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Introduction

How often do you hear the word “no?” Are you frustrated by the 
difficulty involved in getting others to do what you want? 

As an entrepreneur, you are often in situations that call for 
influence. It’s inescapable. Unfortunately, many entrepreneurs 
have great business ideas, but they do not know how to present 
them persuasively. As a result, they are unable to grow their 
business. 

It’s one of the reasons many would-be business owners fail. 
They fail because they aren’t able to generate enough income to 
sustain their enterprise. They fail because they are unable to 
gain funding. They fail because they don’t know how to lead a 
team effectively.

It can be incredibly disheartening.

Especially because it’s not just the failed entrepreneur that 
loses. In many cases, the rest of the world loses. Can you 
imagine what would have happened if Steve Jobs had no 
influence? What if Sir Richard Branson didn’t know how to get 
others to buy into his ideas? 
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Without sales skills, there would be no Apple. There would be 
no Virgin. It’s hard to imagine the business world without these 
two brands, and yet, they wouldn’t exist if their founders didn’t 
know how to sell. 

There are many entrepreneurs out there with ideas just as 
innovative as Jobs and Branson. The tragedy is that most of 
these people will not succeed. 

Why?

Because they lack one of the most crucial entrepreneurial skills: 
the ability to influence.

That’s why I wrote this Ebook. I want to help non-salesy
entrepreneurs learn how to sell. 
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This Ebook is for entrepreneurs who don’t know how to sell. It’s 
also for entrepreneurs who are familiar with sales, but need a 
refresher.

Starting a business is already tough enough. You labor day and 
night to grow your business. You’re shelling out oodles of 
money on marketing, attorneys, accountants, insurance, and all 
the other money-sucking expenses that come up when you’re 
building a company.

I believe it should be easier. 

I believe that entrepreneurs shouldn’t have to fail because they 
don’t know how to move others. If you’re a non-salesy
entrepreneur, I believe it should be easier for you to learn the 
art of persuasion. Without influence, it will be nearly 
impossible to build a successful and lasting enterprise. 

This Ebook was written to help you understand the 
fundamental sales techniques you will need to master in order 
to become a better influencer. I will cover a few of the basic 
sales principles you can use to be a more effective salesperson, 
leader, negotiator, and businessperson.
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So, What Is A Non-Salesy Entrepreneur?

Great question! A non-salesy entrepreneur can be defined as 
someone who is trying to start or run a business, but is having a 
hard time because they don’t know how to influence others.

A non-salesy entrepreneur has great ideas and a genuine 
passion to succeed. They want to build an enterprise that 
impacts the world. However, their inability to move others has 
become a huge roadblock.

There could be a few different reasons for this. Maybe they 
don’t have a sales background. Perhaps they are introverted
and find it difficult to deal with people. In many cases, they 
might even be afraid of the idea of having to sell. 

While it is possible for some entrepreneurs to hire people to do 
the selling for them, this will only take them so far. Hiring 
salespeople can help move more product, but it can’t help you 
lead your team. It can’t help you gain more funding. It can’t 
help you embody your brand.

The bottom line is this: if you’re an entrepreneur, you need to 
know how to sell. Period. If you don’t want to learn how, there’s 
a cushy job waiting for you in back in corporate America. 

But you’ve come too far for that. So read on, and begin your 
foray into the world of sales!
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What Exactly Is Sales?

There are many different ideas of what sales is. The word can 
conjure images of sleazy used-car salesman, pushy voices on 
the other end of the phone, and other similar irritating 
archetypes. 

For the purposes of this Ebook, we will use a simpler definition. 
Sales is influence. That’s it. It’s the art of moving people to take 
action. 

As an influencer, you are trying to get your prospect to buy a 
product. For the purposes of this ebook, the word “product” can 
be defined as anything you want your prospect to buy. 

It can be an actual product, a service, an idea, a vision, or 
anything else you want your prospect to say “yes” to. The sales 
techniques you will learn can apply to any “product” you wish 
to sell.

The word “prospect” will represent anyone who you are 
attempting to influence. It can be a customer, employee, 
investor, or even one of your kids (yes, parents have to be 
salespeople too). 
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As an entrepreneur, sales is a part of your everyday life. It’s one 
of the main tools you must use to accomplish your 
entrepreneurial goals.  

If you’re trying to convince a prospect to become a client, you 
are selling. If you have an idea or a vision that you want your 
team to buy into, you are selling. If you are negotiating with a 
vendor, you are selling. If you are trying to get your child to eat 
their vegetables, you’re selling.

Sales is what you do when you’re trying to get someone to do 
what you want.

When it’s done right, sales is a way to make a powerful impact 
on the life of your prospect. You are persuading them to do 
something that will make their lives easier. In the right hands, 
sales is a tool that can make the world a better place. 

Yes, it sounds cheesy, but it’s true. Don’t believe me? Think 
about it:

What would have happened if Martin Luther King Jr. wasn’t 
able to convince people that nonviolence was the best way to 
move the civil rights movement forward? What would have 
happened if Winston Churchill hadn’t been able to convince 
Britain to stand strong against the Nazis? What if Laura Pincus
Hartman had been unable to convince her brother (Co-Founder 
of Zynga) to help feed poor children in Haiti?

The techniques you learn in this ebook should be used to make 
a positive impact on the people you wish to influence.
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Chapter 1: The Importance of 
Sales
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Why Is Sales Important?

For an entrepreneur, having sales skills is immensely 
important. Without it, you won’t be able to succeed. Here’s 
some reasons why.

You need to be able to get your team to work hard towards your 
vision. It’s part of being a successful leader. 

John C. Maxwell, one of the foremost leadership gurus, often 
highlights the point that “Leadership is influence. Nothing 
more, nothing less.” What is influence? 

That’s right, it’s sales. Sales is the art of influencing others. If 
you can’t influence your team, you can’t lead them.
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Many non-salesy entrepreneurs tend to shy away from 
learning to sell. Many times, it’s because they believe 
certain myths about sales. These myths keep them from 
accepting sales as a valid practice.

Many believe that salespeople are sleazy and 
manipulative and only out for themselves. In many 
cases, this reputation is deserved. 

However, sales is a tool. It’s not inherently bad or good; 
it can be used for both good and evil. While there are 
many salespeople who use their skills at influence to 
benefit themselves at the expense of others, there are 
also many salespeople who use these skills for the good 
of the customer. 
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Myth 1: Sales Is About Selfish 
Manipulation

This is probably the most commonly believed myth about sales. 
Selling is about tricking other people into doing what you want. 
It’s an insidious practice that is designed to get the salesperson 
what they want at the expense of the customer. 

Salespeople are horrible human beings who prey on the 
uninformed and con them out of their money. They probably 
kick puppies too. 

According to Dan Pink, here are some of the most common 
words that people think of when they think of salespeople:

• Slimy

• Yuck

• Pushy

• Annoying

• Dishonest

• Sleazy

• Smarmy

• Manipulative

• Fake
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If this is how most people would describe sales, no wonder 
people are leery about doing it! It seems that sales is a 
profession for scoundrels.

However, in this case, perception isn’t reality. Yes, there have 
been many people that have used sales skills to rip people off, 
but most don’t do this. 

Remember, sales is a tool. It’s like a hammer. A hammer is 
neither bad nor good. You can use a hammer to build a home 
for someone who can’t afford one. 

You can also use a hammer to hit someone who accidentally 
stepped on your foot! Does this mean that the hammer was 
bad? No. It means that a person used it for a bad purpose. 

The same is true for sales. If you are going to be a successful 
entrepreneur, it’s important that you sell with integrity and a 
genuine desire to help your customer. 

Your main objective when you sell should be to make your 
prospect’s life better in some way. In the right hands, sales can 
do great things. It’s an honorable undertaking. Not only will it 
help you earn more business, it’s the right thing to do.
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Myth 2: Sales Is A “Natural” Skill

Ah yes, the myth of the “natural salesperson.” This is one of my 
favorite myths because I actually believed it for a time. 

This myth simply says that one can’t learn to sell, they have to 
be born with the gift. That’s right. Sales isn’t a skill that is 
learned and developed over time, it’s an inborn trait. Unless 
you are blessed by the “Sales Gods” when you are born, you are 
doomed to a life of hearing the word “no” every single day.

It’s not true.

While there are people who naturally find it easier to sell, these 
people still had to learn the fundamental techniques that made 
them more persuasive. People that are not naturally skilled at 
sales can still benefit from learning these same techniques. 

When I first started selling, I wasn’t great at it. I was “okay” at 
best. However, through experience and training, I learned the 
techniques that all the great persuaders use. 

Then, I practiced them over and over again until I became a 
better influencer. The same will be true for you!
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Many great salespeople are those who were not naturally great 
at sales. They are simply hard workers who were willing to put 
the time and energy into learning how to be more influential. 

Heidi Grant Halvorson, in her article for Harvard Business 
Review, sums this point up nicely:

“If you want to become good at influencing others, then you 
simply need to learn how. It’s not magic, and it’s certainly not 
innate.”

If you’re just starting out, it’s important to remember that sales 
is a skill like any other. There’s no reason to be intimidated. If 
you’re willing to learn, then you will succeed at sales.

16

https://hbr.org/2013/02/yes-you-can-you-learn-to-sell


Myth 3: Sales Is Only For Selling 
Product

Another great sales myth is the assumption that sales is only 
about getting more people to buy your product. For an 
entrepreneur, this isn’t true. As stated earlier, sales is about 
influence. Influence pervades every aspect of an entrepreneur’s 
life.

Yes, you need to be able to have influence when trying to get 
customers to buy your product or service. However, getting 
people to buy something only scratches the surface. There are 
several different situations where entrepreneurs must be able 
to persuade and influence others. 
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Here’s some examples:

• Leadership: Leaders have to sell all the time. As a leader, 
you must be able to motivate your employees and get them to 
buy into your vision. This requires you to be able to convince 
them that your ideas are important enough to work hard for.

• Gaining funding: If your startup needs funding, you will 
need every sales skill available to you in order to convince 
investors to part with their hard-earned cash. This means you 
will need to sell them on the viability of your enterprise. 

• Vendor relationships: If your business purchases 
equipment or other types of resources from vendors, you will 
need to be able to negotiate the best deals possible. This takes 
tremendous skill at persuasion.

• Retention: Sales isn’t just for gaining new customers, it’s 
also useful for helping you keep your existing customers.

As an entrepreneur, you will never stop selling. It is a part of 
your daily life. 
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Sales Is Too Scary

This myth does have a kernel of truth to it. For someone who 
doesn’t have a background in sales, it can be scary. It’s natural 
to be intimidated when you’re first starting out.

The main fear people have is the fear of rejection. Since 
rejection is a normal part of sales, it’s something you will likely 
experience over and over again. 

As time goes on however, it becomes less scary. You become 
used to rejection and you develop a thicker skin. It may be hard 
at first, but over time, it gets much easier. 
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The Michael Corleone Principle

Yes, there are sales lessons that one can learn from “The 
Godfather.” In a scene where Michael Corleone is discussing 
the imminent demise of one of his enemies, he says to his 
brother “It’s not personal. It’s strictly business.”

You may not be plotting a mob hit (hopefully!), but this lesson 
is still applicable to rejection. In order to keep yourself in a 
positive head space, you need to remember that your prospect 
isn’t rejecting you personally. 

They are rejecting your offer because they either can’t do what 
you are asking, or because they don’t think it will benefit them. 
It’s not because they hate you. I promise. 

When you get rejected, don’t take it personally. Take it for what 
it is, and keep moving forward.
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Remember Your Victories

If you’re like most people, you find it very easy to focus on the 
failure. In the world of sales, this isn’t productive.

When rejection is threatening to make you feel discouraged, 
remember the times when you were able to get your prospect to 
say “yes.” Focus on those times when everything went right. 
Recall that time when you completely wowed your prospect and 
got them on board with your idea.

Focusing on the times when you won the sale will keep you 
confident. It will help you ensure that you don’t allow rejection 
to discourage you.

Listen Carefully

When being rejected, it’s incredibly important to discover the 
reasons you are being rejected. This requires you to ask good 
questions and listen carefully to the answers.

In many cases, the prospect will tell you exactly why they aren’t 
buying what you’re selling. It’s possible that they will tell you 
what they would need in order to buy. If you play your cards 
right, you can turn that rejection into a purchase!
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Chapter 2: The Initial Interaction
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Steven’s Story

Steven had just started his business. As a fledgling 
entrepreneur, he was both excited and scared. For many years, 
he worked as a marketing executive for a major company in his 
state and now, he wanted to start his own marketing consulting 
agency.

He had a serious problem. When asked what his company did, 
he had trouble coming up with a good answer. He’d always try 
to explain his business in a way that was interesting, but always 
ended up stammering out a trite, generic answer. 

His answer adequately explained what his company did, but it 
didn’t make his firm stand out from other companies in the 
same line of business. As a result, people quickly forgot about 
him. 

To make matters worse, when he met with potential clients, he 
had trouble getting his prospects to be excited about doing 
business with him. The lackluster introduction killed any 
interest the prospect would have had in Steven’s company. 

He was frustrated. He knew he had to figure out how to 
introduce himself and his company in a way that interested the 
prospect and established authority, but he didn’t know how.
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The Issue

How many times have you felt like you didn’t have an 
interesting way to explain what your business does? Have you 
ever had difficulty introducing a new idea to an audience? 
You’re in good company! It’s a common problem. 

It can be argued that the introduction is the most important 
part of the sales conversation. Why? Because it sets the stage 
for the rest of the conversation. If it’s not done correctly, you 
increase the chances that you will lose the sale.

When you introduce your company persuasively, it will frame 
the rest of the conversation. It will make it easier to gain your 
prospect’s interest.

This section will discuss the process you should go through 
when you’re introducing the product, service, or idea you plan 
to sell. These techniques are designed to get your prospect to 
think of your company in a way that is favorable to your 
position. 

24



Positioning: How to Define 
Yourself

In any situation where you have to influence another person, 
the first thing you must do is define yourself. You have to 
determine what space you will occupy in the minds of your 
prospect. 

If you fail to define yourself, your prospects will define you, and 
this won’t always work in your favor. In order to establish your 
position in your prospect’s mind, you have to tell them who you 
are, why you matter, and what evidence there is to prove your 
claims.  
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Who You Are

Who are you? What is the business that you own? This is the 
first step in positioning yourself. It can be as simple as saying 
“Hello, my name is Steven with XYZ Marketing.” 

Sounds good right? Sure it does, if you don’t want to stand out. 
Yes, this introduction does the job, but not in a way that is 
going to make the prospect care. 

Give a little bit more detail. What is it about your company that 
makes it remarkable? What label can you put on your business 
that will make it sound more interesting?

If Steven wants to stand out from other marketing consulting 
firms, he should give a little bit more information. Instead of 
just saying he’s with XYZ Marketing, maybe he could add the 
fact that his consulting firm is the premier marketing 
consulting firm for real estate agencies. Or he could say that 
XYZ Marketing is the foremost authority on marketing for real 
estate agencies. 

In order to position yourself effectively, you must find a way to 
emphasize the qualities that make your company remarkable. 
Otherwise, you’re just another “me too” organization that is no 
different from your competition.
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Why You Matter

After establishing who your company is, you need to 
communicate the reason this is important to your prospect. 
Remember, your prospect is self-interested. Ultimately, they 
don’t really care about you. Not initially. 

So what do they care about?

They care about the value you can bring to them. After all, they 
didn’t agree to speak with you just to get to know you better. 
Yes, I know it hurts your feelings, but it’s true! They want to 
know what value your organization brings to the table. How will 
your company make your prospect’s life easier?

In Steven’s case, after letting the prospect know that his 
marketing firm is the foremost authority on marketing for real 
estate firms, he can tell his prospect what this actually means. 
He should emphasize one or two outcomes that his company 
can accomplish for the client. 

Here’s some examples:

• “XYZ Marketing specializes in helping real estate agents 
generate and convert more leads.”

• “We help real estate agents stand out from their competition. 

• “We make it easier for real estate agencies to establish 
authority and brand themselves.
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The Evidence

These are examples of selling the benefits of your organization. 
The question you should be answering is this: what outcomes 
happen when customers do business with you?

Can you bring them more profit? Does your company take the 
hassle out of something that is normally difficult? Are your 
products designed to bring a sense of pleasure to your 
prospect?

When attempting to persuade, you must pitch your company 
with the end in mind. That’s why it’s important to sell on 
outcomes, not your products or services. This is a subject that 
will be covered in more detail later on in this Ebook.

Finally, you have to prove your claims. You can’t just tell the 
prospect that your firm will provide a specific outcome and 
expect them to just believe you. You will be sorely disappointed.

You need to back up your claims with evidence. Establishing 
credibility is of the utmost importance.

Fortunately, this isn’t as difficult as it sounds. If you have 
statistics, facts, or figures that back up the claims you are 
making, it will make it easier to gain your prospect’s trust. 
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When giving proof of his claims, Steven can bring up a few 
different points. Here’s some good points of evidence he can 
use:

• “We helped ABC Realty generate 40% more leads in one 
month.”

• “Lemongrass Real Estate improved its conversions by over 
20% after working with us.”

• “Last month, Hannah Jane had 100 more leads than the 
previous month.”

• “I’ve been working with Black Crow Real Estate for about a 
year now and they have seen tremendous growth.”

Not too difficult right? Think of some results you were able to 
gain for your previous clients, and you will have the evidence 
you need to get your prospect to believe your claims.
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Summing It Up

When Steven realized that his introduction was not setting the 
most effective tone for the rest of his sales interactions, he 
worked to change it. He figured out the best ways to make his 
company stand out in his prospects’ minds. 

Let’s see what Steven’s introduction would look like if we put all 
of these techniques together. Here’s a few different 
introductions he can use:

“Hello, I’m with XYZ Marketing, we’re the premier marketing 
agency for real estate firms. We help real estate firms grow their 
business by helping them generate more leads. Last month, we 
helped one of our clients increase their sales by 15%.”

“Hi, I’m with XYZ Marketing. We are the leading marketing 
firm for real estate agents on the east coast. We help realtors 
earn more business by optimizing their online presence and 
marketing strategies. Last year, we helped one of our clients 
drastically increase his revenues month-over-month.”
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Now that Steven understands the basic principles of 
introducing his company, he can set the stage for more 
productive conversations with his prospects. That’s what it’s all 
about. 

As he continues to hone these techniques, he will notice a 
distinct change in the quality of the interactions he is having. 
His prospects will be more receptive to the things he has to say. 
If you hone these techniques yourself, your prospects will be 
more likely to say “yes.”
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Chapter 3: Understanding your Prospect

"My greatest strength as a consultant is to be ignorant and 
ask a few questions." - Peter Drucker
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Jessica’s Story

Jessica has a problem. A big one. A year ago, she decided that 
she was tired of working at the company she had been working 
at for the last five years. As a matter of fact, she was tired of 
working for other companies, period. 

It was time for her to go out on her own. As one of the best web 
designers in her field, she knew she could build wealth by 
working for herself, rather than someone else. So she made the 
leap into the world of business ownership. She was jazzed. She 
was finally going out on her own!

A year later, she managed to gain a few clients, but then, she 
slammed into a wall. She wasn’t able to gain more business. 
She had trouble closing larger customers.

To make matters worse, her existing clients were giving her less 
and less work. She couldn’t figure out why this was happening. 
She knew that she could bring a lot of value to her clients and 
prospects, but unfortunately, her clients and prospect didn’t 
seem to get it. 

Sometimes, it seemed like she was speaking a different 
language to her prospects. It was like trying to teach calculus to 
a 6-year old.
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Every time she pitched her services, she was turned down 
repeatedly. She was given many different reasons for the 
rejections. The prospect didn’t need those particular services, 
they needed something else. Perhaps the prospect saw the value 
in what Jessica offered, but they couldn’t afford it right now. 
Another prospect told Jessica that a competitor was offering 
better pricing.

It was incredibly discouraging. She felt like there was nothing 
she could do to get her prospects to understand why her 
services were needed.

Then, one day she realized something. She finally understood 
the reason she was failing. She was spending too much time 
trying to get prospects to understand her value and not enough 
time trying to understand what their true needs were. 

The reality was that she didn’t know her prospects at all. In 
short, she wasn’t asking the right questions, and it was causing 
her to fail.
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Asking The Right Questions

This is the part of the sales process that many salespeople 
neglect. Eager to get the business, they haphazardly jump right 
into their pitch without knowing what their customers really 
want or need. It’s a rookie sales mistake, and it will get you 
rejected. A lot.

Would you ever try to drive across town at night without 
turning your headlights on? Of course not. You wouldn’t be able 
to see the road ahead of you. You wouldn’t know which way to 
turn. You wouldn’t know when to stop.

If you’re not taking the time to get to know your prospect, you 
are driving in the dark. You have no idea what their needs, 
fears, and motivations are. Your sales pitch becomes 
dramatically less effective because you have no idea what 
benefits will appeal to your prospect the most. 

Your sales pitch should be informed and carefully thought out, 
not a hodgepodge of guesswork. You need to give an educated 
sales pitch that is tailored to your prospect’s needs, not your 
best guess of what you think they want. 

There are several components to effective questioning. This 
chapter will cover some of the basics
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Qualifying Your Prospect

The first thing you need to find out about your prospect is 
whether or not you should be spending time on them in the 
first place. The first set of questions you ask should be designed 
to find out how likely the prospect is to buy your product. This 
is known as “qualifying” your customer.

When you’re qualifying your prospect, there are a few things 
you need to find out:

Is the prospect serious about what I’m selling? Or are they just 
“browsing?”

Will they actually be able to buy the product?

Does the prospect actually need what I’m selling? Will my 
product actually benefit them?

How long will it be before they are ready to commit?

Obviously, you’re not going to ask these exact questions to your 
prospect (unless you’re very brave or crazy), but you need to ask 
questions that will uncover this information. The information 
you find out will determine whether or not you should continue 
on in the sales process, wait until the customer is ready or able 
to hear you out, or abandon the attempt altogether. Doing this 
will keep you from wasting time trying to sell people who can’t 
or won’t be sold. 
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Identifying Needs

When you have qualified your prospect and determined to 
continue on in the sales process, you will need to find out what 
their actual needs are. This how you will know how which 
benefits to emphasize when it becomes time to pitch your 
product. 

When you’re asking about your customer’s needs, you are 
looking for opportunities to help them. You want to find out 
what your prospects want to accomplish, and what’s keeping 
them from succeeding.

One way to make this easier is to develop a list of questions that 
you can ask each prospect. When you have a good-sized list, 
you can choose the questions that make the most sense for your 
prospect.
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Close-Ended vs Open-Ended

In any conversation, there are two types of questions you can 
ask. These are open-ended questions, and close-ended 
questions. Both types of questions can be helpful depending on 
where you’re trying to take the conversation.

A close-ended question is a question that can only be answered 
one of two ways: yes or no. An open-ended question is one that 
invites more than just two types of answer. 

Here’s a couple examples that Jessica could use:

Close-ended: Does your current website use a lot of video?

Open-ended: How much video does your current website use?

When trying to discover your customer’s needs, open-ended 
questions tend to work the best. This is because they enable 
your prospect to give a more extensive answer, which can help 
you uncover more needs.
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Getting To Know Your Prospect

The main objective of asking questions is to understand your 
customer better so that you can meet their needs more 
effectively. Good questioning will help you and your customer 
discover how your product can benefit them.

When you’re attempting to understand your prospect better, 
there are some key points you must find out:

• What is my customer’s current situation like? Are they 
satisfied with it? Why or why not?

• What are my prospects goals and objectives? How can my 
product help them get there?

• What bugs my prospect? What keeps them up at night?

• What are the things that annoy my prospect the most? How 
can my product remove the annoyance? 

• What is motivating my prospect? What makes them tick?

These five questions are a great starting point when it comes to 
understanding who your prospect is and what they need.
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Summing It All Up

It was only when Jessica realized that she needed to know her 
prospects better that things started to turn around. She had 
finally woken up to the reality that effective selling depended 
upon the time spent asking the right questions and truly 
understanding what her prospect needed.

Instead of just rushing into her sales pitch, she started taking 
the time to listen to what the customer was saying. The 
information she got from her prospects enabled her to make 
better choices about how she should pitch her services. 

In some cases, it prevented her from wasting time on prospects 
who weren’t a good fit for her business. Qualifying each 
prospect made her more efficient with her time.

As a result of her new approach, Jessica pitched solutions that 
actually addressed her customer’s needs. She was able to see 
which services were the most appropriate for her prospects. 
Because of this, her prospects were far more receptive to what 
she was saying, and more of them decided to do business with 
her. 
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Fortunately for Jessica, the solution to her problem wasn’t too 
complicated or difficult. All she needed to do is slow down and 
get to know her prospects. 

One important fact to remember is that asking questions isn’t 
just about getting information. Sure, that’s the main reason, but 
there’s also a bonus that comes with it. 

The more your prospect speaks, the more they will begin to 
trust you. Showing genuine interest in your prospect will show 
them that you really care about who they are, not just what you 
can get from them.

It’s the same for all of us. As a salesperson, your sales pitches 
must be customized to your prospect. This is impossible unless 
you understand your prospect. You should never pitch a 
product when you don’t know who your prospect is first. 
Understanding your client will make it easier to be the solution 
to their problems.
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Chapter 4: The Pitch

“Talk to a man about himself, and he will listen for hours.” -
Benjamin Disraeli
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Leah’s Story

Leah was ecstatic! She had just opened her new furniture store 
and was looking forward to making tons of money. While she 
had never run a business before, she knew that she had the 
support and drive necessary to make it work.

As time went on, many a prospective customer come into her 
shop, but she was still unable to sell enough product to remain 
in business. After a year, her business was close to going under.

She didn’t know what to do and she was absolutely terrified. 
Every time she had a customer walk into her store, she did her 
very best to get them to buy, but it didn’t work. She was 
rejected over and over again. Actual buying customers were 
rare.

She knew she had to do something, but she wasn’t sure what 
she was missing. She built great rapport with her prospects. 
They all loved her. She got to know each and every one of them. 
She knew exactly what piece of furniture each person needed.

The problem was that she couldn’t get her customers to see the 
value of their product. She had trouble explaining how her 
product could truly benefit the customer. As a result, the 
prospects went elsewhere.

Leah’s issue was her sales pitch. She didn’t understand how to 
present her product in a way that addressed her customer’s 
needs. It was for this reason that she was so close to failing.

It was only after understanding what really mattered to her 
customers that Leah was able to salvage her business. In this 
chapter, we will discussed the techniques that Leah had to learn 
in order to become more persuasive.
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The Sales Pitch

This is it. The part you’ve been waiting for. You’ve positioned 
yourself effectively, you’ve asked the right questions, and now 
you’re ready to tell your prospect why they need what you have 
to offer.

This is the make or break moment for you. If you play your 
cards right, you will be able to present your product in a way 
that gets your prospect to say “yes.” 

This next section will teach you the basics of pitching your 
product. You will learn how to communicate the value your 
product offers in a way that speaks to your prospect’s individual 
needs. 

The important thing to remember at this point is that your 
pitch needs to be customer-centric. Your objective should be to 
help your prospect as much as possible, not to get the sale. 
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This means that the product you’re selling should genuinely 
carry a specific and distinct benefit to your customer. It’s not 
about you, it’s about them. The more you talk about them, the 
more likely they will be to buy from you.

Here’s some key points to consider:

• How will my prospect be better off after accepting my offer?

• Why do they need my product?

• What is the best way to get the prospect to see the value of 
your offer?

It’s best to find the answers to these questions before going into 
your sales pitch. If you take the time to consider these factors 
beforehand, you will be better equipped to get your prospect to 
say “yes.”
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Features vs Benefits

If you know anything about sales, you have probably heard 
about features and benefits. As a salesperson, it’s important to 
understand what features and benefits are and how they should 
be used in your pitch.

When you pitch with the end in mind, you are able to keep your 
focus on the things that are actually important to your 
prospects. The outcome is the most important factor of a 
successful sales pitch. 

Here’s the difference. Features describe the attributes of the 
product you are selling. They are the actual components of the 
product. For example, if you’re selling energy drinks, the 
features would be the flavor and the fact that it gives you more 
energy.

Benefits describe the result of using the feature. It’s what the 
feature actually does for you. Benefits describe the impact the 
feature. 

In the energy drink example, the benefits would be the fact that 
the drink can help you get through the afternoon when you 
start losing your steam. The drink can help you stay up later 
when you need to concentrate on completing an important 
assignment.
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When selling your product, features are only important because 
they let the customer know what the product is. However, in 
the grand scheme of things, the features are not as important.

When you’re pitching a product, it’s the benefits that matter. 
Every great sales pitch focuses primarily on the benefits more 
than the features.

Prospect doesn’t really care about the components that make 
up your product. They only care about how the product is going 
to bring value to their lives.

I can’t emphasize this enough. If you’re trying to influence 
someone and you’re not emphasizing the benefits of your 
product, you’re going to lose. Here’s some examples of benefit 
statements that Leah could have used:

• “This bed is designed to give you as much comfort as possible. 
This means you’ll sleep better and feel more rested in the 
morning.”

• This desk is built to hold much more than normal desks. That 
means you can store more of your important items, which 
means it will be easier to do your work.

Leah needs to understand how to effectively pitch the features 
and benefits of her furniture. When she learns how to 
communicate the ways her furniture can benefit the lives of her 
customers, she will get more people to say “yes.”
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Closing The Sale

The close. It’s the part of the process that many salespeople 
struggle with. Sometimes, they get so caught up in talking 
about how great their product is that they forget to actually ask 
for the business. 

It’s not just asking for the sale, it’s also being ready for what 
happens next. What if the customer objects? What if they are 
not ready yet? What if they simply can’t afford it? What if they 
have more questions?

Part of closing is knowing what course of action you will take if 
the customer says “no.” Don’t assume that the interaction is 
over just because the customers rejects your offer. Even if you 
can’t close the sale in this particular interaction, you can at 
least set up another time to discuss the product. 

They may not have rejected you because they don’t want your 
product. There may be other factors involved, and you have to 
find out what those factors are. This is the part of the process 
where you have to be agile. You will need to be able to react to 
your prospect’s answer.

Does your prospect need to speak with her business partner 
before making the commitment? Try to schedule a time to meet 
with your prospect and her business partner. If this doesn’t 
work, you could at least find out when she will speak to her 
partner and schedule a time to speak afterward.

48



Of course, the best way to overcome an objection is to prevent it 
from happening in the first place. If you do your due diligence 
when you’re going through the process of understanding your 
prospect, you can uncover any potential or hidden objections. 

When you do this you’re in a better position to address these 
objections when it’s time to pitch your product. This is why it’s 
important to take the time to understand your prospect.

Before asking for the sale, be sure to review everything you 
have talked about up to that point. You don’t have to go over 
every single detail of the conversation, just the basic bullet 
points. Even if you just highlight the problems the prospect told 
you they had and the solutions you can provide, that will be 
fine. 

After that, find out if there’s anything other questions that your 
prospect has. This gives you a chance to address any objections 
you were not able to predict. When the prospect has no more 
questions, you’ve done your job and you can ask for the sale. 
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Conclusion

What is the most important thing to remember about sales? 
What is the one thing that is central to being successful at 
sales?

It’s simple. You need to truly care about your customer. That’s 
it.

If you remember nothing else from this ebook, remember that 
the customer is the most important person in this process. 

Why? For a few reasons…

Without the customer, you don’t have a business. You don’t 
make millions. You don’t build wealth. You don’t feed your 
family. You don’t leave a legacy. You’re basically nothing as an 
entrepreneur.

However, there is more to it than that. If you’re like many 
entrepreneurs, it’s not just about the money and wealth. It’s 
about having a positive impact on the lives of others. Chances 
are, you want to build something that will make the world 
around you better.

Guess what? Your customer embodies the world that you want 
to impact. Your customer is the physical representation of the 
difference you have chosen to make in this world.
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You’re not just a wealth-generating machine. If you’re a real
entrepreneur, you stand for more than that. You want the world 
to be a better place because you were in it. 

It’s this type of vision that drove Steve Jobs. It’s this type of 
vision that drives Richard Branson. This vision is what drives 
people like you and I to do what you do. Your passion is your 
motivator. Your beliefs are your brand.

That’s what real sales is about. It’s about convincing others to 
do something that will make their lives better. Real sales is 
about improving the lives of the people your company serves. 
You’re not just selling them a product that will make you more 
money. You’re selling them something that will make their 
existence easier, better, funner, happier, or easier to maintain.

Oh, and you’re making money doing it!

I wrote this Ebook to help you get started on your journey of 
influence. Sure, the world needs entrepreneurs with great ideas. 
It’s true. But great ideas mean nothing if you’re not able to get 
people to adopt them. 

What does this mean? It means that the world doesn’t just need 
great entrepreneurs with great ideas. It also needs great 
influencers. It needs you. Hopefully, the techniques in this 
ebook will help you become a great influencer.

Keep moving forward.
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Artisan Owl Media is your premier sales and marketing 
firm that specializes in making it easier for entrepreneurs 
to become more influential. Our services focus on content 
marketing, brand building, and sales consulting. If you 
would like to know more, check us out online!

It is my hope that the content in this ebook helped you 
better understand sales and how it relates to your business. 
If you found this ebook helpful, please share it! Thanks for 
reading!


