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Client-Centric Selling 
8 Week Foundation Jump Start Training



Introduction:

This is a training course, not a webinar

Ground Rules:

• Be on time

• Be at your desk  

• Desktop and Laptops, if possible

• Background noise OFF

• Let’s be in the room - video on

• Week by week breakdown

Welcome



What 
Success 
Looks Like 

• 45 to 55% Close Rate – 35 % Commercial Close 
rate

• 40 to 50% Gross Margins, both residential and 
commercial

• You will be able to outsell your competition even 
if you are twice the price.

• Typically, these results take 9 to 18 months.
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How To 
Screw Up My 
Training   

• You are the barrier to these results
• Fear vs. A willingness to take a risk and try. 
• Limiting Beliefs vs. A success mindset
• Head Trash vs. A Fearless leader who takes 

charge
• Playing Small vs. Go big
• Needing to be liked vs. No need for approval
• Conformity vs. Desire to succeed.
• Until you learn to be the barrier, success will be 

limited
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Be the Barrier :



The Program Structure
Week 1. Introduction to Client-Centric Selling

Week 2. Bonding and Rapport

Week 3. Fundamentals of getting customer commitments

Week 4: The on the way call – The Creditability Statements 

Week 5: The Pain- Gain Value Proposition – The Power Questions 

Week 6: Open problem solving - Understand how to sell value vs. price

Week 7: How to present your estimate. Learning how to present the way people 
buy.

Week 8:Live Group presentations 10-minute Presentation 
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12 Sales Mistakes
1. Price ranges discussed too early or too late. Too soon, and you haven't established 
enough value. Too late, and you may end up with a buyer who can't write the check 
2. Not taken notes during the call. When you take notes, the customer sees this as 
your attention to detail. When Information provided by the customer is not written 
down, you miss out on deepening rapport, trust, and credibility. 
3. Underdeveloped credibility statement – People buy from people they trust. Having 
an organized and rehearsed credibility statement goes straight to the "Why the 
customer should hire you."
4. Lack of "commitment questions" being asked during the presentation complicates 
the ability to close. Too many contractors rush this part of the estimate. They rush to 
look at the work and write a proposal. Then they wonder why a customer went with a 
cheaper option. 

6



12 Sales Mistakes
5.  No actual customer interview -Ineffective use of questions – Not having a structured 
questioning sequence that leads a buyer through the sale. When you ask the right 
questions, you help the buyer realize why they should spend more to get the job done 
correctly. 
6.Failure establishes a pain/ gain value proposition.  Telling the customer how long you've 
been in business or how great you are doesn't build value. People don't buy features and 
benefits. They buy solutions to problems from contractors they feel understand their 
concerns 
7. Using improper methods of asking for the order. Example: "What do you think?" 
instead of "What would need to happen today that would make you want to get on our 
calendar by the end of our time together today? What would you need to see or hear to 
know you have the right contractor for your project?  What would need to exist for us to 
proceed with this work for you?" 
8. Lack of presentation or demonstration structure. Instead of using general superlatives. 
It would help if you reminded them of what they most want. This is done using the 
historical review. Then show them how you're going to get them what they want to excite a 
buying decision
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12 Sales Mistakes
9. Failing to create psychological urgency during the walk around. Incomplete 
"walk arounds" fail to uncover a valuable needs assessment. Too many contractors 
are nonchalant about the walk-through. Sure, you've done it a million times, but it's 
the first time for your customer. Take the time to point out problems and inform 
them of the impact of doing it wrong. 
10. No real effort to close on the spot. They are instead emailing estimates waiting 
for the customer to call you. 
11.  Not handling objections effectively and frequently attempting to override the 
customers' feelings leads to the perception of "high pressure." Objections should 
be worked systematically. 
12. Little or no follow-up during the busy season. Many times, you're the 1st in the 
door, and they have other contractors lined up. The customer will not make a 
decision. Schedule the follow-up call with the customer on the spot.
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Week 1 Review 

• Please respect the ground rules –
• Expected close rate- 45% to 55% with gross margins of 50 to 60% 
• Review your 12 mistakes and pick 3 you want to improve 
• Please be on time with video on
• Mute yourself if you have background noise
• Practice what you learn each week. 
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Client-Centric Selling 
Week 2: Bonding and Rapport
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Client-Centric Selling

Schedule your Client-Centric Free Strategy call: https://calendly.com/chat-with-carl-194/30min 
www. contractorgrowthstrategy. com

Credibility  
Building

Interview - Power 
Questions

Inspection-
Take-off

Confirmation call

On the way call or 
Meeting 
Confirmation

PEA and favorable 
selling conditions 
agreed upon

Presenting 
Persuasively

Build rapport using 
NLP Matching and 
Mirroring and the 
formula method

Meeting Agendas
established using
N.O.T.T.

Delivered a 
compelling 
Credibility Statement

Used the power 
questions to qualify 
buying probability

Technical -
Measurements - and 
Build urgency when 
possible

Proposal presented 
with a yes- no 
agreement.

Able to establish a 
conversation on a 
personal vs. 
business level.

Established control 
and you are now 
leading the 
customer through 
your system

Position yourself as 
the believable 
authority and 
established your 
first of many yeses.

Pain/gain value 
proposition. Cost 
Agreement Buying 
criteria established.

All needed 
information 
collected to present 
a winning proposal

Client schedules the 
work.

Warm -up

Set the Agenda



Pick one house, and tell us why you like it 

HOUSE 1:
It's a beautiful home overlooking a 
large wooded area. From the 
screened porch you can see for 
miles. It is as if someone painted a 
picture. Bright sunny rooms are 
spacious, and the walls have been 
recently painted. It is clear that the 
people who live here went to great 
lengths to make this home look just 
right. One glance and you can see it 
is everything you look for in a 
home.

HOUSE 2: 
This home is very cozy. One walk 
through the rooms and you quickly 
get the feeling that it would be very 
easy to relax here. Wooden beams 
throughout the house give the 
rooms a nice, solid feeling. This 
home is loaded with extras. This 
house feels just right. The cozy, 
warmth of this home will make you 
feel right at home.

House 3:
This house is so quiet you could 
hear a pin drop and the styling is 
right in tune with your needs. The 
house was landscaped to harmonize 
with the large wooded lot. From the 
master bedroom you can hear 
water rushing from the stream in 
the back. At night, the only sound to 
be heard is that of crickets off in the 
distance. 

12Pick the House You Like the Most



WHY A 
SYSTEM?

• Repeatable
• Duplicatable
• Structured 
• Provides all important feedback
• Other reasons
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Rapport

1. When people are like each other – they like each other.
2.  Resistance means you’re out of rapport.
3  Any objection or stall on your customers part is resistance.
4. The Law of Requisite Variety – is the cure for resistance.
5. Rapport is not a step. 
6. All rapport occurs below conscious awareness.
• The absence of rapport leads to tricks, manipulation and high-pressure tactics.
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Rapport
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• When People are Like Each Other 

– They Tend To Like Each other.

• People like people who are like 

them

• Birds of a feather 

• The first sale you make is I’m just 

like you



NLP –
Neuro- Linguistic- Programming

• It is the study of how we take information in through our five 
senses to form our perception of reality. 

• In other words, it is how we use our brain to make sense of the 
world. 

• Neuro- means nervous system, which is made up of our five senses. 

• Linguistic means how we use language to describe our internal and 
external experiences. 

• Programming means how we use our senses to create language, 
which runs our internal programs, patterns, and habits. 

• Clients evaluate you and what you are trying to do by matching and 
mirroring. 
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Clients evaluate you &

what you communicate 
Your prospects will be 
influenced:

VISUALLY – by what they 
SEE

AUDITORILY – by what you 
SAY and your TONE

KINESTHETICALLY – by 
FEELINGS and SENSATIONS

V A K
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VISUALLY – by what 
they SEE

AUDITORILY – by what 
you SAY and your TONE

KINESTHETICALLY –
by FEELINGS and 
SENSATIONS



Match and Mirror
Communication

Physiology Tonality Words all other

How Communication Happens
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Physiology

• Posture
• Sitting / standing
• Leaning
• Legs
• Arms
• Head tilt
• Breathing / Blinking 
• Handshakes
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Tonality
• Volume

• Tempo

• Timber
• Tone

• Inflection

• I didn’t say John took the tools

20



Language of Rapport
21

When you ignore language preferences you invite tension and disinterest. 
When you speak the customers language you make them feel like you really understand 
them. It means they trust you. 
Trust is the ultimate advantage of Client-Centric Selling. If matching and mirroring builds 
trust, ignoring language preferences creates or can lead to mistrust.
Ex 1. Seller: I saw a great house for you in Delmar.
Buyers : I think I saw some bad things about Delmar. 
Seller : Sure but, this house looks like the ideal house for you. Beautiful yard plenty of 
space, and great views.
Ex 2. Seller: I saw a great house for you in Delmar.
Buyers : I think I heard some bad things about Delmar. What do you say we talk about 
some different options?
Seller: Tell me what you heard, and we can discuss rather or not we should continue 
talking about that area?                      
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Visual Auditory Kinesthetic 

See – Clear to me Hear: I hear what you’re saying Feel: That feels good

Look- Looking, Lets look at the 
numbers

Talking – Tell – speak, let’s talk bottom 
line 

Attach. I’m attached to this color. 
Let me get a feel for your price  

Picture – I’m picturing Voicing my concern Firm- Firm grasp on what he’s 
doing 

Make sure we’re seeing eye to 
eye 

Telling – Tell me what you’re thinking Grip- Get a grip

Observe- Watch In tune – clear as a bell Solid. I have a solid understanding 

Appears – Seems to me Sounds – Sounds good to me. Foundation: We have a firm 
foundation to move forward 

Glimpse- Shadow of a doubt Explain- Discuss- Converse Callous, tension, shape, mold 



Summary

• People like people like them
• The Law of requisite variety
• Remember the three houses – three languages of the buyer
• If rapport is not a step, what is it? 
• 55% of communication is body language 
• Match and Mirror
• Visuals
• Auditory’s 
• Kinesthetics 
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Client-Centric Selling 
Week 3: The Fundamentals of Getting Commitments
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Client-Centric Selling

Schedule your Client-Centric Free Strategy call: https://calendly.com/chat-with-carl-194/30min 
www. contractorgrowthstrategy. com

Credibility  
Building

Interview - Power 
Questions

Inspection-
Take-off

Confirmation call

On the way call or 
Meeting 
Confirmation

PEA and favorable 
selling conditions 
agreed upon

Presenting 
Persuasively

Build rapport using 
NLP Matching and 
Mirroring and the 
formula method

Meeting Agendas
established using
N.O.T.T.

Delivered a 
compelling 
Credibility Statement

Used the power 
questions to qualify 
buying probability

Technical -
Measurements - and 
Build urgency when 
possible

Proposal presented 
with a yes- no 
agreement.

Able to establish a 
conversation on a 
personal vs. 
business level.

Established control 
and you are now 
leading the 
customer through 
your system

Position yourself as 
the believable 
authority and 
established your 
first of many yeses.

Pain/gain value 
proposition. Cost 
Agreement Buying 
criteria established.

All needed 
information 
collected to present 
a winning proposal

Client schedules the 
work.

Warm -up

Set the Agenda



Introduction to PEA’s 
Have you ever had an important 
appointment that you needed to make, 
but you lost track of time because 
something else had your focus, 
something unexpected came up at the 
last minute that required your attention 
and you ended up being late – or 
missing the appointment altogether?
What thoughts were going through 
your head? 

______________________________________________

______________________________________________

______________________________________________

______________________________________________
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Where is he? 
Have you ever been stood up by someone? 

What thoughts were running through your 
mind? 

List them below.

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________
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What if you had an important appointment ? 

What would you want to know about the 
appointment?

Please write in a list of things you would want to 
know.



Appointments are
Agreements

• Appointments are agreements that are made between a 
person (or persons) and ourselves.

• It’s an agreement about a future meeting at a certain place and 
at a certain time for a specific purpose. 

• When agreements are made and kept, trust is built, and the 
relationship is strengthened. When agreements are broken, trust 
is broken, and the relationship is strained. 

• The importance of an agreement often determines how detailed 
the information agreed on must be. If you are not committed to 
the agreement of a future action, you may respond vaguely or in 
a manner that does not commit you. If the appointment is 
important to you, you will agree upon and confirm the time, 
place, and purpose with the person you are meeting.
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Four Elements of a PEA

Mutual Consent:  
In order for there to be mutual consent, the following 
conditions must be met:
•Agreements must be explicit in their terms.
•Agreements must have an offer and acceptance.

Consideration:
There is something in it for both you and your 
customer. If you do something, you have the right to 
ask for something in return.

Competency:
Both parties must be competent to honor the 
agreement. Your agreement needs to be appropriate for 
your client’s position in the company.

Integrity:

Agreements are only as good as the word of the 
people who you enter into agreements with.



Pre-Engineered Agreements  
PEA’S

• We want to build trust between our customers and ourselves. We also need our customer to respect us 
and our time as well.

• A Pre-Engineered Agreement is the up-front understanding that you and your customer mutually agree 
to. It defines what will happen, when it will happen and who will do it.

• Most importantly, it takes the emotional element out of it, establishing ground rules in advance, while 
testing your client’s commitment level.

• The most important aspect is that both you and your client understand why you and your client are 
doing what you’re doing.

• It is explicit in its terms.
• Both you and your client are crystal clear as to the action steps each will take and the decisions that 

will be made along the way to fulfill the agreement.
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Fuzzy and 
Ambiguous 
Language

• Let me run this by my boss
• I do not see why we couldn't push this 

through
• Why don't you call me back next week?
• You're in the running 
• I will get this to you after the meeting
• I am interested in getting a quote from 

you
• Probably
• Maybe
• Most likely
• Sounds good
• I’m interested
• I would like to see what you can do for 

us

The problem is you make it mean 
what you want it to mean. You do 
not know what they mean. They 
do not know what they mean.

The prospect gets off the hook by 
being noncommittal.

Examples of mutual 
mystification:
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Verify and Clarify
The technique we use is called “Verify and Clarify”. These are phrases to help you clarify customer 
statements:

• By___________________________, you mean what exactly?

• I am not sure I am clear, when you say_____________________, what exactly does that mean?

• What specifically looks good? 

• When you say it sounds good… what is it that sounds good?

• Why is that important?

• When you say later, just so I am clear, when should I expect to see ______________________?
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Mind Reading 
Mind reading is the concept that a person can know what 
another person is thinking, feeling or what is going on 
inside them without verifying it with them. When you 
presuppose you understand what your prospect is 
thinking, you are mindreading.

Anytime you make a statement which implies knowledge 
of another person’s internal state, feelings, or what they 
must be thinking without checking your perception, you 
are in fact mind reading.

When you mind read, you make certain assumptions that 
may or may not be true.
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Mind Reading Exercise 

• Determine if the statement below is a fact or a mind read:

• When I got to the meeting, the project manager was really annoyed. He was sitting with his arms folded and a scowl on his 
face.

• The minute I walked in you could cut the tension with a knife.

• I could see Jack was distracted. He kept looking away from the speaker and did not see what was going on. I could tell Jack was 

not paying attention.

• The client said our proposal was good. I could tell he really loved the way we set up the bundle for pricing for his project.

• ABC has no safety program,  and this would be a huge benefit for them.

• Jack said that hiring a contractor with a proven safety program is a  step in the right direction.

• Mary flew off the handle when we told her we wouldn’t be able to meet the deadline.

• Mary raised her voice and spoke very fast, and loud. I knew she wasn’t pleased with the news about not meeting her deadline.



Summary 

• Appointments are like agreements
• Four Elements of a PEA
• Consideration 
• No Mind Reading
• Mutual mystification 
• We hear what we want to hear.
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Notes 
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Client-Centric Selling 
Week 4:vConfirmation – Agenda - creditability 
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Client-Centric Selling

Schedule your Client-Centric Free Strategy call: https://calendly.com/chat-with-carl-194/30min 
www. contractorgrowthstrategy. com

Credibility  
Building

Interview - Power 
Questions

Inspection-
Take-off

Confirmation call

On the way call or 
Meeting 
Confirmation

PEA and favorable 
selling conditions 
agreed upon

Presenting 
Persuasively

Build rapport using 
NLP Matching and 
Mirroring and the 
formula method

Meeting Agendas
established using
N.O.T.T.

Delivered a 
compelling 
Credibility Statement

Used the power 
questions to qualify 
buying probability

Technical -
Measurements - and 
Build urgency when 
possible

Proposal presented 
with a yes- no 
agreement.

Able to establish a 
conversation on a 
personal vs. 
business level.

Established control 
and you are now 
leading the 
customer through 
your system

Position yourself as 
the believable 
authority and 
established your 
first of many yeses.

Pain/gain value 
proposition. Cost 
Agreement Buying 
criteria established.

All needed 
information 
collected to present 
a winning proposal

Client schedules the 
work.

Warm -up

Set the Agenda

Client-Centric Selling

Schedule your Client-Centric Free Strategy call: https://calendly.com/chat-with-carl-194/30min 
www. contractorgrowthstrategy. com

Credibility  
Building

Interview - Power 
Questions

Inspection-
Take-off

Confirmation call

On the way call or 
Meeting 
Confirmation

PEA and favorable 
selling conditions 
agreed upon

Presenting 
Persuasively

Build rapport using 
NLP Matching and 
Mirroring and the 
formula method

Meeting Agendas
established using
N.O.T.T.

Delivered a 
compelling 
Credibility Statement

Used the power 
questions to qualify 
buying probability

Technical -
Measurements - and 
Build urgency when 
possible

Proposal presented 
with a yes- no 
agreement.

Able to establish a 
conversation on a 
personal vs. 
business level.

Established control 
and you are now 
leading the 
customer through 
your system

Position yourself as 
the believable 
authority and 
established your 
first of many yeses.

Pain/gain value 
proposition. Cost 
Agreement Buying 
criteria established.

All needed 
information 
collected to present 
a winning proposal

Client schedules the 
work.

Warm -up

Set the Agenda
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I will be there
right at our
scheduled time.

ON THE WAY CALL
I’m on my way. I’ll be arriving at our scheduled time of

.

Before we lookat
the work

Before you show me what you want to be done, couldwe sit for a
minute? I'd like to ask you some questionsand tell you about our 
company. Would that be ok? (YES - #1)

The On the way call can be a text message or a confirmation call the
day before your appointment. It hasbecome more difficult to get 
customer to answer the phone.

Make sure your confirmation process has set the expectations that
the appoint length is 45 to 60 mins.That you need the customers
undivided attention for the whole appointment.
Make sure you have an agreement to talk beforelooking at the
work they want performed.
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Our clients tell us … Our clients tell us it is important to know a little aboutwho they are doing
business with, and we agree.

Could I tell you a little bit about our company andmyself?

Our company was started years ago by __________________________

Our mission is to __________________(your why).We serve (# of 
projects/customers) a year. That’s over ___________________- in the last decade. 

With all these customers (# of customers a year X year in business =), we have
maintained:

BBB Rating (Angie’s List)
Google (Home Advisor’s)
Yelp

As for me, Why I do this __________________________________________(Fill in your “why”)
Does this sound like the kind of company you wouldlike to do business with? (Yes -
#2)
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Write your creditability Statement here. 
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The AGENDA To best help you, I have a plan for our time together.

N= Naturally YOU’RE GOING TO HAVE SOME QUESTIONS 
FOR ME. You’re going to want to know what this will cost, 
when can be done, and how we are going to approach 
you‘re project.
O = Obviously, I’ll need to ask you some questions so I don’t 
miss anything that is important to you.cost..

T= Typically by the end of the meeting I’ll be able to show 
how we are going take care of your home, when we can do 
the work and exactly how much it will coast.

T= Then, If you like me, my company and our approach, 
and of course the price we can go ahead and schedule the 
install .
Does that sound good ? ( Get another yes)

N.O.T.T.

NATURALY 
OBVIOUSLY
TYPICALLY
THEN
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Write your creditability Statement here. 
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Client-Centric Selling 
Week 5: The Interview- With 

Power Questions 
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Client-Centric Selling

Schedule your Client-Centric Free Strategy call: https://calendly.com/chat-with-carl-194/30min 
www. contractorgrowthstrategy. com

Credibility  
Building

Interview - Power 
Questions

Inspection-
Take-off

Confirmation call

On the way call or 
Meeting 
Confirmation

PEA and favorable 
selling conditions 
agreed upon

Presenting 
Persuasively

Build rapport using 
NLP Matching and 
Mirroring and the 
formula method

Meeting Agendas
established using
N.O.T.T.

Delivered a 
compelling 
Credibility Statement

Used the power 
questions to qualify 
buying probability

Technical -
Measurements - and 
Build urgency when 
possible

Proposal presented 
with a yes- no 
agreement.

Able to establish a 
conversation on a 
personal vs. 
business level.

Established control 
and you are now 
leading the 
customer through 
your system

Position yourself as 
the believable 
authority and 
established your 
first of many yeses.

Pain/gain value 
proposition. Cost 
Agreement Buying 
criteria established.

All needed 
information 
collected to present 
a winning proposal

Client schedules the 
work.

Warm -up

Set the Agenda
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People are motivated to act because they are either 
trying to AVOID or MOVE AWAY from  PAIN, or trying to 
GAIN or MOVE TOWARD PLEASURE. 

What we move towards and away from are these 
feelings or emotional conditions.

People buy emotionally but they justify their purchase 
with logic.

You could say that people don’t buy your services…. 
They buy what your services can do for them. 

27 Million half inch drill bits

Pain- Gain Value Proposition



The Questions are in the Answers 

Interviewing in the GAP. The desired (unmet) 
expectations and where they are now.

1. The Problem

2. The Cause of the Problem

3. The Effects of the Problem

You will need to uncover 3-5 unfulfilled values.
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Value Gap 

People don’t buy features and benefits. 

People don’t buy your services. 

No matter how hard they try and hide, they are after all 
human beings. 

The value of what you sell is determined by the gap 
between what they have and what they want. 
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The Wider The Gap, 
The Deeper the Pain 
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The deeper the pain - The more your solution is worth.

• How long?
• How many?
• How much?
• It doesn’t impact you, does it? 
• What  effect does it have on you?

Why Questions
• Why haven’t you?
• Why do you think?
• Why is that?



Par Doc Exercise 
Feature – Benefit:
15 years in business 

We do quality work

The Problem Addressed:
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1. What motivated you to meet with us today?
2. Why us?

3. Exactly what are we trying to accomplish today? (This tells you about their buying cycle)
4. “What’s going on that you think it might be time to repaint?

How long has that been going on?
Any issues with (list typical paint issues w/ failing, fading, exposed wood, ECT.)

5. What has been your biggest frustration with other contractors in the past?
What concerns do you have with this project?

6. How are you hoping we can be different?
7. What exactly are you looking for in your contractor?
8. Are you looking more for the cheapest price or best possible quality paint job?

Let me summarize what I ‘ve heard.

POWER QUESTIONS – Examples 



Summary

• Summarize the pains and gains at the end of your power questions 
• When you uncover pain, buyers are less likely to go with low price
• Buying decisions are motivated by Pain or Gain
• The wider the GAP the more valuable your services are
• People don’t by features- They buy solutions to problems 
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Client-Centric Selling 
Week 6: Open problem solving and Catch up –

The Take Off 
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Client-Centric Selling

Schedule your Client-Centric Free Strategy call: https://calendly.com/chat-with-carl-194/30min 
www. contractorgrowthstrategy. com

Credibility  
Building

Interview - Power 
Questions

Inspection-
Take-off

Confirmation call

On the way call or 
Meeting 
Confirmation

PEA and favorable 
selling conditions 
agreed upon

Presenting 
Persuasively

Build rapport using 
NLP Matching and 
Mirroring and the 
formula method

Meeting Agendas
established using
N.O.T.T.

Delivered a 
compelling 
Credibility Statement

Used the power 
questions to qualify 
buying probability

Technical -
Measurements - and 
Build urgency when 
possible

Proposal presented 
with a yes- no 
agreement.

Able to establish a 
conversation on a 
personal vs. 
business level.

Established control 
and you are now 
leading the 
customer through 
your system

Position yourself as 
the believable 
authority and 
established your 
first of many yeses.

Pain/gain value 
proposition. Cost 
Agreement Buying 
criteria established.

All needed 
information 
collected to present 
a winning proposal

Client schedules the 
work.

Warm -up

Set the Agenda



Role Play Problem Solving Review 

Pain – Find a problem, any fear, uncertainty or doubts about quality or 
service.

Money- Are they willing and able to pay for the quality and service you 
provide.

Use bracketing as a follow up question.

Decision - How would they know they found the right contractor.
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Situation – Money 
• Have you established a budget for this? (I’m not asking you what your budget is, only whether, or not you 

have established a budget)

• YES
• And they can’t / won't share it
• And it’s sufficient
• And it’s way too small
• And its way more than you need ( Yea, right!)

• No
• You tell me what it cost
• Money’s no problem
• I don’t know
• Other 
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Three Part Reply 
We are not negotiating. It isn’t about finding out how much money they have. It’s about determining are we in 
the same ballpark.

1. “I’m not exactly sure yet what this will cost you.” (Every home is different and has unique requirements to 
do the job 

2. right )

3. “However, other homeowners in similar properties who want the ( Items on the Accomplish list ) 
__________________ and ________________ as you do are willing to invest between x and y”

4. “Can you see yourself falling somewhere in this range ?”

• X = The low end of what you might you might quote it for. ( plus 25% ) 

• Y= 50 % more than X
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Putting It All Together 
1. Are you looking for the cheapest price or a high -quality job that will look amazing and last for years to come? 

2. Mr./ Mrs.  Customer, in order to determine if we are on the same page, could we take a minute and talk about what your  
expectations are with regards to price?

3. Have you established a budget for this- ( I’m not asking you what your budget is, only whether or not you have established a 
budget )

4. “I’m not exactly sure yet what this will cost you.” (Every home is different and has unique requirements to do the job 

right)

5. “However, other homeowners in similar properties who want the ( Items on the Accomplish list ) __________________ and 
________________ as you do are willing to invest between x and y”

6. “Can you see yourself falling somewhere in this range ?”

• X = The low end of what you might you might quote it for. ( plus 25% ) 

• Y= 50 % more than X
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Decision Making 

The Purpose of the Decision Step
The most important concept to keep in mind is that you must gather as much information about your client’s 

decision-making process as possible. The key word here is process.

What is the Decision Process?

The most basic information you need to uncover is what steps your client is going to take to make this 
decision. This is the safest way to start.

What are the steps the client will go through internally in order to make a decision?
What are the external steps?

Who and what else will influences this decision?
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Decision Making 

The Purpose of the Decision Step
The most important concept to keep in mind is that you must gather as much information about your client’s 

decision-making process as possible. The key word here is process.

What is the Decision Process?

The most basic information you need to uncover is what steps your client is going to take to make this 
decision. This is the safest way to start.

What are the steps the client will go through internally in order to make a decision?
What are the external steps?

Who and what else will influences this decision?

61



Decision Process
If your prospect wants the guy with the lowest price, it means you never sold them on the 

value or value add in your offer.

Dave Kurlan in his book – Baseline Selling writes: “If you can’t get your prospect to tell you 
under what circumstances he would pay more  for the right solution to do business with 
you, than you need to go back to 1st base”. 

You must retreat because you have no urgency, not enough pain, You failed to establish 
enough value add in your offering, or you haven’t differentiated yourself enough. 

Without enough of the above, you are just a number, a commodity and an order taker.

62



Tools for Selling Value
• Verify Clarify
• What about the pain - did you find 

any?
• Rapport- Do they like you more? 
• Your attitude about money 
• Overcoming objections
• Go for no 
• No mind reading 

Questions To Help
1. It seems you don’t think we have any added 

value to the project to justify spending a little 
more money/time with me. 

2. It seems solving this the right way the 1st time 
even if it does cost a little more, isn’t worth it 
to you.

3. Even if you could get this done right and 
minimize the usual issues, it’s not worth a 
bigger investment to avoid those issues? 
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External Criteria 
Decision Maker

Is this the decision maker- one of the 
decision makers  - or just an influencer?

If there are others, do you need to 
repeat the same steps that got you to 
this point?

Others may not want to get involved.

“ If I can get a sense of how this problem 
effects everyone, I can create a more 
ideal solution/proposal.”

Ability to Decide

• Can they make the decision? 

• Can they make it in a timely 
manner? 

• Who must approve the decision?

• If it’s a competitive situation, ask 
to present last.

• Ask for last look. 
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Benefits of Value Add
• If you’re selling against lower cost competition you need to be able to demonstrate one or more of the 

following:

• Lower cost of ownership

• Value of your expertise
• The relationship with you

• Potential additional profit
• Better terms

• Increased sales

• Peace of mind
• Uniqueness of your solution

• Exclusivity
• Easy / Convenient access

• Easier to use
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External Criteria Continued 
Qualification most salespeople 
miss:

• You as a sales-person

• Your company

• Your Solution

• Your price

Ask about each. “ Before we go 
any further…are you completely 
comfortable with 1, 2, 3, ?” 

Qualifications:
• Delivery
• Schedule
• Terms of payment
• Your company vs. competition
• Reputation 
Don’t get caught off guard.

When prospects are coy, they are 
holding something back. If you 
sense that, there’s an issue.
Ask-Ask-Ask
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Client-Centric Selling 
Week 6:

How to present your estimate.
Learning how to present the way people buy.
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Client-Centric Selling

Schedule your Client-Centric Free Strategy call: https://calendly.com/chat-with-carl-194/30min 
www. contractorgrowthstrategy. com

Credibility  
Building

Interview - Power 
Questions

Inspection-
Take-off

Confirmation call

On the way call or 
Meeting 
Confirmation

PEA and favorable 
selling conditions 
agreed upon

Presenting 
Persuasively

Build rapport using 
NLP Matching and 
Mirroring and the 
formula method

Meeting Agendas
established using
N.O.T.T.

Delivered a 
compelling 
Credibility Statement

Used the power 
questions to qualify 
buying probability

Technical -
Measurements - and 
Build urgency when 
possible

Proposal presented 
with a yes- no 
agreement.

Able to establish a 
conversation on a 
personal vs. 
business level.

Established control 
and you are now 
leading the 
customer through 
your system

Position yourself as 
the believable 
authority and 
established your 
first of many yeses.

Pain/gain value 
proposition. Cost 
Agreement Buying 
criteria established.

All needed 
information 
collected to present 
a winning proposal

Client schedules the 
work.

Warm -up

Set the Agenda



SELLING HAPPENS BRAIN TO BRAIN

ONLY SIX WAYS TO GET YOUR MESSAGE 
ACROSS:
• Self Centered

• Contrast

• Simple concrete, easy to understand

• Needs to be shown

• Emotions

• Beginning and the end
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Doesn’t care about anything not pertaining to ME.

100% of your message must focus on your prospect, not your services.

The most important word ____________.

Too much content that focuses on you-your company-services (mission statement-
values-history) the old brain doesn’t care.

You want my money…what can you do for me?

SELF-CENTERED 



Self-Centered Buyers
Avoid:
How long you have been in business

Your mission 

Stories about other jobs or your owner

The types of paint (unless it’s specific to a need) 

How big you are

How personalized you are 

The pro’s focus on:
Opening with a list of their needs.

Recapping what the customer told them was 
important.

According to MRI research- 97% of people who 
hear about their needs will cause the buying 
brain to wake up and pay attention.

If you start talking about unstated needs you risk 
putting the buying brain to sleep.
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Contrast

The buying brain loves contrast
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THE BRAIN LOVES 
CONTRAST

• Buying brain is sensitive to clear contrast
• Buying brain is wired to focus on change of states 

and pattern interrupts
• Neutral statement are disastrous
• Leading provider- one of the best-
• The exclusive provider of compare and contrast 

1. Price Conditioning 
2. 5 Farms Irish Liquor
3. Friend’s daughter off to college
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Contrast
• Sharp contrast helps your customer make buying decisions 

faster. 

• Use stories to create contrast. 
• Use warranty can be a contrast.

• Before and after pictures are super powerful.
• Contrast requires creativity.

• Critical to contrast high quality vs. poor quality or mediocrity.
• With and without your solution.

• Now and later.
• The buying brain needs to contrast to make a buying decision.
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75Use Contrast For Service and Quality 



Presenting With Power and Emotion 

76Be Persuasive



Do you remember where you 
were on 9-11-2001?

77Be Persuasive



The Science of Emotions

• No emotion = no decision.
• Selling with emotions goes straight to the buying core.
• The fastest most powerful way to influence your buyer is through the 

heart.
• Talk about what people will feel like working with you.
• What the project will be like when its done.
• What they will be coming home to. 
• Talk about a three-year paint job and how disappointing it is when an 

expensive job doesn’t last.
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TANGIBLE CONCRETE 
EXAMPLES

• Familiar-friendly-concrete
• Buying brain processes concrete claims.
• Most reliable-best service-looks 
• Brain doesn’t care about your process, 

preparation, training, integration or flexibility
• Keep it simple
• Keep it concrete

7
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The Buying Brain is Visual

• Why: optic nerve attaches to the buying brain.

• Visual stimuli is processed 40x’s faster then auditory 
information.

• You are hard wired to react to visual stimuli.

• High jacking the brain creates sales dominance.

• By using visual stimuli, you tap into a buying bias the 
brain has developed.
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THE BEGINNING-THE END

The buying brain is triggered to buy emotionally

We remember events better when we experience it 
with strong emotions

We are not thinking machines that feel… we are feeling 
machines that think

If your prospects can’t easily remember your message, 
why shouldn’t they buy from someone else?
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Presenting Powerfully
Write the customers Pain/Gain Value accomplish list in the 1st box. Write three reasons in the next boxes. 
List  facts and examples in the branching boxes.

1.

2.

3.

WOW Feature 1
1.

2.

3.

WOW Feature 2

WOW Feature 3

Benefit/ advantage

Benefit/ advantage

Benefit/ advantage

Benefit/ advantage

Benefit/ advantage

Accomplish

1.

2.

3.

1.

2.

3.

Benefit/ advantage

Benefit/ advantage

Benefit/ advantage

Benefit/ advantage
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The Pain – What your customers most wants to avoid. Typically, problems with past contractors.

Deadlines:  Needing the job by an important deadline. 

Wanting to avoid the horror stories experienced by others.

Fear of _______________________________________ .

Gains- What some typical gains they might want 
Importance of Power questions to both qualify and present.
The 10 Power Questions determine what you present and in what order
You need the accomplish list – The top 3-5 outcomes they wish to gain or avoid. 
Know what is most important to the customer.
Confirm it, no mind reads.
Verify and clarify  you have this correct.

Presenting Powerfully 
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6. Repeat key phrases or ideas – They key to quality is 
proper, planning and preparation. 

7. Strong Conclusion – (Remember the beginning and 
the end) 

8. Ultimately this is a decision you will need to live 
with for the next 10 to 15 years. Basing this on 
price could be a mistake you have to live with for 10 
years. Together we can get you everything you said 
you wanted. 

Power Persuading 



Summary 

• Remember six ways into the buying brain
• Start with the customer needs 
• People buy emotionally 
• No emotion-No sales
• Review the pain-gain value proposition 
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Thank You
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