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Sales techniques in general

It is not good if someone can tell that you are using a sales technique. 
This will make the person feel like you are trying to trick him or her.

A sales technique is only e�ective if no one can tell that you are using a technique. By using a sales 
technique you can influence the person you are talking to and you can create emotions and motivations 
that were not there before.

There are a number of sales techniques that are constantly being used in commercials, in ads or on 
television. Depending on the product that you are selling, you can use very obvious and simple 
techniques that will make a person with an average or below average intelligence buy your products. 
Some of them are even so obvious that everybody is aware of them but in the end they still buy the 
products.

Now, the key is to master certain techniques that are very e�ective and that can bring you the desired 
result but that are not obvious to detect. Often, people just feel like the sales person is such a great 
person and because of that they bought the product. But in reality it was a number of well placed sales 
techniques that lead to the sale. 

In order to influence someone with an above average intelligence you also need to create a situation 
where it is in the best interest of the other person to buy a certain product. You cannot just trick someone 
into buying something that they don’t need or that is not good for them. In the end it all needs to make 
sense, too.

But in order to become a better sales person, I have put together a number of techniques for you to learn 
so that you can increase your sales in your profession. I hope you will like them. 

The sales techniques that you will learn in this program are not your every day typical 
sales techniques – they are for the advanced sales person and they are very powerful.
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Why am I qualified to talk about this subject?

I used to be the number one sales team leader in Europe of an organization with over 5000 employees. I 
have personally consulted over 3000 clients face-to-face and I have trained many sales people in my 
career. I have built several sales organizations and raised millions in capital for investments from clients.

I have written a book about sales psychology, which is a book based on my personal sales experience and 
success. I have earned millions of dollars with selling and I love selling. 

I believe that everybody has certain talents that they were given in this life. Fixing a car or building a 
computer isn’t certainly one of my talents – but sales and communication is!

Therefore I will teach you some of the best techniques and I hope that they will help you to achieve your 
personal goals and dreams.

#1: Using metaphors

Most people understand things better if you are using a metaphor by giving a comparable example from 
another area in life. Instead of saying that your product is a much better quality than the competition you 
could say that you have the Rolls Royce model of today and that the competition has the cheap Mazda 
from 1980. Or you could say that he can get there with a Ferrari or with a bicycle. 

By making a comparison from another area 
it makes the point you want to make clearer.

Metaphors are very powerful and sometimes by just giving one example, you have totally convinced your 
buyer and there is not much else that needs to be mentioned. You could also use a louder voice or body 
language to further emphasize your point. 

Another example is that you can tell your client that he is currently climbing a steep hill but with your 
product he could simply go trough the tunnel be on the other side in no time.

But this technique also works in real life situations. There was once a man who has hesitant to marry his 
girlfriend. Even though he loved her, he could not get himself to make a marriage proposal. His long-time 
girlfriend grew more and more frustrated and unhappy over this situation.
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Her boyfriend loved playing soccer in a local team but he was always on the bench waiting to get into the 
game. He was always very frustrated about not being able to play and being kept on the bench during a 
game. His girlfriend used that example to let him know how she really felt. She told him that she also felt 
like him being on the bench because he wouldn’t marry her. 

Once he heard this comparison, he realized what he was doing to her and only a few weeks later they got 
married. Typical examples from every day life can be very e�cient tools that everybody understands and 
agrees with. Other examples of metaphors are:

- Eating in a 5 star hotel or at the hot dog stand down the street
- Walking a marathon uphill on foot or taking the helicopter to get there
- Madonna is performing or the local girl from the church choir
- This is the Cadillac version compared to the standard cheap car
- Lebanon is the Switzerland of the Middle East when it comes to banking (actually a true statement from 
   about 20 years ago…)

#2: Top down approach

When it comes to mutual fund investment strategies there are two basic investment approaches: Bottom 
up and top down approach. The bottom up approach focuses on an individual company, compares it 
other companies in the region, compares it to the sector, then to the country, then the continent and 
finally the world markets as a whole.

The Top down approach starts with the world in general and tries to identify the best regions. Then it 
focuses on that region and its sectors. Once it has identified the best sectors it looks for the best 
companies in that sector. And finally it will choose the best company to make the investment.

You start with a general statement or the world as a whole. 
And then go down step by step into more detail until you arrive 

at the desired conclusion in such a manner that makes logical sense.

When it comes to selling or explaining something logically, you can also use the top down approach. It is 
very e�ective because you start with a general question or statement. You can then logically explain by 
further going into detail why your product and company is the best choice. 
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Let me give you an example:

- Mr. Client, you would like to find a good investment for your money right? Right.
- You would also like to make sure that you get the best return and that you are in an area that has growth 
   potential, correct? Correct.
- Now when we look at the world of investments, I would recommend that we focus on North America. 
   There are great opportunities in India, China, Russia, Africa and in Europe but in order to be on the safer 
   side, I suggest that North America holds the best options, agreed? Agreed.
- Now within North America I would focus on natural resources because they do well when it the 
   economy is shaky, ok? Ok.
- Within natural resources I would say that gold is the best investment because of this and that… Agreed? 
   Agreed.
- When looking at a gold company we can chose between a old and long established player who is 
   already overvalued or at a new and young exiting company with a lot of growth potential. Which one do 
   you think is better? Young company with growth potential.
- That is why I recommend ABC Gold Company.

You went logically through all the factors and the conclusion was the company that you wanted to 
present. The client agreed to each step along the way and was following you and agreeing the whole 
time. It was simply the logical choice and no other in the end what you were going to present to him. 

You explained it to him in such a way that he almost thought that it was his idea
and his logical thinking that led to this choice.

Had you started with the ABC Gold Company from the start you would have had a lot of explaining and 
defending to do. 

#3: Stories and emotions

95% of all buying decisions are made on an emotional level. 

Use words, stories and pictures that trigger emotions. If that weren’t true, we would all drive a Toyota 
Prius. Apparently, the Prius has the best value to price ratio. But how many of us are actually driving a 
Toyota Prius? Certainly not me! Are you?

Norman Meier 22 amazing sales techniques

06



Most people want a car that gives them a certain feeling or emotion.

We are all driven by emotions and the more you are able to touch someone on an emotional level, the 
more successful you will be in selling your products. Most people are scared or worried and you need to 
make emotional statements or tell stories that go deeper.

Stories are a perfect tool for selling. 
Tell your client as many real life stories or examples as you can.

We can all identify with stories and as kids we all loved our bedtime stories. They go emotionally deeper 
and we can relate to other people’s stories.

The kinds of words that you use will influence people’s emotions, perceptions or attitudes. Words create 
emotions and make people feel a certain way. That is why it is important HOW you say things. 

Sometimes you need to use di�erent words in your sales presentation to avoid negative associations. 
Instead of the word “pay” you can use the word “save”. 

It is basically the same action but the association is di�erent. 

Instead of saying that you need to save for the next 40 years, which seems so far away, you could simply 
replace “40 years” with “long term horizon”.

Symbols, music or smells will also trigger emotions or associations. People connect certain symbols with 
certain values. They can be positive or negative. Americans, for example, are very patriotic and the eagle is 
a symbol for freedom and independence. If your product has an eagle on the label, then people will 
associate those values and emotions with your product.

A negative description can also influence someone’s emotional state and his motivation to take action. If 
you are trying to sell a life insurance product and you tell your client that his wife and kids will have no 
money in the event of his death and that they have to eat dry bread, live in a dark one bedroom apartment 
with only one table and a rat is crawling across the floor because it is so cheap, then you will have created 
or painted a picture that is very emotional and that will get him to take action.
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#4: Answer all the questions first that he doesn’t ask you but that are in his 
        head anyway

At first, no one wants to buy your products and services. That is normal. We are all swamped with too 
many sales o�ers these days. But everybody who you get in contact with and who doesn’t know you has 
some questions that you need to answer whether he will ask you or not. 

These are the questions:
1. Why should I listen to you?
2. What it is? What can it do?
3. Who else has bought it?
4. Who says so (except you)?
5. What is in it for me?

The goal is to communicate the value for the customer 
just like in “What is in it for me?” rather than the features of the product.

Most people don’t want to have big changes. They want to make sure that other people have also bought 
the product and that there are testimonials of happy clients, articles from newspapers and pictures. You 
need to give him proof and answer all those five questions in your opening statement.

People are driven by two main motivations: 
1. To gain pleasure 
2. To avoid pain. 

Everything we do is based on these two principles. If we associate more positive emotions with a certain 
product, we are more likely to buy it. But if the product helps us to avoid pain, we are equally if not even 
more motivated to buy the product. A good sales person must create a lot of both kinds of emotions in 
his sales presentation by using statements and questions that trigger certain emotions. 

In order for you to sell anything you need to create a motivation for him to buy. 
This motivation is a deficit or problem in his current situation. If you don’t make him 

aware of that problem, he will not develop the motivation to buy anything.

People are also more likely to buy from someone who is a specialist in his field or an authority. They tend 
to trust a person much more if they position themselves as an expert. So position yourself as an expert. 
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#5: The contrast principle

The contrast principle compares a product with a normally higher price 
with a product that has a lower price. The perception from this comparison 

makes the lower priced product appear to be a great deal.

The contrast principle is one of the most common and most used methods in selling. Typical statements 
go something like this: “Normally this product costs $5,000 but today it is only $500!” Depending on the 
product $500 might still be a lot but if you put it in relation to $5,000 it appears to be a deal and cheap. 

The contrast principle gives you the feeling like you are getting a deal. If the price of a product is $100 at 
first and you perceive it to be a lot of money but then you can get it for $50, you feel like it is cheap now 
and then you will buy it. Often, you will see this technique being used in infomercials. The price gets cut 
more and more the longer the infomercial is going on and in the end you will even get the twice the 
amount of the product for the lower price.

The contrast principle is all about perception. The product might still be overpriced
 but when put in comparison, it appears to be cheap.

Some products are broken down to a fraction of the total amount. Things like “Just for a dollar a day” 
make it appear very a�ordable. And sometimes a bigger payment gets split up in 3 or 4 payments to make 
it seem lower. 4 payments of $24.95 sound a lot less than one big payment of $100.

#6: Principle of assumption of deal

You should never ask a client if he wants to do the deal. 
You simply assume that he does and act accordingly.

New sales people are still unsure about closing a deal and that is why they often ask the client if he wants 
to do the deal or not. By asking the client you still give him the opportunity to say “no” at the end. 
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A more experienced sales person doesn’t ask. Based on a number of control questions during the sales 
presentation, he simply assumes that the client wants to do the deal and he doesn’t ask him at all. He 
simply acts as if they client wants to do it and without hesitation he brings out the contract at the end of 
the presentation. 

His whole behavior is in such a way that he simply assumes that the client wants it and he never asks him 
whether he wants to do it or not.

Because of this self-confident behavior most clients just go with it and do the deal.

If the client brings up an objection or some resistance, the sales person acts surprised and almost a bit 
angry because he cannot believe that the client will question his advice. This kind of behavior even if 
played or acted will often intimidate the client and he will no longer resist.

If you are selling a life insurance and you have explained all the advantages of the product then you could 
simply go into the closing phase by getting out the health questionnaire and start asking some health 
questions. If the client goes with it and answers them, you can assume that he will do the deal. In the end 
you simply say that he needs to confirm the validity of those questions and sign at the dotted line. Often, 
clients don’t even realize that they just signed the contract because it all naturally flowed into each other. 
The sales person never asked the client if he wants to do it. He simply assumed the whole time that the 
client wants it and even needs to do it. There is never any doubt involved.

#7: Taking the deal away from the client

People have a very special tendency to want the things that they cannot have.

By taking away the deal from a client, some clients want it even more. Basically, you explain everything 
about your product to the client and give him all the positive advantages and you hold it right under his 
nose. But when it comes to the end, you don’t allow the client to close the deal. You take it away from 
him by making it very exclusive and you let your client know that he does not qualify for this deal.

If everybody can do it, no one wants it. If there is no value to a product, there is no special motivation for 
someone to get it. So if you don’t make your product exclusive, you will not be able to close the deal. But 
if you make it special, there are some people who will do almost everything to get it. Often, it is a little bit 
dependent on the personality of your client how well this technique will work.
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Typically, you can say something like this: 

You:     Well Mr. Client, as you can see this product has a lot of advantages. But there is still one problem. 
              Not everyone can get it and you must fulfill certain conditions to qualify.

After this statement, you must stay quiet and not talk. Let him talk first. Typically, he will say:

Client:  Why not? How can I qualify?
You:     Well, I am not sure if you do. Therefore I must ask you a few more questions. But I am not sure if 
              this product is really for you.
Client:  Oh, no please. Ask me. What do you need to know?

And in that moment you will have him 100%. He wants it badly.

This technique can be a bit provocative at times but works really well. Depending on the type of client, he 
will want your product more than anything in the world at that point in time.

#8: Silence on purpose as a technique

At certain points during your presentation it is important to be quiet or silent and wait for the client to 
answer. Sometimes you can make a statement or ask a question that is very powerful and emotional and 
after you have said it you must be quiet. You must let the client answer first and wait for as long as it takes. 
Who ever speaks first, loses. So therefore you must refrain from speaking when you apply this technique.

Here are some examples:

Example 1:

- Mr. Client, how much money did you earn with this investment last year? Nothing.
- And for how much longer do you want to tolerate this situation? (SILENCE)

At this point you facial expression should say more than any words could. The client must feel that he 
needs to change something.

Example 2:

- Mr. Client, each year you are paying $10,000 too much in tax. Do you think that is good? No.
- Should we change this? (SILENCE)
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The point is to make an emotional statement that goes under the client’s skin. The few seconds of silence 
will create more emotions and they will make him understand that he needs to act. Most sales people lose 
a deal because they talk too much. Especially, once you have presented the client with an o�er, you must 
shut up. Let it sink in. Give your client some time to realize what just happened.

Some sales people can hardly take the silence. They want to talk so badly and mention 
more things to get the approval. But key is the wait for him to speak first.

Example 3:

If you are applying for a job and you ask for the range of the salary that you will get paid, the same 
principle applies. Let’s say that your future employer says that your salary will be between $80,000 and 
$90,000. He will give you this number because he has already thought about it before. He might even be 
able to go up to $100,000 if necessary but he mentions a lower range at first.

As the person applying for the job, you could take this range and then say “$90,000, eh?” and then be 
quiet. You take the higher number of that range and then wait until the employer speaks. If he o�ers you a 
range, he is very likely to hire you anyway. By being quiet at this point and waiting for the employer to 
speak, he might not be able to take the silence and even through in a few more benefits so that you will 
say “yes”. He might even say that he could go up to $100,000 and give away all his aces. 

So remember: the person, who speaks first, loses.

#9: Making a bold statement or claim

If you make a claim whether it is true or not but you present it with conviction, people will accept it as 
truth. This technique is very popular with politicians. They make a statement or a claim that no one can 
really prove not to be true. 

There are lies, very bad lies and then there are statistics.

You can take almost anything and create a kind of statistic around it. Depending on what you compare it 
with you can make a certain statement based on that statistic.
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If you present your claim in a powerful voice with conviction, most people will simply accept it as truth. 
So the combination of self-confidence with a certain claim can be a very powerful technique in sales.

You could say: “90% of all Americans prefer to have co�ee over tea in the afternoon.”

It is very di�cult to prove this point otherwise. This statement might be completely false but if presented 
with the right tone and conviction, people will accept it. 

Some sales people use statements that no one can prove 
and build their whole presentation around it.

Another example: ”Whoever doesn’t buy this product is completely stupid.”

This statement implies that I think you are stupid if you don’t buy the product and since you don’t want to 
be known as stupid, you agree.

Another example: “According to a recent study three out of four men who make more than 
$100,000 per year drive a Mercedes.”

Again, this statement is probably wrong. But in the right context, no one will question that statement.

Another example: “A study done by the mega Bank Credit Suisse reveals that there are 24.2 
million millionaires in the world today. 41% of them live in the USA.”

This statement seems to be founded because the institute who issued this statement is very credible in 
the public eye. It has also details that no one can really prove otherwise. But is it really true? Who knows?

In general, you should not believe anything when you first hear it. You should always question things. Use 
common sense. For example, studies from Universities can be very misleading. So the University of 
Bordeaux in France will make you believe that their red win is actually beneficial for your health. Their 
studies will prove that. Another study will prove that alcohol in general will be damaging your health. So 
who do you believe? It is all in the eyes of the beholder and how and when a statement is presented.
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#10: Funnel question principle

This technique is very powerful because it will be built up with several questions.

You start with a general question. After you ask an emotional question and make him aware of a problem 
or deficit. And finally you ask a provocative question so that the client will do or change something about 
his current situation. Sometimes this is the only that a client will get that he has a problem and that he 
needs to change something in his current situation. 

Sometimes people are very stubborn and they think that everything is ok. But in order to make him aware 
that he needs to change something, you must sometimes break it into small and stupid steps or questions 
so that he will get it. 

Here is how it works:

Example 1:

• Can I assume that your retirement is absolutely secure and guaranteed? No.
• Are you getting $3000? Yes.
• $3000 per week? No.
• Do you like that? 

Example 2:

• Am I right that your investments give you a return of 6% on average? Yes.
• Are you happy with it? More or less.
• Do you like giving away money?  

Example 3:

• Do you pay taxes? Yes, of course.
• Do you like paying taxes? No.
• Would you like to get some of that money back? 

1. General question
2. Emotional question (Show deficit)

3. Provocative question
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#11: The shocking technique

We also call this technique “The carp fish technique”. The reason is because it is the same movement of a 
clients’ mouth that the carp fish makes. The person is basically speechless and dumbfounded because he 
is in a short moment of shock. 

The client is not sure how to react to a certain question or statement.

Example:

- Mr. Client, I just told you all the advantages of this investment.
- Now all I have to do is to tell you the name of the bank that will secure your money.
- Well, here it is: two banks do the guarantee of your personal savings. One is from West Africa – United 
   African Savings Bank, and the other one is a bank from Russia – Credit Social Bank. They are both really 
   good at what they do. (Pause and silence)
- Do you even know these banks? No. (Pause and silence)
- Now honestly, do you like the fact that an African and Russian bank is safeguarding your hard earned 
   money? 
- No, not really. Everything sounded so good so far but I am really unsure about the banks.
- Well, in that case you can relax. I was just joking with you. Your money will be safeguarded by the 
   biggest bank in Switzerland and in America: Citibank and UBS. (Laughing of client and huge sigh from 
   relief)
- I would never o�er you such a thing. But I just wanted to make a point how important it is to have the 
   right partners. Please excuse my little joke. But you should have seen the expression on your face when I 
   mentioned the African and Russian bank. (Both are laughing)
- Well, in that case I feel much better.

Why is this technique e�ective? There is a moment in your speech when 
you “shock” your client. For a couple of minutes, everything is up in the air 

and the client feels really unsure about everything. 

The idea is to shake up the client, shock him for a short moment and finally bring him back into a positive 
mood. Most people are so relieved that they don’t focus on anything else anymore. They get into a happy 
and positive mood because of your little joke, which will give you a perfect opportunity to go into the 
contract without any resistance from the client.

I have done this exact example over a hundred times and it worked each time. This whole thing seems a 
bit daring or provocative but it really works.
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#12: Jokes

Some of the best sales people that I have met were constantly telling jokes to their clients. They were so 
entertaining and funny that the entire mood was happy and positive and the product details never even 
mattered. The clients did the deal only because of the sales person. Not everybody is able to play the 
funny guy all the time. But realize that nothing is more important than rapport and likeability when it 
comes to clients. The more your client likes you, the more likely will he do a deal with you. Period.

I am not saying that you should constantly be joking with your clients. But sometimes it helps to make a 
joke to change the mood or the direction of a presentation. Sometimes people can get bored with your 
sales presentation and they stop listening. They are only there because they feel obligated. But in that 
case you will never get a client to sign a deal with you.

A funny story or a joke at the right time can change everything 
and give you your desired result.

If you are not great at telling jokes, don’t worry. Use a funny statement once in a while until you get more 
comfortable and the more you use it, the better it will get.

#13: Wait until you reveal your product to the last possible moment

This technique is being used to create and maintain curiosity. A lot of sales presentations are actually 
structured like this. You wait as long as you can until the last possible moment before you will reveal your 
product. By doing this, your client will give you his full attention through the entire presentation. 

Example: 

- The product that I will show you is brand new. In Europe, it sold over a million times in the first week 
alone. You will not only look younger with this product but you will also feel much better. Studies have 
shown that you can actually save money with this product. There is a secret ingredient in the product, 
which I will tell you more about later. But before I get to the point, I want to let you know that you have 
been one of the lucky ones who have been selected to be here in this historic moment.

- I can imagine that you would like to know more about this wonderful product. So why don’t we take a 
closer look at the development of the cosmetics industry.
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You will build up so many positive arguments during the presentation that it will be hard for the client to 
bring up any objections. Some of those presentations can go on for over an hour before the client 
actually knows what this is all about. 

The human is the most curious animal in the world – it is not the cat! So by keeping the attention high, 
you can talk about the advantages of your product without getting any kind of resistance. 

In the end, when you reveal your product, it will be the absolute high point of your presentation and 
people will love it.

#14: Putting fear into your client

All humans have two basic motivations: 

1. To gain pleasure
2. To avoid pain

If someone wants to lose weight he does it to look better and to get positive attention (to gain pleasure). 
But the stronger motivation for his to lose weight is to no longer be called fat or unattractive (to avoid 
pain). Maybe this person is so unhappy because he got rejected so many times and can’t find a lover. Even 
though he wants to feel better he is much more motivated to avoid the pain of rejection and frustration.

Usually, the motivation to avoid pain is much greater 
than the motivation to gain pleasure.

You can talk all day to a client and tell him how great your product will be for him and talk about all the 
positive advantages. But to really push the right buttons so that he will act, you will need to find a way to 
put a certain amount of fear into him so that he wants to avoid future pain.

Example:

If you are selling life insurance you could go into detail about how his income will be reduced to 50% in 
case of an accident. How his family would potentially su�er. You could describe how he has to move from 
the good neighborhood into the bad neighborhood and how his children would be exposed to crime and 
drugs. You can tell him how he has to sell his car and from now on take the bus for 2 hours every day. And 
that he can no longer go to his favorite holiday spot. 
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All he has to do is to sign the contract and buy the life insurance for $50 per month to avoid all of these 
problems. You can tell him how he owes it to his family and that he would be irresponsible not to do it. 
This whole description will get his emotions cooking. The more you can describe it and put negative 
images into it, the more e�ective it will be. The fear of losing everything needs to be so strong that he has 
almost no other option but to do the contract.

Fear is a negative emotion and it is very strong. A lot of people act out of fear. Even though I preach not to 
pay attention to fear in your own life, as a sales technique, it is extremely powerful.

#15: Interrogation technique

In order to be able to influence your customer, you will have to know every important detail so that you 
can make sure you will lead him into the right direction.

Some people are very closed o� and it is hard for a sales person to get through to them. But in order to 
succeed, you will need to know certain things; otherwise you will never close a sale.

The interrogation technique can be very aggressive in general and it forces your client to answer. You will 
ask a number of questions to get the information that you need.

In order to apply this technique, you can also do it in such a manner that you can still get the desired 
result but you ask nicely and with a smile. You will still ask the same direct questions but it will not come 
across as aggressive. You can even apologize for asking certain questions but ask them nevertheless.

Example:

- And is it not true that you were at that location on the 25th of this month? (Continue without waiting for 
   the answer)
- And is it not true also that you were seen with Mr. Smith there? (Continue without pausing)
- And how can you tell me otherwise if we have all the facts here on the table? (smile)

You can only use this technique once or twice during a conversation because it will come across as 
aggressive. And you must then make sure that you will change the mood back to a more positive mood.

Another kind of interrogation is based on the principle to simply ask everything – even very personal 
questions without hesitation. Sometimes coming across as being somewhat naïve people will not take it 
personally and forgive you for asking so bluntly.
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Example:

- Since when do you have this horrible sickness?
- How did it all start?
- What did the doctors say?
- How did you manage financially?
- Did you have to get a loan from the bank in order to survive?

You simply continue to ask until all the answers are on the table. Sometimes your client doesn’t realize 
how much information he will actually give you. 

Never be afraid to ask anything. Just do it. The more information 
you have about the client, the better you can use it to make a sale.

#16: Time pressure and making it rare

People will buy a product if you use three techniques:

1. Make it rare
2. Contrast principle
3. Time pressure

If a product is rare, it makes it much more valuable and desirable. People want things that are special and 
rare because it sets them apart from the crowd and makes them feel special. 

If you have to act until a certain deadline or else you will lose the opportunity 
to get the product, you are more likely to buy it.

In the infomercial you will hear a statement like this: “But you must act now within the next 15 minutes or 
else the o�er will be gone.” So they are using these techniques to make people buy the product. 

But you must be aware that you have to use the time pressure technique with every client and every 
single time. Don’t give him time to think about it. There is no “I have to think about it” allowed.
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Just realize that the next day, your client will have forgotten 50% of what you just told him and in a week 
he will remember only 10%. 

Therefore you must force him to make a decision now when he has all the facts.

The more time he has to think about it, the less likely he is going to close the deal. 

You need to let him know that he will lose the deal if he doesn’t act now or within the next 24 hours. 
People hate losing an opportunity. Sometimes the fear alone of potentially losing the deal is what will get 
the client to act – not necessarily the product itself.

You can also say something like: I can give you 5% discount if you decide today. But tomorrow I can no 
longer o�er you this discount. 

If something is available in abundance, it has no value.
If everybody can have it, it is nothing special. 

People like special things and they like status. Sometimes people are willing to pay much more for a 
product because it will set them apart from the crowd. 

Take wristwatches for example. You can buy a Rolex for $25,000 or a watch with the same capabilities for 
$100. There are certain cars that are only produced with a limited amount of numbers. In order to buy a 
car like this you have to put astronomical prices.

Make the product rare and use time pressure every single time.

Example:

- Nowhere else in the world can you buy this product. You can only get it with me. You can’t buy it on the 
Internet. This product is so special and we are the only organization that can sell it. But I cannot make any 
promises. People are crazy about it and it is possible that next week we will be completely sold out. So if 
you want to get it, you must give me an answer now. I might not be able to sell it to you anymore in a 
couple of days.
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#17: Make yourself rare and position yourself as an expert

People like to deal with experts or specialists. The more important you appear to be, the more respect and 
credibility you will get from the client. If the client feels that you are simply just another regular sales 
person who is trying to make a sale, you will have a hard time to the clients’ attention.

Sometimes we used a technique where a secretary would call up the client first and ask some general 
questions. Then she would say that she would try to place his file on the desk of Mr. Smith, the most 
respected expert in the firm. But she could not promise that he would call the client. Then a few days later 
Mr. Smith calls up the client. He tells the client that he is not sure how that file landed on his desk and that 
normally he would only deal with multi-million dollar clients. But since he has the client on the phone 
now, he is willing to talk to him as an exception.

Mr. Smith, the sales person, has to position himself as an absolute expert and specialist who only deals 
with rich and important clients normally. He is making a huge exception this time and the client should be 
feel that it is a privilege to be able to deal with him.

The conversation and the level of respect that the client has toward the sales person is a lot di�erent in 
that situation. If the client thought that he is dealing with average Joe, the whole sales process would go 
di�erently. You don’t have to lie and pretend to be someone that you are not. But you need to value 
yourself and position yourself as an expert. You should be viewed and treated with the same level of 
respect that a doctor would get. 

There was once an insurance sales agent in Switzerland who called up clients this way:

- Hello Mr. Client, my name is Peter Miller. I am the most successful and best insurance agent in Northern 
Switzerland. You have probably already heard about me. I am giving you the opportunity to talk about 
your life insurance situation with me. I have only two appointments available this week: Thursday at 3 pm 
or Friday at 1 pm. After that I am booked out for the next two months. Which time suits you better?

At first he appears to be totally arrogant but surprisingly it worked like a charm. He really was the most 
successful person in his industry and when he met with the client he wouldn’t waste a lot of time, either. 
He would say: “I have planned exactly 30 minutes for you. After that I need to leave. Let’s get to the 
point. Do you prefer to be insured only a little bit or the right way? In that case I suggest you insure 
yourself with a sum of $500,000.”

Of course, there are also other ways to do this but if you give your client the feeling that you are an expert 
and that you are not needing him, you will get a lot more respect. A lot of new sales people make the 
mistake that they are always available for the client and that they want all the time in the world. The have a 
submissive behavior and they let the client dictate the conversation. 
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#18: Acting naïve 

Even though you might know a lot more about your client and his situation, it is sometimes wise to act 
completely naïve and to pretend that you have no clue what is really going on.

The advantage of this technique is that to find out if your client is being completely honest with you or 
not. You will find out if he is lying to you and this way you have a much better basis for the conversation.

This technique is often used in negotiations. You don’t tell the other person that you already know 
everything. You act as if you don’t know all the facts. Sometimes this is good because you can find out if 
you were wrong about your assumptions and then change the strategy. Always ask questions even if you 
already know the answers. Sometimes you are in for a surprise and it changes the course of the whole 
conversation. 

#19: Telling the client what he has to do

You would be surprised how some of my sales people have talked to CEOs of big companies. They yell at 
them and tell them what to do. They say things like: who do you think you are talking to? Do you have any 
idea who I am? Often the CEO was in his fifties and the sales person in his twenties. But sometimes the 
older generation is used to a harsher tone.

CEOs and leaders respect people who are strong. Those are also the people with money who can close 
bigger deals. They are usually the ones who talk down on their employees and no one dares to talk to 
them in a firmer manner. So if they encounter a person who is just as dominant as they are, they respect 
them more. Some people also need to be told what they should do. Especially clients who are hesitant 
need to be told to act. 

Example:

- Mr. Client, I simply cannot believe that you think this way! No stop acting like a little child and sign the 
contract because it is the best for you. You know it. If you continue to be so hesitant with other things in 
your life, it will never get better!

It really takes big balls to talk to a client like that. But depending on where they are from, it is working 
really well. We have dealt for example with a lot of German clients who are used to getting orders for their 
superiors. Sometimes it is the only way to get the respect and attention that you need. Often it is the last 
resort as a technique. Don’t attack the client but it is ok to get loud sometimes and make a point. You 
would be surprised how powerful this can be. 
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#20: Words can be very powerful

Words are simply definitions for specific pictures. Words have a lot more influence than we think. The way 
that you express things is very important and it can be done in several ways. I could basically say the same 
thing in three di�erent ways but how they are being perceived is a lot di�erent. Here is an example:

1. You might probably be mistaken.
2. You are wrong.
3. You are a liar.

All three statements are related to the same situation but it depends greatly which one you use. If I call 
someone a liar, I will provoke a lot of anger and negative emotions but if I use the first statement, things 
are neutral and no emotions are being brought on.

Certain words can trigger buying signals. Other words will hinder the sale. Therefore you must select your 
words very carefully and find out what sells and what doesn’t sell.

The term “saving for the next 30 years” can be ok or neutral for one person but it can hinder the sale with 
another client. For someone 30 years is so long and far away that it will be a demotivation for him. Instead 
rather use the term “saving for the future” or “saving for unforeseen things that might occur later”. This 
is much more soft and less dangerous. 

Another di�cult term can be “to pay”. We associate paying with paying bills or with losing money. Instead 
of using “to pay” or “paying” you could use “transfer the money to your new account” or “set money 
aside”. Sometimes it is only because of little words or expressions that make the di�erence whether you 
can make a sale or not. Therefore, analyze exactly what you say and see if you can replace potentially i�y 
expressions that might scare people.

People have three main channels how they receive emotions.
 Some are visual, some auditive and some are feeling-oriented (kinesthetic). 

Some people need to see a product, others need to feel it and others need to hear about it. If you can find 
out how your client ticks, you can use the right words that will trigger the best positive emotions in him. 

Someone who is visual will use terms and wants to hear things like:

• I can see that you like this.
• As you can see…
• This looks very good…
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People who are more receptive to sound will prefer terms like:

• That sounds great.
• I can hear in your voice that there is still something that bothers you.
• My friend told me that this is the best model.

And the feeling oriented person needs the following:

• I have a good feeling when it comes to this product.
• I feel that the time is right for you.
• This must make you feel like a million dollars.

The more terms you use that are in line with your client the more success you will have to touch him on 
an emotional level.

#21: Pre-sales techniques

The sales process begins when you first meet your client. Often, a sales person makes two appointments 
with a client. The first appointment is the gather all the information and to assess what the client wants or 
needs and the second meeting is to present him with a solution or a product. 

Most new sales people believe that the most important meeting is the second meeting because that is 
when you are trying to sell him a product. But in reality it is the first one because if you use the right 
pre-sales techniques and questions in the first meeting, you will have the deal already closed by 50%. 
There are a number of questions that you can ask your client in the first meeting and ask pre-closing 
questions. Let me give you some examples:

- I have just explained to you the basic characteristics of this product. What if I could present you with a 
   similar solution the next time that we meet, would you be interested in looking at it?
- If you really liked the product proposal, would you take advantage of it?
- So do I understand it right that you would like me to go back to the o�ce and try to find the best 
   product that fits your needs?
- Ok, I will do that then and present you the solution next week. 

If your client answers all these pre-closing questions in a positive way, you will basically already know that 
he is going to buy from you. By asking these questions, you don’t put any pressure on him and he knows 
that he doesn’t have to sign anything right now. So he is open and relaxed. But you start with asking some 
open questions and you ask in such a way that he agrees to consider your product the next time. This is 
already half the battle in selling.
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The goal of pre-selling and pre-closing questions is to make the client aware
 of certain situations and solutions. You will use those techniques in the first meeting

 so that you know what to present in the second meeting.

More pre-closing or pre-selling tools and questions:

- Considering I could present you with an o�er next time that would fulfill all these conditions and points 
   that we just talked about, would you be willing to buy this product?
- If I could show you a solution that could solve this problem, would you take advantage of my proposal?
- What if I told you that we could resolve all these problems with only $200 per month? Would that be 
   worth it?
- If I can show you how you can retire 5 years early. Would you consider hiring me?

In case his response is not 100% clear or he brings up objections, you could say things like:

- Of course. But if you really, really like what I will have to show you, would you at least consider it?
- Which conditions will have to be fulfilled for you to be 100% happy so that you would buy this product? 
   Ok, then I will try to fulfill these points.
- So do I understand you correctly that if I present you with a solution next time that makes you 100% 
   happy, would you then buy from me?

Only if you get a positive answer or feedback in the first meeting by using pre-closing questions, you 
should move forward. If not, you will not close a deal and you will waste your time. You don’t need a sure 
answer the first time. But you need a good indication that he is at least open to look at your proposal. 

If he responds positively, I also tell him that he should be excited to meet with me next time. I build up 
more curiosity and excitement and I will let him know that he will be very happy with the result. 

Another way to use pre-selling techniques is to draw pictures while you are explaining things to your 
client. If he can see it on a piece of paper while you explain something, it is much more powerful and the 
next time you can use the same pictures and drawings to bring back what you have mentioned in the first 
meeting. 

80% of closing happens in the first meeting. If you did a good job with your pre-closing 
questions, there is a good chance that you will close the deal in the second meeting.
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#22: Dealing with price issues

Price is seldom a reason why clients don’t buy a product.

A study from Harvard University shows that 94% of all selling decisions are not based on price issues. Price 
is only important when it comes to commodities or raw products.

The most important thing is to find out from your client why he is concerned about the price. Ask him if 
price is his only issue. It can be that price is simply an excuse.

Your job as a sales person is take away any possible objections about price in advance. You could say: I 
know that price is important but is it ok if we talk about it a little bit later on?

Focus on the needs of the client. The value of the product must appear to be much bigger than the price. 
Clients are more concerned with getting a fair price instead of getting a low price. If you focus on the 
advantages of the product, price is always relative and subjective. 

If a client says that the product is too expensive then it is because the qualities of the products were not 
made clear to the client. The price is always in relation to the benefit. If the benefit seems to be less than 
the price, the client will feel that it is too expensive. But if he sees that all the advantages and benefits are 
greater than the price appears to be ok.

Don’t defend the price and don’t start a price discussion with a client. 
You can only lose. Make sure that the price is never the only factor but things

 like quality, service, time, benefits, etc. stand together with the price.

Sometimes it is smart to start like this: Mr. Client, our product is the most expensive product compared to 
the competition. But let me tell you why this is the case. In the end you will find that it will be well worth 
it. So let me begin by explaining some of the features and advantages that the competition doesn’t have.

By bringing up the price issue yourself, your client will not be able to use it against you later on as an 
objection. Often it is better to start with the price and not to shock the client with the price in the end of 
your sales presentation. If he is constantly thinking about the price and how much it will cost him, he will 
not listen properly or be open to the positive advantages of the product.
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Statement

This brochure is based on my personal experience, my knowledge and influenced by many books that I have read. Everything that I 
have written is done with the best intentions. The strategies and tips have helped many people to improve their lives. I hope you 
understand that NM International, Inc. or I cannot be made liable for any statements made. If you would like to copy some of the 
content, please ask our head o�ce first for written permission. If you like what you read, please refer us to other people.

Do not duplicate or distribute without permission

This brochure contains propietary content and must not be duplicated or distributed without written permission. No portion of this 
material may be shared or reproduced in any manner under any circumstance whatsoever without advanced written permission from 
Norman Meier and NM International, Inc. No portion of this brochure or any Norman Meier or NM International, Inc. product or 
material is intended to o�er legal, medical, personal or financial advice. NM International, Inc. has been taken every e�ort to ensure we 
accurately represent these strategies and their potential to help you grow your business. However, we do not purport this as a “get rich 
scheme” and there is no guarantee that you will earn any money using the content, strategies or techniques displayed in the NM 
International, Inc. products. Nothing in these products is a promise or guarantee of earnings. Your level of success in attaining similar 
results is dependent upon a number of factors including your skill, knowledge, ability, connections, dedication, business savvy, business 
focus, business goals and financial situation. Because these factors di�er according to individuals, we cannot guarantee your success, 
income level, or ability to earn revenue. You alone are responsible for your actions and results in life and busines, and by your use of all 
the Norman Meier and NM International, Inc. materials and/or products, you agree not to attempt to hold us liable for any of your 
decisions, actions or results, at any time, under any circumstance. The information contained herein cannot replace or substitute for 
the services of trained professionals in any field, including but not limited to financial or legal matters. Under no circumstances, 
including but not limited to negligence, will Norman Meier, NM International, Inc. or any of its representatives, employees or 
contractors be liable for any special or consequential damages that result from the use of, or the inability to use, the materials, 
information or success strategies communicated through these materials, or any services following these materials, even if advised of 
the possibilities of such damages.

Results disclaimer

The results of using this products will vary depending on your circumstances, time commitments, and overall application of these 
programs. Based on these factors it is possible that the use of this product will generate little or no results for you. The use of this 
product do not guarantee financial improvement, business improvement, or personal improvement. Anything that you apply from the 
materials you learn, is done at your own risk.


