The Perfect Close Mind Map

[Some definitions are too broad}\l
[Some definitions are n‘ﬂnipulat'n.re]- )
[Somedefini‘tions are all or nothing-| g
(Neil Rackham Definition}’
[‘{ou are communicate desires unintentionall}\

[ Mirror Neurons \
[ Micro-sxprassions | Science ©L ]-\

[ Paralanguage
[Wi‘th the right mindset your body sends the right signaﬂ-
(What exactly is the right mindset3”]
(Howto I adopt the right mindset’|
Sharing intent}

[ The Difference Between Sales Objectives & Call Objective; |

[Howto Set Sales onject'n.resB( Planning = Success @

Adopt the right mindset@

Common Mistskes A

How to set Call Objective

[ The 2 Magic Pre-call Questions

Your value ropostion |—( 1. Why Should this Client See ME'K:(}\ T
|

~
Ideal Advance | \
Specific & Measurable II |
Center on the sction theywill take ||
Call Objectives |

Move the sal= brward )
[Ele Fom the prospect’s perspective

Brainstorming Advances |"

Sirengthening Your Advances

2. What Do | Want My Prospective Client to Do% ]\‘
1
[

(The Disappearing Sales Process

Training Your Client |\'|
( Extrepolation Bias | |
Science L,
Cognifive Biases a |
You Are The Biggest Factor |'\ |
\
When Clients Go Silent |

Huthwaite Research |

Common Mistakes A4y h.l

((The Key to Adding Value is Freparation

4
The 3 Magic Pre-call Questions 17

I
3. How Can | Provide Value on This Encounterg ]J
I

ﬁ

/
What Do Client's Consider Valuable? }/

[ What buying stapge is your prospect in?

(L
High-Value Qussfions |-

(Helging Clients Se= the Fath 1o Success
New Kieas & Concepts
Education }|

[ Mews, Trigger Events, Industry Insights

Walue

[ 1.Position you 8= & frue professional and advisor

(2Heighten the impartance to your meating }\'|

3.Define the mesting’s objectives

[ 4 Show potential attendees why it is important to attend

£.Set expeciations

The important functions of an agenddal }\
\

Collaborative Meeting Agendas E

8. Help invitees prepare

[ T.Provide structure and sequence to the meesting }}

(2.Dedicats time to establish action items and next staps ||

[9.Fro\ride 2 way to messure the success of the meeting ]/

1.Logistics
2 Meeting Objectives

[ 3 Housekeeping

|
Required ElementsE@ ]/|

4 ltems |

5. Mext Steps/Action [tems - I
Agenda Examples

M
|mss’

© James Muir - Best Practice International ® www.PureMuir.com MUIR

1. It's Easy
[A 2 It's Flexible

3. Doesn't reguire changing who you aré

® Why learn The Perfect Close? More educated |
|| 4. Clients feel: K~ in contral |

Wou are & cons uliant & facilitator ]
\{ 5. ¥ ou will close more sales}
([ Sales Gambits = Manipulation)
[ A MYTH#1 - Closing Gambits Work]
| {MYTH#2- Alway Be Closing)
MY TH #3 - Closing Gambits Work on Large & Small Sales]

|

& Myths of Closing K~{" Y TH #4 - Closing Gambits Show Y ou Want the Busined

MYTH #5 - Clients are happier after making a decision|
{so closing gambits are for their own good)

I MYTH #6 - The Sale Will Close Itse]
MYTH #7 - Salespeople Fear Asking for Comm'rtmen]
I,{ My non-sales backgroung

What | leamed

/{What Is the Value of‘r‘ourTimeﬂ

Definitions Close

@ What's the difference between an Advance & a Close?

Action & Energy

Commitment'Cons istency

f Conternplative
' REEEY
R ch
| I,
| Walue Proposition

7 The Value of Planning

_ - |
7 Planning Your Mext Encounter]{;—[lz Elements of Sales Encounter Planning§

|| Agends

Research Planning Form
& Example Forms

Sales Encounter Planning Farm |
|’r| Initial Question
[ The Muances of Question One

Follow-Up Question

A ? The Perfect Close Questions

[ s Getting it Wrong/Comman Mistakes |

| What if they say No?

Softening Statements

The Fall Back

The Add-Cn |

The Reverse Order ]

|
|
% The Perfect Close Model
(e sz
| \fariations
|

\ \[ Glassic Application - Something Special |

“ Best Practice Principles

The Perfect Close



