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Foreword 

Do you also find that there’s something magical about closing a deal in a customer call or visit? 

You’ve devoted a lot of hard work to get this far, to the point of make or break. And now you sit there. 

You have finally got your message through, and it seems the customer gets it. And now comes the crunch. 

You have asked your question. You sit and wait. The customer is silent. Time stands still. A thousand thoughts are going through your head. 

Have you been clear enough? Have you resolved all the objections? Is the price right? Have you knocked out the competition? Will you manage to be quiet and let the customer speak first? 

Suddenly the customer shifts position, clears his throat and says: 

“Let’s do it.” 

You could sense it, could feel it in your stomach. You brought it home. 

Your biggest deal ever. 

Gothenburg, December 2009 

Max Söderpalm 



30 ways to Close the Deal

”Once I started reading it, I couldn’t put it down. Useful tips that we can immediately deploy in our sales work. Educational, well formulated and easy to understand. A boost for any salesperson who reads it!” 

RICHARD TUROCZI 

Sales Director New Business 

Careerbuilder 





Why a whole book about closing a sale? 

Did you know that a lot of sellers never ask for an order? They wait and see. They only sell if the customers themselves ask if they can buy. Just think of all that wasted time and effort. All that business and goodwill down the drain. 

Likewise, did you know that the sellers who do have the courage to ask for an order generally only do so once? Even though they know deep down that a no from a customer doesn’t necessarily mean ’no’. It just means the customer needs more information to take them past their fear of buying. 

And did you know that personally, every time I read a book on selling (which is often), I immediately go to the chapter on closing the deal to see whether there’s a technique I’m not aware of? And I don’t think I’m the only one. 

That’s why I’m writing this book. The sales process has many different components that you should focus on and practise, and there are many other good books about those aspects. In this book you’ll learn everything you need to know about closing a deal. 

If you’re one of those people who finds it hard to ask deal-closing questions, this is the book for you, whether you’re new to selling or have some experience. 

And if you’re already good at closing a deal but want to be even better, you’ll love it too, because it’s equally the book for you. 

And if you’ve never read a book about selling, or if it’s been a while, once again this is the book for you. It’s easy to read and contains hardly any complicated terms. 

In fact even if you’re a highly experienced star seller, I think you’ll find yourself nodding in agreement in several places and may even find a new angle that might help you. 

There are certain things I will be coming back to over and over again in the book. Not to be repetitive for the sake of it, but because those things are particularly important. Things that must not be ignored. 

And now, in the words of that customer in my foreword: 

“Let’s do it!” 



Try it now 

The first rule in sales training is to start using your newly acquired knowledge straight away. It’s about changing your ingrained behaviour, so there’s no reason to wait. The quicker you try it out, the quicker you’ll see results. 

And if you don’t try it out when you have the impetus, there’s a serious risk you never will. 

Another tip is to establish here and now that the advice in my book IS ADVICE FOR YOU. 

It’s all too easy to say, “Sure that sounds like a great idea, but it would never work in my industry.” Or some such equally lame excuse. 

Think about it like this: 

1. THIS IS ADVICE FOR YOU. 

2. IT GENUINELY WORKS 

3. YOU’LL BE MORE SUCCESSFUL IF YOU FOLLOW IT. 

Adapt the tips to your particular industry. After all, you know it far better than I do. Think, practise and apply. It’s the only way of finding out whether or not these tips work for you. 



How to get the best results from this book 

This book is mainly about various ways of acting and behaving in a deal-closing situation. You’ll find all kinds of closing methods. Some I’m sure you already use. Others you may have heard of but never had the courage to try. And some will be brand new to you. 

After each closing method I’ve put in a notes page. This is your page. You are the one who will ultimately finish YOUR book on closing methods. 

As soon as you’ve finished reading a section about a new way of closing a deal and have studied the examples I’ve given, you write down your own example. Formulate it in a way that suits your sales style, your customers and your own personal manner. Without being too wimpy. 

If you really do this you have a lot to gain, and you’ll dramatically develop your sales presentation and your ability to sell. 

You’ll also learn specific actions that result in a deal-closing situation, and what to bear in mind when striving for that all-important YES from the customer. 

Finally, I’d like to talk a bit about why this book is written the way it is. The book should ideally not take long to read, although it will take longer when you train with it. And once you’ve read it, you should be able to use it for reference. 

I’ve read a lot of excellent books on sales. At the beginning it always says that you should read one chapter a week, or read each chapter twice, for example. Or some other suggested study technique. My advice is: Do what YOU want. 

You know your own reading and study techniques best. I think the most important thing is that you do read the book. Quickly or slowly – it makes no difference. Read, develop and have fun. If this is the first sales book you’ve read, read another, or read this one several times. 

The main thing is that you don’t start thinking you’ve finished your sales training and know everything there is to know. You don’t. 

And nor do I. I’ve been working in sales and sales management for more than 20 years, and I’m reading more at the moment than ever before! 

And I’m writing this book because I want to share what I’ve learned over the years. 



Most customers buy after the fifth deal-closing question 

The vast majority of people who want to buy something need a lot of information to make a decision. However good you are at presenting your concept or products, you can never be sure that the customer understands or interprets everything you’re saying the way you want. 

Instead, while you plough on with your sharpest selling points, the customer might be sitting there thinking about other things: 

•  What are you like as a person? 

•  Are you reliable? 

•  What does your product cost? 

•  Can we benefit from it? 

•  What’s your product like compared to competing products? 

… And all kinds of other questions. 

So it’s logical for the customer to say no the first time you try for a close. The customer does this because you haven’t taken him or her all the way through the buying process. The customer is not convinced yet, but needs more information. That’s why the answer is no. 

Most sellers stop there. Isn’t that remarkable? Bearing in mind that you’ve taken the trouble to make an appointment, get to the meeting, build a relationship, make a presentation and ALMOST complete that presentation. 

This is how it is: 

MOST CUSTOMERS BUY AFTER THE FIFTH DEAL-CLOSING QUESTION. 

This is because only THEN have they received all the information they need to give you a YES or no. 

The first few times, the customer’s no is a request for more information. 

“Please help me to buy from you.” 

Yet most sellers still stop after just one attempt at a close. 

Are you one of them? 



Most sellers ask a maximum of one deal-closing question 

We will now briefly run through the reasons why so many sellers don’t do their whole job, challenge the customer and help him or her. 

First off, a very simple model which describes how the customer perceives the sales process. 
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The first part of a sales exchange, whether a visit or a phone call, piques the customer’s interest. You ask questions, make sure you are liked and present the concept better than any brochure, TV commercial or printed advertisement ever could. At this point the customer’s interest is rising. 

When you finally ask for an order, only then does the customer start thinking logically. 

•  Am I ready to buy? 

•  Am I interested enough? 

•  Is this even something I need? 

•  Am I being offered the right price? 

If the customer doesn’t inwardly answer YES to all these questions and many more, he or she will say no. And their interest will fall. You can see this in the figure as the curve starting to go downwards. This is when your real job as a salesperson begins. 

You ask: What’s making you unsure? Obviously you want to find out what is making the customer hesitate. What’s the objection? At that point the curve stops falling. 

Put your question like this and you can get the customer to tell you their objection. And you have an opportunity to influence them again. Because you are well prepared for the objection you can handle it, get the customer’s interest to rise again and make a new attempt to close the deal. And the curve points upwards. 

When you then ask for an order again, their interest is higher than when you asked the first time. 

If the customer continues to say no, repeat the same procedure again. You ask why, find out what the objection is and keep going until there are no objections left. 

THEN and only then can you get a true YES or no. 

When the customer is interested enough, he or she will buy. Through your sales work, you have brought him or her above the buying line in the figure. The buying line is the turning point where uncertainty becomes certainty. The point where the customer places an order. 



Start closing! 

Once you’ve read this chapter, you’ll probably realize something most other salespeople haven’t yet discovered: 

One of the reasons why they don’t sell as much as they’d like is – you’ve guessed it – that they don’t try for a close enough times. 

My goal is for you to be one of those people who has the courage to try for a close, and close the deal! 
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Why do sellers find it so hard to close a deal? 



Everyone has to be able to close a deal 

Everything is about communication and negotiation – both in business and in our private lives. Every day we have to make a YES or no decision about all kinds of things. And every one of these decisions ‘closes a deal’, in a manner of speaking. 

•  Shall we go and see that movie? 

•  Would you like fish for dinner? 

•  Can you pick up the kids? 

•  Shall we meet at your place or mine? 

•  When do you want your order delivered? 

•  Would you like to start off with two, or take all five at once? 

You have to begin and end conversations, meetings and discussions. New situations arise all the time that drive matters forward. The person with the courage to step up and make a suggestion in these situations is the one with the biggest chance of having an influence. Making a suggestion is exactly the same thing as trying for a close in a sales situation. 

Having said that, it’s not about being pushy and elbowing your way to the front. I’m sure you know people who have to assert themselves and make their opinions known in every single situation. That kind of person leaves very little room for other people, and probably isn’t that good a seller or closer. 

By contrast, a good seller is someone who is smart enough to LISTEN AND ASK. And is interested and curious about how other people see things, and what’s important to them. 

Whether listening to customers, friends or other people – the information you get from listening and asking gives you the courage to suggest things you think the other person may like. 

Someone with this ability is, or could be, an excellent seller. The ability to get things to go their way, without making others feel as if they’ve been badly treated. This is the quality of a good closer. 

Some people are born with it, others have to practise. The same as with anything else. The more you practise, the better you get. 

Remember that it’s stimulating. You are a salesperson because you want to do business. If you practise you get better and do more business, and your job becomes even more fun and interesting. 

What’s more, most sellers receive some kind of commission, which means that practice leads to immediate rewards in the shape of more money. 

So it pays in all kinds of ways to be a good closer. More fun at work, and more money in your pay packet. Who could say no to that? 



Afraid the customer will say no 

In the previous chapter you read about how it’s completely natural for the customer to say no. He or she needs more information. 

Did you know that most sellers who don’t have the courage to ask for an order, are the way they are because they’re afraid the customer will say no? 

They are afraid, for example, that: 

•  the customer will get annoyed 

•  the customer will think they’re pushing too hard 

•  all their work will be in vain 

•  they will fail 

They don’t even consider that the customer HAS to say no. 

In fact the whole argument can be turned on its head. Let’s take the points one at a time. 

The potential customer you are trying to sell to is in all likelihood quite an experienced buyer. He or she KNOWS that you will, or at least should, try to sell something during your meeting or phone call. 

In fact, the customer is more likely to think it’s odd that you’re sitting there wasting time, and not trying to sell. Have you ever considered that before? 

Often when you think you’re pushing too hard, there’s still a very long way to go to the point where the customer becomes irritated by high-pressure tactics. As long as you listen to the customer’s objections and add new information and angles, the customer won’t get annoyed. 

It’s when you nag and say the same thing over and over again that the customer gets annoyed. To nag is to contradict and seek confrontation. This is NOT what you should be doing. You should follow the model in the last chapter. 

Try to close the deal, ask why the customer is unsure, explain clearly why the customer doesn’t have to be unsure and try to close again. That’s your job. It’s not nagging, it’s selling. 

Thinking that all your effort is in vain because the customer says no is a serious error of judgement. You know the customer will say no. They will keep saying no until you have resolved all their objections. You may as well take some nos, because that way you move forward. You have to accept them in order to get to a YES. 

If you don’t ask the deal-closing question – that’s when all your work is in vain. Just think how many sales meetings every day end up with the person who could have become a customer saying: 

“Thanks for the information. We’ll be in touch if we need you.” 

THAT’s when it’s all been in vain. 

Most sellers are competitive people who want to win and hate losing. In sales, those who don’t have the courage to close, lose. That’s just the way it is. 



The difference between nagging and trying for a close several times 

The thing that distinguishes a skilful closer from a nagging, repetitive seller is the way each one argues for his cause, or her cause. The nagger says the same thing over and over again – and becomes less convincing every time he or she says it. 

That just doesn’t work in sales. You have to resolve the customer’s objections before you can do business. Once you’ve resolved the objection with a new explanation, get the customer to agree that the objection has been resolved by asking: 

– Are you happy with my explanation? 

– Yes. 

– So can we consider that matter resolved? 

– Yes. 

And then try for a new close. 

If you get new objections back each time, you’ll never be repetitive or nagging, because you’re talking about different things each time. 

If the customer has agreed that an objection has been resolved and then returns to the same issue, you must have the courage to say: 

“With all due respect, haven’t we just agreed that my explanation resolved your question regarding this?” 

That’s not nagging either. Instead you’re being professional and standing by what you say. The question is: is the customer? 

Many sellers don’t have the courage to ask that question. Consequently, they miss their chance of gaining the advantage in the closing phase. 

A nagging seller repeats the same explanation over and over again, instead of using phrases like: 

– Look at it from this perspective… 

– One of my biggest customers does this… 

– Well, let’s turn that question around… 

– I understand exactly what you mean. Some of our biggest customers said exactly the same thing before… 


USEFUL TIP  [image: ]



Find your own formulations for what to say when the customer: 

•  puts forward an objection for the first time 

•  repeats the same objection several times 

And most important of all. You are NOT nagging if you ask the customer WHY he or she is saying no. It’s your job to find this out and convince the customer. 

Think about that again. 

IT’S YOUR JOB TO FIND OUT WHY THE CUSTOMER IS SAYING NO. 



He was going to say no anyway 

Here’s a common and quite remarkable excuse from a seller who’s afraid of trying for a close. When the sales manager asks how the customer responded to the attempt to close, the seller says: 

“It wasn’t worth asking. He was going to say no anyway.” 

The manager isn’t that surprised that the customer would say no. All customers say no until their objections have been resolved. 

However, the sales manager is surprised that the seller didn’t do his or her job. 

All customers say no until you’ve given them enough information to have the courage to say YES. 



A taste sample can help win the big order 

When you’re trying to sell a complex and costly solution, ordering the whole lot in one go is often a strategic decision for the customer. A strategic decision takes a while to carry through. It leads to long selling processes and repeated contacts for the salesperson. Often, the whole management group has to have their say. Who knows when they’ll next meet? 

Instead, do what a lot of companies do: sell a pilot study, a reference case or a reference group. Then when the customer considers the main contract, the decision will be quicker. By then he is already familiar with your product. 

If the people involved in the pilot study are pleased, they will help you with the rest of the selling process and become ambassadors who can confirm that yours is a company they can work with. 

A lot of sellers make a mistake here though. They give the reference job away for free to try and win the main contract. And then nothing happens. 

The reason is that if the customer gets their first product free, they have less incentive to evaluate it. This slows the selling process rather than speeding it up. When something is free, the motivation to use it diminishes. 

Think about it. If you get a free product sample in a shop, it doesn’t matter if you forget to take it home. You haven’t lost anything. It was free. 

What you get for free is not as valuable as something you have paid for. You lose absolutely nothing by not bothering to evaluate something you’ve been given for free. 

Therefore, always make sure you charge something for your pilot study or first trial deliveries. You don’t have to charge full price. 

But remember that whatever you charge, it will make the customer more willing to get value for their investment. 

It also increases the customer’s incentive to genuinely find out whether your products or services can make life better for them and their company. 

And you’ll never end up having to give evasive answers like the seller who’s afraid of closing the deal: 

– I gave the customer the first delivery for free so he would buy the main solution. 

If you feel you have to give the customer a special deal to win the order, it’s better to say: 

– I can’t give you the trial delivery for free, but if you pay for it you can have a one-off discount when you place your first proper order. 

Or: 

– I can give you a good introductory discount on this trial order. If you then go on to become a regular customer, you can take advantage of the favourable price in our tender. 
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Learn to ask better questions 

This chapter contains some important tips for aspects of the sales process that come before the deal is closed. 

A lot of work is required to get all the way to the closing point. It is just as important to practise all parts of the sales process, from the very first cold calls. 

This book doesn’t really go into the other aspects of the sales process in any great detail; instead it focuses on the deal-closing phase. Even so, you will learn a lot that you can use throughout the sales presentation. For example how to formulate questions. If you become good at formulating deal-closing questions, you will automatically be good at asking questions throughout your presentation. 



Cold calling 

To make sure you always have a full list of good leads, you have to make sure you always cold call potential new customers. Keeping up with your cold calling is vital to ensure you are a successful seller in the long term. 

I’ve seen a lot of salespeople who have become top sellers after a successful phase of cold calling. But the next year their sales were down again. And the reason is that they forgot to keep up with their cold calls. There was so much to think about with all the new customers and new business that they didn’t have time or energy for anything else. And their sales declined rapidly. 

If you want to avoid this, make it a habit to initiate several new customer contacts every day. For example, book two new meetings a day and you’ll avoid all that appointment stress on Mondays. 

If you work in telesales and call both existing and potential customers, it might be an idea to set a target to make at least 20 cold calls a day, or to spend two hours every day on cold calls. 

This is your best insurance against declining sales. 



Monday Morning Letter 

Every Monday I publish a free newsletter containing sales tips. I call it the Monday Morning Letter. 

The idea is to quickly get readers motivated and in a selling frame of mind, to give them a good start to the week. And to get them past that Monday morning apathy as quickly as possible. 

If you haven’t already signed up, register at www.soderpalm.com. 

More than 20,000 salespeople read the letter every week, and many of the letters are published on different sales-related websites. 

So if you don’t read it, you’ll be missing out on useful selling tips your competitors may be reading. Bearing this in mind, wouldn’t it be a good idea to sign up now? 

And if you publish your own sales newsletter, I’d love to read it! So please e-mail it to me! 

At the end of the book I’ve included a Monday Morning Letter. 
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