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Chapter 1: Get Clients to Sell 
Themselves 
 

 Let’s start off this whole shebang by talking about 
what getting clients to sell themselves is not. It means not 
making many statements and never speaking at people.  
Instead, it’s using strategically placed questions to help 
people come up with their own answers. 
 
 What most reps do in their sales process is what I call 
the “hope and pray method.”  This is when we meet a client, 
and that client is willing to grace us with their time, so we 
pitch them. We ask them questions, we do a great job fact 
finding, and then we come up with this great plan, and we 
pitch it to them. Finally, we “hope and pray” they say yes to 
the plan.  If your clients tend to respond with “I have to 
think about it” when you reach the end of your close, then 
there’s a good chance you’re relying on the hope and pray 
method. 
 

To avoid the “hope and pray method” you must be 
willing to make a paradigm shift. That’s not easy to do. It 
starts with recognizing that you are stuck to yourself, and 
your clients are stuck to themselves. It is the human 
condition. Let me explain. If I’m selling you something, you 
can easily say no.  But if I am simply a conduit asking you 
questions to help you develop your own visions, ideas, and 
plans, then the process changes. Now, you are selling 
yourself, and it’s hard for you to say no.  That’s the key.  To 
say no means you are rejecting your own ideas, and it�s not 
only difficult for you to do this, it�s also kind of silly to do so. 
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A step beyond consultative selling 
 
 Most of us are familiar with the concept of consultative 
selling. Consultative selling is extremely useful and 
necessary, but it only does half of the work.  We gather the 
facts, and use consultative selling in the first meeting.  But 
then for some reason in the close, we stop being a 
consultant, and we start pitching. 
 

Very few people in sales tell you not to make 
statements, but they should. When you make a statement, 
such as "You should diversify your risk" or "To be successful, 
you need to save some of your money safe and some of 
your money risky," that’s when you get the client to say, 
“I’m going think about it.”  

 
If there is only one thing you take away from this 

chapter, it should be this. At the end of the meeting, if a 
client says, “I’m going to think about it,” that equals failure.  
So many people think, “I’m going to think about it,” still 
equals a success.  But the problem is when we think that is 
an acceptable result, we are simply “hoping and praying” 
that the client is going to want to move forward.   

 
On the other hand, when you ask questions and the 

client comes to their own conclusions and answers, you 
make the process as simple and clear to him or her as 
“water is wet.” You have now anchored the answers to your 
questions in the client’s mind. Any time you refer to a 
question in the future, you are essentially asking the client, 
“Mr. Prospect, is water wet?”  Now the client won’t say, “Let 
me think about that. I’ll get back to you.”  They will simply 
say, “Yes, of course water is wet.” 
 

Here’s an example of what I mean. Most reps go into a 
meeting with a client and say, “Since it’s important for you 
to save and take care of your risks, let’s do that.” They may 
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even say, “When we talk about saving, we want to save in 
different places.  We want to save risky, and we also want to 
save safe.  Today we’re going to talk about saving in safe 
places and next time we’ll talk about saving in risky places. 
Sound good?”  Next, the rep will explain about safe places to 
save money, and may even use an anchoring question at 
the end, and say, “Is saving money important to you?” 

 
Now, let’s think about what’s going on in the client’s 

mind. Are they truly committed to the fact that saving safe 
(or even saving money at all) is something they should do?  
They’ve been told they should do it, but is it really 
something they think they should do? 
 

Instead, turn this into a question that gets your client 
to think about whether saving is a good idea, and allow 
them to come to a conclusion on their own. Here’s an 
example of what this looked like for a rep I know in a real 
conversation with a real client: 

 
Rep: “Do you think it’s important to save?”  

 
Prospect: “Yes.” 

 
Rep: “If you’re going to save, should you put all your money 
in risky places? Should you put all your money in safe 
places?  What should you do?” 

 
Prospect: “I want to put some of my money in risky places 
and some safe.” 
 
Rep: “Are you sure?” 
 
Prospect: “Yes.” 
 

Notice at the end of the conversation the rep asked, 
“Are you sure?” This allows the rep to get double 
commitment.  This is doubly confirming in the client’s mind 
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that they want to save. Remember, it’s important to give 
your clients the latitude to draw their own conclusions. 
Doing this creates a very non-hostile environment. The 
second you say something like, “people should do this” or 
“people should do that,” you’ve blown it. 

 

The power of the “mini close” 
 

After hearing what we just talked about, many reps ask 
me, “Is that really getting them to sell themselves just 
because they answered whether they want to save safe or 
save risky?” 

 
The answer is yes.  You’re not finished yet of course, 

but when a client tells you they want to save, you really are 
getting them to sell themselves. Every time you get your 
client to say yes to something, and come to that conclusion 
on their own, you are getting them to sell themselves with 
what I call a “mini close.” 

 
A lot of financial reps ask me, “What’s your close?”  

Believe it or not, my close is, “What are your thoughts?” 
Period. Reps usually respond by saying, “That doesn’t help 
me.” Well, that’s because I’ve mini closed my client dozens 
of times before I actually even give them the opportunity to 
buy. That way, it’s not like I’m sitting there dangling a 
carrot, I’m just saying we’re going to keep going through 
the steps. We build the carrot as we go. 
 

When I get to my close and say, “What are your 
thoughts?” I’ve mini closed them so many times already that 
their response is nearly always positive.  The funny thing is, 
it may not even really answer my question.  My clients 
usually respond with, “Sounds good.” 
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Here’s what it looks like. “My recommendation is that 
you should do this, but what are your thoughts?” The typical 
answer: “Sounds good.” 
 

Set the stage to be an advocate 
!

As financial reps we are looking for people to say yes.  
The problem is that most reps are looking for people to say 
yes to the rep’s plan.  What you really want is for people to 
say yes to themselves.  You want people to say yes to 
what’s important to them.  It has literally nothing to do with 
you or your plan. 

 
Why is this true? Matthew Kelly, Author of The Dream 

Manager, says "people are stuck with themselves. It�s a 
human condition and it�s hard to cure.� 
 
 By continually having your clients answer yes to your 
questions using their own logic and opinions, you are getting 
them into a routine.  You’re building a pattern.  Through this 
process you’re helping them discover what’s TRULY 
important to them and it’s essentially impossible for a 
person to disagree with their own thoughts. They are 
literally “stuck” with themselves.  Additionally, when you 
avoid imposing your opinions on them, they feel good about 
where the meetings are going and they find value in them. 
 

Before you start implementing this process for selling, 
there is one thing you may want to consider.  At first glance, 
this will seem like a negative, but stick with me.  You’ll soon 
see why it isn’t.  

 
What is the thing I want you to consider?  This 

technique does not sell EVERY client.  This technique will 
even upset some prospects. If a client literally ONLY wants a 
sales pitch and they are a skeptic, they will start asking you 
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what your angle is and what you’re getting at with these 
questions.  

 
I look at it this way. I’m not going to spend my energy 

unless I know this is truly important to the client. Some 
clients will get so offended by that boundary (of not being 
willing to put forth energy unless they’re fully committed) 
that the meeting is over before we even get started.  But, 
this is such a select few.  Less than 1% in my anecdotal 
experience. 
 

Have you ever heard the expression, “When you try to 
appeal to everybody, you appeal to nobody?”  Using this 
technique you’re appealing to 99 out of a 100 clients, but 
you’re going to alienate that 1 person. Many reps have been 
so afraid of alienating that 1 person throughout their career 
that they actually feel a sense of freedom when they finally 
realize that not only does it make logical sense, but it also 
allows them to finally stop having to work with clients who 
aren’t fully committed and drain their energy. 
 

Whatever you do, don’t fall victim to the mentality that 
there just aren’t enough clients out there. That’s scarcity 
thinking, and we have a natural tendency to look at the 
world around us and try to make sure every door is open. 
I’m suggesting you actually want to proactively close the 
door on clients that aren’t committed to their vision.  We get 
scared of doing that because there is one less door 
available, but what we don’t see is that this client will end up 
being a short-term client that drains our energy. 

   
It can be particularly scary for the rep that has the 

million-dollar client sitting in front of them for the first time. 
When it’s your biggest potential client and this is happening 
to you, it’s even more important to be certain your client’s 
motivation comes from his or her own vision.  The bigger 
the client, the more demanding they will become when they 
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realize they don’t know why they are doing something and 
they don’t see it as their own vision. 
 

Sell me a pen 
 
 I once coached a rep named Bill who asked me, “I 
understand the concept here, but what does it look like 
when you’re actually getting clients to sell themselves?  Can 
you show me an example?” 
 
“Sure.” I said. “Sell me something. Anything. And I’ll help 
you see how it can be done by getting the client to sell 
themselves.” 
 
“OK.” He responded. “How about this pen?” 
 
“Perfect.” I said. “Go ahead and sell me the pen.” 
 
He hesitated for a moment and started to speak. 
 
“Um. This pen here, Karl, this pen has one of the best ink 
mechanisms you’ll ever find because when you write with it, 
it doesn’t get ink all over the place. It also has an anti-slip 
cover, and it has a clicking mechanism so when you’re done 
writing, it doesn’t get ink all over your backpack. I love this 
thing.” 
 
“What do you want me to do with that?” I responded. 
 
“I want you to buy the pen so…” he added, “I might say, 
well what do you think about this pen?” 
 
“I think it looks like a nice pen.” I responded. 
 
“Well, do you think you want to buy it?” he asked. 
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“I could.” I said. “But I’d have to think about it. First I have 
to talk to my wife about this, but there’s a good chance I’m 
going to buy that pen.” I continued. 
 

Now, I realize selling someone a pen is a stretch, but 
that’s typical of how it might really go down. Instead, here’s 
how it looks when I turn the process into getting the client 
to sell himself: 
 
“Bill, do you know much about pens?” I asked. 
 
 “Um, I know a few things about them.” He said. 
 
 “Well, is writing important to you?” I asked.   
 
“Yes.” 
 
“It is?” I reconfirmed. 
 
“Yes.” 
 
 At that moment Bill stopped the role-playing. He looked 
at me and said, “So I spent all my time telling you about 
how cool this pen was. I talked about the ink mechanism, 
how it has an anti-slip cover, and how it will never get ink all 
over your backpack.” 
 
“Yes.” I replied 
 
“And you’re telling me that none of that matters?” 
 
“Not a bit.” I said. “The reason it doesn’t matter is that the 
process doesn’t start by determining the best features of the 
pen. It starts with figuring out why someone would be 
motivated to even consider wanting a pen at all.” 
 
“Why is it so important to ask me about my motivating 
factor? Is it to hook me?” Bill asked. 
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“It’s to get you to hook yourself.” I said. “Because you can’t 
separate yourself from yourself. If you say writing is 
important to you, and you say having pens is important to 
you, and I have a pen, and I say ‘do you want this pen?’ 
What are you going to say?” 
 
“Wow.” Bill said. “That’s cool.” 
 
 The best part about this process is your clients will only 
consider buying your products and services if they align with 
their own values. That is, they will either want to work with 
you because what you have is important to them, or you can 
mutually agree not to work with each other at all. 
 
 When I discovered this way of selling, I felt a 
tremendous sense of freedom, and a renewed passion for 
performing a service that enhances the lives of my clients. 
Once your client realizes why their own vision is important 
to them, they will be so much more grateful to you when 
you help them achieve it. This means you’re no longer 
selling to clients all day long. You’re coaching clients to align 
themselves with their own values so they can achieve their 
dreams. 
 
 
 
 
If you’re ready to take YOUR practice to the next level, click 
here to receive the full version of the eBook instantly: 
 

http://ruletheroomfinancial.com/product/run-a-more-
efficient-practice-ebook  

 
 
 
 
 


