


THANK YOU



• INTRODUCTIONS
• WHO AM I?
• WHAT IS SALES MESSAGING?
• YOUR IDEAL CLIENT
• UNDERSTAND YOUR BUYER
• HOW TO BE MEMORABLE
• Q+A



200+ SLIDES 



INTRODUCTIONS



LISTEN AND TAKE NOTES



WHAT DO YOU WANT 
FROM TODAY?



INTRODUCTIONS AGAIN



INTRODUCE YOUR NEIGHBOUR



DIFFICULT?



YOUR SUCCESS RELIES ON 
OTHER’S UNDERSTANDING OF 

YOUR OFFERING



IF THEY DON’T UNDERSTAND 
IT. THEY CAN’T BUY IT.



“WHAT DO YOU DO?”



“I’M A SALES CONSULTANT”



“WHAT DO YOU DO?”



“WHAT ARE YOU?”



SIMPLE TEMPLATE



I HELP <CLIENT> TO ACHIEVE 
<BENEFIT> BY <METHOD>



FOR ME IT WOULD BE..



I HELP SMES TO INCREASE 
THEIR SALES WITH CLEARER 

SALES COMMUNICATION.



“I’M A SALES CONSULTANT”
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I HELP <CLIENT> TO ACHIEVE 
<BENEFIT> BY <METHOD>



INTRODUCTIONS



I HELP <CLIENT> TO ACHIEVE 
<BENEFIT> BY <METHOD>



NOTICE THE DIFFERENCE?



1. HOW TO INTRODUCE BRIEFLY 
WITHOUT BEING GENERIC



SELLING IS ABOUT GOOD 
COMMUNICATION AND 

FINDING A CONNECTION



NOT TECHNIQUES AND 
TRICKERY



What 
they 
need

What 
you 
offer







ASSUMPTION IS THE MOTHER 
OF ALL…



LOST SALES





2. HOW TO SELL WITHOUT 
BEING “SALESY”



“I’M NOT A SALES PERSON”



WHY DO YOU FEEL “SALESY”?



3 REASONS YOU 
DON’T LIKE SELLING



1. YOU DON’T IDENTIFY WITH 
THE IMAGE





2. YOU NATURALLY PUT 
YOURSELF FIRST.



IF WE TOOK 
A GROUP PICTURE..



YOUR BUYERS DON’T CARE 
ABOUT YOU… YET.



YOUR BUYERS CARE ABOUT 
THEIR NEEDS.



WHEN THEY KNOW YOU CAN 
HELP, THEN THEY CARE.



I HELP <CLIENT> TO ACHIEVE 
<BENEFIT> BY <METHOD>



MOST OF US SAY THINGS LIKE:



I DO <METHOD>



I AM <PROFESSION>



YOUR BUYERS CARE ABOUT 
THEIR NEEDS.



AIRLINE ADVERTS





“SELL THE DESTINATION. 
NOT THE JOURNEY.”



3. YOU FEAR REJECTION



WOULD YOU LIKE A CUP OF 
COFFEE?



WOULD YOU LIKE TO BUY A 
CUP OF COFFEE?



SELLING IS A CONVERSATION 
WITH MONEY AT THE END.



WE TAKE IT PERSONALLY



YOUR BUYERS CARE ABOUT 
THEIR NEEDS.



REJECTION  = 
YOUR OFFERING CAN’T MEET 

THEIR NEEDS.



REJECTION  ≠
THEY DON’T LIKE YOU



REJECTION ≠
YOU CAN’T SELL



REJECTION ≠
YOUR OFFERING IS TERRIBLE



WE HEAR POOR ADVICE..



“JUST DO XXX FOLLOW UPS”



SCARCITY MINDSET



“DO WHATEVER YOU NEED TO  
GET THE SALE”



“WHAT’S BEST FOR YOUR 
CLIENT IS BEST FOR 

EVERYONE”



IF YOU LIE. YOU LOSE.



“PUSH FOR THE SALE”



DON’T PUSH YOUR BUYERS, 
YOU MIGHT PUSH THEM AWAY.



“DON’T CHASE THEM. 
REPLACE THEM.”





PUT YOUR EFFORT INTO 
FINDING MORE PROSPECTS



WHEN YOU HAVE MORE 
OPTIONS, THERE’S LESS 

PRESSURE



PRESSURE REPELS BUYERS





WHY COVER THIS FIRST?



YOUR BUYERS CARE ABOUT 
THEIR NEEDS.



MY AUDIENCE CARE ABOUT 
THEIR NEEDS.





WHY SO MANY SLIDES?



HUMAN ATTENTION SPAN?



8 SECONDS



GOLDFISH?



9 SECONDS







AVERAGE READING 
AGE IN THE UK?



9 YEARS OF AGE



AVERAGE



FEWER WORDS + LESS COMPLEXITY 



I ONLY WANT TO TEACH YOU 
ONE THING:



SELLING IS ABOUT GOOD 
COMMUNICATION AND 

FINDING A CONNECTION



NOT TECHNIQUES AND 
TRICKERY



WHY ONLY ONE THING?







WHY DOES HE KEEP ASKING 
QUESTIONS ON HIS SLIDES?







CONFIDENCE IS ONE OF THE 
BIGGEST ISSUES IN SELLING



CLARITY IS ALSO AN ISSUE



CLARITY + CONFIDENCE = CONVERSION



MOST PEOPLE LACK CLARITY 
AND CONFIDENCE WHEN 

SELLING





WHO AM I?



NOTICE MY INTRO IS NOT AT 
THE START OF THE 
PRESENTATION..



DAIMLER 12 YEARS



£600,000,000



NEVER MISSED A TARGET



NO IDEA HOW



“YOU SHOULD TEACH PEOPLE 
HOW TO SELL”





YOU SHOULD BE 
“THE MESSAGE GUY”





WHAT IS “CLEAR”?





AN ACROSTIC



A MEMORY SYSTEM



THE RESULT?



CLARITY & CONFIDENCE



CLARITY + CONFIDENCE = CONVERSION



SAME THING IN SAME ORDER



ONLY 54% OF BUSINESSES 
HAVE AN OPTIMISED VAUE 

PROPOSITION







WHAT IS SALES MESSAGING?



VALUE PROPOSITION



WHAT DO YOU DO?



WHY SHOULD ANYONE CARE?



WHY SHOULD I CHOOSE YOU?



IS IT BRANDING?





BRANDING
SEIZES ATTENTION



SALES MESSAGING 
CONVERTS ATTENTION



WHAT QUESTIONS ARE YOUR 
CLIENTS ASKING?





WHAT QUESTIONS CAN’T YOU 
ANSWER? 
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WHAT QUESTIONS CAN’T YOU 
ANSWER? 



HOW TO DEAL WITH THEM?



PREPARE FOR THEM



PREVENT THEM





OBJECTION PREVENTION



WHY DO PEOPLE OBJECT?
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VALUE

TRUSTTIME

NOT THE 
DECISION 

MAKER

THE BUYER EQUATION
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VA
LU

E

ROI / END RESULT

DISCONNECTED

EXPECTATION

EQUIVALANCE / 
LONG TERM VALUE
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TI
M

E

RESCHEDULE

THEIR TIMING

YOUR TIMING

BE CLEAR ON 
PROCESS
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TR
U

ST

“IF YOU COULD 
CHANGE ONE THING”

THEY TRUST 
SOMEONE ELSE
THEY DON’T YET 

TRUST YOU/FEAR OF 
UNKNOWN

REVIEWS & PROOF
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OBJECTION 
PRESENTED THANK YOU 

WHAT 
MAKES YOU 
SAY THAT?

HOW COULD 
WE 

OVERCOME 
XYZ?

SHARE AN 
EXAMPLE 

OR STORY IF 
POSS

FOCUS ON 
COST OF 
INACTION

HOW TO HANDLE OBJECTIONS



“YOU’RE TOO EXPENSIVE”
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OBJECTION 
PRESENTED THANK YOU 

WHAT 
MAKES YOU 
SAY THAT?

HOW COULD 
WE 

OVERCOME 
XYZ?

SHARE AN 
EXAMPLE 

OR STORY IF 
POSS

FOCUS ON 
COST OF 
INACTION

HOW TO HANDLE OBJECTIONS



KEY PHRASES:



“HOW DOES THAT SOUND?”



“ARE YOU OK WITH THAT?”





WHO IS YOUR IDEAL CLIENT?



WHO HAS AN AVATAR?



WE KNOW WHO WE NEED…



WHEN DO YOU NEED THEM?



TRIGGER POINTS



1. A DATE



31ST JANUARY



2. AN EVENT



DEATH/MARRIAGE



3. AN EMOTION/FEELING



CONFIDENCE



4. ABUNDANCE/LACK



TOO FEW SALES



AVATARS ARE GREAT



MESSAGING MUST BE 
UNDERSTOOD BY ANYONE



IF THEY DON’T UNDERSTAND 
IT. THEY CAN’T BUY IT.





UNDERSTAND YOUR BUYER



IF THEY DON’T UNDERSTAND 
IT. THEY CAN’T BUY IT.



IF YOU DON’T UNDERSTAND 
THEM. YOU CAN’T SELL IT.



138 ELEMENTS



HUMAN ATTENTION SPAN?



8 SECONDS



































HOW TO BE MORE MEMORABLE



BEING FORGETTABLE IS 
EXPENSIVE





THE SIMPLEST WAY?



A TAGLINE



HUMAN ATTENTION SPAN



8 SECONDS





SEIZE ATTENTION



EXPLAIN YOUR OFFERING



ENGAGE



“YOU KNOW WHAT YOU SELL. I 
KNOW HOW TO SELL IT.”



“FOR A LIFE AS SIMPLE AS 
A,B,C… THINK DEE”



“TAKE YOUR PROPERTY TO 
ANOTHER LEVEL.”



“MAKE THE EXPERIENCE 
DYNAMITE”



WHO HAS A TAGLINE?



WHO KNOWS HOW 
TO CREATE ONE?





4 TEMPLATES





DEDICATED TO HELPING 
<CLIENT> ACHIEVE 

<BENEFIT>



DEDICATED TO 
HELPING SMES SELL MORE



NOT VERBATIM



DEDICATED TO HELPING 
<CLIENT> ACHIEVE 

<BENEFIT>





CHANGE THE WAY YOU XYZ



CHANGE THE WAY YOU SELL



CHANGE THE WAY YOU XYZ





WE DON’T JUST ABC. WE XYZ.



WE DON’T JUST HELP YOU SELL. 
WE GIVE YOU CONFIDENCE.



WE DON’T JUST ABC. WE XYZ.





MORE THAN JUST XYZ



MORE THAN JUST CATCHY 
TAGLINES



MORE THAN JUST XYZ
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1. DEDICATED TO HELPING <CLIENT> ACHIEVE <BENEFIT>
2. CHANGE THE WAY YOU XYZ
3. WE DON’T JUST ABC. WE XYZ
4. MORE THAN JUST XYZ





Q&A



THANK YOU 


