.
Nudges can also be sensory like smells; we know that the
smell of baking bread just generally makes people
hungry. Music always seems to trigger emotions, so you
hear a sad song, your mood gets lower. But if you have
something with more energy, people would want to get
up and they want to start moving. Natural sunlight is
always more desirable than darkness when it comes to
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creating this environment of health and wellness. So
different things that we can use for nudges would be like
social proof. So, you should always be telling your clients
stories. Always be telling your success stories. A fun tip
here though, social proof only works when it looks like
the person who is looking for that solution.
So, if all you've trained is athletes and you have a woman
in front of you who wants to lose weight, that social
proof doesn't do anything bad. So, make sure you're
cultivating varying different types of social proof. So, my
actionable tip here really quick is just an optimised your
consult space. So, whenever you bring a client in or a
prospective member in to talk to them about the
experiences they are about to have in your facility, make
sure it's clean, make sure it's clear of clutter, make sure
there's maybe a motivational quote about change. Make
sure there's a picture of somebody working out, get rid of
all the garbage, get rid of your junk food, all these
different things.
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Seeking Mastery Tip:
Use the Fresh Start Effect to get your prospect to a
state where they believe that change can happen
with you, and can happen here.
Jason

Make sure that the space is nudging them to believe that
change happens here. And so, when we're talking about
seeking mastery, this is going to be a real quick one. I
like to call it priming prospects. And it goes back to NLP.
Essentially, you're trying to get them to a state where
they believe that change can happen with you and can
happen here. So, my tip for seeking mastery is something
that I call the fresh start effect, and we're all very
familiar with fresh starts whether we know it or not. New
Year's Eve, everyone says I'm starting the gym January
1st. Mondays are always a great fresh start. Old me drank
too much this weekend, new me on Monday though is
changing the world. They always start after milestones
like your birthday.
So fresh starts are these really interesting psychological
pieces that drive people into change. We can trigger
fresh starts in conversations with our clients by basically,
again, going back to spark lines, this is where we are
today, but this is where we can be tomorrow if you're
willing to start a new, wash your hands of all these poor
behaviors that got you into this less than desirable
wellness piece and tomorrow we're going to begin this
journey that ultimately is going to achieve and realise
your goals and dreams.
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BOOK RECOMMENDATION:
Nudge: Improving Decisions About Health, Wealth,
and Happiness
So, to follow this whole section up with a book
recommendation, a really famous book called
Nudge: Improving Decisions About Health,
Wellness, and Happiness.
It was really one of the first books that really
pushed this movement to nudging in your facilities.
And the authors are Richard Thaler and Cass
Sunstein.
Chantal:

Another fantastic pillar, Jason, thank you so much. One
of the things you mentioned in there was the importance
of not using the word ‘but’ when we're talking to our
prospects and our clients. And it reminded me of an
interview that I did with Michelle Bowden. It was some
time ago, it was actually back in 2016 and that episode
was called Using Presentation and Communication Skills
to Connect with Your Clients, Members and Teams. I
bring that to everyone's attention because if you didn't
catch that episode a couple of years ago, then I highly
recommend that you go and take a listen. I'll pop the link
in the show notes. One of the things that we talked about
is she tells us why we shouldn't use the word ‘but’ in our
conversations and what words that we should use instead.
So that's a great one to jump over to a little bit later on
if you haven't heard that one just yet. We are making our
way through these seven pillars. We've just got two to go.
So, number six, Jason, is professional rapport. Talk to us
about the initial opportunity here.
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PILLAR 6:
PROFESSIONAL RAPPORT
“We have to be more than just likeable.”
Jason Stowell
Jason:

This is one of the most widely misunderstood pieces
inside of our facilities. People always mistake
professional rapport for rapport. We have to be more
than just likeable. So, when I ask a personal trainer, for
example, "What sets you apart from another personal
trainer?" The general answer is, "I don't know that I'm any
better than him, but I'm really good at building
relationships." Okay, well, that's an expectation not a
perk. So professional rapport is essentially being friendly
and being an expert. And the way you define yourself as
an expert is by using what I call your expert's lingo.

Jason:

So, your initial opportunity, your actual item is to come
up with three to five statements that basically explain to
you why they should listen to you, why are you an expert?
Do you have a specific certification or specific experience
that makes you somebody of note, somebody that they
should listen to inform them on how they should change
their behaviour? So, we're going to go into the seeking
mastery part of this. There's something that I was really
fascinating. It was Aristotle's modes of persuasion. And
one of my favourite quotes is from Steve Jobs, and
essentially it is, "Selling is about relationships. First, I saw
myself, then Apple, then the product."
So, what he basically is saying is that you have to
establish these three things in order, and Aristotle called
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those ethos, pathos, and logos. Again, we're not going to
deep dive into this stuff here, but essentially what it
means is that they have to believe that you are a notable
figure in the field of question. You have to be an expert
so that they believe that you know what you're talking
about. You just demonstrate mastery of terminology.
Pathos is, are you able to leverage and emotionally
appeal to them, really drive them? And not only are you
an expert, but you are passionate about changing this.
And essentially logos is the actual argument, the actual
script, the actual piece.
Jason:

Are you making a compelling reason why? So, you're an
expert that's passionate and you make a solid airtight
argument to do that. So, let's say personal training, on
personal training, I would always establish that I've been
training for 25 years. I've helped many people doing this.
I love what I do. None of this feels like work. And here's
how we're to do it. And I've done it a thousand times
before. So, my tip for those clients, this would be a
mastery tip and actually this would be a good tip for
anybody, is to use something called the specific edge
pyramid. The specific edge pyramid was created by Mike
Wien.

Mastery Tip
The specific edge pyramid - take the three things
about yourself, your business, and your solution, and
you merge them together to come up with this
blended brand
Jason:

And essentially what it is, is you take the three things
about yourself, your business, and your solution, and you
merge them together to come up with this blended
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brand, if you will. So, I've been in fitness for 25 years.
That would be one corner of my pyramid, if you will. But
plenty of professionals have been in fitness for 25 years.
That doesn't weed me out. Little known fact is I actually
went to school to be a high school history teacher. So,
teachers' education was something else that would make
me a little bit more specific. So, you take the 25 years of
fitness, you take the fact that I went to school to be a
teacher and I like to consider myself able to speak up and
down the social spectrum if you will.
By putting those three things together, you get that peak,
you get that unique thing that makes your value unique.
And you should be doing that for yourself, you should be
doing that for your business, and you should be doing that
for your solution.
BOOK RECOMMENDATION
Seven Habits of Highly Effective People
And my final book recommendation there is the
7 Habits of Highly Successful People by Stephen
Covey. A fantastic book.
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PILLAR 7:
THE “ASK”
“An objection is something that can be overcome with
powerful scripts.” Jason Stowell
Jason:

The ask is essentially the part that everyone thinks they
want to know about. Every time I go to a club, it's
always, "Jason, what are the scripts I should be using and
how should I be closing? How do I handle objections?"
So, let me first frame that if you're getting a lot of
objections at the end of your tours, it's because you're
not building enough value. They still believe that the
problems, the unanswered questions outweigh what
you've already shown them. So, the ask essentially is how
are we going to invite them to make a buying decision, if
you will?
I like to use something called value-based selling from a
top down approach. There are many advantages to doing
it this way. The instinctual way of pitching rates
generally is to start with your basic experience, your
cheapest experience, and then when they buy in, to
upsell them. The challenge is, if you do get them to buy
in, upselling is a whole other tedious process of trying to
build additional value. So, let me tell you why, and this is
going to be the first homework piece actionable tip for
your listeners is to always try to sell your packages from
the top down. Call your top package, that's the most
inclusive package, your base package. That should be
your base package, not your premium package. Right?
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Jason:

The advantage to doing it that way is that when
somebody says to you, "Jason, the facility is fantastic, I
just don't know that I can afford it” It gives you an
opportunity to work with them and to say, "We value your
business. I never want somebody to not be able to join
because they can't afford this. Do you need racquetball
privileges? Do you need a towel service? If you don't need
these things, we have another tier of membership that
might be a little bit more digestible for you and it'll invite
you to join with us today. How does that sound?" That's a
whole different approach in trying to upsell somebody
from the basement, if you will.

Mastery Tip
Reframe that your top tier option is your base
membership option.
Jason:

So again, the actual tip there is to reframe that your top
tier option is your base membership option. So, when
we talk about seeking mastery, I like to talk about buyer
scripts. Everyone talks about their scripts from their
sales. Now scripts don't have to be substantial to be
effective. Good example, you go through McDonald's
Drive-Thru and they say, "Would you like to upsize that?"
You say no, right? Well, when you say no, they don't come
back and be like, "Jason, hold on, let me tell you this,
you're going to get 30% more French fries for only 25
cents." They don't try to overcome the objection. They
just give you a minor script. They know simply by asking,
they're going to increase sales.
So, there's buyer scripts that you need to like... the
professionals, our mastery, our top tier sales people
should be focusing on. Everyone is so afraid to ask, "Do
you want to join today?" It's like this, like in high school,
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you're passing a note across the table, "Do you like me?
Circle yes or no." There's this fear of rejection. There are
actually only seven different possible replies they can
come back with.
1) Acceptance
2) Rejection
3) Objection
4) Negotiation
5) Question
6) Condition
7) Stall
So, your master trainers, your master fitness consultant,
your master membership consultants should recognise
that there's only seven possible outcomes and how they
can manoeuvre those things. So again, developing over
time is to understand and leverage your buyer scripts.
After 18,000 sales at this point, the process is a lot more
similar than it is not. So, you don't have to go into every
need’s analysis and every tour and every fitness consult
as unique pieces. Everyone's story is going to be unique,
but there's going to be commonalities to what they want
to achieve. So again, you should be perfecting,
understanding, driving these seven pitch replies and how
to report these things.
My book recommendation here, and again, one of my
really favourite books and a previous guest I believe on
your show was Objections: The Art and Science of Getting
Past No, by Jeb Blount. A fantastic book, I highly
recommend it.
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BOOK RECOMMENDATION
Objections: The Ultimate Guide for Mastering the
Art and Science of Getting past No

Chantal:

One of my favourite books too and you are so right, Jeb
was with us on episode 231 back on May 2019 and it was
called Objections: How to Become Rejection Proof.
Jason, I am blown away by all of the incredible
information that you have shared and I have to let
everyone in on a little bit of a secret that you told me at
the beginning because you normally spend two days
presenting this information and I have just really put the
pressure on it and asked you to get it out in one hour.
Thank you so much for condensing this information and
sharing it with us. There is so much here that I feel will
be of super value to the FBP family – THANK YOU.
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Listen to The Show
Go to www.fitnessbusinesspodcast.com and click on the
Intensive Series tab at the top of the screen.

Connect with Jason Stowell
LinkedIn
Listen to the Audio
http://fitnessbusinesspodcast.com/category/intensive-series/

Watch on YouTube
https://www.youtube.com/channel/UCnkFp2HIYF8x8hpV_6HNW0A/fea
tured
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Recommended by Jason
Pre-Suasion: A Revolutionary Way to Influence and Persuade
Nlp: The Essential Guide to Neuro-Linguistic Programming
Building a Story Brand
Start with Why
Find Your Why
The Power of Moments
Nudge: Improving Decisions About Health, Wealth, and Happiness
Seven Habits of Highly Effective People
Objections: The Ultimate Guide for Mastering the Art and Science of
Getting past No
How the Significant Objects Social Experiment Proved the Economic
Value of Storytelling
Episodes of The Fitness Business Podcast Chantal Mentions
160 Find Your Why with Author Peter Docker
083 Michelle Bowden – Using Presentation and Communication Skills to
Connect with Your Clients, Members and Teams
231 Jeb Blount – Objections: How to Become Rejection Proof
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Follow the Fitness Business Podcast on Social Media
Facebook:

https://www.facebook.com/fitnessbusinesspodcast/

Instagram:

https://www.instagram.com/fitnessbusinesspodcast/

YouTube:

http://bit.ly/2BsWXHs

Twitter:

https://twitter.com/fitbizpodcast
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BONUS:
100 SALES
CLOSING TACTICS
Compiled by Jason Stowell
https://www.linkedin.com/in/jasonrstowell/

1.

Adjournment close: When you can tell your prospect isn’t
yet ready to decide, give them more time to think rather
than further pursuing the close.

2.

Affordable close: The affordable close takes a bit of
digging. This may include finding out what their budget
is, what they can afford, etc. thereby increasing the
chances of closing the deal. You can also use this to
reframe lifetime costs if they are higher than they were
expecting.

3.

Alternative Choice close: Salesperson presents the
prospect with only two choices, both of which end in a
sale. “Would you prefer that in red or blue?”

4.

“Any Reason Why We Can’t Proceed?” close: This
accomplishes two things. First, it solicits any objections
that might be in their mind. Second, it moves the client
into the closing zone. If you’ve presented well, this
question implies that saying “yes” is the only logical
choice.
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5.

Apology close: The salesperson apologizes for them not
yet closing. “I owe you a personal apology. I must have
left out some important information, or in some other
way, left you room for doubt. We both know this product
suits your needs perfectly, so the fault here must be with
me.”

6.

Approach close: The purpose of the approach close is to
get the prospect to make a commitment to giving you a
decision at the end of the presentation, rather than him
saying afterward, “I have to think it over.”

7.

Artisan close: Create statutes and exclusivity where you
can. Highlight how much work, skill, thought, and/or
time has been invested in the product you’re selling.

8.

Ask the Manager close: Start telling your customer you
only have the authority to discount a certain amount. Any
more than that, and you have to ask the manager.

9.

Assumptive close: The salesperson assumes the prospect
has already agreed to buy and starts to prepare the
paperwork. “Just pass me your credit card, and I’ll get
the paperwork ready.”

10.

Assumptive Statement-and-Question close: Make an
assumptive question and close the sale by asking an
assumptive question: “We will use your home address for
billing purposes. Is the afternoon the best time of day to
have it delivered to your home?”

11.

Backward close: Most every sales professional was taught
that sales cycles follow a predetermined number of
steps. Instead, start by asking for referrals. The idea
being that the customer is put at ease when they realize
you are not trying to sell them something.
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12.

1 Ben Franklin close: The salesperson and the prospect
build together a pros-and-cons list of whether to buy the
product, with the salesperson trying to ensure the pros
list is longer than the cons.

13.

Best Time close: Emphasize the importance of buying
right now. Appeal to your prospect’s sense of urgency.

14.

Bonus close: “I know how much you like the car. To
sweeten the deal for you, if you buy it today, I’ll include
the (whatever it is they wanted) for you at no additional
cost.”

15.

Bracket close: The bracket close is where you give your
customer options, with one of them being your target,
and building the other two either just out of their budget
or stripped down so that they won’t consider it.

16.

By Mistake close: Requires planting a seed of assumption
in the client’s mind that is wrong. To implement
properly, you should simulate a small error in the
information that you are giving, or that the client has
given you, as you can see in the following example: “I see
you’ve indicated here you need to close the deal by next
Friday, right?” “No, it would be after Friday.” If the
customer corrects you, you are tacitly assuming the deal
has already been closed.

17.

Calendar close: Instead of going for the ultimate close,
which your prospect often isn’t ready for, request a
future meeting, keeping the momentum going.

18.

Change Places close: “Mr. customer, would you change
places with me just for a moment?” “Please put yourself
in my shoes,” You say, “Imagine if you were talking to
somebody that you looked up to, and you were showing
them a product or a service that was just right for them,
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and they wouldn’t tell you why it is they won’t buy one
way or another. What would you do if you were in my
position?”
19.

Choices of Three close: The more options presented to
people, the more difficult it becomes for them to make
up their minds. When people have to choose from more
than three choices, they have a hard time determining
which to pick.

20.

Columbo close: Columbo would turn and start to walk
away, and just when the suspect began to breathe a sigh
of relief, Columbo would turn and say, “Just one more
thing.” The question or statement that followed that
brief statement would always pack an incredible punch.

21.

Companion close: When the prospect brings a friend or
relative, start by selling to them first and get them to
agree with you. This makes the sale much more likely, as
the prospect wants validation that they are making a wise
choice.

22.

Compromise close: Half a sale is better than no sale.
More importantly, once you win some of their business,
you open the door to more sales in the future. When all
other objections other than price have been eliminated,
and the prospect still can’t decide, make it easy by
offering a compromise.

23.

Conditional close: Set up a quid pro quo agreement. If
you agree to your prospect’s condition, they’ll concede
one of your points.

24.

Concession close: “I can give you 20 percent off on
everything, but only if we sign the contract today.” This
forces them to make a decision now. It also lets them
feel like they won because they get something extra!
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25.

Consultative close: All you need to do is ask the customer
their needs and repeat them back. “OK, Mr. Customer,
you told me you were looking for a Widget that is Blue
and is under $10,000. Here is what I have that meets your
needs. It is Blue, and only $5,000. Let’s get the
paperwork started.”

26.

Cost of Ownership close: Calculate the total cost of
owning your product, including roll-out, services,
maintenance, fees, and so on. Then contrast that to a
competitor’s offering. Then demonstrate how a small
difference in cost adds up over time.

27.

Cradle to Grave close: The salesman undercuts the
prospect’s objections that it is too soon to buy by telling
them there is never a convenient time to make a major
decision. Therefore, they need to do it anyways.

28.

Custom Fit close: By the end of your sales presentation,
you’ve learned a lot about the prospect. You should be
aware of at least a few benefits that are really important
to them. In the custom-fit close, you use that information
in a way that clinches the sale.

29.

Customer Care close: After you’ve lost the deal, let a set
amount of time go by before reaching out to the prospect
to ask them about their buying experience.

30.

Demonstration close: Getting a customer to do a quick
demo showing the solution with actual results helps
prospects see how another person has used the solution
and quickly translates the possibilities for themselves.
This is popular at makeup counters.

31.

Direct close: This occurs when the salesperson simply
directly asks the prospect to buy.

50

32.

Directive close: You show the prospects a step-by-step
process. Walk them through the experience of buying.
You are also setting expectations, reducing fear, and
eliminating hesitation.

33.

Don’t Keep it Secret close: Never be too proud to let
people know how much you would appreciate their
business. “I won’t keep it a secret. I want your business,
Mr. Customer.”

34.

Duke of Wellington close: Take all the negative points of
the products and convert them into positive ones,
showing your customers that, in any case, they will
benefit from the investment.

35.

Eager Beaver close: This works well if you know your
prospect is favoring a sale. “I’ll send an agreement to you
today, and you can get back to me later, how does that
sound?”

36.

Emotion close: “Imagine the look on your wife’s face
when she sees you already booked her dream vacation.
Wouldn’t you feel great?”

37.

Empathy close: “I understand how you feel. I felt the
same way when I bought my home. But it turned out to
be a smart move.

38.

Fly Fish close: Sales reps make promises during the
decision-making phase by trying to offer an instant and
profitable deal if the deal is closed immediately.

39.

Follow-the-Leader close: There are more followers in this
world than leaders. Therefore, some prospects will buy
only after they know that prominent people have signed
up.
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40.

Foot in Door close: If a salesperson can get a prospect to
agree to something small, it increases the likelihood
they’ll do something big later on.

41.

Guilt close: Appeal to the buyer’s sense of family
obligation by pointing out how much “everyone” will love
this decision.

42.

Handover close: Some prospects will just not vibe with
you. Hand the sale off to another salesperson.

43.

Handshake close: Sort of like the assumptive close. With
the handshake close, you give your customer the offer
and then automatically extend your hand. It doesn’t give
them much time to think, and hopefully, you get a deal.

44.

Hard-to-get-it close: People want those objects that are
not readily available or are too expensive. This close
works because it appeals to people’s egos. People want
what others can’t have.

45.

Hot Button close: The hot button close is based on the
fact that 80 percent of the buying decision is determined
by 20 percent of the product features and benefits.

46.

I-Own-This-Product-Myself close: Buyers will be reassured
that you as a professional own or use what you are
selling.

47.

Imaginary close: By asking questions about hypothetical
situations, the customer imagines what life would be like
with your product.

48.

Impending Event close: If you have a deadline or reason
for the customer to make a quick decision, the impending
event closing works well. “I only have my team in town
this week. Can we schedule a day with you?”
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49.

Indirect close: Also known as the question close, in which
the salesperson moves to the close with an indirect
question. “How does this agreement look to you?”

50.

Instant Reverse close: A prospect says, “I can’t afford it.”
You immediately respond by saying, “That’s exactly why
you should buy it!” Explain how and why he will benefit
from paying more than expected for what you are selling.

51.

Introduce the Idea of Competition close: When a
potential buyer knows the item may be sold to someone
else if they walk away, they are more likely to accept
your offer.

52.

Invitational close: This is used when you invite the
prospect to make a buying decision. When you say, “Why
don’t you give it a try?” you are suggesting that making
the purchase decision is no big deal.

53.

Just Suppose close: You use the just suppose close when
the prospect says he can’t afford what you’re selling.
“Mr. Prospect, let me put to rest that the price is not a
problem and that we can deal with your concerns to your
complete satisfaction. Can we do that for just a moment
so that I can finish my presentation?” The prospect will
usually say yes.

54.

Level with Me close: Customer says he wants to think
about it. “Level with me. Have I failed to show you the
value that you will receive from your investment?” Then
be quiet.

55.

Little Mistake vs. Big Mistake close: Highlight that it’s a
big mistake not to buy, but under the worst scenario,
only a minor error to do so.

53

56.

Minor to Major close: Deliberately gain an agreement
with the prospect on a minor point working up to the
major point. People have more trouble making major
decisions than minor ones. Propose a series of easy-tomake minor decisions, the total of which add up to a
major close.

57.

Money Talks close: If you’ve helped the prospect quantify
their business problem, and this number exceeds the
investment required to solve the problem by using your
product or service, their purchasing decision is easy to
justify.

58.

Needs close: List everything the buyer has said they’d
need in the product. Then review your product against
that list.

59.

Negative Assumption close: The salesperson asks two final
questions, repeating them until he or she achieves the
sale. “Do you have any more questions for me?” and “Do
you see any reason why you wouldn’t buy this product?”

60.

Negative Consequence close: Describe the undesirable
ramifications of doing nothing using the information your
prospect gave you during the discovery process.

61.

Negotiated close: This can be used to overcome any
unreasonable objections or demands. “If we sign the
contract today, we can start work on these concerns first
thing tomorrow morning. Is that something you would be
willing to commit to?”

62.

Nibbling close: A strategy that sales associates use by
making a more massive sale seem cheap by getting the
buyer to bite off small pieces.
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63.

No Hassle close: Complete as much of the buying process
as possible for your prospect. For example, sign out the
paperwork, forward materials to legal in advance, meet
with procurement to settle on a mutually satisfactory
price, and so on.

64.

No Pressure, but… close: Polite pressure lines often go
something like this: “This is one of the last ones available
at this price” or “There’s a limited amount of time on
this offer, and I really don’t want you to miss out on this
opportunity.”

65.

One More Reason to Buy close: Give them one more
reason to buy before closing again.

66.

Open-Ended close: It works by asking an open-ended
question, such as, “Do you feel like this product is
something you would use?” If the answer is “yes,” the
sale closed. If not, you can ask for more information. This
is different from asking for the sale directly. If you do
that and the answer is “no,” then you have to ask why
they aren’t buying, which isn’t the same as asking why a
product or service doesn’t meet a need. The latter puts a
prospect less on the defensive.

67.

In Your Opinion close: Asking, “In your opinion …” to a
question softens the reply to the question. “In your
opinion, will this solve your problem?” If the customer
says no, it’s an opinion, not a fact, and you can address
his concern.

68.

Order Sheet close: The order sheet close is first used
when the presentation begins. The first thing you do is
pull out an order sheet and write the date on it. From
then on, whenever the prospect says anything about the
product or service, you write it on the order sheet.
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69.

Persistence close: Salespeople who quickly give up on a
prospect when they hear the word “no” have lower sales
than those who are more persistent. If the prospect
seems ready to buy but is still reluctant, you can likely
overcome resistance with persistence on its own.

70.

Porcupine close: You must be careful stroking a
porcupine, and you must also be careful in answering
customer questions. When your prospect asks a question
like “Does it come in red?” answer by tossing back the
question: “Would you like it in red?”

71.

Possibility of Loss close: The salesperson points out that
failing to close could result in a missed opportunity, for
example, because a product may sell out, or its price
may rise.

72.

Power of Suggestion close: The way you use the power of
suggestion is by creating emotions in the prospect with
words or pictures. For example, you can say, “You’re
really going to enjoy the way this car handles on the
road. My brother has one of these cars, and he just loves
the way it grips the road when he goes around corners!”

73.

Pressure close: This can be used in almost any situation in
which an external factor that is out of the buyer’s control
(such as new regulations or harsh economic conditions)
will cause them internal pain unless they purchase your
solution.

74.

Puppy Dog close: The salesperson gives the product to the
prospect on a trial basis, to test before a sale is agreed
upon.

75.

Quality close: Instead of selling on price, highlight the
value of your product.
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76.

Rebound close: It is a sales technique which is typically
used by more experienced salespeople, as it is highly
reactive. Buyer: “By when can you implement the
solution?” Sales rep: “If you sign the contract today, I will
make sure our team starts working on it soon.”

77.

Reciprocity close: People are more likely to say yes when
they are returning a favor. An example would be finding
out their child is selling popcorn for boy scouts and
purchasing upfront.

78.

Repetition close: Tell them several times and several
reasons why they should buy today. Repeat it until they
“get it.”

79.

Reversal close: Tell your prospect you’re not sure they’re
the right fit.

80.

Sales Contest close: The salesperson offers the prospect a
special incentive to close, disarming suspicion with a
credible “selfish” justification. “How about if I throw in
free shipping? If I make this sale, I’ll win a day off.”

81.

Sales Manager’s close: If a sales manager is accompanying
a trainee who makes the sales presentation, but no sale
has been made, he/she can say, “Do you mind if I make a
comment before we leave? I think the trainee did a fine
job, but he is a truly low-pressure salesman,” and use the
Assumption Close technique.

82.

Scale close: Ask your prospect how interested they are in
purchasing on a scale from 1 to 10. After they choose a
number, say you’re surprised — you thought their number
would be lower. Have them describe why they’d buy.
Repeat their answers back to them. Then say you’re
confused. If they’re so enamored with the product, why
didn’t they say 10?
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83.

Scarcity close: “Act now! You’ll never see a deal this
good again!”

84.

Sell-it-With-Love close: Make a strong emotional appeal
to buy today when the prospect is accompanying a loved
one for whom the first person is going to make a
purchase.

85.

Sharp Angle close: This is when the salesperson responds
to a prospect’s question with a request to close. “Can
you get the software up and running this week?” “If I can
guarantee it, do we have a deal?”

86.

Similarity close: Describe a buyer who faced similar
challenges who has seen much success with your product.

87.

Solicit Objections close: Start by asking for an objection.
“Is there any reason why we can’t proceed with the
shipment?” This oblique approach allows the customer to
raise any final objections if he/she has one without
saying no to the sale.

88.

Something for Nothing close: “I happen to have a free
pass for personal training right now. If you sign up today,
I’ll throw it in at no charge.”

89.

Suggestion close: You close with, “Based on what you
have told me about your operations, I would suggest you
receive orders on Fridays. Does this work for you?”

90.

Sudden Death close: This technique is used as an
ultimatum. “Mr. Customer, we’ve discussed this quite a
bit now. It’s taking up a lot of our time. Either this is a
good solution for you, or it’s not. So, one way or another,
let’s make a decision right now. What do you say?”

91.

Sum-It-All-Up close: Restate the features and any services
you will provide during the transaction, and all other
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details. Then close with a direct question: “Should I go
ahead and get the paperwork started?”
92.

Sympathy close: “Oh, why don’t you take the puppy
home and see how it goes? If it’s not working out for you,
just bring the puppy back.”

93.

Takeaway close: This works best with a product or service
that comes in more than one configuration and has a
value that increases when additional features are added.

94.

Testimonial close: Rather than trying to convince your
prospect of your solution’s benefits, sell through a happy
customer. You can either use a written testimonial or an
actual customer reference.

95.

Tie Down close: Circle back to the client’s own words to
overcome their objections. “You said earlier you needed
to make a decision today, correct?”

96.

Trade-Off close: Exchange concessions that are worth less
to you, but may carry more weight to the prospect.

97.

Trial close: Use it to check that you’re meeting the
buyer’s needs and are heading for the close.

98.

Urgency close: Creating a sense of urgency places
pressure on the prospect to make a decision. An example
would be a limited time offer.

99.

Visual close: Use visual aids such as result charts, media,
or video to help close a sale. Most people are visual
communicators.

100.

Weekly Cost close: Calculate how much your product will
cost per day, week, or month.
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BONUS: 101. Why-Wait close: Point out that the cost of most items
goes up over time.
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