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INTRODUCTION

Since you’ve decided to pick up a book on more effective sales 

communication, I’m going to make three assumptions: 

1. You believe in yourself and what you are selling. 

2. You are willing to shake up your work life and try some 
unfamiliar but empowering methods to ensure results. 

3. You are a genuinely good person looking to help people  
and solve problems and trying to avoid those that do not 
appropriately value your efforts.

In my thirty years as entrepreneur, coach, and consultant, I have 

been actively engaged, in one way or another, in new business de-

velopment (the fancy term for “sales”). I’ve pushed myself through 

the fear of cold-calling, faced the sheer terror of standing on a 

stage in front of a roomful of complete strangers waiting skepti-

cally to hear what I had to say, fudged my way into boardrooms to 

offer advice before I had any life experience to draw from. Facing 

fears, stepping up, functioning with courage and clarity—these 

are things I do well. Along the way I have worked with thousands 

of thoughtful professionals responsible for new business develop-

ment who were passionately searching for a different approach 

to sales. And I meet new folks every day—people looking for an 

intelligent, professional methodology (no manipulation or slick 

moves) that is also intuitive and actionable. 

This book is a result of 20+ years of coaching these entrepreneurs, 

salespeople, business leaders and professional service providers, 
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including my own firsthand experience with new business devel-

opment. Everything in these pages has been put into practice by 

me and thousands of other professionals in real-life situations, 

resulting in optimal efficiency in new business efforts and com-

pelling bottom-line results. 

The chapters are set up to be simple and practical for quick ref-

erence. As you explore these pages and practice this approach in 

real-life situations, you may find you’re resistant to some of my 

ideas. I simply ask that you keep an open mind, be willing to face 

your fears, and look within yourself to get the most out of my 

methodology.

Changing our thinking, words and actions in a sustainable way 

takes discipline, repetition and a bit of courage. Are you with me? 

—Tom Batchelder
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INTRODUCTION

A DIFFERENT APPROACH

“85% of your financial success is due to your personality and 

ability to communicate, negotiate, and lead. Shockingly, only 

15% is due to technical knowledge.” 
—CARNEGIE INSTITUTE OF TECHNOLOGY

As our culture evolves and becomes more psychologically savvy, 

there is an opportunity for change in the world of traditional sales 

and business communication. Many of the old techniques and 

ideas are becoming ineffective and obsolete. 

Competitive organizations develop arsenals of sharp presen-

tations, snappy value propositions, competitive positioning 

statements, and ever-changing deal structures to enable their 

sales force to “go out there and grow the business.” 

While key to overall growth, traditional strategic “sales enablement” 

on its own generates inconsistent revenue growth. This is because 

salespeople are inconsistent at the most important point of leverage: 

the prospective client interaction. Salespeople too often lack: 

• An effective mindset and positioning that keeps them from 
being immediately commoditized.  

• Courage and savvy questioning skills that ensure a quick 
dive into a truthful conversation and an efficient approach 

to qualifying a prospect.  

• The awareness and discipline to keep big prospects from 

controlling or stalling a sale. 
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Sustainable business growth requires a sales force (a formal sales 

team or group of experts responsible for developing new business) 

to combine their strategic tools with the tactical skills of mental 

discipline and effective  language within a consistent, executable 

process. Otherwise, growth is limited by what is in effect the “last 

mile” issue for every sales organization: excellent enablement but 

inconsistent execution. 



1   STEP ONE: STALLED DEALS 

1

STEP ONE: 
STALLED DEALS

“There’s a school of thought that says: When faced with an 

obstacle, whack your head against it until the thing breaks. 

Then move to the next obstacle, and whack it with whatever 

part of your skull that still remains.” 
—STUART WILDE, SILENT POWER

See if this sounds familiar: you had a really good call, meeting 

or presentation. You walked away feeling excited and confident. 

You might not have been left with a clear next step, and a few 

unanswered questions remained on the table, but your prospect 

seemed genuinely interested. You followed up soon after with a 

bubbly email or maybe an enthusiastic voicemail message, and 

didn’t hear back. You waited a couple more days and sent another 

email or voicemail...still, nothing. 

Bottom line? No response. You didn’t hear back. What happened? 

• They feel bad; the answer is no and don’t want to tell you.  

• They were never interested to begin with; you were just 
assumptive and delusional and giddy that someone would 
talk with you.  

• They are not the decision-maker and don’t have buy-in.  

• Their priorities changed. They’re interested, but the timing 
isn’t right.  

• They got busy and actually do still want to talk.
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There are things you are doing (and not doing) that can make your 

deals stall with disappointing frequency. I’ve seen it happen to 

many otherwise great salespeople. When trying to close a deal, 

often our own behavior will keep us from doing just that: closing 

the deal. Try applying more discipline to your approach when 

considering that deals typically stall because: 

• You got swept up in the excitement of the opportunity and 
lost control.  

• You quoted a price too quickly.

• Your proposal was too long or detailed.

• You didn’t get compelling answers to key questions. 
(i.e., Why change? Why now?)

• You weren’t speaking to the actual decision-maker.  

• You didn’t agree on a clear next step.

The sooner you get the truth from a prospect, the sooner you can 

navigate the deal in the right direction—either moving forward 

towards completion, or pushing it out the door if it’s just not 

worth your time. 

Often we can feel a sense of tension, because seizing this opportu-

nity is all that matters to us. But for our prospects, it could simply 

be that we’re not a high priority and other important things come 

up for them. For any number of reasons, we can lose momentum. 

So what can you do? 

First take a look at the stalled deals in your pipeline, those deals 

where your prospect is unresponsive and it’s unclear where things 

stand. Before you get ready to send another desperate email 
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or annoying voicemail, prepare to try something different.  

A pattern interrupt. 

Keep in mind that this part of the process can be demoralizing. 

It can make you realize how many opportunities in your pipeline 

aren’t actually worthwhile. You’ll get more responses using this 

approach, but many of them will not be what you want to hear. 

Hang in there—I promise we’ll get to some ideas that will help 

ensure you have fewer stalled deals in the future. 

Remember: any part of you that’s feeling eager about a deal 

moving forward—any sentiment “hoping” that your prospect gets 

back to you—will not help you sell more effectively. Your “hope” 

is not a strategy to close more business. For this first step, let’s 

focus on doing those things that will reengage these key stalled 

opportunities, or make peace with removing them from your 

pipeline so you can move on. Not forever, but at least for now. 

Sound reasonable? 

Let’s first take a look at a couple examples that were ineffective 

in getting a response to a stalled deal. This is the “before” in the 

before and after equation. This is what not to do and why I believe 

it doesn’t work.
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EXAMPLES THAT ARE INEFFECTIVE 
(WHAT NOT TO DO)

EXAMPLE 1

Subject: Working with Archa 

Donna, 

I hope all is well. I would like to discuss how I can better assist you 
and your team with development efforts. Archa Architecture will offer 
you more versatility than ever before. Based on our meeting I believe 
I can be of great assistance to your team and would love the chance to 
work together.  
I look forward to hearing from you! 

Thank you,  
James  

Let’s examine how this example sets the wrong tone for engaging 

from a place of equality and strength, and why it results in a low 

response rate:

• Too excited (“!”) 

• Assumptive (creates resistance from prospect if early  
in the relationship)  

• Places James in a subservient position, making him  
sound needy.

• No clear next step.
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Here’s another example that did not get a response. This is from 

a real person. 

EXAMPLE 2 

Subject: Suspense!

The suspense is killing us! Seriously, do you have any other questions or 
can I provide you with anything else? To earn your business on this would 
mean a great deal to me personally as well as to the whole team.

My parents are in town from Atlanta and it sure would be fun to give them 
good news!

Pleasemakeourday! :-) Steve

What doesn’t work about this:

• Selfish

• Too excited 

• Begging 
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EMAIL EXAMPLES THAT GOT A RESPONSE 
(WHAT WORKS) 

There are fundamental differences between a follow-up email 

that’s ignored and an email that creates engagement. The differ-

ences are subtle, but the results are powerful. First, it’s essential 

that you’re calm and avoid projecting any neediness you may be 

feeling. That approach is not attractive. Let’s look at a few email 

examples that will help ensure you get a response and break the 

pattern of being avoided, misled or even lied to. Your goal: get a 

response and get the truth. 

Key Elements of Effective Emails

 › Stick to data (no emotional excitement or annoyance)

 › Give another chance to reengage with a clear next step

 › Use disarming phrases (“I don’t know if...”)

 › Give them an out (“Let me know either way.”)
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Stalled Deal Email Examples That Got a  
Quick Response

EXAMPLE 1: EFFECTIVE EMAIL

Subject:  Stan - Quick follow up note from Dean Osgood

Stan,

The last time we talked, we seemed to be on the same page regarding 
moving forward with the process of BizTech brokering your next deal. 
Since we last spoke, I reached out a couple of times and haven’t heard 
back.

I’m not sure if something has changed since then, or if you just got super 
busy.

If we are still on track, the next step is to schedule a 30-minute meeting 
next week to solidify the transition plan. 

If you have some lingering concerns we have not discussed or something 
has changed on your end, that’s OK. All that I ask is that you let me 
know either way 

Dean

Why This Approach Works

Most prospects are busy, and in many cases, overwhelmed. 

When you are clear and direct, you make it easier for them to 

reply. Projecting yourself as human, engaged, yet appropriately 

detached (i.e., you’re OK with any outcome, even if you have to 

fake it)—this is how we compel a response. Make it easy for our 

prospects to tell us the quick truth: “Yes, let’s keep talking” or “No, 

not now.” No neediness. And no guilt on their end—most people 

don’t want to disappoint you or hurt your feelings. If you are 

straightforward and take the emotion out of it, you remove all of 
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that baggage. It is your job to keep your prospect psychologically 

relaxed at each step of the engagement process. Make it easy for 

them to say “yes,” and also make it OK if the answer is “no” (either 

“never” or “not right now”). Give yourself every opportunity to 

get a yes, but sometimes the answer is no. Put on your big kid 

pants and face that truth. Of course our goal will always be to get 

a yes, but at each step of our engagement process, the prospect is 

either compelled enough to keep talking, or they’re not. It’s that 

simple. Don’t fight with reality. Sometimes we have to move on. 

Not forever, but at least for now. 

Here are a few more stalled deals follow-up emails that worked 

to get a quick response when previous attempts (the old way) got 

them crickets (also known as zero, nothing, nada, etc.).

EXAMPLE 2: EFFECTIVE EMAIL

Subject: Patrick - quick follow-up from Amanda Stevens

Patrick, 

After we met last week, I sent you a few follow-up notes and ideas, and 
didn’t hear back. Given that you said you were “excited” at the end of 
our meeting, I’m unsure if you’re open to continue our conversation. Let 
me know either way which of these below is the case...

1. The answer is “no thanks” or “timing isn’t right” we can close the loop 
for now.

2. You’re still open to considering working together, but need a little 
more clarity on our specific programs and would be open to a brief 
follow-up call.

Let me know if you’re open to schedule a brief, 10-minute call to get 
more clarity about possible next steps - or even just to close the loop for 
now. I’m totally OK either way.

Amanda
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The development of effective email language takes time and 

practice. It requires spending time thinking about the intent of 

the email before typing and hitting send. Facilitating an efficient, 

effective sales process requires getting the truth at each key 

moment of your sales process. It allows you to carefully choose 

your next action and maintain the high ground.

“I used your stalled deal email with the numbered options format 

with a potential client who said he needed a project done quickly, 

and for two months, he did not get me the information. It worked 

beautifully and in his response, he selected the option that fit his 

situation and got me all of the information I needed.” 

—DARCY W., NEW BUSINESS DEVELOPMENT EXECUTIVE (INDIANAPOLIS)

Part of my work with my clients is to help them see the difference 

between effective and ineffective sales communication. Here is a 

prime example:

“Tom—See the below example that worked. This deal could be 

worth $45k. It’s been about 3 weeks since we last communicated 

and I had ‘pinged’ him 3–4 times between email and phone. I sent 

the stalled deal email you suggested at 8:51am, response received 

9:47am with an apology for the lack of communication. Call 

scheduled for Thursday. That’s a beautiful thing.” 

- BRAD Z., SALES REP (SAN FRANCISCO)
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EXAMPLE 3: EFFECTIVE EMAIL

Subject: Quick Follow-up from Brad (re: WR)

Chris, 

I trust you are well. When we met in April we seemed to be on the 
same page regarding Wilson-Radcliff’s ability to help with E-Cap’s 
international needs. Since our meeting we have traded a few voicemails 
and emails, but have been unable to connect. 

I’m not sure if something has changed since we met, or if you just got 
really busy.

If we are still on track, the next step is to schedule a 10-minute call 
to solidify our deliverables and partnership. If you have any lingering 
concerns we have not discussed, or if something has changed on your 
end, I understand. 

All that I ask is that you let us know.

Kind regards,  

Brad

Q: Tom’s question to Brad:  

“Why do you think it worked? How was it different from what 

you were doing before?”  

A: Brad: 

“Very simple. I think there is consternation on his part about 

the proposed consulting fee. To date, all I’ve done is try to get 

him to respond to our proposal and engage us, perhaps dancing 

around the fact that they might not want to pay us what we 

proposed. The email sent gives him the ‘out’ if he needs it, or the 

ability to bring up any concerns before moving forward. We are 

recognizing that things change sometimes and that’s OK. I look 

at the email as disarming—we’re ready to help, but we’re also 

ready to move on to the next deal.”
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It’s natural to experience fear or resistance when considering the 

idea of just letting go and moving on. It’s hard, I know. Yet when 

we’re developing a pipeline full of the right kind of deals, it’s 

crucial that we avoid wasting time, and instead focus on deals 

that deliver high financial payoffs and have the potential to lead 

to other opportunities. As an added benefit, the high level of 

integrity you apply to your written communication and interac-

tions leaves both you and your prospective clients feeling good 

at the end of the process, which is good for the soul. (Note to self: 

Chicken Soup for the Stalled Deals Soul is a great title for my next 

book…)

Reminder: Key Elements of Effective Emails

 › Stick to data (no emotional excitement or annoyance)

 › Give another chance to reengage with a clear next step

 › Use disarming phrases (“I don’t know if...”)

 › Give them an out (“Let me know either way.”)

Getting a response and getting the answer you want are two dif-

ferent outcomes. If you’re looking to persuade or trick people into 

giving you want you want, you may be disappointed. I’m focused 

on helping you get the real truth. If you perceive the world as an 

abundant place, then this is not a problem. In slow sales periods, I 

know this can be a hard concept to digest, but I promise it is much 

easier than chasing bad relationships.  

You now can be realistic about the opportunities in your pipeline 

and move on if necessary. If you don’t provide stalled prospects 

with the opportunity to break their cycle of inaction, they will 
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just keep ignoring you. So stay cool, give them a chance to 

reengage, or let them move on. Maybe not forever, but for now. 

Can you handle that? 

I can’t promise you’ll win the business every time you send an 

email framed this way, but you will see a significant jump in 

replies and engagement and you will get the truth. In some cases, 

you may revive a conversation. In others, you’ll know it’s time to 

move on. 

Now let’s focus on cultivating well-qualified opportunities while 

making sure we keep things from stalling. Onward! 

*For more tools, examples and training materials about  
overcoming Stalled Deals, visit www.selling180.com. 




