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Selling In A Recession 
 

How To Close More Sales In A Tight Economy 
 
Recession: Most dictionaries and economists define a recession as, 
 

“An extended decline in general business activity, typically two consecutive  
quarters of falling real gross national product” 

 
Now while many politicians may argue this, by the above definition, I think it is clear that the 
economy is in a recession. In fact, “An extended decline in general business activity for the last 
two quarters (or more) …” may describe your last sales report! 
 
Businesses are losing money hand over fist. 
 
Companies have cut budgets, eliminated jobs, closed plants, cut manufacturing, pulled 
investments or just closed their doors entirely. Stock markets worldwide have plummeted and 
employees have seen their retirement savings dwindle. 
 
With such slow economic conditions around the world, it is no wonder that I receive a ton of 
questions from sellers wondering how to survive these tough times. 
 
So how do you keep sales up, maintain quotas and build sales teams when it seems that every 
single one of your customers and potential clients are felling real pain? And make no doubt 
about it; the pain is real. 
 
Well, while there are some things that are simply beyond our control as professional sales 
people and organisations, there are a few steps, a few tangible activities and strategies that 
we can employ to help ease the sting and the overall effect of hearing, “We are not spending 
any money right now…” everyday. 
 
What follows are some of those many questions I received on how to sell in these lean times 
which I will answer in much detail. However, first I have five general rules to help you 
recession-proof your sales activity. 
 
I want to go over these five rules first as they represent the overall way to think and strategize 
during these times and they will answer most of the questions that you may have on your 
mind. 
 
There are some basic ways to help you immunize yourself against tough economic conditions. 
While all of these rules will not apply to every industry and product or service, you will find 
some that apply to you and if you adopt them, you will have solved much of the problem. 
 
What follows are some detailed strategies that will certainly help you in these tough times, but 
they will require some reading, study and hard work. 
 
So first in Part I, five rules, then Part II, some answers to some very good questions on selling 
in tough economic times. 
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Selling In A Recession 
 

How To Close More Sales In A Tight Economy 
 
Part I 
 

Use Economic Conditions as a Selling Point 
Turn “Saving Time” into “Increasing Production” 
Maximize Efficiency and Proficiency 
Adjust Your S.O.S (Science of Selling) 
Sell “The Dream” 

 
Five Rules to Recession-Proof Your Sales 
 
1. Use Economic Conditions as a Selling Point 
 
Knowing that tightening budgets and shrinking revenues are an issue, you can now walk in 
the door using this to your advantage. During lean times, companies do what they can to 
become more lean and mean. In effect, they strive to become more efficient; making use 
of every penny and wasting nothing. 
 
So when customers complain of being light on cash flow, then this is the time they can 
least afford to waste money. This is the time they can not afford to let things slip through 
the cracks. Now is the time they must plug up the holes! 
 
Do your products or services help your customers to plug up some holes? Do you help 
them save money? If you can find anyway at all that will help them to save money or 
resources, then turn that benefit around and sell the money they spend without your 
product or service. 
 
This is an integral technique in selling most services due to the fact that it is easier to 
uncover a fear of loss when selling an intangible than the desire for gain. However, in these 
times, take anything and everything that you can, and reverse that benefit to show that the 
prospect is spending or losing money without your product or service. 
 
Think about it: if the main issue, the primary objection will be that they do not have the 
money then if you can effectively show this prospect that right now, without your product, 
that they are already spending MORE money than what your product or service costs -- 
then guess what? 
 
Prospective Customer: 
“Well, it looks good, but we really can’t afford to spend any money right now.” 
 
Sales Person: 
“Sure, that’s exactly why I’m here Jo, I know you can’t afford to spend any money right 
now. But every month, you are spending £1,560 on heating your warehouse. Our new 
Thermo 9000 will cut that cost by 80%. I agree, Mr. Prospect, you can’t afford to keep 
spending an extra £1,248 every month. Installing our Thermo 9000 right now will put about 
£15,000 back into your pocket.” 
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Turn the benefit around and empathize the tight economic conditions. Start from the 
beginning---even at making the appointment: 
 
Sales Person: 
“Mr. Prospect, Lisa Johnson here with ABC Widgets? The reason I’m calling is that in these 
tight economic times, most companies are really feeling the pinch and simply don’t have 
money to spend. 
 
Well, we have a new widget processing system that will put thousands of pounds back into 
your monthly budget, adding to your bottom-line and giving you more money to do your 
job…” 
 
Now after an introduction like that, it is unlikely this prospect will come back and say, “We 
don’t have any money.” The sales person just said that the reason she is calling is because 
she already knows they have no money! 
 
The process is simple, though not always easy: 

 Take a benefit that your product or service offers to your customers. 
 Turn that benefit around to find the problem that is costing the customer money in some 

way. 
 Figure out the savings to the customer 
 Instead of selling the savings—sell the flip side—the costs. Emphasize what they are 

LOSING, spending, wasting. 
 Stress this spending as the key—using the hard times as the reasoning 

 
2. Turn “Saving Time” into “Increasing Production” 
 
As I mentioned above, when selling in a recession you want to turn around the approach of 
helping companies save time or save money to the flip side and sell what they are spending 
or losing instead. Well in some circumstances this gets very touchy. 
 
What you have to remember is that in lean times that not only are companies letting people 
go left and right, but many jobs and job positions and even whole departments are actually 
being completely eliminated. 
 
In better times it may be only the people at the bottom of the totem pole who maintain a 
constant fear of losing their jobs—but not so in this economy. In times like these, everyone 
from the clerk in the mailroom to the Chairman of the Board is in jeopardy of getting ousted 
on a moments notice. 
 
Well, with this in mind, you must understand that when you sell anything that will save time 
or man-hours, that you may actually be challenging someone’s very existence in that 
company. 
 
When you come in with a software tool that will help the IT manager save 20 hours a week, 
you must realise that it could be those very extra 20 hours a week that the IT manager, to 
whom you are talking to, relies on to keep their job! 
 
This is very serious. In better times when companies are expanding and spending money, 
employees have a better feeling of job security. But when everyone knows that the company is 
cutting back in all areas and laying people off by the department---people 
become naturally fearful and defensive. 
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No one wants to initiate a purchase that will immediately reduce the viability of their own 
job. And ironically, in the field of IT sales, usually the person you are talking to, the 
individual you are trying to close, the main DM; is also the actual person whose job your 
product threatens. 
 
So how do you get around this conundrum? 
 
Well, you need to turn the benefit of saving time into the benefit of increased productivity. 
To do this, during your analysis, discovery or whatever you call the information gathering 
stage of your sales model, you must uncover some pertinent projects or tasks that the DM 
would like to do, if they had the time and the money. 
 
In other words, if the DM could do what he or she really wanted to do, and time and money 
was not an object, what would he do? You want to find those projects that this DM would 
initiate that would make him a hero to the company. You then take these things and use 
them as the benefits of your service or product. 
 
Here’s an example: 
The prospect is IT manager Steve and your software will save Steve a ton of time and a 
little money. Currently Steve has to create a manual report that details the electronic 
security history of the entire building, showing when every company ID was swiped at every 
one of the company’s 112 entrances and he has to summarize it with the help of an outside 
accounting firm detailing the building’s usage. 
 
To accomplish this, Steve spends 20 or 30 minutes everyday and an extra two hours at the 
end of the month, totaling 15 to 20 hours a month plus accounting fees. 
 
Your software will allow Steve to do this simply by running one report at the end of the 
month saving him all of that time. 
 
Here is the wrong way to present this during slow economic times: 
 
Sales Person: 
“Steve, with our Security Admin 2000, you will no longer have to spend all of that time 
amassing those reports. You will no longer have to spend time doing the manual research 
and digging to find the information. You will be able to create the report in an instant! 
Steve this will save you nearly 20 hours a month!!” 
 
Now while that sounds like it makes sense, the truth is that Steve could see his job 
threatened by this. Not only will he have to show that this time can be better utilized by a 
piece of software, but he also has to divulge the fact that he has been wasting time all the 
long. Not only does Steve not want to buy the software, he dopes not want anyone to know 
you or your company exits! 
 
Then Steve, who at first was very open to see your presentation and was easy to get a hold 
of, suddenly becomes impossible to reach as you try to close. He seems to have 
disappeared and won’t return your phone calls or emails. Finally when you literally corner Steve, 
he objects with something like… 
 
Prospect: 
“Well, it really looks good and I know it will save some time, but we just can’t afford to buy 
anything right now. My software budget is gone and I just don’t have the money.” 
 
Now it may be true that Steve’s software budget is empty, but he could find the money if it 
would not mean his possible termination. 
 
Here is the correct to way to handle this. 
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Speaking with IT Manager Steve, during your discovery stage, you find that if he could, 
Steve would make a major upgrade to the firm’s web site. Upper management and 
everyone knows that they could increase web traffic and efficiency and generate more sales 
and increase customer retention if they overhaul their web site. 
 
However, in the downturn of the company’s revenues, Steve’s budget was slashed so he 
can’t afford to do the overhaul and even if he had the money, he does not have the time to 
do it anyway. But the project was on the table before hard times hit and is still something 
everyone knows they need. Ok. 
 
Now, as you close and during the sales interaction you stress the overhaul as the primary 
benefit rather then Steve saving time. 
 
Sales Person: 
“Steve, with our Security Admin 2000, you will no longer have to spend all of that time 
amassing those reports, giving you the time you need to do the really important things like 
overhauling that web site. 
 
You will no longer have to spend time doing the manual research and digging to find the 
information, which will also allow you to keep the funds that you now pay to the accounting 
firm--in your budget. Steve, our SE 2000 will allow you the time and money you need to 
fix the web site and show the company that you can get the important jobs done even when 
times are tough. 
 
Management will see that even though your budget and your time was slashed just like 
everyone else’s, YOU are able to still go above and beyond—Steve, you’ll secure your place 
and probably get a promotion!!” 
 
Now that’s a big difference! 
 
Reposition the Money 
This also allows Steve the opportunity to reposition the funds for the software. He can 
look to the web budget, the security budget, sales, marketing and even human resources. 
 
Since the software will benefit the firm in many different areas, it opens the door to 
product/budget repositioning which is also a crucial and brilliant maneuver when selling 
in slow economic times. 
 
During these times, don’t be too ridged on your target department. Open the door to 
reposition the funds for what you sell to come from another area in the company. Ok, so 
they have no money in their software budget. Can your product be viewed as a security 
issue? Can it be repositioned to come out of their training budget? 
 
Keep the door open as you progress in your sales model, for other avenues to fund the sale. 

 
3. Maximize Efficiency and Proficiency 
 
As closing percentages may waiver, you must be able to see more qualified prospects in less 
time and for less money. If there is ever a time for you to be lean and mean it is right now. 
 
However, let me be clear on what I mean by being lean and mean and let me do that by 
first telling you what I do NOT mean by lean and mean! 
 
I do not mean firing everybody and reducing sales staff to the bare bones. I am not 
referring to investing LESS in sales and marketing or killing your advertising budgets. 
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One of the biggest mistakes sales organizations make in times like this is to reduce critical 
sales and sales support staff and mechanisms. 
 
Many sales companies choose to cut sales support people who do not directly bring in sales, 
opting to put more of the burden of administrative and organizational tasks on sales people. 
While this may seem to make sense, it causes more problems. 
 
In times like this you should consider the opposite strategy; hire MORE sales support people 
and invest in MORE sales support and customer service vehicles. 
 
Increase Sales Support Systems 
You want to make sure that your sales people are spending as much time as humanly 
possible doing only one thing: SELLING! Do everything necessary to ensure that sales 
people are spending their time actually speaking to customers or in front of customers 
for every minute they are working. 
 
The more time sales people spend shuffling paperwork, writing reports, handling old 
problems, dealing with logistical tie-ups or time in traffic—IT IS COSTING YOU MONEY! 
 
By Maximize Efficiency and Proficiency; becoming lean and mean, I am talking about 
making your sales processes smooth and hassle free for your sales teams. Stop and take 
an inventory. Take a look at how much time your sales people are allowed to spend 
actually communicating with potential customers. If the number is any less than 90% of 
their time, you need to invest time and yes, money, in changing that situation. 
 
Increase critical sales support structures that save the sales person time: Literature and 
brochures – do sales people have to physically make up these packages and spend their 
time to get them in the post? After the sale contracts, logistical paperwork, work-orders, 
maintenance scheduling – is it essential that your professional sales crew handle some of 
these things? 
 
Take some of those tasks and give them to other personnel. 
 
Now let me make one thing very clear when I speak about increasing sales support and 
affording sales people more time to sell. I am NOT referring to outsourcing or downsourcing 
your telemarketing and/or telephone prospecting activities. 
 
When I mention that you want to shift many of the more mundane, rudimentary and nonsales 
tasks to other personnel, that does not include things like setting appointments on the 
telephone! 
 
For some reason, many companies view setting appointments as a low-level administrative 
task to assign to the least qualified people and some have even stooped to taking it away 
from real, live people all together. 
 
Remember, I said that you have to do whatever is needed to make sure that your sales 
people spend as much time as possible either “talking to or in front of” potential customers 
and this includes setting appointments. This is not the time to risk the few valuable, viable 
prospects you have to the least qualified people (or machines) to handle them. 
 
Employ Effective Customer Relationship Management 
This is also the most important time to make sure that you have a powerful CRM system 
(Customer Relationships Management) in place. 
 
In lean economic times — a good CRM system is even more critical than ever before. 
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You simply can’t afford to have leads fall through the ‘cracks’ in your sales process. As I 
mentioned, there are things and some issues that are beyond our control. So, right now 
you can’t afford to have sales stall and stagnate for reasons that you can control. 
 
You must create a solid sales process and a prefect sales model and integrate it into a CRM 
software system such as ACT!, SalesLogix, Goldmine, Salesforce or something similar. 
 
Without this intimate knowledge and tracking, it is simply impossible for you to see exactly 
where, when and how you are having problems. You have to look at more than the simple 
bottom-line. 
 
One of the reasons I emphasise this, is because many of the questions I get on selling in a 
recession would never be asked if people had a good CRM system in place. 
 
With a proper CRM system in place, managers and sales people can ask themselves some of 
the questions they now ask me. And they can pull up reports and answer the questions 
with precise methods to solve their problems. 
 
Please understand that when sales slow down, it is not always simply because you are not 
closing more sales — at the close. 
 
Even right now, while it may appear that most of your woes are due to people saying they 
are tapped-out and have no budget, so you are not closing as many sales: the true problem 
can very well lie someplace else. 
 
Has your call attempt to contact ratio decreased? 
 
Has your contact made to presentation averages slipped? 
 
Do you know if the time between your analysis stage and proposal stage has fell out of balance? 

 
You can not just look at the bottom line, see that sales revenue is low and chalk it up to the 
recession. 
 
You have to act on facts not fantasy; on science not superstition and the only way to do that is 
to have a solid CRM process and system in place. 
 
The third rule to selling in a recession: 
 
Maximize Efficiency and Proficiency—become truly lean and mean. 
 
Which brings me to my next rule! 

 
 
4. Adjust Your S.O.S. (Science Of Selling) 
 
You may have to make slight adjustments to your S.O.S. 
 
In short, by S.O.S, I am referring to all the real numbers; the ratios of you sales model. 
 
It is not enough to simply know your closing averages. You need to know and intimately 
understand ALL the numbers for all the stages and customer touch-points in your selling 
process from the very beginning to well after the sale. 
 
How many web enquires do you convert to solid sales leads? 
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How many web enquires turn into a contact with a Decision Maker? 
 
What percentage of leads become appointments? 
 
What is the ratio of appointments to proposals? 
 
You have to know these numbers and then make adjustments where needed. 
 
Start with a real analysis of the last few quarters. This has to be actual data and not 
hypothetical or guesstimates. 
 
From this information alone, you may find some surprising facts. 
 
For instance, you may find that your overall closing average has not decreased at all. This 
nullifies the “theory” that sales are slow because people are telling you they have no 
money. The truth may be that when you ask for an order, you actually sell at an average 
close to your normal ratio. The true problem may be because your sales team is seeing 
fewer quailed prospects or making fewer proposals. 
 
Perhaps you will find that in the past you delivered a proposal to your prospects within 30 
days of the first meeting, yet now this time frame is closer to 45 days. Could it be that your 
closing percentage has diminished due to the fact that you are no longer getting proposals 
to your prospects on time, allowing them more time to look at competitive options? And 
could that be because you cut your sales support so sales people have to take more time 
creating proposals? You see what mean? You must rely on facts not feelings. 
 
Now once you have a transparent view of what is happening as opposed to when sales were 
more robust, then you may need to make some adjustments. 
 
For instance, let’s say that you find that your “appointment set” ratio compared to decision 
makers (DM) “contacted” ratio has slipped. 
 
For example, where you used to set an appointment with one out of every five DM’s, now 
you see it takes 6 DM’s contacted to set one appointment. 
 
And yes, this could very well be due to the economy in where less DM’s are willing to agree 
to an appointment because of tightened budgets. In this case, alter your sales model to 
account for this. Where the model called for 30 cold calls a week, up the ante to 35. 
 
Perhaps you find that your actual closing average has fallen. Once again, make the 
necessary adjustments. If your sales model called for 5 closing attempts a week to hit the 
targets, perhaps you need to up that to 6 or 7. Does this mean working harder during 
these times? Yes. But it also means working much smarter. 
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5. Sell “The Dream” 
 
By sell the dream, I am referring to the time when people first went into business. Now 
this will work only depending on the type of target market you work with, but it is 
very effective in lean times. 
 
Here’s what I mean by this: 
 
Say you work with independent business owners, small corporations and proprietorships. 
Here you have Mr. and Mrs. Graham, who invested everything they had and pursued their 
lifelong dream and opened a bakery. They went into business with big dreams of becoming 
the next ‘Sarah Lee’ and selling their cookies and cakes to major food chains around the world. 
 
Well, life and a cruel reality took hold, and the economy slowed and now, three years after 
they opened, they are struggling just to make ends meet. They have traded in the dream 
just to pay the bills. 
 
Now here you come along with some new and great product that is certainly something they 
need, but at what cost? 
 
They are scared to death and have tightened the belt. They want to risk nothing. 
 
Now, think back to when this now tired and weary, sweet couple first went into business. 
 
When they began, they invested everything — and I mean everything! They risked their 
home, their retirement — everything went on the dream. But the dream has faded. Their 
goals have been swept under the carpet and survival is now the priority. 
 
Now in these economic times, you have to remember that this is the mental state of many 
people. But if you can help rekindle that originally dream, if you can help them once again, 
to see that those goals they had are still viable — you change everything. 
 
Remember when they went into business, with the dream in front of them, they invested 
tens of thousands of pounds. Well, if you can rekindle that dream, that original vision, then 
what’s a few hundred pounds if you can help them get the “feeling” back? 
 
Listen, this is not some trick or mind game to play with people. 
This is real. 
 
People are at the mercy of the media and all of those constant bills. They live under an 
economy that is telling them that they will fail. But who does the average small business 
person have to motivate them? Who do they have to help lift their spirits and let them 
know that they can still indeed reach their goals? 
 
Think about this: how would your sales team do if they never, ever had any positive 
reinforcement from their sales management? 
 
What would happen when sales people go out and hear “NO” 20 or 30 times and had no one 
to motivate them and to tell them, that there’s a “YES” right around the corner? 
 
Independent business people have no sales manager, motivational teams or sales contests 
— they are alone. 
 
And the main reason they do not buy from you is because they have no confidence in their 
own business and survival. Well, reinforce their confidence in their own business and let 
them know that better days are just around the corner and your product or service will help 
them get back on track. 
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Also keep in mind, that YOU should feel this way as well. Don’t try to con them into buying 
and using their vulnerability as a lever. 
 
If you do not believe in your heart that your customer will be successful and that you can 
help them then you should walk away from the deal. 
 
Help your customers rekindle the dream when the economy has them down in the dumps. 
Part of your role as a professional sales person is to be a partner, advisor and a motivator! 
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Selling In A Recession 
 

How To Close More Sales In A Tight Economy 
 
Part II 
 
Ok, now armed with a solid foundation on how to handle the recession weary and downsized 
customer of today’s economic conditions, let’s look at some very specific questions I have 
received of late. I believe you will see that in most cases, one or more of the five rules 
explained in Part I will apply. So let’s briefly review those five rules to help recession-proof 
your sales activity: 

 
Five Rules to Recession-Proof Your Sales 
 
1. Use Economic Conditions as a Selling Point – Walk in the door with the 
understanding that people are feeling the pinch and use that fact in relaying the benefits of 
your product or service. Make it clear that the reason you are there is because you can help 
them in these times. 
 
2. Turn “Saving Time” into “Increasing Production” – In times like these, many 
people fear losing their jobs and your product or service may lead to that end. Turn the 
benefit of saving time into a benefit of being able to me more productive. 
 
3. Maximize Efficiency and Proficiency – You must become lean and mean in the sense 
of making your sales teams as sales-centric as possible. Increase sales support and make 
use of good CRM. You can’t afford to let leads fall through the cracks. 
 
4. Adjust Your S.O.S (Science of Selling) – Analyze your sales model at every stage. 
Don’t assume that your decreased sales volume is due to money objections alone. Know 
the numbers and make adjustments where needed. 
 
5. Sell “The Dream” – Remember that in tough times, people become pessimistic about 
their own future and goals. Help them rekindle that fire and enthusiasm they had when 
they went into business or when they took over the position. 
 
Also, please note that what you will see is that many of the questions, while on the surface 
appear to be economic or recession related, are in fact other issues disguised as such. 
 
This is important to keep in mind. Yes, we all know that many of our customers will use the 
economy and hard times as an excuse to put off sales as an objection. However, many of 
US use that same excuse too! 
 
Sales people will instantly turn to the bad economy as an easy excuse for poor sales and 
many managers follow suit. Sales directors will point to poor market conditions to explain 
away failure and CEOs and presidents will report to the board and stock holders that all of 
the blame for not reaching expectations is due to what they read in the press. 
 
Yes, some of these problems are due either directly or indirectly to economic 
conditions. 
 
But the issue has become a crutch for too many of us. 
 
Often it is because the sales professional or manager needs an excuse for underperformance, 
but also it is due to a lack of information. 
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Too often we rely of feelings instead of facts. 
 
When the media is harping that the world is going to hell in a hand basket, people tend to 
see everything through the pessimistic eyes of a glass-half-full. 
 
Then when a few bad weeks or months hit, instead of bunkering down, analyzing performance 
data and making more sales calls; many sales people and organisations start to crying,  
“Oh woe is me!! Help, the economy is killing me!” 
 
Now again, there are legitimate issues here, but try to raise up and understand that not 
everything is what it may seem. 
 
So you will see that I answer some of the following questions with tips that have nothing to 
due with the rules above or with recessionary times, and this is not by accident. 

 
The Question Topics: 

Truth or Dare: Are they really tight or just angling for a discount? 
Too Many Eggs in a Basket: Major customer, minor payer 
Get Fit Quick: Gym memberships taking a shower 
Are We There Yet?: Companies taking longer to make decisions 
 
With that, let’s go to our first question I call, 

 
 

“Truth or Dare: 
Are They Really Tight or Just Angling for a Discount?” 

 
Question: 
 
“Everybody is saying that they have no money at the moment. But how do you 
distinguish between those that really have no money and those that are angling 
for a discount? Are there any clever turns of phrases or questions - sometimes it’s 
not easy to be direct (especially if they REALLY are strapped for cash).” 
 
This is a very good question and a very keen observation. Let’s always be mindful of whom 
we are dealing with: The New Educated Consumer of the Modern Era. Today’s prospective 
customers are unlike those of the past and in fact, they are a completely new entity. 
 
Today’s customer may indeed take advantage of the situation with the foreknowledge that 
their “objection” will be deemed a valid one due to the current market conditions. 
 
Many customers are very aware that companies, knowing the current economic situation, 
will be ready and willing to quickly drop their price, add more value or make special 
arrangements to close the sale. 
 
The customer is fully aware that the sales company must also be feeling the pinch and 
therefore will be eager or even desperate. At the very least, the customer feels that the 
sales person will “understand” because everyone is in the same situation and many of them 
will use this against the sales person. 
 
Also keep in mind that it goes much deeper than this, in that many prospective customers 
use this not only against an individual company, but to play companies off each other too. 
So you have customers not only telling you that they demand a lower price, but if you do 
not comply they will get that price or better from your competitor! 
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So a very good question is how can you know if the customer is being open and honest or 
calculating and shrewd? 
 
Is it the truth or a dare? 

 
Truth or Dare 
 
Well, in answer to this, several of the rules apply and I’ll add some information on how to 
approach the “price-drop” as well. 
 
First, look at rule number one in that you want to walk in the door proclaiming that you are 
aware that they have no money. However, your proposal and “solution” will help them 
solve that problem. So if and when the prospect uses “they have no money” or need to 
spend less, it loses a lot of it’s validity and it adds to the strength of your presentation. 
 
When you do this correctly, the more the prospect complains of having no money; the more 
they agree that they need your product or service. 
 
Example 1 
 
Prospect: 
“Like I said, it looks good and you’re right — it will actually save us a ton of money and 
even pay for itself fast. But the bottom line is that I can’t write a cheque for that amount 
right now. Can you do any better?” 
 
Sales Person: 
“Steve, when you say “Can you do any better?” what do you mean by that? 
(You need to work out with the prospect what they mean by this. Discount? How much is 
“better”) 
 
Prospect: 
“I have got no money for this period! I could go to £1,500” 
 
Sales Person: 
Steve, so what you’re telling me is that you’re fully aware that you already know that you’re 
losing £2,800 every month, and you know that our new Widget Plus will stop that----but 
you’re having a problem writing a cheque for £3,500 but you could write one for £1,500 
right now? Is that right? 
 
Prospect: 
“That just about sums it up” 

 
Sales Person: 
“Ok, I’ve got a solution for you Steve. I’m going to put our Widget system on RUSH 
DELIVERY today — we have to get this installed and working for you as soon as possible. 
Give me your ok right now and I’m going to call my office right now and get the ball rolling 
on this. What we’ll do is take a payment of £1,500 now. You’ll then make a saving of £2,800 
in your first month and then you pay us the balance of £2,000 when you’ve saved that 
amount. How’s that?” 
 
Now, as always, the script above was for illustration purposes only and not to be meant as a 
script — but do you see what I mean? 
 
Any objection in reference to money in any way, only strengthens the need and urgency for 
your product or service! 
So, continue to stress that value and make it even more urgent! 
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Example 2 
 
Prospect: 
“Yes, it looks like a good plan, but business is really slow right now. I am barely able to 
make payroll. I might be able to handle about half that price. What can you do for me?” 
 
Sales Person: 
“Graham, I know business is slow right now. That is exactly WHY you need to get this 
advertising program started right away. This promotion will immediately bring you in more 
business and more money. If you are having trouble making payroll then it’s not going to 
get any better unless something changes — let’s get this started right now.” 
 
A price objection is not about price or money. Price objections are about “value.” You 
have to remember this at all times. Because in down times, that price objection will begin to 
seem like it is more about price — but it is STILL about value. 
 
So, with a price objection do not jump to answer the issue of price or money, instead 
immediately increase value first. 
 
 
Example 3 
 
Prospect: 
“I might be able to swing it, maybe if you could get that down by about 10 or 15%, then I 
might be able to make it fly.” 
 
Sales Person: 
“Lisa, if a 10% discount will make the difference in you helping your sales teams increase 
their sales by as much as 50%--then Lisa, you can’t afford to waste any time---we need to 
move on this right away.” 
 
So when faced with the truth or dare scenario, first, walk in the door with the objection in 
your hand and then use the request as the reason to move forward. 
 
Second, refer to rules number three and four; you must understand your numbers via a 
CRM system and then make adjustments, but only when needed. One of the reasons this is 
so critical is because you have to have your head on straight and be acting on facts and not 
feelings. In the truth or dare question, the only reason to have to figure out IF the 
prospect is telling the truth or not, is because you lack data. 
 
You see, the only reason for you to even consider offering a discount is because you 
believe that the customer is indeed light on funds. 
 
If it seems that many of your prospects are telling you that they are budget poor and you 
believe that you are losing sales because of it, then you have to consider that the objection 
is real; in which case it would not actually be an objection, it would be a condition. But this 
is only due to the fact that this seems to be a trend --- you believe it. 
 
Now if we were not in an economic downturn you would just shrug it off and go on with 
your normal sales interaction. You would not be too quick to think about offering a discount 
because you would be confident in your price and would not be desperate. This all comes 
down to you reacting to what you feel and what you THINK may be happening. 
 
With good CRM data, you will act on facts instead and you will be able to maintain your 
confidence level even when it appears that the world is falling apart. Much of the problem 
of you being able to get your price or having people ask for a discount, comes from YOU. 
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The slightest lack of confidence smells like a bad perfume to today’s sophisticated buyer! 
They can sense your uncertainty on your price like a bear can sense fear. You must KNOW 
the facts. 
 
Finally, if you know the facts and it appears that there may indeed be a legitimate situation 
to offer a discount, then the WAY and the methodology you use in doing this will also 
reaffirm whether it is a truth or a dare. 
 
If you use the proper price dropping procedure it will act as a final filter to help you remain firm. 
 
In brief, the method is this: 
1.  Remain firm on original price 
2.  Remain firm on original price and build more value 
3.  Remain firm on original price and build more value 
4.  Get an idea: a legitimate reason and justification to reduce the price; one that will 

benefit you or your firm 
5.  Ever so slightly, reduce the price and close. 
6.  Repeat 
 
Here is a generic example: 
 
Prospect: 
“Yes, it looks like a good plan, but business is really slow right now. I am barely able to 
make payroll. I might be able to handle about half that price. What can you do for me?” 
 
 
1. Remain firm on original price and build more value 
 
Sales Person: 
“Graham, I know business is slow right now. That is exactly WHY you need to get this 
advertising program started right away! This promotion will immediately bring you in more 
business and more money. If you are having trouble making payroll then let’s get this 
started right now.” 
 
Prospect: 
“Yeah, I know it’s good. But like I said I’m just out of cash right now. I can’t afford £3,200 
right now. I can’t even give you the £500 deposit right now. Can you come down on this a 
bit?” 
 
 
2. Remain firm on original price and build more value 
 
Sales Person: 
“Graham, you told me earlier that the average new customer that comes in that door 
spends about £40 on new clothing. If our program generates only 10% of the average — 
that’s all, just 10% - that’s 32 new customers a month or £1,280 a month. Graham, I know 
money is tight, that is exactly why you have to stop letting £1,280 walk right past your 
store every month! I need £500 to get this started and I’ll have the proofs sent to you by 
the end of the week” 
 
Prospect: 
“Steve, I want to do this. But this has been a really slow month. I just can’t swing that 
much. Can’t you knock off a little? Can you wave the set up charges or something? Come 
on, work with me.” 
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3. Remain firm on original price and build more value. 
 
Sales Person: 
“Graham, I know you want to get this started and I want to help you. When you opened up 
here six years ago, you told me that you had plans to open your second location within a 
few years and that is still possible for you. Our program will not only generate more new 
business right here, but it will get your name known all over the county. Graham, you can 
still open that second location just liked you planned. Do you want to go with the once a 
week run or can we set it up to run twice a month?” 
 
Prospect: 
“Man. It’s tempting. But, I don’t know. I mean, I’m just not sure I can do this right now. 
I want to, but, that amount is tough to meet right now…” 
 
 
4. Get an idea: a legitimate reason and justification to reduce the price; one that 
will benefit you or your firm 
 
Sales Person: 
“You know, Graham, I have an idea. Now you’ve been in this shopping centre for six years. 
You know most of the store owners, don’t you?” 
 
Prospect: 
“Oh yeah.” 
 
Sales Person: 
“Ok, here’s what we can do. First let’s put your program in place and get it started as soon 
as possible. Now after a month or two, and you have a chance to see the extra business and 
traffic the program brings in, if you could write a letter for me, describing how the plan 
increased your business and let me use that letter to show the other business owners in this 
area — that will help me and my company get more accounts in the shopping centre. If you 
will do that for me, I’ll pay you a finders fee in advance — right now. I’ll take £300 off the 
top. That makes the entire program come down to only £2,900 and it brings the deposit 
down to only £400. Graham, the only thing I ask is that when you see how much new 
business the plan brings in, that you give me a great letter of recommendation --- is that 
fair enough?” 
 
If you use this method, you will find that many of those prospects who were haggling for a 
discount may buy even before you offer one! 
 
In that example, if Graham was merely jockeying for a discount, more than likely he would 
have closed before the actual discount came. Also, if the prospect is telling the truth, this 
method of raising the value first and then lowering the price would make the value clear and 
help the prospect to overcome his or her own objection. 
 
Also, often the reduction is more a matter of principle than actual pound notes. 
 
So the slightest reduction, simply as a gesture, will be enough. 
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“Too Many Eggs in a Basket: Major customer, minor payer” 
Question: 

 
“We have a customer with a good history but who has over the past 6 months 
become a very slow payer 120 days + with the result that he now quickly exceeds 
his credit limit. He is throwing orders at us but we dare not increase his credit 
limit in these times, he is an overseas customer so there is only limited knowledge 
available on his financial status though he is a large concern. We need the orders 
but if he went down he would take us down. Any thoughts on how to handle this 
situation?” 
 
I really like this question in that it deals with a part of the economic crisis that we often 
overlook. Everyone talks about the effect today’s climate can have on closing sales and 
new business revenue, but we also have to look at how conditions may affect customer 
relationships, retention, re-order stats, credit and payment. 
 
Also, on the flip side to this, many sales companies are on the side of the customer in this 
example; in where you may need a larger credit line to operate. You may need that big 
shipment before you can close that big deal and you may need to get that shipment on 
credit; but your supplier, also in the same situation, is not willing to extend the same to 
you. This is serious. 
 
Too Many Eggs in a Basket 
 
Sometimes this problem is unavoidable in that you never want to have that one client who 
provides such a large percentage of your business so if they fail you do likewise. 
 
However, I know that that is much easier said than done! 
 
I know that any manager worthy of their salt should be constantly striving to broaden their 
customer base, increasing overall revenue, while simultaneously reducing the overall 
percentage of sales from one client. 
 
Yet again, I realise this is not always easy to do and can often take time. However, with 
good CRM data, you can stay abreast of the exact details of this customer’s power in 
relation to others. 
 
The one thing I see here is that it appears that your problem and worries are mostly due to 
a real lack of knowledge about the customer. You have to establish a “relationship” with the 
customer. If you do not know the customer’s true credit history, nor have information 
about their status, objectives and current issues then you are operating in the dark. 
 
You have to develop a strong relationship with this client and ALL clients, even if that be by 
telephone or email. You have to get to know your customers, with strong after-sale 
processes in place. This is also an area to use a good CRM system because a solid sales 
model if used in the right way will force you to make those extra calls and send those 
“touch-base” emails and correspondence. If your contact ends when the sale is made, then 
you will to end up with customers that you do not know. 
 
So where do you start with the above situation? 
 
Well, I would start with the truth. Be clear and perfectly honest. 
 
Get to know this customer. Call them and ask about those areas mentioned above. Find out 
about their goals, their vision and plans. Find out about their current issues, the state of 
their industry. Let them know how much you appreciate their business. 
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Tell them the truth, in that you need to know their credit status and risk potential. You can 
do this all while being very positive, also. This doesn’t have to be some doom and gloom 
session. I mean you can tell this customer that you have to examine their account and that 
they are a critical customer, without sounding like you are desperate or scared. 
 
Instead of an approach like… 
 
“Mr. Customer, I need to see your balance sheet to extend your credit…” or “We are a little 
nervous that if you fail, we could go down too…” 
 
Take the positive approach… 
“Mr. Customer, we really value your continued business. It looks like you are ready to 
increase your order line with us, and I’m really happy with that. So, I want to make sure 
we are servicing you as best we can. I think we may need to increase your credit limit and 
possibly lower your price break points. Let’s reexamine your account…..” 
 
As far as payment, also get the info…ask: 
 
“Also, Mr. Customer is seems that a few months back your payments began coming a little 
later and later to now they are up to 120 days in the rears, and I know you used to always 
have it taken care of within 30 days. I’m a bit concerned, Mr. Customer—is everything OK 
because it is very unlike you?” 
 
However you do this, I think you need to get the information and build a relationship and 
doing this should be standard. 
 
Once you know what is really going on over there, you will know which way to go in. 
 
Should you continue to give this customer a blank cheque, feeling confident that they will 
pay or if you have to put a cap on the account? 

 
 

“Get Fit Quick: 
Gym Memberships Taking a Shower” 

Question: 
 
“Yes we are suffering with current economic situations, and I am not achieving my 
sales targets since September. My main concern is that I've lost the grip on my 
corporate clients, and I am struggling to sell them more gym memberships, so if 
you could show me some good techniques then please get in touch with me.” 
 
Refer to rule number one—use the economy as the primary benefit and the main reason to 
act now. Being in the gym membership business, I am sure you can come up with many 
benefits that can relate directly to a down economy. But I’ll take a shot at a few. 
 
To the individual; does the tight economy add to stress? 
 
Doesn’t that executive have to work even harder for less? 
 
Walk in the door waving the economy as the problem and the membership as the solution. 
 
Sales Person: 
“Mrs. Executive, it is in times like these that most people let their health go to pot. It is 
exactly these times when people work harder and spend less time to exercise and stay in 
shape. It is times like these that it becomes even more important for you to stay fit. When 
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lean times hit---it becomes a war of attrition between you and you competitors—don’t let 
them out hustle you—you have to be in top shape. Statistics show that more people suffer 
heart problems and large weight gains when the economy slows---you have to act now to 
prevent being one of those statistics—etc., etc.” 
 
Again, I am not very familiar with the industry, but you get the point. Use the economy. 
 
For the corporate manager… 
 
Sales Person: 
“Mr. Corporate Director, right now is the time you need to get your employees signed up 
more than ever. As you said, for you to make ends meet, you need all of your people to 
work harder—you need to get more out of every employee—AND you can’t afford to pay 
them more money! They have to be lean and mean—they have to be fit and in shape. Use 
the gym memberships as a perk in lieu of more money and get them in better shape to 
work harder at the same time! ” 
 
 

“One Bad Apple: 
Don’t Dilute Success With Failure.” 

Question: 
 
“During this recession, we are combining sales departments together and have 
run into some obstacles. A little background for you. One division is doing great 
(exceeding sales) and the other not so great. It was brought to our attention that 
sales forces need to be more interactive. Meaning the division doing great is to 
help and mould the other division into what the other one has become. The 
problem is finding a good way to combine and try to convert when the division 
that is slow are very set in their ways and have been that way for about 12 years. 
Any good suggestions on how to effectively merge the 2 divisions?” 
 
I am not too certain if I would merge the two divisions. I understand the idea and the 
reasoning in that perhaps the good habits from the top division will rub off on the other. 
 
In fact, I am a big supporter of modeling best sales practices throughout teams. 
 
However, what if the reverse happens? 
 
What happens if you merge the teams and the synergy and best practices do not take over? 
 
You do have the possibility of this happening if there are strong characters who are set in 
their ways. 
 
Rule number three, maximize Efficiency and Proficiency—you have to become lean and 
mean. The last thing you want is to inject any negative or failing habits into a successful 
system. 
 
Of course, I don’t know the details of your organisation, but I also would not have the 
responsibility to “mould” the other division rest on the entire successful division —I t should 
rest on one person. One sales manager or director should be solely responsible to get the 
failing division up to scratch. 
 
Personally, you should have a Zero Tolerance Approach to Sales Management. 
 
In short, this means that any failure in the organisation stops with the Sales Manager/Sales 
Director in charge. 
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There are no excuses and zero tolerance for exceptions. If one division is not performing up 
to speed — it is their fault — period. 
 
The sales manager has three mission-critical responsibilities: 

Hire 
Train 
Motivate 
 
The situation you described shows that you may be lacking in one or more of these areas. 
 
For instance, perhaps you need to hire a new sales supervisor of that failing division. 
 
Hiring the right people is the number one responsibility for the sales manager. 
 
As you mentioned, most in the failing division, “are slow, are very set in their ways and 
have been for about 12 years.” This means that one or more of the following apply: 
 
The people are too set in their ways and incapable of changing and adapting to successful 
sales practices. In this case, you need fresh new faces. The sales manager should get rid of 
those who can’t grow and hire new blood. Hire 
 
If the situation is that people simply do not have the training that the other division has— 
then the sales manager should see they get that training to come up to the level of the 
good division. Train 
 
If, on the other hand, you have the right people in place and they have the right training, 
then it has to be that are just not motivated enough to do what is necessary to succeed. 
This also is a failure on the part of the sales manager to sufficiently motivate the sales 
team. Motivate 
 
No matter how you look at it, it is a question of efficient sales management. I would look 
for that manager or director who will assume that role and take it personally. You might 
start by looking at the other division; perhaps the current supervisor of the successful 
division can handle both divisions? 
 
Or maybe you could take someone from the top division to lead the other division. 
 
But I would not merge the two together from the outset. 
 
 

“Are We There Yet? 
Companies Taking Longer To Make Decisions” 

Question: 
 
“I am finding that companies are taking much longer to make any decisions, how 
can we shorten this time?” 
 
I am not sure if this is referring to ALL companies making decisions in all industries. If so, I 
don’t believe that to be the case. While it is true that some industries may be seeing this 
more than others, I don’t think we can say that all sales companies are seeing this problem. 
So, let’s concentrate on what you sell. First, you have to make absolutely certain that this 
is real; that this is actually happening in your industry. It is not enough to rely on thoughts, 
feelings or even the bottom line. You have to examine every stage of the sales process. 
You have to know every customer touch-point of your selling cycle and know if any of 
those areas may have slowed. 
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Could it be that it is taking a little longer to get in the door after setting the appointment? 
Perhaps proposals are taking a bit longer to get into the hands of the Decision Maker (DM). 
Maybe, it is taking longer to reply to web enquires. First you must examine every point to 
make absolutely certain that the situation is such that after you make your proposal, that it 
is indeed taking longer for your prospects to respond. 
 
Once you are certain, then you need to ensure that your prospects have not changed. 
During lean times, we often get anxious about leads. Once it appears that business may 
tighten, often sales companies become a little more lax or lenient on who they call a 
“qualified prospect.” You have to make sure that your sales teams have not reduced their 
standards and that you are indeed dealing with the same prospective customers. Can you 
see how important this is? 
 
It is very possible that if your customers are taking longer to make their final decisions, 
because last year, your sales people, having an abundance of leads, made sure that they 
were dealing with the main DM. However, as business began to tighten and competition 
increased, sales people are doing whatever they can just to get in the door. Now sales 
people are beginning their sales interaction with the person a level below the main DM or 
someone who is not a DM at all and therefore the process takes longer. 
 
Now, if that were the case, that would not be a bad thing. I talk about this in rule three and 
four in that we have to examine our S.O.S. and make necessary adjustments. 
 
But what you do not want to do is jump to the immediate conclusion that the problem is due 
to slow economic times. To do so would mean that you perhaps begin to change steps in 
your sales process or alter your sales model, and that is when things spiral out of control. 
 
The last thing you want to do is to make changes to your model or offer a discount to help 
motivate customers to make a faster decision when that may not be the problem. 
 
Let’s say that because companies were taking so much longer to make buying decisions, 
that you decided to offer an incentive; a discount or such to help close sales faster. 
 
What if after careful analysis you found that the reason the sales process was taking longer 
was because it was taking longer to set appointments? Due to prospective customers being 
so busy during these times, their calendars are more full, so when your sales people used to 
be able to set appointments within a week of reaching the DM, now it takes two to three 
weeks. Would offering a discount at the close change this situation at all? All you would do 
is give away money and still not solve the problem. I know I harp on analysis and CRM all 
the time, but in these lean times, as the five rules state, it is even more critical. 
 
Ok, now with that extensive disclaimer in place, let’s say that you find there is definitely a 
difference between the length of time it is taking your prospective customers to make a final 
decision now as opposed to a year or so ago and you believe it is due to economic conditions. 
 
Well, at this point, I would not change my sales model. Not if what you have been doing has 
been successful and it looks like only in these lean times as of late, that the cycle has 
lengthened a bit. 
 
Instead, just keep in contact with the prospect through email, letter and the phone but do 
not pester them. 
 
Instead I would adjust my S.O.S. and add a few more sales opportunities to the funnel 
to make up the difference. 
 
----------------------------------- 
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While the issues, techniques and tips uncovered in this report will not cure every problem 
that may emerge from the current times, it should help you with many of them. 
 
I think the most important point I can make about dealing with poor economic conditions is 
not to make a big deal about it. 
 
Please don’t misunderstand me. I am not saying that this is all a state of mind or that the 
situation can be solved by some positive thinking. On the contrary. 
 
What I am saying is that often sales people and organisations literally make a mountain out 
of what was first a mole hill. 
 
Yes, the economy is and does have an adverse impact on our business. However, the way 
we react to these conditions can have a far greater negative impact then the actual 
conditions themselves. 
 
Be extremely careful and think twice about making radical changes to your sales processes 
specifically to match the times. 
 
And if and when real changes are necessary, only do so guided by solid information and real 
data----don’t act on mere feelings, conjecture, hypothetical scenarios or industry rumour. 
 
Happy Selling! 
 
Sean 
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About Sean McPheat 
 
 

Sean McPheat is recognised as the UK’s #1 Authority On 
Modern Day Selling. 

 
Sean founded the MTD Training Group back in 2002 and has 
built a training and consulting empire that is at the forefront of 
sales and management development. 

 
Today, Sean works with 30 of the very best trainers and 
consultants that work with small and medium sized 
businesses, entrepreneurs and also the “Big Boys” to help 
them improve the ways in which they market and sell their 
products with the ultimate aim of improving their profits. 

 
Sean has been featured on CNN International, ITV, BBC, Arena Magazine, Winning 
Edge, Marketing Week and over 250 different media publications. 
 
“Today’s buyer is more sophisticated and sales savvy than ever before. With just a click of the mouse 
they can find out information about you and your products in less then 2 minutes flat. They’ve also 
read the same books and have been on the same courses as you have too! They want more for less 
and loyalty is a thing of the past….so when it comes to selling and marketing to them you’d better be 
pretty damn hot!” 
 
Sean McPheat 
 
Being an award winning entrepreneur himself Sean has earned millions by focusing on 
leading edge marketing and sales techniques - both online and offline. 
 
He is a much sought after speaker and his talks and speeches on how to sell and market to 
the modern buyer are a real eye opener for those who are fortunate enough to hear him 
speak. Whether it be through one of his products, trainings, coaching or consulting - once 
you get Sean McPheat on your side you are guaranteed the results that will get your 
competition running for cover. 
 
Sean is also a very much sought after speaker as his comments about the current and 
future models of selling always go down well with his audiences! 
For all enquiries please email: enquiries@mtdsalestraining.com 


