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Keys to Overcoming Objections �

 

Hi everyone, 
 

Welcome to the November edition of the Kick the Recession 
newsletter for Health and Leisure retailers . 
 

The November issue focuses on the steps involved in  

Successful Sales as well as Overcoming Objections to help you 
maximize your 2009 sales efforts.   
 

We are also very pleased to announce the completion of; 

www.canadianhottubretailer.com 

Don’t take the objection as a negative. Objections indicate that the buyer is interested and wants 
to be sure before they buy. If they weren’t interested they wouldn’t object. Always ensure you 
understand the objection correctly and completely. 
 

The keys to overcoming objections are: 
 

· Listen to the customer and don’t interrupt 
the customer when they are stating the 
objection. 

· Restate the objection back to the customer 
to ensure you have heard them correctly 
and ensure this is the concern they have. 

· When you restate the objection you can 
easily turn it into a question by repeating it 
verbatim and attaching a tie down. 

· Empathize with the consumer. 

· Answer and overcome the objection and confirm the acceptance. 

· Maintain a positive attitude. 
 

The old saying - put yourself in their shoes is a good rule to follow, however, always be sure to 
take your own shoes off before putting theirs on.  Focus on re-qualifying the customer. 
 

·  Bring out common objections yourself and deal with them early. 

·  Objections are often a misunderstanding on the customers’ part, not resistance. 

·  If you can overcome the big objection the customer often sells themselves. 
 

Keep the door open with every customer who leaves.   
 

Ensure they know they are welcome back, even if it’s just for more information or to look around. 
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“We want to go home and think about it”. Does that sound fa-
miliar to you? It is the number one ‘objection’ our prospects 
say to us when we finally ask them to buy our products. 
 

 Successfully dealing with objections and stalls is one of 
the fundamental concepts sales professionals need t o 
master if they wish to improve their closing averag es. 
 

  There are many crucial steps that lead to a sale and if they 
are not presented at the right time in the correct order, you will 
be far closer to hearing “We want to think about it” than mak-
ing the sale. 
 

 The steps of the sale are the essential building blocks or sequence of events that will 
move your prospect towards making a buying decision. The product is irrelevant in the 
sales cycle; it can be hot tubs, swimming pools or million dollar real estate purchases. 
The steps of the sale remain the same. 
 

 Every successful sales professional understands the importance and value of the dif-
ferent steps of the sale and how they help to move or ‘transition’ the prospect from one 
step to the next, ultimately resulting in a sale. Using the steps of the sales is the only 
way you can be sure all the crucial steps that contribute to the sale have been com-
pleted. 
 

 The steps to every successful sale should include: 

 

 · Greeting 

· Establishing credibility 

· Discovery 

· Product presentation 

· Creating urgency 

· Closing the sale 

· Addressing objections 

· Follow-up 
 

 One crucial area that most sales people can see immediate improvement in is master-
ing how to successfully address AND overcoming objections.  
 

The majority of sales people I have worked with are very unaware of the value of un-
derstanding the crucial steps as they work to eliminate objections before they are 
raised. In the absence of this knowledge, they encounter objections that stop them in 
their tracks. 
 

How well do you handle objections? 
 

 · Are you just mediocre in your reply, good, or really great at it? 
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Examples of Buying  

Signals include: 

 

This is great!  

  

Does it come in a different 
colour?  

  

Do you have others in 
stock?   

 

Do you do financing?   

 

What’s the monthly  

payment? 

 

How long is that special on 
for? 

 

This would be perfect 
honey.  

 

How long does it take to 
have one made? 

 

Don’t be afraid to ask if you 
feel the it’s the next logical 
step or when the customer 
gives you a Buying Signal. 
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Examples of Trial Closes: 

 

 Is this the colour you 
want? 
 

 Would you like a (option) 
on your spa? 
 

 We could have it to you 
this weekend? 
 

 Do you need a couple of 
minutes to decide which 
options are best for you? 
 

 It fits you perfectly, is this 
the one you want? 

 

 

 A trial close is anything 
that you can use to gauge 
where your customer is at 
in the process.  
 

Assume they are going to 
make the purchase and 
communicate accordingly. 

  

If the customer has an 
“objection” then address 
the objection accordingly.  
 

HOW MANY  

CUSTOMERS LEAVE 
YOUR STORE WITHOUT 
EVER BEING ASKED IF 
THEY WISH TO  

PURCHASE A SPA? 

· Do you remember great responses only AFTER your prospect has left your store? 

· Do you have a method for understanding and handling any objection? 

· Do you find yourself mumbling and fumbling or worse yet; do you sit there dumb-
founded in front of your prospect, not knowing what to say next? 

· Do you find yourself completely changing the subject hoping your prospect won’t no-
tice? 
 

Ask yourself how well you follow the steps of the sale listed above. Do you gloss over 
steps feeling they are not important? Do you rush into giving the price without building 
enough value first? If you haven’t effectively ‘walked’ your prospect through these im-
portant steps, you may run into objections that could have been easily overcome ear-
lier in your presentation.  
 

The reality is “We need to think about it” is not a really an objection; it is a stall tactic to 
put you off so your prospect doesn’t have to make a decision. A true objection is more 
tangible and specific in nature than your prospect simply saying, “We need to think 
about it.” They are hiding the real reason they don’t wish to move forward for fear that 
you may completely understand their objection and overcome it; you need to find the 
true objection if you are to make the sale. If you have followed the steps and built 
great rapport, you will probably get an objection that is far more specific than, “We 
need to think about it.” 
 

So just where does the objection, “We need to think about it” come from? Your pros-
pects’ individual reasons can be many; it is up to you to find out what the true objec-
tion is AND why they bring it up. Often this objection stems from the following areas, 
which you may be completely unaware of: 

 

· No Perceived Value in Spa Ownership 

· No Trust in You or Your Products 

· Perception of Superiority of a Competitor’s offering 

· Lack of Funds to Purchase the Offering 

· The False Perception “It is Safer to do Nothing” or Fear of Making Any Commit-
ment 

 

Understanding these, and many more percep-
tions when your prospect says with “We need to 
think about it”, are easily addressed if you know 
how what your prospect is really saying. I have 
devoted an entire chapter to “Overcoming Objec-
tions” in my new book “The ultimate hot tub and 
pool $ales book”. In fact, I will give this valuable 
chapter to you for FREE. Simply go to my website 
and sign up for my free E-book on “Overcoming 
Objections”.  
 

Enjoy. Learn. Prosper. Share. 
 

Marco Longley 
 

www.top10salesandconsulting.com 
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Marco’s sales seminars 
and sales training book 
examine the numerous 
and crucial steps required 
to ‘close the sale’.  

With over 3 decades of 
sales experience, he has 
‘walked the walk’ and now 
shares his experiences 
and insights that have 
resulted in continuous 
record breaking sales 
figures. 


