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INTRODUCTION
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If you have clear structure and agreements for each new 

conversation, you and your prospect will be freed up to engage  

in a more disarming and meaningful dialogue. 

Being disciplined about the little things matters. Continue to  

hone your craft not as a salesperson or even a consultant, but as  

a facilitator. 
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You worked hard to get this 

conversation, let’s make sure 

you get the most out of it. 



People don’t like to be sold to. All humans naturally defend, and will 
withhold information about, their true state of concerns or desires if 
they don’t feel safe. In addition, when it comes to making a change, 
most people are habitual procrastinators and afraid of commitment. 
You are constantly working against these natural human tendencies.
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INEFFECTIVE EXAMPLES WHAT NOT TO DOWHY DOES THIS MATTER?
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When you are just happy to have a seemingly legitimate prospect 
meeting and don’t bring the needed discipline, you miss key steps. 
Missing doing some version of an upfront frame, asking key questions 
and having clear next steps at the end of the conversation lead to wasted 
time and energy, not to mention missed opportunity.

MISSING AN UPFRONT FRAME

NOT ASKING OR UNCOVERING ANSWERS 
TO CERTAIN KEY QUESTIONS

END THE MEETING IN A 
HURRIED FASHION WITH  
NO CLEAR NEXT STEP

If you skip the upfront frame and just  
launch straight into your pitch or  
presentation, you miss an opportunity to:

If you only keep the conversation at a  
surface level or get afraid to ask more 
probing questions, you will miss an 
opportunity to:

If you reach the end of a call or 
meeting and the prospect says,

you’ve missed an opportunity to:

 Get buy-in.

 Establish control.

 Disarm.

 Gain credibility and trust.

 Help the prospect talk through 
 their issues and come to a 
 thoughtful conclusion.

 Include key decision makers or  
 influencers in your sales process 
 moving forward.  

 Leave with a clear agreement  
 about what’s going to happen 
 next (vs. chasing, trying to pin 
 down later).

 Offer options for next steps 
 that give you the best chance 
 to get a “yes” (vs. they 
 procrastinate). 

 Prioritize and project the true 
 likelihood of this prospect  
 becoming a client (vs.  
 unnecessary chasing and 
 pipeline inflating).

As the person who is selling something, your human tendency is to not 
hear the full truth (when it’s not what you want to hear). You might 
get attached to outcomes (i.e., the sale) and can miss telltale clues 
about new business opportunities, especially the big ones. If you don’t 
have a plan and disciplined structure, you can quickly lose control of a 
legitimate prospect conversation and waste a lot of time and energy. 

Why does it matter?

Why does this matter?

Why does this matter?

Great, well… let me 
talk to Joe about this 
and get back to you…

I’ve gotta run, can you leave 
me some of this info or send 
me something and I’ll give it 
some more thought,

or



KEY QUESTIONS

Why does this matter?

Thanks for inviting me in. So to frame this conversation, I’d 
like to hear a bit about how you’re using XYZ. 

I can share a bit about our XYZ and why clients buy from 
us, where we are the best fit, as well as to ask you some 
questions/answer any questions you have, and then at the 
end of our 30 minutes, we should have a pretty good idea if 
it makes sense to talk further.

If so, great, we can set up a follow-up call or meeting (it 
often takes a couple of conversations to decide if there is 
reason to work together). If not, then that’s fine too and I’ll 
be on my way. Does that make sense?

WHY CHANGE?
  I’m curious, what prompted you to agree 

to have a call with me?
  What has you considering a change?
  What’s working well, what’s not working 

the way you’d like?

WHY NOW?
  What is it about now that makes it a 

good time to be having this conversation 
(or not)?

  Can you give me a sense of the timing 
or urgency around considering doing 
something different?

WHAT MATTERS MOST?
  Related to XYZ, can you give me a  

sense of the one thing that matters  
most to you?

  Above anything else, what’s most 
important to you?

WHO ELSE CARES?
  Can you give me a sense of who else 

cares about this, who else has a stake 
in this?

  Who else is a part of this process, who 
has a vested interest in it?

WHAT DID YOU LIKE?
  Based on what you heard, can you give 

me a sense of what stood out, what was 
compelling?

  Can you give me a sense of what (if 
anything) was compelling about what 
you heard so far?

During your first and/or second call or meeting, listen for and consider 
asking the following questions:

 Gets the prospect talking 
 out loud, helps them 
 convince themselves of  
 a possible need.

 The more you are seen as a  
 facilitator vs. a salesperson,
 the more respect you get.

 Identifies other players in 
 the process whom you will  
 likely want to get involved 
 at some level.

UPFRONT FRAME

Why does this matter?

 Gets immediate buy-in and establishes control. 

 Creates safety and gives you the best chance to get the full truth.

 Shows appropriate detachment by laying out options for the end of  
 the conversation. 
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IF NOT SURE ABOUT FIT AND INTEREST

Example 1:
“So, at this point, we have a couple of 
options. We can schedule time for a 
follow-up call next week and include 
Jane as well. I would show her X and 
ask her some questions about Z. Or we 
can keep it to the two of us and drill 
down a bit deeper on A-B first. What 
might work best for you?” 

IF NOT SURE ABOUT FIT AND INTEREST

Example 2:
“At this point, we have a couple of 
options. If you’d like to dive further into 
X, we can schedule a demo of Z and a 
further conversation about X in the next 
couple weeks. If you’re not up for that 
right now, I can also keep you on my list 
for upcoming events and touch base after 
the first of the year.”

IF CONFIDENT ABOUT FIT  
AND INTEREST

Example: 
“It seems like there’s  
reason enough to  
keep our dialogue  
going. If you’re open to it, what I suggest 
at this point is we loop in Jane and 
schedule some time for the three of us to 
talk next week. In the meantime, I can 
send you ABC and also think more about 
XY. I’m thinking we would need about 45 
minutes. How’s that sound?”

Upfront Frame:

1  Follow the scripted framework, but make it in your own language to ensure it  
 sounds natural. 

2  It’s OK to start a meeting with casual banter, just make sure to clarify your 
 intent and upfront frame before launching into your pitch.

3  If the prospect says “Show me what you got,” or “Tell me why I should work 
 with you,” do NOT answer that question directly. Take back control by first 
 doing your upfront frame.  

Key Questions:

1 GENUINE CURIOSITY IS YOUR GUIDE. Ask probing questions. Have high 
 intent to see if you can help. 

2 GET OK WITH THE MORE PERSONAL QUESTIONS. (e.g., “What matters most 
 to you?” “What did you like?”).

3 YOU CAN BE DIRECT AND ALSO BE NICE. Get over your fear. There’s 
 nothing rude about asking, “Why now?”  

Clear Next Steps:

1 AMBIGUITY IS YOUR ENEMY. Do not leave the meeting or call without clarity 
 on exactly what’s going to happen next.

2 MAKING “NO” OKAY IS ESSENTIAL. At the same time, if they are a  
 yes or maybe, we need to make it EASY for them to say “yes” to a clear next 
 step. Don’t make things too complicated.

3 STAY COOL. Even if you’re super excited about the great meeting you just 
 had, keep your cool and focus on the process. One conversation at a time. 
 Don’t get ahead of yourself. 

4 BE WILLING TO CUT YOUR LOSSES. If the person really isn’t open (even if you 
 can help them), be willing to walk away and focus your energy on prospects who 
 are a better fit. 

QUICK REMINDERS
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Why does this matter?

 Leads prospect to make 
 a decision and minimizes 
 ambiguity and wasted time.

 Letting them know what 
 to expect makes it easier 
 for them to say “yes.”

 Disarming language keeps 
 people at ease and gives 
 you a better chance of 
 them following your lead. 

CLEAR NEXT STEPS

EFFECTIVE EXAMPLES CLEAR NEXT STEPS



Now, open your thumb drive and print out  
5 copies of the Effective Client Call Worksheet  
to use on your next prospect call.

UPFRONT FRAME: 

You can be in control without appearing controlling. With the right intent (i.e., to see if 
you can help them and if you have a fit, being OK with the idea that maybe you can’t and 
are not) and a disciplined start, you will give yourself the best chance to get all the truth 
about what’s going on for their business, 
what they are happy with, what their desires 
are, and what they are really worried about 
and struggling with. Disarm and establish a 
clear container and structure right upfront 
and you will see an immediate change to the 
quality of your conversations.

KEY QUESTIONS: 

You are not a salesperson, you are a facilitator. We already know you know 
how to give a good presentation, that’s a given. The more you become 
a great facilitator, the shorter your sales cycles will be. Asking the right 
questions that inform your process steps helps ensure you will be talking to 

all the right decision makers and don’t get surprised at the end when you 
thought you had a deal in the bag. Being open to hear the truth that might not be what 
you want to hear is also important. Really being open to all possible outcomes. Maybe 
you’re a great fit, maybe you’re not. Have high and clear intent, ask good questions and 
you will become a more effective and efficient salesperson (and human being).

CLEAR NEXT STEPS:

Seeing the end coming before it comes (i.e., not waiting until you’ve completely run 
out of time) is key to effective meeting management. Be disciplined about watching 
the clock and knowing when to wrap things up and suggest next steps. People like 
options—if you’re not sure what’s next then give them choices, but make 
them choose SOMETHING. (Even if it’s “I’ll go away and never contact 
you again.”) If things are going well and you trust your instincts 
then suggest a specific, easy-to-say-”yes”-to next step. Make it 
clear and actionable and not seem like a big deal. Phrases like “if 
you’re open to it” along with your clarity and suggestions will help 
you sound reasonable and not too pushy. In order for you to be good at this 
in the moment, you have to practice and have your options ready. Otherwise you’ll 
sound unsure and you’ll default to the prospect’s process, which is ripe with vagueness, 
fear and procrastination. Be clear, be direct, be confident. 

FINAL THOUGHTS
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Many people believe that in order to win a race, you have 
to be the first one out of the blocks. They’re wrong. The 
most important thing is to execute a balanced start. The first 
step sets up every step that follows. If you’re the slightest 
bit overextended, you have to rebalance yourself—which 
displaces energy and sacrifices time. But if you’re balanced 
properly, you’re prepared to handle the choreography that 
will allow you to win.

-JOHN SMITH, WORLD-CLASS RUNNING COACH 



THE IDEAL CLIENT
We attract more of what we clearly define. We get more of what we generally tolerate. 
Use this template to clarify your ideal clients and make a plan to find them.

GRAPHIC PIPELINE MAP
Use this powerful graphic template to create a snapshot of where your business 
development efforts are without self-deception and excuses.

EFFECTIVE EMAILS
Learn how to create outreach emails that don’t get immediately dismissed. Create emails 
that are clear and compelling, that separate you from your competition, and ensure you 
are coming from a position of strength and equality.

EFFECTIVE CALLS & MEETINGS
If you have a clear structure for each new conversation, you and your prospect will be freed 
up to engage in a more disarming and meaningful dialogue. Learn the three things you can 
do to make sure you get the most out of that conversation you worked so hard to get.

STALLED DEALS
You had a great call or meeting with a prospect, you thought things were moving along 
and now you can’t get a response. Crickets. Sound familiar? Learn techniques that will get 
a response 75% of the time.

REFERRALS
The best way to find new business is from referrals from people who already know and do 
business with you. Learn the keys to consistently receiving referrals and what to do when 
you get them.

The Selling180 Toolkit is a radical 
departure from normal sales 

techniques. Everything outlined in 
these modules is designed to help 
you maintain greater control over 

your process and reduce the amount 
of lost time and energy you spend in 
not having enough of the right kinds 

of business in your pipeline.
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