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Fifteen minutes into Security Sales Mastery I just lit up. It was 
like pulling the critical log off a logjam. I now have so many 
ideas that the whole thing flows, and we have already started to 
increase our sales.

Garrett Auld, Sales Manager
Hue & Cry Security
Redding, California

I have been in sales and sales management for over twenty 
years. I have yet to find a program as comprehensive and 
effective as yours at increasing business. In the first month we 
implemented your program we enjoyed our highest sales dollar 
month in 15 months. We are now on target to achieve our 
aggressive sales goals, and I attribute a great deal of our success 
to your knowledge, programs and commitment to results.

Dan Foxx, General Manager
All-Guard Systems

Hayward, California

Outstanding! Very practical resources for home security 
professionals. Thanks!

Jeff Brummett, President
Ovation Security

Indianapolis, Indiana

My sales staff and I have just read your book and thought it was 
great!  We’ve applied some of the tactics such as the security 
audit and coming to an agreement while we’re there and it’s 
been working great.

Cliff Wright, General Manager
Home Security & Sound

Kihei, Hawaii



I read Security Sales Mastery cover-to-cover over the weekend 
and then ordered copies for my entire sales staff. Excellent ideas 
and tools to improve the sales process and maximize results.

Craig O’Neil, Vice President
HomeBridge Security

Deerfield Beach, Florida

Awesome! Just like your earlier book, Marketing Magic, but 
updated for the 21st Century. It really takes the guesswork out 
of security sales and marketing.

Dan Boyd, President
Boyd & Associates

North Hollywood, California

Our dealers gave great reviews on your security sales semi-
nar. Our attendees tell us that they used what they learned to 
increase their sales. And we have success stories to prove it!

Ron Lenz, Sales Manager
Alarm Suppliers, Inc.

San Franciso, California

I just wanted to let you know how much we’re enjoying your 
book. It’s been very inspiring and given us a chance to reset our 
strategy on sales. Even our guys who have been around a long 
time (since the 60s and 70s) and gotten a little set in their ways 
have learned a lot and it has really increased sales. We appreci-
ate your work and the positive effect it’s having on our business.

Ed Ocean, Systems Consultant
Alarm Security Protection Company, Inc.

Waterford, Connecticut



I’m totally on board with the message in Security Sales Mastery.   
Our sales guys are starting to catch fire with your ideas and con-
cepts. It’s become my sales Bible.

Edward Michel, Vice President
Valley Alarm

Sun Valley, California

Security Sales Mastery is exactly what I’ve been looking for. I’m 
very excited to have all of these new ideas and tools. 

Kelly Washburn, Security Manager
iTech Secure

Cedar City, Utah

Security Sales Mastery is really good! Many systems for lead 
generation.

Raul Mendiondo, Owner
National Security & Communications

San Antonio, Texas

Great book! I felt as though I had hit a wall. Thanks to Security 
Sales Mastery, I am feeling more confident than ever. I finished 
reading it two days ago and have already closed a deal using 
the strategy in this book. 

Tom Willet, Sales Manager
Safeco Security

Oklahoma City, Oklahoma

I am very impressed with the program. There are many new 
ideas we are looking forward to implementing. Security Sales 
Mastery is exactly what I was hoping for and what we needed. It 
far exceeded my expectations.

Tony Hufstetter, Owner
Avery Security

Wentzville, Missouri



I cannot tell you how impressed I am with Security Sales 
Mastery. I have way too many things to do than I have time for 
these days and I certainly didn’t plan on reading your book from 
cover to cover as soon as I got it. The problem was that once I 
started reading it, I simply couldn’t stop!

Bill Murray, President
Evergreen Security Systems

Everett, Washington

Anybody who takes the time to study, adapt and apply the 
principles you’ve outlined in Security Sales Mastery is going to 
find themselves among the top 5% of successful people selling 
security systems. Of equal importance, it’s a great primer for 
sales managers to use in sales training. Everyone in sales in the 
security industry should have a copy.

Ron Davis, Davis Marketing Group and 
“The Big Idea with Ron Davis” 

(Security Sales Magazine)

Thank you very much Greg for writing this book. It covers 
everything in security sales: how to close a deal, negotiate, 
security sales marketing. I really wish I would have found it 
earlier. I think everyone working in the security sales field 
should have a copy.

Amaro Tagarro, Chillida Sistemas de 
Seguridad, S.L., Barcelona, Spain

Security Sales Mastery is hands-down the best security sales 
resource in the industry.

Scott Gordon, ASG Security
Raleigh, North Carolina
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If you’re anything like me you hate spending money and time 
on a book or other training program only to find out it wasn’t 
what you wanted or needed. So let’s cut to the chase. This book 
is for security sales professionals who:

• Want more business opportunities and to have more fun 
selling. 

• Want to turn a sales job into a professional career.  

• Are struggling to find and close business. 

• Hate cold-calling and want qualified, ready-to-buy prospects 
to come to them, day-in and day-out.

• Are doing fine but want to take things to the next level—to 
dominate their market area and put fear in the hearts of the 
competition. 

This book is also for security business owners or managers who:

• Want to make their sales teams more productive in creating 
opportunities and closing sales.

• Would like to grow their business with a sales team but have 
no idea what to do with them once they’re on board.

• Have strong technical skills but little or no sales training. 

• Hate the idea of using “old school,” manipulative sales 
tricks.

Is This Book 
for You?
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• Are frustrated by a lack of results from yellow pages, direct 
mail, print ads, telemarketing or other forms of “traditional” 
advertising.

If some or all of those descriptions fit your situation then you’ve 
hit paydirt. But if you’re a dyed-in-the-wool Harry or Sally 
Hardclose who believes that the best way to prospect is to 
“dial for dollars” and the best way to sell is to “Always Be Clos-
ing”—and you’re satisfied with the results—my advice is to stop 
right here. You’ll find no telemarketing scripts or “killer closes” 
in these pages. 

The main focus of this book is to show you a new way to devel-
op opportunities and bring in business. A lot more business. 
How to transition from worn out, “old school” prospecting and 
sales techniques to an integrated process that works in today’s 
world. A process used by top-tier security consultants to win the 
lion’s share of new clients and dominate their competitors.

The ideas in this book are the result of many years of field test-
ing and are proven to produce phenomenal results. They can 
help you turn a run-of-the-mill security sales job into a highly 
satisfying, well-paid and rewarding career. But as with many 
things in life, there’s an “if” involved. 

You’ve probably heard the saying that knowledge is power. But 
is it really? I don’t think so. Knowledge is only potential power. 
Many people read books, attend seminars or listen to audio 
programs to improve their knowledge, but relatively few actu-
ally put what they learn into practice. You can have all the sales 
knowledge in the world but if you don’t actually use it, what 
good is it? 
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This is where the “if” comes in. The time you spend reading and 
absorbing the ideas in this book will be one of the best invest-
ments you’ve ever made—if you put them into action and use 
them.

The simple fact is that knowledge isn’t power until it is 
unleashed through action. So make a conscious decision right 
here and now to apply what you are about to learn to your own 
situation. If you do, I guarantee you will be much more success-
ful in your security sales career.

Join Me at securitysalestraining.com!

Reading this book will be a great start toward boosting your 
sales success. But it’s really only a start. The most important part 
of this process is to systematically apply its concepts, day in and 
day out, and to stay informed about new security sales ideas, 
tools and techniques. To assist you in that area I’d like to invite 
you to join us at securitysalestraining.com, where you will have 
access to a wide range of additional security sales information 
and training resources and a Security Sales Mastery online mod-
ular course that supplements and expands on the concepts in 
the book, including new marketing and sales advances and live 
Q&A coaching sessions. 

See you there!

Greg Rankin

P.S. If you’re interested in additional marketing and business 
development support, I invite you to visit securitymarketing.
com.

https://securitysalestraining.com
https://securitymarketing.com
https://securitymarketing.com
https://securitysalestraining.com


You can get everything you want in 

life if you help enough other people 

get what they want.

Zig Ziglar
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Before we dive into the specifics of the security sales mastery 
program, it’s critical that you first buy in to the reasons behind 
the process. That’s because without the right mind-set you’ll just 
“go through the motions.” 

It’s true that if you robotically apply these ideas even a half-
hearted effort will produce results. But you won’t enjoy the 
incredible success that’s possible if you completely believe in 
what you’re doing and why you’re doing it. And you won’t have 
nearly as much fun! 

Understand from the outset that I’m not going to ask you to 
memorize a specific, one-size-fits-all home security sales pre-
sentation. And I won’t be covering a set of “killer” closing rou-
tines for you to learn word-for-word. But don’t let that worry 
you. You’re going to end up with something much better—a 
proven process for security sales success.

Standardized, “off the rack” sales pitches, like those often made 
with a PowerPoint presentation or flip chart notebook, simply 
don’t work. In fact, they often end up doing more harm than 
good. Most home security prospects won’t sit silently and pas-
sively still while you “educate” them about your products and 
services. Even if they do, it’s unlikely they’ll be on board when 
you ask them for an agreement to move forward and buy.
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This approach isn’t effective for a number of reasons, the most 
important of which is that “canned” sales pitches don’t get at a 
prospect’s specific needs or engage them in a two-way dialog. 
You need to talk with your prospects, not at them. This single 
idea alone, when put into practice, will have a dramatically 
positive impact on your success.  

The problem with memorizing traditional closing routines is that 
they come off sounding manipulative and insincere. Today’s 
more sophisticated prospect can see exactly what you’re try-
ing to do and becomes aggravated and annoyed. They often 
find these clumsy closing attempts laughable. More than a few 
have told me they started chuckling under their breath when a 
salesperson tried to use an old saw like “ Feel-Felt-Found” or the 
“ Ben Franklin” on them. Worse yet, these canned approaches 
don’t take advantage of a true sales professional’s natural talents 
and abilities. 

The  security sales success mindset requires that you stop think-
ing like an “old school” salesperson, if that’s what you’re 
doing. It means you have to stop thinking in terms of “bringing 
in deals” and start thinking in terms of helping your prospects 
solve their problems and get what they want and need. You 
have to stop thinking about selling specific products and servic-
es and start thinking in terms of what products and services will 
be of greatest benefit to your clients. 

It’s all about moving away from a “ pushing products” frame-
of-mind to being solely focused on helping your prospects get 
what they want and need. Because when you do that, they will 
give you what you want and need.
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Don’t accept the common but misguided idea that you and your 
prospect are in some type of gladiatorial battle where one wins 
and the other loses. A sale should result in a win for everyone 
involved. 

One of my favorite sales trainers, Zig Ziglar, puts it this way: 
“You can get everything you want in life if you help enough 
other people get what they want.” That’s the best definition of 
selling I’ve ever heard. Helping people get what they want so 
you can get what you want.

Anatomy of a Security Sales Professional

I often work with people in our industry who don’t have a sales 
background but want or need to start selling. Many are former 
installation technicians who decided to start their own compa-
nies and were suddenly confronted with the fact that they had 
to go out and sell. At that point, panic set in. 

When I ask why, they often reply that they aren’t “natural sales-
people.” I ask them to elaborate, and they usually explain that 
they don’t have the “gift of gab” and are somewhat introverted 
and reserved. They shudder at the thought of having to use 
hardball closing tactics and manipulating people into buying. 

Not the makings of a great salesperson, right? On the contrary. 

Many of the most successful security consultants started without 
a traditional sales background. Compared to the stereotypical 
salesperson who has the “gift of gab,” they’re introverts. But the 
truth is, introverted people who like to solve problems have a 
much better chance of being successful in sales than people 
who love to hear themselves talk. 
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Given the choice, I’d much rather have an interested introvert 
than an interesting extrovert on my sales team. A salesperson 
who is genuinely interested in his clients and helping them 
solve their problems will bring in more sales than a “Slick Wil-
ly” type who thinks regaling his prospects with war stories or 
entertaining them on the golf course is the way to sales nirvana. 
Better yet, those customers are far more likely to be loyal, life-
long clients. Clients who will return to that salesperson again 
and again and send along a steady stream of referral business.

Don’t get me wrong. Many extroverted and gregarious security 
salespeople are highly successful. Properly channeled, those 
qualities are great assets. But for those types the challenge is 
often learning how to talk less and listen more. I’ll get much 
more into this idea in the pages ahead. For now, rest assured 
that if you’re hesitant about going into sales because you don’t 
see yourself as a “typical salesperson,” this program should 
change your mind. 

The fact is, if you have a genuine affection and concern for 
people and their well-being, can relate effectively on a personal 
level and love to solve problems, you have the makings of a 
security sales superstar.

You Want Clients, Not Customers 

You may have noticed that I use the word “client” instead of 
“customer.” This might seem like a small thing, but the underly-
ing idea behind it is actually a pretty big thing. It’s a mind-set 
thing. 

So what’s the difference between a customer and a client and 
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why does it matter? The way I see it, customers are simply 
purchasers of products and services, but clients are much more 
than that. Clients are people with whom you have long term, 
mutually beneficial relationships. Insurance agents, attorneys, 
business consultants, investment advisors and other profession-
als don’t have customers, they have clients—and so should you. 

Clients want more from a relationship than customers. Beyond 
the product or service itself, expert advice and guidance is very 
important to them. This value-added service is what sets true 
security consultants apart from mere alarm system salespeople. 
It’s what allows them to sell more, sell easier and command a 
premium price.

The Real Deciding Factor

Do you have any proprietary products or services that are spe-
cifically unique to your company? Products or services that 
aren’t also available to your competition? For most security 
companies, the honest answer is “no.” So then what causes a 
security system buyer to choose one company over another? 
Is it price? Sometimes, but only if the customer truly believes 
that one company provides no additional value over another. 
In other words, if they believe a security system is a commodity 
like salt, sugar or airline seats. 

It’s easy to fall victim to the idea that the number one reason 
people choose a security system is price. After all, don’t all 
security companies offer pretty much the same thing? The prob-
lem, of course, is that when you focus on price you set yourself 
up to be seen as a commodity. And since most security com-
panies don’t know how to set themselves apart (differentiate, to 
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use a bit of marketing jargon) they follow the crowd and hang 
their hat on price just like their competitors. They become a 
“me too” commodity. So what happens? All the customer is left 
with on which to base a decision is price, which reinforces the 
idea that price is what matters. It’s a vicious circle.

Since national security companies focus on price, smaller 
companies believe they also need to focus on price in order to 
compete. But the exact opposite is actually true. As a David to a 
national company’s Goliath, if you use the same weapon (price) 
you’ll lose. You need a way to differentiate yourself in a way 
that changes the playing field. As a local company you have 
strengths, including speed, flexibility, local-market knowledge 
and contacts (to name a few) that a large company can’t match. 

What if you’re a security consultant for one of the Goliaths? In 
that case, your objective should be to augment your organiza-
tion’s promotional efforts with strategies that effectively posi-
tion you in your own sales territory. In other words, marry the 
national strength of your company with the advantages of a 
local presence.

Change the Game

Think back to your 8th grade history class for a moment. How 
did the Colonials win the Revolutionary War against the far 
larger and more powerful British Army? 

At first, the Americans tried to go “head-to-head” with the Brit-
ish Regiments, using the same “straight ahead” tactics that had 
them standing in rows like so many targets. The result? Quite a 
few major, bloody losses. 
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But then the Continental Army changed the rules of the game. 
They started using the “guerilla” tactics of the Indians, including 
quick ambushes from the trees. This change in battlefield strat-
egy inflicted numerous casualties on the British, demoralized 
their troops and turned the tide of the war.

So the focus of this program is to help you change the rules of 
the game and start winning the lion’s share of your battles. In 
fact, the ultimate goal is to put you in such a dominant position 
that you take your competition completely out of the picture. 
You’ll not only change the game, you’ll change the playing 
field. And you’ll be the home team!

Here’s the central idea. What it usually comes down to, and I 
want you to pay very close attention right now, is that in situa-
tions where the prospect perceives the product or service to be 
a commodity—that is, interchangeable with the competition—
the most powerful factor influencing the security buying deci-
sion is the  prospect’s experience with the salesperson and the 
sales process. The “sales process” includes how you develop 
your business opportunities.

How do I know? Because for over 20 years I’ve been a partici-
pant on countless home security sales calls as a salesperson, 
sales manager and training consultant. I’ve seen and learned 
first-hand what separates the very best and most successful 
security sales professionals from the rest. The methods, pro-
cesses and techniques top-level security consultants use to build 
reliable streams of opportunities and quickly and easily turn 
prospects into clients. These are the secrets I’m going to share 
with you in the pages ahead. 
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What Sets Top Security Salespeople Apart? 

Let me give you a little history so you have a better understand-
ing about the source of the exciting and powerful ideas that 
follow. 

After receiving a freshly-minted MBA (please don’t hold that 
against me) I spent the first four years of my career with Allstate 
Life Insurance. During my tenure with Allstate I worked directly 
with some of the most successful security salespeople in the 
country—  insurance agents. That’s right,  security salespeople. 
When you think about it, to a very large extent insurance agents 
and security consultants offer their clients the same thing: secu-
rity and peace-of-mind. Needless to say, I learned more from 
the company’s top agents than I had in any of my MBA courses. 

In 1987 I left Allstate to accept a position as marketing director 
with a company called  Westec Security. At the time, Westec 
was one of the largest residential security companies in the 
country and dominated the highly competitive market in South-
ern California. The company had around 60 salespeople work-
ing out of seven branch offices and supported a network of 
highly successful independent dealers across the country and 
internationally. 

After joining Westec, one of the first things I wanted to know 
was which of the company’s salespeople were the most suc-
cessful. What I quickly learned was that out of this group of 60, 
nine “superstars” brought in over 80% of the sales revenue each 
and every month. That’s right. Fifteen percent of the salespeople 
were responsible for more than 80% of the sales results. 

You may already be aware that this isn’t at all an unusual situ-
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ation. In fact in large sales groups this is the norm, and it has a 
name. It’s called the Pareto Principle, also known as the 80/20 
rule. 

In a nutshell, the Pareto Principle states that 80% of the results 
come from only 20% of the causes. In the case of sales teams, 
80% of the sales are produced by 20% of the salespeople. In 

From the Trenches
It was my third week with Westec and I was out on some sales calls with Judi 
Stein, the top sales consultant in our Pasadena branch office and the fourth-
highest producer (out of 62 salespeople) in the company.

We pulled up in front of the first house, a modest three bedroom with an 
aging Ford in the driveway. Having already been on some sales appointments 
in affluent areas like Beverly Hills, Brentwood and Rancho Palos Verdes 
where Westec signs dominated the neighborhoods, I thought to myself, 
“This will be a waste of time. Definitely not in our target market.” I silently 
wondered why Judi hadn’t done a better job qualifying this particular lead.  

Less than an hour later we were out the door with a $2,800 sale, a check 
for the full amount in hand. (Just to clarify, beyond the initial introductions I 
hadn’t said a word and had nothing at all to do with the success of the call.)

Our second appointment wasn’t until later in the afternoon, so we stopped 
for lunch. As we ate, I confessed to Judi what I had been thinking when we 
had first pulled up to the house that morning. Judi simply said, “Greg, it’s 
true what they say. You can’t judge a book by its cover.”

We finished lunch and headed out for the second call. This time we 
pulled into a large circular driveway in front of a hillside estate with all the 
trimmings: Mercedes in the driveway, Jaguar in the 4-car garage (along with 
a boat), a fountain filled with ornamental koi and a breathtaking view.  I 
thought “Slam dunk. Definitely Westec material!”

Well, as it turned out these folks were up to their eyeballs in red ink and had 
the worst credit score I’ve ever seen. No sale here. It was obvious that the 
simple lesson Judi had taught me over lunch hadn’t sunk in. 

The moral of the story? Think of the word SALE as an acronym that stands for 
Sell All Leads Equally. Don’t make assumptions and, as Judi advised, don’t 
judge a book by its cover.
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my experience this principle is absolutely true. In addition to 
security and insurance I’ve worked with sales teams in many 
other diverse industries, from home improvement to software, 
and it’s true there, too. In fact, I’ve found in most cases it’s 
closer to 90/10, with 10% of the salespeople bringing in 90% 
of the business. If you’re in a larger company, my guess is you 
see the Pareto Principle at work in your organization as well. 
Not surprisingly, I had seen this very same principle in action at 
Allstate. 

So during my first year with Westec I focused on studying what 
it was that made these top salespeople so successful. Why did 
these superstars stick around for years, bringing in the lion’s 
share of the business and making great incomes, while the bot-
tom 85% was in a constant state of disarray and turnover? 

Was it that they happened to be in plum market areas? A couple 
of them were in great areas for home security sales, like Pacific 
Palisades, Newport Beach and Beverly Hills. But these sales-
people weren’t the top producers. Westec’s top salesperson, 
a great guy by the name of Paul Poppler, was in Riverside, a 
solidly middle class but by no means upscale or affluent area. 
And keep in mind that Westec charged a premium price. We 
were always at least a thousand dollars more expensive than the 
competition.

Then were these top producers just naturally great salespeople 
with some common special talent that helped them pull in busi-
ness? Well, they were certainly a great group of people. But 
their personalities and methods were strikingly different. Three 
of them were quite extroverted and charismatic—stereotypical 
salespeople that “could sell ice cubes to Eskimos.” The other 
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six, however, were actually introverted and even a little shy. 
But after spending time working with all of them I discovered 
that they did have a common attitude toward—and way of 
approaching—the profession of selling. They shared a winning 
sales process.

In a nutshell, what set these top salespeople apart were two 
things. The first was the way they developed their own new 
business opportunities. They all, without exception, had set 
up highly effective programs that kept their sales appointment 
pipelines full. Each had created very different programs, all on 
their own and without any assistance from the company, that 
matched their own personalities, strengths and interests. 

Although these programs were all very different they had a com-
mon foundation and strategy, and each of them produced very 
impressive results. Better results, in fact, than the company’s 
yellow pages ads, direct mailers, telemarketing calls, billboards, 
TV commercials, radio spots, newspaper ads and other promo-
tional efforts. And they were far less expensive. Most of these 
programs cost next to nothing except an investment of time and 
effort. They weren’t complicated, but they were ingenious. 

These consultants always had plenty of opportunities in the 
pipeline. In fact, they were so busy with their own book of busi-
ness that they turned up their noses at so-called “office leads” 
and refused to run them. Some had even hired their own staff 
to help maximize results from their mini “empires.” (I actually 
shouldn’t have been too surprised. Once again, I had seen the 
same situation at Allstate.)

The second thing that made these sales consultants so suc-
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cessful was that they used a different and more effective sales 
process than their less successful (and usually struggling) peers. 
While there were differences in the details, the underlying, 
foundational approach was the same. The essence of this com-
monality was the way they positioned themselves not as sales-
people, but as valued security advisors. 

A Shift in Strategy 

Armed with this information, I completely redeveloped West-
ec’s sales training program from the ground up. New sales train-
ees were taught how to set up their own highly-effective busi-
ness development programs in their market areas. Programs that 
matched their own personalities, interests and strengths with 
what would be most effective in their assigned sales territories. 
They were shown how to keep their opportunity pipeline full, 
so they had a minimum of two quality sales appointments each 
and every day. 

Just as importantly, they learned a completely new sales process 
to effectively turn those opportunities into sales—on the first 
call. 

The results went far beyond my expectations. Over the course 
of the next year we hired 42 new salespeople. Only eight left 
the company by the end of their first six months. Before that 
time the fallout rate would have meant losing 25 of them (most 
in the first 90 days) and starting all over again. 

By the end of the second year the Pareto Principle was well 
behind us. We now had 76 salespeople and 48 (63%) account-
ed for 84% of the sales results. 
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It’s not that the other top-performers were selling less. In fact, 
because of the extra support we gave them with their own pro-
grams and through the sharing of ideas, they were selling even 
more. It was that we had a lot more salespeople bringing in a lot 
more business. The program was so successful it was featured 
in quite a few business publications, including Advertising Age, 
the Los Angeles Business Journal and Marketing Week. 

Since those early days I’ve had the chance to work with hun-
dreds of security companies and sales consultants. I’ve par-
ticipated on countless home security sales calls and learned 
much more about what sets the most successful security sales-
people apart from the also-rans. Most importantly, I’ve carefully 
observed the reactions of prospects during these calls. How they 
responded, how involved they were and, above all, whether or 
not they became clients—and why.

I’ve also talked with hundreds of people directly after a secu-
rity sales call, either one-on-one or in focus groups, to get their 
thoughts about the process. These conversations have been 
supplemented with thousands more written surveys. 

And that’s a big part of what makes this program so unique and 
powerful. It’s not just based on my own experience but on the 
actual, real-world results of many highly successful security 
salespeople, supported by direct feedback from thousands of 
security system owners throughout the United States, Canada, 
Australia and Great Britain. This “straight from the source” infor-
mation clearly reveals—in vivid detail—what works and what 
doesn’t when it comes to selling home security systems. 

The good news is that this winning security sales process can be 
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duplicated, and that wherever this process is implemented the 
results are always the same. Far more sales opportunities and a 
higher percentage of those opportunities turned into long-term, 
highly-satisfied clients. Better yet, security salespeople follow-
ing this methodology have more career and personal satisfac-
tion because they enjoy the profession of selling security much 
more. 

The fact is that if you learn and put into action the strategies 
and tactics we’ll cover together in the following pages you can’t 
help but be successful. Sound good? Then let’s push on!

 



You are not what you think you 

are. You are what you think. 

Nothing can stop the person with 

the right mental attitude from 

achieving his goals; nothing on 

earth can help the person with the 

wrong mental attitude. 

Thomas Jefferson
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Sales is one of the greatest professions of all time. When you 
think about it, there aren’t too many other jobs out there where 
you can you do so much good for so many people. Where you 
have an opportunity to create so many great, long-term relation-
ships and solve so many problems. To help people get what 
they want and need and have a positive impact on so many 
lives. 

In no other industry is this more true than in the security field, 
where salespeople provide life safety and peace-of-mind. Espe-
cially in today’s world, what’s more important than that? 

Clients see the most successful salespeople as being in a differ-
ent and higher category. In fact, they don’t see them as tradi-
tional salespeople at all, but as trusted advisors. This is how top 
security salespeople are viewed by their clients, because they 
take proactive steps to position themselves that way. 

If you want to dominate your market and maximize success, 
you also need to take steps to create this image in the eyes of 
your prospects and clients. These steps take shape in the form 
of a superior sales process. Armed with a better sales process, 
you will create far more opportunities and close them at a much 
higher rate. The way you sell will become your most powerful 
competitive weapon.

The Sales Success 
Mindset: A Different 
Way of Thinking
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Moving to this higher level requires understanding that you are 
not selling security systems (and especially not alarm systems), 
any more than a doctor is in the business of selling prescription 
drugs. You provide ways for your clients to solve their security 
problems, reduce their anxiety, lessen their fears, eliminate their 
worries and protect their loved ones. The products and services 
you provide are only the tools you use to achieve those results. 

The best security consultants understand the critical need to 
focus on what I call “emotional hotspots.” Knowing how to 
uncover and solve your clients emotional hotspot problems is 
the key to security sales success. We’ll return to that idea again 
and again in the pages ahead.

Position Yourself as a Trusted Advisor

It’s unfortunate but true that the very word “sales” conjures up a 
negative image for a lot of people. That’s because too many so-
called salespeople have muddied the waters for the rest of us by 
using manipulative, deceptive, heavy-handed practices.

People love to buy, but they hate feeling like they’re being sold. 
Sales or “selling” is something most people perceive as being 
done to them. Anything that causes a prospect’s “I’m being 
sold!” meter to go off causes resistance, which makes it much 
more difficult to lead them to a positive buying decision. That’s 
why I cringe whenever I hear or read a “sales trainer” say that a 
sales appointment is a battle between a prospect and a salesper-
son. 

On the other hand, people do want expert advise and guidance 
when making a major purchase decision. That’s why they often 
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turn to “consultants,” “specialists,” or “advisors.” What they’re 
looking for and need when making a major purchase is a trusted 
expert who will help guide them to a decision that is in their 
best interest. 

Salespeople who understand this critically important fact win, 
time and time again. That’s why it’s crucial that you take steps 
to create this perception in the minds of your prospects. You’re 
not a salesperson—you are their personal security advisor. 

You can start this positioning process with something as simple 
as the title on your business card. Your title should convey the 
idea that you provide expert assistance for your clients—you 
don’t “sell” them. For that reason, if you’re not already, I sug-
gest you take the word “sales” out of your title and instead use 
something like “Security Consultant” or “Home Security Spe-
cialist.”

Some very successful security salespeople use “Family Security 
Consultant” to differentiate themselves even further. As one of 
them explained it to me, “home security” conjures up images of 
protecting “things,” while “family security” expresses the idea 
that what she really does is provide life-safety. A very smart 
move on her part, as her title taps into the emotional basis on 
which virtually all home security sales are based.

On more than a few occasions I’ve had sales managers resist 
this idea. They’re proud to be salespeople, and rightly so. I 
completely understand their position. But as with anything in 
sales and marketing, who is the focal point? That’s right—the 
prospect. Who is a business card designed for? Right again—the 
prospect. Besides provide contact information, what else is a 
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business card supposed to do? Bingo. Create a positive image 
with the prospect. So if we agree that prospects don’t want to 
be sold and do want to work with a trusted advisor, what’s the 
logical conclusion?

Of course, creating the right perception doesn’t begin and end 
with the title (or even titles—see “From the Trenches” on this 
page) on your business card. This is just an example to get your 
thinking moving in the right direction. As you’ll soon see, a 
variety of tools and techniques are used to build this percep-
tion throughout the process. A perception that will compellingly 
lead prospects to want to become your clients.

Put the Close in Perspective

Which part of a car is more important, the engine or the wheels? 
Which part of a play, the first act or the last? When you bake a 
cake, is flour or sugar a more essential ingredient in the mix? 

My guess is you’re saying to yourself, “Those are some pretty 
stupid questions. A car needs an engine and its wheels or it’s 

From the Trenches
Even though he’s very proud to be one, Dan Miller of Arlington, Virginia 
doesn’t refer to himself as a security salesperson. Instead, his many titles 
include Family Security Consultant, Child Security Specialist, Seniors 
Security Specialist, Construction Security Consultant... even Storage Security 
Consultant. Dan has a different set of business cards and marketing materials 
for specific target markets.

Why so many titles? As Dan explains it, “There’s a lot of competition out 
there, so I need to stand out in a way that’s important to my prospects. If I 
can get them to see me as an expert in their particular situation, that gives me 
a real advantage.”

Dan obviously understands the power of positioning
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not going anywhere. A play wouldn’t make much sense with-
out a first act or the last. And how can you bake a cake without 
flour and sugar?” Of course, you’re absolutely right. 

Now let me ask you another question. Which part of the sales 
process is the most important? When I pose this question to 
salespeople, the most common answer (followed closely by 
“overcoming objections”) is “the Close.” Guess what? That’s the 
wrong answer. 

Now don’t get me wrong. I’m not suggesting getting an agree-
ment from your prospects to make a buying decision isn’t 
important. Let’s face it—if your prospects don’t buy you’re not 
going to last very long in the world of sales. But if you don’t 
pave the way first, a “killer close” won’t bring in a sale. It’s like 
trying to put a roof on a house without first laying down the 
foundation and putting up the supporting walls.

In traditional selling, the close is thought of as a distinct event in 
the sales process that occurs at the end of a sales presentation. 
That’s why it’s called the close. It’s the point where the salesper-
son pulls out all the heavy, take-no-prisoners closing artillery. 
The Ben Franklin Close. The Refrigerator Close. The Parachute 
Close. The Insurance Close. The list goes on and on. 

It’s quite possible you’ve been trained in some of these tech-
niques. Advised to memorize the “top 20 killer closes” word-
for-word so you can “overcome” objections and bring in deals. 
But how comfortable do you feel when you use them? My guess 
is, not very. 

The reason you’re not comfortable is because—when used in 
the wrong way, at the wrong time or in the wrong context—
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these paint-by-numbers closing routines often do more harm 
than good. 

The improper use of closing techniques is largely responsible for 
the negative image the sales profession has with so many peo-
ple. They’re usually perceived by prospects as manipulative and 
put them on the defensive. You can practically hear the gates 
slam shut when you use them. And when you get right down to 
it they’re relatively ineffective, because when someone’s on the 
defensive it’s very difficult to get him to relax and do business 
with you. 

Think about it. Do you like to be “closed?” Let’s say you’re out 
looking for a new computer and a salesperson demonstrates a 
high-end model for you. After looking at the price tag you say, 
“That’s a little more than I had in mind.” Without missing a beat 
the salesperson replies, “I know it’s a little pricey, but isn’t qual-
ity important to you?” How would that make you feel? What 
are the odds you’d respond, “You know what, you’re absolutely 
right. I’ll take it!”

Or imagine the salesperson had just finished a “50 Killer Closes” 
seminar and said, “If you were in an airplane that was dropping 
out of the sky, would you want a budget parachute guaranteed 
to open half the time or a high-quality parachute guaranteed to 
open 100% of the time?” (The actual verbiage in the Parachute 
Close is much longer.) What would be going through your mind 
now? Is the salesperson moving you toward the sale or the near-
est exit—while you make a mental note to never return?

Most people find these clumsy attempts to pressure them into 
buying just that—clumsy. Worse yet, they find them at least 
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mildly insulting. This fact is backed up by interviews with secu-
rity prospects and clients. I can’t begin to count the number of 
times prospects have told me how ridiculous and annoying they 
found a particular salesperson’s hardball closing tactics. Many 
who were leaning toward making a purchase decided at that 
point they would not do business with that salesperson under 
any circumstances. And they certainly wouldn’t refer their 
friends.

When a salesperson applies pressure, a prospect’s natural reac-
tion is to push back. So salespeople who try to close this way 
often do more harm than good. Not only do they bring in fewer 
sales than they would with a more effective process, they leave 
a bad taste in the mouths of their prospects, who are likely to 
relate that bad experience to friends and neighbors. In effect, 
these are negative return sales calls  because they can badly 
damage the salesperson’s reputation—not to mention the repu-
tation of his company. Certainly not the result you’re looking 
for.

The word “close” itself is just a very bad way to think about the 
process. It sounds like you’re putting the client in a box and 
closing the lid, when what you want is a positive, long-term, 
win-win situation with your clients. When you think about it, 
you’re trying to open that relationship, not close it. Closing is 
something a salesperson does to a prospect, not something the 
salesperson and prospect do together, which is what creates a 
strong bond and loyalty.

Then am I against all traditional closing tactics? Do I advocate 
some type of “soft sell” approach where everyone ends up all 
warm and fuzzy but deals don’t get done? Not at all. Confused? 
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Think about it this way. A scalpel, in the hands of a skilled 
surgeon, can be a lifesaving tool in situations where surgery is 
needed and other good options have been exhausted. But in the 
wrong hands, or in situations where surgery isn’t a good idea, a 
scalpel can kill—quickly.

The key is to know when and how to ask your prospects for a 
decision to move forward. To do it in a way that doesn’t make 
them defensive and compels them to want to do business with 
you and you alone. More importantly, with the right sales pro-
cess you won’t have to close your prospects in the old-school 
sense of the word because they will be ready and anxious to 
buy from you.

Stop Selling Home Security Systems

I often hear (and maybe you’ve been told yourself) that people 
don’t want to buy home security systems. You know what? 
That’s true. People don’t want home security systems. Now 
before you start considering a career change, let me explain. 

Marketing types like to say that people don’t want a drill , what 
they really want is a hole. What the drill can get them. But 
when you think about it, that’s not quite right either. People 
don’t want a hole. A hole is simply a means to something else. 
For instance, they might need a hole so they can hang a picture 
on their wall. (Stay with me, because if you understand this con-
cept it will really pay off.)

Now peel it back a little more. Why do people hang pictures on 
their walls? 

Did it come to you? People hang pictures on their walls because 
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those pictures give them an emotional benefit of some kind. 
Those pictures, photographs or paintings might inspire them. 
Bring back memories. Make them feel successful. Any of a 
number of different reasons. The key point is those reasons are 
based on emotion. So even a basic tool like a drill is purchased 
for some type of emotional benefit.

Do you see how this is also true of a home security system? 
People don’t want keypads, sensors, PIRs, smoke detectors or 
any other security equipment. They want the emotional benefits 
those products will give them. So your job is to first uncover 
and understand those underlying emotional needs. Only after 
you have this understanding should you determine which of 
your products and services will take care of those needs. That’s 
what great security salespeople know how to do. Uncover emo-
tion-based needs first and only then move to solutions. If you 
don’t uncover at least one emotionally-based security need, you 
will have a very difficult time making a sale. 

As should now be apparent, the focus of this program is to give 
you a completely different approach to selling. One that works 
much better for both you and your prospects than “old-school” 
sales presentations and tricks.

What I’m not going to do is walk you through how to handle 
every conceivable situation that might come up on your sales 
calls. For starters, that wouldn’t be possible. But more impor-
tantly, that’s not what you need. What you need is a process 
that will work in any situation, no matter what comes up. A 
process that will allow your natural talents and abilities to shine 
through. A method and framework you will enjoy using and that 
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results in more satisfied clients. That you will certainly have by 
the time you complete this program. 

Just as importantly, you will have the right mind-set and attitude 
for sales success. Armed only with this process and mind-set, I 
guarantee you will outsell 90% of the salespeople out there—in 
any industry.

To continue this mind-set transformation, let’s jettison the word 
“close” from our sales vocabulary. Our job as professional 
security consultants involves arriving at mutually beneficial 
agreements and long-term relationships with our clients. So let’s 
replace the word “close” with one that does a much better job 
of capturing the essence of what we do, and that word is agree-
ment. 

Next, stop thinking about this agreement as only taking place 
at the end of a sales call. Instead, think of the entire process as 
working through a series of small positive decisions that lead, 
persuasively and inevitably, to that big agreement—a buying 
decision.

The Structured Security Sales Process 

There are basically three types of sales presentations: the mono-
logue, the professional visit and the structured sales process.

In a monologue sales presentation, the salesperson talks. And 
talks. And talks some more. All without ever really engaging the 
prospect in a two-way dialog. The result? A lot of bored, disin-
terested prospects and not too many sales.

The professional visitor seems to believe that her job is to make 
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as many friends as possible. She thinks it’s enough to show 
up for a sales appointment with a big smile on her face and a 
song in her heart. If the prospect wants to talk about last night’s 
playoff game for a half hour, the professional visitor goes right 
along. So while the salesperson may have a new friend, she 
doesn’t have much to show in the way of sales results. 

Don’t get me wrong. Establishing rapport and getting your pros-
pects to relax and engage is crucial. And with some personality 
types, which I’ll discuss further in Chapter 8, this type of verbal 
engagement is especially crucial. But the point is not to make 
social chit-chat the entire focus without ever getting down to 
business.

The most successful security sales professionals approach the 
job of selling with the skill and precision of a highly trained 
surgeon. They know exactly what it is they need to do and how 
they need to do it. They have a deliberate and pre-planned sell-
ing process.

Now when I say planned I don’t mean “canned.” Although 
situations will be similar, no two sales appointments will be 
identical. You have to effectively deal with and adapt to many 
different personality types. You need to know how to make the 
proper adjustments for every situation. Your prospects are also 
going to have a fairly wide range of security-related needs. For 
instance, your focus and approach with a family who has just 
experienced a home invasion will differ markedly from a couple 
who wants to install a security system before they leave on 
vacation. 

But that doesn’t mean you shouldn’t use a structured approach 
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and try to “wing it” on your sales calls. Having a method and 
framework to operate within actually gives you more freedom 
to maneuver. It allows you to enjoy selling far more and makes 
you much more effective, because with a track to run on you 
don’t always have to be thinking about where you’re going 
next—you already know.

In the same way a cardiac surgeon knows exactly what steps are 
required for a successful heart bypass operation, you know what 
sequence of steps is necessary to move your prospect to a posi-
tive purchase decision.  

Having an effective framework to operate within frees your 
mind to actively listen to what your prospect is saying, rather 
than frantically searching your mind trying to come up what 
you’re going to say or do next. This freedom will let you be 
more creative and effective on every single sales call. 

Due to organizational necessity, I cover these elements in what 
appears to be a definite, sequential order—but the process is not 
directly linear. For example, while rapport-building is the main 
objective of the warm-up, it goes on throughout the process. 
The goal of needs identification is to uncover buying motives, 
but needs— especially latent needs, which I’ll explain soon—
will also be identified during system design. And while pros-
pects most often raise objections when you ask for agreement 
and during negotiation, objections can (and of course do) occur 
at any time.

So while the major elements are to some extent sequential (for 
instance, you have to ask for an agreement to move forward 
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before negotiation can begin), they are also fluid and can over-
lap. This will become clear as we move ahead in Section Three. 

Of course, before you can put your stellar sales skills to work 
you need to get yourself in front of living, breathing prospects. 
So in Section Two we turn our attention to maximizing your 
face time with large numbers of highly qualified buyers.



If a man does not know to what 

port he is steering, no wind is 

favorable to him.
Seneca
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You can’t hit many home runs if you don’t get enough at-bats. 
So let’s talk about how to maximize your turns at the plate, 
starting with what might sound like a strange question. 

Do you know why fish such as sardines, mackerel and herring 
swim in schools? Or why animals like gazelle and zebra migrate 
in herds? Because there’s safety in numbers. Swimming in large 
groups or being part of the crowd in a herd of animals makes it 
difficult for predators to focus on a single target. (Yes, I watch a 
lot of Discovery Channel™.) What’s this got to do with sales? As 
it turns out, quite a bit. 

The primary reason many salespeople have a difficult time 
creating new business opportunities is because they don’t know 
where and how to focus their efforts. But the most successful 
security consultants understand that sales is a game of “niches.” 
They know how to focus on and position themselves with spe-
cific, high-potential market segments. They understand the need 
to tailor their prospecting efforts and message in a way that gets 
their prospects’ attention and compels them to ask for a sales 
appointment. 

There are a number of highly effective ways to create large 
numbers of high-quality sales opportunities, which I’ll cover in 
detail in the next three chapters. But first, it’s important for you 

The Market for 
Home Security: 
How to Identify the 
Best Prospects
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to have a good understanding of the segments that make up the 
market for home security. Like a big game hunter, you need to 
understand your quarry if you want to maximize your chances 
for a successful hunt. With this understanding as a foundation, 
it’s also much easier to see why these programs work as well as 
they do. And in-depth understanding empowers you to create 
your own unique business development programs.

How Large is the Market for Home Security? 

While estimates vary, the percentage of homes in the United 
States that currently have a security system is somewhere 
around 25 percent. About 75 percent of those systems are moni-
tored.1 Of course, these numbers vary widely depending on the 
area. 

Given that there are around 94 million single family homes in 
the U.S., that means the total potential market for new system 
sales is somewhere between 64 and 74 million.2 Of course, if 
yours is one of the relatively few companies that also targets 
multi-family units your numbers will be higher. (Homes that 
already have security systems are targets for conversion. I’ll get 
to that a little later.)

While these broad national figures are interesting, for most 
security companies and consultants they’re not very useful. 
That’s a very large school of fish, and what really matters is how 
many of those unsecured homes are in your market area. For 
instance, assuming 30 percent penetration, there are roughly 
680,000 unsecured homes in Harris County, Texas, 360,000 in

1 Source: Parks & Associates, Home Security Update. 
2 Source: United States Census Bureau. 
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King County, Washington and 65,000 in Cumberland County, 
Maine. As you can see, the more you start to narrow down the 
market the easier it is to focus. This information is especially 
useful when setting up sales territories. But this is just a start.

The Three Need Intensities

The focal point of all selling efforts is prospect needs. No 
need, no sale—it’s that simple. But a need, in and of itself, isn’t 
enough. The prospect must both recognize the need and feel a 
sense of urgency to scratch that itch. If—and only if—those con-
ditions exist do you have an opportunity to make a sale. 

So let’s add another dimension to the total market size figures 
and divide prospects into groups based on the degree to which 
they have needs that are both recognized and urgent. 

HYPERACTIVE NEED PROSPECTS (2%-5% OF TOTAL)

If you’ve been in security sales for any length of time you prob-
ably know that it’s largely an event-driven business. Even if they 
think they need one, few people wake up in the morning and 
say to themselves, “I’m going to buy a home security system 
today!” Very often something has to push them over the edge, 
and that “something” is often (but not always) a burglary. 

After someone’s home has been burglarized, a need they didn’t 
recognize yesterday suddenly becomes their most urgent need 
today. Most people feel a sense of security in their own homes, 
but after a burglary that sense of security is shattered. When that 
happens, because it is such a basic need, people feel a height-
ened (if not frantic) sense of urgency to have that feeling of 
protection and peace-of-mind restored. 
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Did the burglary create the need for security? Of course not. 
The need was there before the crime was committed. All the 
burglar did was yank off the victim’s “rose colored glasses.” 

In situations where a burglary or other crime (such as a home 
invasion, assault or rape) has occurred, the victims have hyper-
active needs. 

In any given year, between two and five percent of homes are 
burglarized—roughly two million of the unsecured homes in the 
total U.S. market.3 But again, your interest is your own market 
area. So, for example, if you’re a security consultant in the St. 
Louis area the number that’s important to you is that roughly 
16,500 unsecured homes are burglarized each year—about 
45 a day. Of course, this number goes up when other crimes 
beside burglary are included.4

These prospects (most of them, anyway) recognize the need 
for security and have a great sense of urgency. The challenge 
for you is to be the one they turn to for help in the aftermath of 
these crimes.

ACTIVE NEED PROSPECTS (15% - 20% OF TOTAL)

While a burglary is the most common and obvious trigger for 
a home security system purchase there are many other security 
3 Per the FBI’s Uniform Crime Report, there are approximately 2,200 reported burglaries per 
100,000 residents (2.2 percent). However, the Center for Problem-Oriented Policing reports 
that up to 50 percent of residential burglaries are not reported, so the actual incidence of 
burglary is much higher. 
 
4 The FBI uses the Hierarchy Rule which “requires that only the most serious offense in a 
multiple-offense criminal incident be counted. In descending order of severity, the violent 
crimes are murder and non negligent manslaughter, forcible rape, robbery, and aggravated 
assault, followed by the property crimes of burglary, larceny-theft, and motor vehicle theft.” 
Since burglars often commit acts of violence this rule means the actual incidence of burglary 
is under-reported.   
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trigger events. Events or situations that occur in everyone’s life, 
at some time or another, when they are far more likely to have 
the kind of “emotional hotspots” a security system can cool off 
for them. 

In addition to actually becoming a victim, these are some of the 
most common reasons people install a home security system:

• There are burglaries or other crimes in the area. 

• They move into a new home in an unfamiliar area, 
which makes them feel more vulnerable.

• They get a new job that requires a lot of travel. This 
means their home is left vacant much the time, or that 
the wife and kids are left alone overnight on a regular 
basis.

• There is a high-profile, violent crime in a nearby home 
or residential area. Even a crime that took place on the 
other side of the country that receives a lot of media 
coverage can be a trigger.

• They get married or have a baby (especially a first 
child), which triggers a protective instinct in the man 
of the house. (Just to be clear I’m not being sexist, only 
reporting the facts.)

• They retire and start to travel on a regular basis, leav-
ing their home vacant for extended periods of time.

• They acquire something of value, such as jewelry, that 
is kept in the home. (Keep in mind that protection of 
material possessions, unless the client is emotionally 
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attached to them, is rarely a reason for a home secu-
rity purchase.)

• Someone in the family develops a serious, chronic 
medical condition that could create a need for an 
emergency response. (This includes protection of 
elderly members of the household.)

• A vacation home needs protection because it is left 
vacant most of the time.

• A woman no longer has her husband in the house, 
due to either death or divorce.

• There are children home alone for part of the day or 
night.

These types of prospects recognize a need, but the reality is that 
need recognition alone doesn’t always—or even usually—get 
people to start shopping for a security system. The anxiety and 
worry created by these trigger events are very real, but they 
don’t have the same emotional impact as an actual crime. Noth-
ing has actually happened, so people have a natural tendency 
to procrastinate. 

In some cases, prospects feel the worry and anxiety but don’t 
make the connection that a security system can solve their prob-
lem. 

In still other cases, people consider a security system but don’t 
start the shopping process. Why? First of all, people these 
days are extremely busy—buried is probably a more accurate 
description. 

On top of a lack of time, and for reasons we’ve already dis-
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cussed, dealing with salespeople ranks somewhere between 
having a root canal and changing a flat tire on most people’s list 
of fun things to do. So even if the trigger is present, it doesn’t 
mean the prospect will pull it without a nudge from you. In 
those cases where they do decide to act, you want to be sure 
that you’re the one they call.

While these active need prospects don’t have the same sense of 
urgency as those in the hyperactive group, there are a lot more 
of them. And the right lead development programs will open the 
door to these high-quality opportunities.

Each of those bullet points on the previous pages represent a 
“segment” of the total market for home security. A segment that 
is defined by specific needs and lifestyles. For instance, a fam-
ily with a latchkey child situation has a different set of security-
related needs than an elderly woman living on her own.

Why is this important? Because, as we briefly discussed in the 
last chapter, if you position yourself as a specialist with key 
market segments, people in those segments will want to do 
business with you versus your “generalist” competitor. This is 
a great opportunity for most security consultants, which we’ll 
discuss in further detail in the next chapter.  

LATENT NEED PROSPECTS 

Scientific research studies conducted by highly-respected uni-
versities have proven that home security systems deter crime.5 

5 The most often cited study was conducted by Dr. Simon Hakim of Temple University in 
1994, which concluded that homes with a security system are 2.2 to 3.1 times less likely to 
experience a burglary. In 2009, an even more comprehensive five-year study by researchers 
at Rutgers University found a clear correlation between security systems and a reduction in 
crime (The Impact of Home Burglar Alarm Systems on Residential Burglaries). 



How to Identify the Best Prospects

38

In fact, the more homes in an area with a security system the 
lower the overall incidence of crime in that area as a whole.  
Given those facts, it’s easy to conclude that everyone needs a 
home security system. That may very well be true. But for prac-
tical purposes, the reality is that a need is only a need if it is 
recognized as such by the prospect.

Being a victim is something people don’t want to think about —
so they don’t. They push the possibility to the backs of their 
minds. In this and many other respects, buying a home security 
system is similar to buying life insurance. After all, no one wants 
to confront the possibility of their own death, in spite of its 
inevitability.

People with needs they don’t recognize (or have pushed to the 
backs of their minds) are said to have latent needs. When it 
comes to creating opportunities with this group, the challenge 
is to bring those latent needs to the surface in order to get pros-
pects to focus on and deal with them. In other words, to trans-
form them into active needs.

The Dominant Buying Motive

While I’ve grouped prospects by their needs, it’s important to 
keep something in mind. Prospects can, and usually do, have 
needs that fall into more than one category. For instance, a 
prospect who has just been burglarized may also have a need 
for carbon monoxide monitoring or fire protection. 

However, there is always one need that is creating more emo-
tional discomfort for the prospect than the others. This is their 
dominant buying motive.
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Imagine that a 52 year-old man is brought into an emergency 
room with severe chest pain. The attending physician enters 
the room and sees a dark mole on the man’s forehead. As the 
patient clutches at his chest and winces in pain, the doctor 
examines the mole and starts talking about the need for a biop-
sy. That would be pretty ridiculous, wouldn’t it?

Yet security salespeople do the same kind of thing when they 
talk about something like CO protection without first addressing 
their prospect’s dominant buying motive. So your focus needs 
to be on the prospect’s primary emotional hotspot—where the 
prospect feels the most “pain.” Effectively relieve the highest-
level emotional pain first, and only then move on to other active 
or latent needs.

Conversion Programs

Obviously there are millions of homes out there that already 
have a security system. So those opportunities are lost and gone 
forever, right? Not in the least. As a matter of fact, those homes 
are great opportunities for new system sales and recurring rev-
enue.

This is true for a few reasons. First, if someone already has a 
security system what does that tell you about them? That they’re 
security conscious and already recognize the need for a system. 

Second, the sad fact is that most security companies do a ter-
rible job of staying in touch with their customers. Many security 
system owners tell me that the only time they hear from their 
security company is when they get the monitoring bill, and 
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they’re not happy about it. This lack of follow up and personal 
communication is an open door for you.

In our highly mobile society, it’s also a fact that many people 
move into homes with a security system already installed. They 
may contact the current security company to get the account 
changed over, but that doesn’t always (or even usually) happen. 
In these situations the new owners will have their own specific 
security needs, and since they already have a system installed 
it’s likely they will want to take advantage of it. Given that so 
many security companies delay in getting in touch with the new 
owners (or even recognizing that a change has occurred), this 
represents a golden opportunity for more marketing-oriented 
security companies and their sales teams. 

I’ll go over a number of conversion program strategies and tac-
tics in the next few chapters. 

The Marketing Process

So this is how the market for home security shakes out. First are 
the “hyperactive” crime victims. Given their high level of anxi-
ety and motivation they are the best prospects, and there are 
ways to help ensure you get more than your fair share of oppor-
tunities here. 

But if you try to live on this relatively small segment of the mar-
ket alone your sales pipeline will be relatively empty. The much 
larger opportunity lies with prospects who have active and 
latent needs. Identifying and effectively communicating with all 
these prospect segments is the role of marketing. No, marketing 
isn’t something that’s only done by corporate “suits” in some 
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“ivory tower.” The most effective marketing takes place in the 
field and is implemented by sharp salespeople. 

Although many people use the words marketing and sales inter-
changeably, the two terms are not identical in meaning. It’s easy 
to understand the confusion since both have the same goal—to 
create customers. But marketing is a far broader concept than 
sales. 

The term “sales” refers to the actual effort to get prospects to 
give you money in exchange for a security system. Sales is, in 
effect, a part of marketing—the last part. But there are other 
doors your prospects need to move through before you’ll ever 
get a chance to sell them.

A useful way to look at the relationship between marketing and 
sales is through the acronym AIDPA, which stands for Attention-
Interest-Desire-Preference-Action. These are the “doorways” all 
of us go through before buying anything, with sales represented 
by “action.” Moving your prospects through the first four door-
ways is what effective business development is all about.

STEP 1: GET THEIR ATTENTION

In the case of active and latent need prospects, the first and 
most important step is to get them to pay attention. Again, 
people these days are extremely busy and competition for their 
time is intense. The good news here is that there is a great deal 
of interest in crime and crime prevention, so the industry we’re 
in provides a number of ways to get our prospects to sit up and 
take notice.
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STEP 2: SPARK THEIR INTEREST

After you have your prospect’s attention you have a limited 
amount of time to bring their emotionally-based security needs 
to the surface and get them interested in addressing those needs 
as quickly as possible (to feel a sense of urgency). Of course, 
hyperactive prospects are an exception. In those cases the bur-
glar (or other traumatic event) has already brought those needs 
front-and-center. 

STEP 3: CREATE DESIRE FOR THE SOLUTION

Once a security-related need (or needs) is recognized, the next 
step is to get your prospects to see a home security system as 
the best way to address those problems and concerns.

STEP 4: MAKE THEM PREFER YOU

When a prospect has an urgent need and sees a home security 
system as the solution,  the next step is to ensure they see you as 
the best possible source of that solution. This leads to the sales 
appointment. The goal here is to have them consider you— and 
you alone—as the only legitimate and credible source and com-
pletely eliminate competitors from the picture.

STEP 5: GET THEM TO TAKE ACTION

Of course, when it’s all said and done what really counts is 
turning all those opportunities into sales. 

Security Marketing Strategies

It should be clear at this point that the “best” prospects are those 
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with hyperactive needs, followed by those with active needs 
and then latent needs. 

So should you only focus on finding and communicating with 
“hyperactive” prospects? Not at all. It would be virtually impos-
sible for you to get in front of every prospect that has just 
become the victim of a crime. Beyond that, you would miss the 
much larger opportunity in the other two segments.

The fact is, all three of these prospect groups will yield large 
numbers of high-quality opportunities, so you don’t want to 
neglect any of them. What you want to do is employ market-
ing strategies that will provide a steady stream of sales appoint-
ments from each group. 

These marketing strategies are positioning, skimming and inter-
ception. In the rest of this chapter I’ll give you an overview of 
what these strategies are all about, and then we’ll discuss spe-
cific tactical programs to put them into action.

POSITIONING

In their landmark book, Positioning: The Battle for Your Mind, 
Al Ries and Jack Trout explain:

To cope with the product explosion, people have learned 
to rank products and brands in their minds. Perhaps this 
can best be visualized by imagining a series of ladders 
in the mind. On each step is a brand name, and each 
different ladder represents a different product category.

Some ladders have many steps. Others have few (if any). 
Moving up the ladder can be extremely difficult if the 
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brands above have a strong foothold and no leverage or 
positioning strategy is applied.

To illustrate what positioning is all about, try this little mental 
exercise. When you think of the following products and servic-
es, which companies immediately come to mind?

• Personal computers

• Soft drinks

• Fast food restaurants

• Rental cars

• Retail stores

• Home security systems

Who did you think of first? If you’re like most people, you came 
up with HP, Dell and Apple for personal computers, Coca-Cola 
and Pepsi for soft drinks, McDonald’s and Burger King for fast 
food, Hertz and Avis for rental cars, Walmart and Target for 
retail and, in our own industry, ADT and Brinks.6 You didn’t 
really have to think about it, did you? The names just automati-
cally popped into your head. That, in a nutshell, is what posi-
tioning is all about. This built-in recognition factor plays a very 
large role in the success formula for these companies. 

So what does all of this have to do with you? Plenty. First, if you 
represent a large national security company, or even a major 
regional company, you can leverage the positioning efforts of 
your organization with your own highly-targeted positioning 
programs in your specific market area.

6 As of this writing Brink’s Home Security had changed its name to Broadview Security as a 
result of a spinoff from Brink’s in October, 2008. 



How to Identify the Best Prospects

45

But positioning isn’t a game played exclusively by the largest 
companies with the biggest advertising budgets. In many cases 
a relatively small or even regional player can take over a high 
rung on the positioning ladder in a specific market. Smaller, 
independent security companies (and even individual security 
consultants) can establish strong positions in the markets or 
sales territories they serve and be the first company (or con-
sultant) people in a community (or specific target group) think 
of when they think of home security. So when someone goes 
“hyperactive” they will think of and call you. 

Solid positioning programs establish you as a credible secu-
rity expert, which overcomes the “I don’t want to deal with a 
salesperson” obstacle. You can also use positioning programs 
to engage and educate latent need prospects, opening the flood-
gates to that very large source of business.

Leads developed through positioning programs are yours and 
yours alone. You will have very little competition for them and 
they close at a very high rate. A lead you develop yourself is far 
less likely to consider competitors and will be far less price sen-
sitive than one that comes from, for instance, the yellow pages. 

Better yet, it doesn’t take deep pockets or lavish spending on 
television ads, radio, direct mail or other traditional marketing 
methods to get there. To dominate your market you need to out-
think, not out-spend, your competition.

INTERCEPTION

Earlier I discussed the fact that a certain percentage of the mar-
ket for home security is in a “hyperactive” need state. These 
prospects have just been victimized and are moving quickly to 
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restore their sense of security. What steps are they taking? Who 
are they contacting? Here are just a few possible touchpoints:

• Their insurance agent, to file a claim.

• A locksmith, to replace broken locks.

• A glazier, to repair a broken window.

• A contractor, to replace a broken door.

• A housecleaning service, to clean up the mess often left 
by burglars and vandals.

• Painting, drywall and carpet contractors, to repair dam-
age.

• A therapist, to help them recover from the emotional 
trauma.

Prospects with active needs also use specific types of products, 
services and organizations. For instance, here are some of the 
many products and services that could be used by households 
with a chronically ill or disabled family member:

• medical supplies (e.g., beds, oxygen)

• automated stair lifts

• wheelchairs, motorized scooters

• in-home nursing 

• Meals-on-Wheels 

The idea behind an interception strategy is to already be where 
your prospects will go when they are going through a security 
trigger event. This strategy involves developing networking, 
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cross-promotional and affinity programs with organizations that 
cater to the same customers. If you have a program that benefits 
both you and your partner you will find they are not only will-
ing but eager to work with you. 

SKIMMING 

Skimming strategies encompass two lead development areas. 
The first is to approach people with whom you have a “natu-
ral in” that increases the chances they will free up time to talk 
with you. This involves leveraging existing relationships to open 
doors. 

The second skimming area involves identifying people going 
through a security trigger event—prospects with either hyperac-
tive or active needs. Once identified, you can then effectively 
communicate with them by focusing on their “emotional hot-
spot” needs with a highly targeted communications program. 

To dominate your market and fill your opportunity pipeline 
you first need a solid understanding of your prospects and 
their motivations. The next step is to compel them to make an 
appointment with you by getting their attention, sparking inter-
est, surfacing needs, creating a sense of urgency and positioning 
yourself as the best way to meet those needs. This is accom-
plished by employing a mix of positioning, interception and 
skimming tactics, which we’ll now explore in depth.

 



Success is connected with action. 

Successful people keep moving. 

They make mistakes, but they 

don’t quit.
Conrad Hilton
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Now that you have a good understanding of the market for 
home security and security marketing strategies, it’s time to dive 
into specific business development tactics. Proven programs 
you can use to keep your sales appointment pipeline filled with 
high-quality opportunities, day-in and day-out.

In this chapter, I’ll focus on what I consider to be the “funda-
mentals.” Daily “bread-and-butter” prospecting activities, meth-
ods and tools that are the foundation of a solid security lead 
development program. Then in Chapter 5 we’ll go beyond the 
basics and explore field marketing strategies and tactics you can 
use to truly dominate your market and competition.

As you go through these chapters you may notice that I don’t 
discuss tactics like direct mail, telemarketing and the yellow 
pages. It’s not because these marketing tools are ineffective. 
Used in the right way, they can certainly help create business. 
But the fact is that for a security consultant developing a sales 
territory they are not nearly as effective as the types of programs 
detailed in the following pages. 

For a security consultant in the field, the key is to focus on 
activities that get you face-to-face with prospects and, above all 
else, establish you as the security expert with the types of pros-
pects who are most likely to buy.

Business 
Development: 
The Fundamentals
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Business Development is Not 
“Just a Numbers Game”

Many salespeople and their managers believe that sales is 
purely a “numbers game.” Throw enough mud at the wall and 
some of it is bound to stick. That’s why many new security 
salespeople are handed a phone book and told to start “dialing 
for dollars.” But this approach is not only inefficient and time-
consuming (not to mention extremely boring and likely to lead 
to burnout), it’s also not that effective. 

Yes, numbers are important. The more people who hear your 
message the more chances you have that they will respond. But 
more important than sheer numbers is targeting and focus. Who 
you reach and how you reach them is the name of the game.

To illustrate, a two percent response rate in direct mail is 
considered pretty good. But that’s for a campaign that is well 
targeted. Direct mail marketing is an art and science all unto 
itself that uses highly sophisticated database management and 
targeting methods. For the average security dealer sending out 
a generic “Get a Free System” mailer to an untargeted list the 
results will be lower. In fact, it’s not unusual for this type of 
effort to result in virtually no response at all. And the people 
who do respond are far more likely to be price sensitive and 
shopping for the best deal.

A far better and more effective approach is to find and zero in 
on the best prospects with a message that rises above all the 
background noise and clutter. In fact, the best advertising isn’t 
really advertising at all—at least not in the traditional sense.

This was another lesson I learned early in my security sales 
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career, starting with a visit to Westec’s Santa Monica branch 
office. 

Roger Young was one of those “Top Gun” Westec security 
consultants I mentioned earlier. I had been trying for weeks to 
get some time with Roger to see what I could learn, but he kept 
putting me off. He was always “too busy.” 

One morning, having once again been summarily dismissed 
by Roger, I passed by the fax machine as leads were com-
ing in from our telemarketing department in Irvine. “Perfect!” 
I thought to myself. “Telemarketing reports to me, so I’ll just 
cherry pick a few of these and give them to Roger in exchange 
for some of his time.” (Yes, they should have gone to the sales 
manager for distribution. But I was desperate!) 

Bribe in hand, I walked confidently back to Roger’s desk. He 
didn’t look up, no doubt wondering why I had returned and 
hoping I’d go away. “Sorry to bug you again, Roger,” I said, 
“but I’ve got something here you’re going to like.” 

I put the lead sheets on his desk and stood back, waiting for 
Roger to smile and thank me. Instead, he looked down at those 
leads in disgust, as if they were a steaming pile of... well, you 
get the idea. Then he picked them up and slowly tore the sheets 
in half. Then he tore them in half again... and again... He kept 
tearing until the pieces were too small to continue, tossed them 
at my feet and went back to his paperwork. 

I’m sure the look on my face as I stood there surrounded by 
small bits of fax paper was priceless. (Just for the record, Roger 
was a great guy, and after my initial hazing we hit it off.) 
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Dumbfounded and licking my wounds, I walked down the hall 
to see Craig Knauf, the branch sales manager. (Craig went on to 
publish Security Sales magazine.)

I told Craig what had happened and he started laughing uncon-
trollably. Finally, wiping the tears from his eyes, he said, “You 
should have asked me about that first. I could have told you he 
would do something like that.” 

Craig went on to explain that the top salespeople in the compa-
ny had no interest whatsoever in any type of company-generat-
ed leads. Not only wouldn’t they work telemarketing leads, they 
had the same disdain for any lead that came from the yellow 
pages, print ads, billboards, radio or TV ads. 

I couldn’t believe it. Since when did any salesperson turn down 
a lead? So of course I asked for an explanation.

“It’s simple,” Craig told me. “Our best salespeople have tons 
of referral business to work. They also get a lot of appointments 
through their own programs. In Roger’s case, he spends most 
of his time on client referrals and working with his networking 
partners. 

“His closing ratio is more than 80 percent. Compared to what 
he gets on his own, telemarketing leads are crap. They don’t 
know the salesperson, they tend to be price shoppers and a lot 
of the time the consultant gets porched.1 That’s why those leads 
go to the sales associates.” (Sales associates were junior-level 
salespeople, often still in their training/probationary period.)

1 In case you’re not familiar with the term, getting “porched” means a prospect isn’t home 
when the salesperson arrives for an appointment. Hence, the salesperson is left standing on 
the porch. 
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The light bulb above my head started to flicker. What a revela-
tion! Up to that point, I too had believed that sales prospecting 
was a “numbers game.” Maximize the number of people you 
contact, by whatever means, and the sales will follow. 

To a certain extent, there’s some truth in that idea. Again, every-
thing else being equal the more people you contact the better 
your results. But when it comes to creating business opportuni-
ties, everything else isn’t equal. 

Send a direct mail piece to a thousand people and you might 
end up with five or six relatively low-quality sales appointments 
(assuming you have a well-targeted mailing list and a compel-
ling message). But if instead you get yourself in front of only 100 
prospects, in a way that establishes trust and credibility, you 
will end up with ten or more high-quality opportunities. 

Which road do you want to take?   

The Fundamentals

As I suggested earlier, in many ways sales is very much like 
a sport. And like participants in any sport, if you want to be 
successful you first have to master the fundamentals. When it 
comes to developing high-quality opportunities one of the key 
fundamentals is to leverage your existing relationships, starting 
with your current clients. 

CLIENT VISIT PROGRAM

Unless your company is just starting up, you already have some 
clients out there. Each of those clients is a “sphere of influence” 
who can introduce you to many new prospects. Better yet, not 
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only can they make the introductions, your clients will also help 
tear down that “wall of sales resistance” for you.

As powerful as leveraging existing client relationships can be, 
surprisingly few security consultants take advantage of this 
immediately available source of new business opportunities. Yet 
as a security consultant, you have a unique opportunity and rea-
son to have regular contact with your clients. Other profession-
als such as physicians, financial advisors and insurance agents 
see their clients on a regular basis to uncover and address new 
needs and concerns. Since the security needs of your clients 
can (and do) change over time, you need to do the same thing 
through a scheduled client visit program. 

The goals of a client visit program are to create add-on business, 
boost customer loyalty and develop referrals. 

Setting Appointments

So who should you call first? The clients who have been with 
you the longest and haven’t had a recent contact from the com-
pany. The reason is that these clients are the most likely to have 
new security needs, need a system checkup and to have their 
information updated. It’s also possible, as I alluded to earlier, 
that the home has new occupants.

Another factor to consider is recent or current client activity. 
For example, have there been any recent problems such as 
service, central station or billing issues? This doesn’t mean that 
you should avoid those clients. In fact, very often customers that 
have had a problem appreciate a follow up, so you can use this 
to your advantage. But be careful—you don’t want to step into 
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a hornet’s nest, especially on your initial calls. Also focus your 
efforts on clients living in areas that have experienced recent 
criminal activity.

Now put together a call list of 20 clients and start dialing. Call 
these clients and let them know that as part of their security ser-
vice you need to schedule an appointment to drop by and see 
them:

Hello, Jennifer, this is Greg Rankin, your security 
consultant with ABC Security. As part of your service 
program we need to do an inspection of your security 
system to make sure everything is operating properly 
and to test communications with the monitoring center. 
I’m calling today to set up a time to get that done. Are 
weekdays good for you, or would you prefer a weekend 
appointment?

Since they are already a customer and you position it as part 
of their service most clients will agree to a time to have you 
come by. Sometimes they’ll ask for more information: “What is 
this about again?” If that happens, simply restate the purpose 
of the call and ask again if they’d prefer a weekday or week-
end appointment. Be friendly, but assumptive (We need to do 
an inspection...). They may also ask how long the appointment 
will take. If so, tell them around 20 minutes. You may be there 
a little longer, but clients tend to be quite comfortable with a 20 
minute time frame. 
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Pre-call Preparation

Before you head out for the appointment, do some homework. 
What type of equipment do they have? What were their original 
reasons for purchasing a system? Something else to note is the 
family situation. Think about anything that may have changed 
that you should address during the call. For example, if the fam-
ily had preschool children in the home when the system was 
purchased 10 years earlier there may be a latchkey situation 
now. Check in with the central station to see if they have any 
information (e.g., alarm history) you should know about. While 
on that subject, when was the last time the customer sent in a 
system test?

Put together a questionnaire specifically for the client visit pro-
gram. Questions should cover any lifestyle changes (e.g., chang-
es in employment or household members), new possessions that 
need protection, home renovations (e.g., a new bedroom), med-
ical conditions, phone number changes (e.g., new cell phone, 
voice over IP service), insurance agent contact information and 
updates to emergency contacts (including land-line, cell phone, 
e-mail and mailing address).  

The Call

1. Greet the customer and thank them for their time. Be 
sure to show your ID and hand them your business 
card.

2. Ask the client to lead you to the control panel. Open it 
up and check for any problems (such as frayed or loose 
wiring) or other issues.
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3. Ask the client to show you the main keypad and ask if 
they know how to test their system. If not, instruct them 
how to perform a test and emphasize the importance of 
monthly testing. If they have two-way voice, be sure to 
test this feature as well. Of course, you’ll want to give 
the central station a “heads up” ahead of time and coor-
dinate with them. 

4. Conduct a physical check/test of peripheral equipment 
and note any problems.

5. Conduct a security audit of the premises. During the 
audit, reposition, add and/or replace lawn signs and 
window decals.

6. Go over the remaining questions on the client visit 
questionnaire with your customer. 

Although you are talking with an existing client, this is in fact a 
sales call. You will often find many opportunities to sell addi-
tional products and services, especially with customers who 
have been around awhile. For instance, home video surveil-
lance or two-way voice monitoring are common add-ons to 
existing accounts, which can also increase recurring revenue. 
This is also an opportunity to sign existing clients to new moni-
toring contracts. (Many companies who use this program start 
with clients whose contracts are nearing expiration.) An existing 
customer is far easier to sell than a new prospect, so take advan-
tage of the opportunities your current accounts provide.

In addition to add-on sales, the goal here is to come away from 
each client visit with a list of people with whom you can follow 
up. Before you leave be sure to “cloverleaf” the area and offer 
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the neighbors a free home security audit. At a minimum, leave 
a door hanger (cost: about five cents each) with a link to your 
web site and a free download (such as a home security guide) 
to encourage them to visit. Include a unique “bounce page” for 
your door hangers (e.g., www.yoursecuritycompany.com/free-
book) so you can track activity from these efforts. I’ll have more 
on this particular tactic in Chapter 14.

From the Trenches
Just about everyone has heard of Tupperware, the brand built on the famous 
Tupperware parties. Yvette Frierson, a security consultant in Kansas City, 
MO, recalling the Tupperware parties hosted by her mother, came up with 
her own twist on this marketing idea. Securityware parties!

Whenever she makes a sale or visits with a client, Yvette asks if they would 
like free monitoring. Of course, they’re usually quite interested. She then tells 
them that if they will allow her to host a “Securityware” party in their home, 
attended by their neighbors and friends, they will receive one month free 
monitoring for everyone who schedules an appointment and three months for 
everyone who buys a system.

“After they agree, I work with the client to come up with a list of people to 
invite and help them send out the invitations through evite.com,” explains 
Yvette. “Even if they don’t attend the party, I now have names and contact 
information and the client’s permission to follow up.” 

During these events, Yvette gives a 20-minute presentation on home security. 
She then takes the group on a tour of her client’s home, discussing the 
various components of the security system. Afterward, over refreshments, she 
schedules individual security audits with attendees.

“These parties give me a chance to meet people in a social setting where 
the focus is on security,” says Yvette. “It’s a way to create relationships in a 
relaxed atmosphere that leads to many new opportunities.”

…

Note: I highly recommend the PBS documentary film Tupperware! It’s a 
fascinating lesson in marketing and salesmanship.
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Emergency Contacts

Many security consultants settle for only two or three emergen-
cy contacts (ECs) when they make a sale, but you should shoot 
for at least six. If a current client doesn’t have at least six ECs in 
the database then one of your primary objectives during the cli-
ent visit is to complete the list. The reason to shoot for a higher 
number is that people are extremely busy these days and are 
often hard to reach. Your clients don’t want to risk the chance 
that the central station isn’t able to contact any of their ECs in 
an emergency. And, of course, you want to maximize your fol-
low up opportunities.

Ask your client to call each of their ECs to let them know you 
will be in touch, and then call the ECs to schedule appoint-
ments. The purpose of the appointment is to go over how the 
security system operates and the ECs role in an emergency situ-
ation.

Remember, many people have an interest in a home security 
system but don’t start shopping because of a lack of time and 
their perception of the security sales process. The credibility you 
have as the security consultant of their friend or family member 
and their role as an emergency contact overcomes these obsta-
cles. 

Once in the EC’s home, your objective is to transition these 
information calls into sales appointments. As you’re demon-
strating how the system works, ECs will often raise the subject 
on their own: “How much do these things cost?” You’re now 
officially on a sales call.

As a thank you for assisting in your client’s security program, 
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offer to conduct a complimentary home security audit. (See the 
chapter on System Design for further details.) During the audit 
you will ask questions about and discuss the EC’s security situ-
ation, which will help bring latent needs to the surface. Armed 
with this information, you can take the next step: “Folks, it’s 
clear you have some security issues you’re concerned about. 
Should we take a few minutes to talk about how to address 
those problems?” Your “in” with emergency contacts is a 
unique and powerful advantage that salespeople in other types 
of businesses would love to have. Use it!

NETWORKING

Earlier we discussed the fact that home security purchases are 
primarily driven by security trigger events. So wouldn’t it be 
great if you could wave a magic wand and automatically get 
yourself in front of prospects at the time they’re going through 
one of these events in their lives? While that isn’t possible you 
can do the next best thing.

Through networking you can, in effect, already be where your 
prospects will go when they experience one of these security 
trigger events. This is the interception strategy covered in the 
previous chapter. Following are the keys to making a network-
ing arrangement work.

Identify the Right Partners

The better job you do of identifying the right networking part-
ners the more successful your program will be for everyone 
involved. That’s why this is a program you don’t want to wait 
around on. If you are the first security company in your market 
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area to focus on setting up a network you will have the “pick of 
the litter.” But if you wait and a competitor beats you to it, you 
may be forced to work with second- or third-tier organizations. 

Have a Program

This might sound like common sense, yet most security sales-
people have no idea what they want to do with their network-
ing partners beyond a vague idea about “sharing leads.” Think 
through the specifics of your program before approaching a 
potential networking partner. Developing the various aspects of 
the program ahead of time puts you in control of the partnership 
and will greatly maximize the chances of success.

Follow Through

When asked, many security salespeople say they have network-
ing arrangements. But when pressed, they admit they haven’t 
been in touch with their partners for quite some time and 
haven’t seen much in the way of return. That’s why following 
through on program commitments is crucial to networking suc-
cess. Remember, the second syllable in network is work.

As we touched on in the last chapter, many businesses and 
organizations can make great networking partners. Again, think 
in terms of common clients. For instance:

• Burglary victims see their insurance agent, locksmiths 
and glaziers.

• New home buyers work with real estate agents, title 
companies, mortgage companies, relocation services, 
furniture stores and interior decorators.
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• New or expecting parents buy baby furniture, clothes, 
toys and Lamaze classes.

• Frequent travelers use travel agents, luggage stores, tour 
companies.

The list goes on and on. Again, the key here is to think in terms 
of clients with security needs. Once you set up your network, 
you need to actively manage and cultivate it, just like a garden. 
If you do, you can rely on a steady harvest, day-in and day-out.

INSURANCE AGENTS

What do security consultants and insurance agents have in 
common? That’s right. Clients! When you think about it, the 
insurance agents in your area provide the same thing you do: 
security and peace-of-mind. The clients they have are ideal 
prospects for you—homeowners who want to protect their 
homes and families. And of course, your clients are great pros-
pects for insurance. That kind of situation is the natural basis for 
a powerful alliance. 

In addition, most insurance companies offer their policyholders 
a discount (up to 20%) on homeowner’s insurance premiums 
when they have a monitored security system installed. That’s 
because they know that homes with a security system have 
fewer losses than those without one. And since insurance agen-
cies make more money when they have fewer losses, it’s in their 
best interest to help get their clients protected with a security 
system.

For these reasons, I suggest you start your networking program 
by partnering with insurance agents. Begin by getting the con-
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tact information for all of your clients’ agents—not only their 
property/casualty (homeowner’s insurance) agent, but their life 
insurance agent as well (if they’re not the same person). Why 
life insurance agents? Well, what type of people buy life insur-
ance? People who are security-conscious and want to protect 
what they are most attached to on an emotional level—their 
families. 

As you collect this information you’ll probably see the same 
names coming up time and time again. These are the agents 
you want to focus on, at least in the beginning. Having sev-
eral clients in common is a great basis on which to make your 
approach, so check your database to see which names come up 
most often. 

So what specifically can you do in partnership with an insur-
ance agent to drive new business opportunities? Here are just a 
few possibilities:

• Provide your insurance agent partners with a sell sheet 
on home security they can provide to their own pros-
pects and clients. Include a special offer exclusively for 
the agent’s clients (e.g., a home security audit or special 
pricing), with a link to your web site where they can 
sign up. A tri-fold brochure works well for this purpose. 
Ask your partner to especially focus on people making a 
claim in the aftermath of a burglary or fire.

• Offer a webinar on home security for the agent’s clients. 
Promote the webinar through the agent’s newsletter, 
web site and other client communications. Consider a 
webinar that covers both security systems and insurance 
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and how they work together to provide complete secu-
rity and peace-of-mind.

• Set up your own page on the agent’s web site.

Why will insurance agents agree to do all that for you? Simple. 
Because you’re going to do the same thing for them. Successful, 
long-term networking alliances result in a win-win-win situation 
for you, your partners and your mutual clients.

REAL ESTATE AGENTS

Real estate agents also make excellent networking partners. 
Once again, as is the case with insurance agents, real estate 
agents work closely with a group of people you want to reach—
new homeowners. They know that a house is being sold before 
it’s even listed. So good relationships with real estate agents 
give you an inside track. In the case of real estate agents the 
arrangement can be something as simple as providing a refer-
ral fee. The agent let’s you know when a home has been sold 
and provides you with the new owner’s contact information or, 
better yet, an introduction. If this results in a sale the agent earns 
the fee. 

REAL ESTATE LISTINGS

All security consultants should be on top of real estate sales in 
their area. Again, moving into a new home is a primary security 
trigger event for many people. Better yet, these events happen 
on a daily basis and are easily identified through a variety of 
resources on the Internet.

One of my favorite web sites for this purpose is realtor.com. 
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This site provides detailed information not only on homes that 
are currently listed for sale but also those that were recently 
sold. This information includes the address, sales price and sell-
ing agent. 

If you don’t already have a relationship with the agent, pick 
up the phone and give her a call. Explain who you are and let 
her know you have a business-building idea you think she’d be 
interested in. Offer to buy her a cup of coffee at the local Star-
bucks to discuss the details. Especially in this currently dry real 
estate market, she’s very likely to agree to meet with you.

Over coffee, go over your company’s background and your 
own credentials. Be sure to have client testimonials at the ready. 
Your pitch should focus on the fact that you both work with 
the same types of clients and should therefore work together 
to share leads. As with insurance agents, you can also discuss 
ideas such as exchanging sell sheets, conducting webinars and 
providing space on your respective web sites.

If the selling agent for a particular home isn’t willing to work 
with you, don’t let that stop you. Drop by the home, introduce 
yourself to the new owners and welcome them to the commu-
nity. Let them know that you provide a security audit for new 
residents as a free service and schedule an appointment. (If 
you’re working with the local crime prevention officer be sure 
to include that fact.) Some astute security consultants also leave 
behind a “Welcome Wagon” package of special offers and dis-
counts from their networking partners.
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CRIME AREAS

As I discussed earlier, people are often motivated to buy a home 
security system when there has been criminal activity in their 
vicinity. That’s why you should make it a regular habit to pros-
pect in neighborhoods that have experienced (or are experienc-
ing) recent crimes.

Thanks to the Internet, finding areas where crimes have 
occurred is very easy. For example, I found the crime log for my 
area simply by searching on the phrase “crime log el dorado 
hills ca.” Websites such as spotcrime.com, crimemapping.com
and crimereportslive.com are also excellent resources. And a 
scan of local papers will regularly uncover areas where you 
should focus some of your prospecting efforts (see below).

Here are a few ideas for working these crime areas:

If there is a homeowner’s association or neighborhood 
watch group, offer to give your home security presenta-
tion for residents (see next chapter).



BUSINESS DEVELOPMENT FUNDAMENTALS

67

Spearhead the organization of a neighborhood watch 
group. You can do this on your own or in conjunction 
with the local crime prevention officer. Establishing 
your credibility with one or more of the tools in the next 
chapter will pave the way here.

Canvass the area, offering a free home security audit for 
homeowners. 

Leave door hangers with a link 
to a free audit or home security 
booklet on your web site.

Some people in our industry frown on 
working crime areas. The concern is 
that it looks like “ambulance chasing” 
and could appear to be taking advan-
tage of the misfortune of others. I 
understand the concern. It’s certainly 
possible that “fear mongering” in a 
crime area could result in a backlash. 
However, if you are a credible secu-
rity expert and are perceived to be 
there to help rather than sell, you can 
actually receive very favorable pub-
licity for your efforts in crime areas. 
This type of “here to help” approach will result in many sales 
opportunities.

CURRENT SECURITY SYSTEM OWNERS

For the reasons I discussed in the last chapter, current security 
system owners should be part of your business development 



BUSINESS DEVELOPMENT FUNDAMENTALS

68

attack plan. The easiest way to identify current owners is to 
drive through a target area and look for lawn signs. Once identi-
fied, you can approach these homeowners in a few ways. The 
most direct approach is to simply knock on the door, introduce 
yourself and ask the homeowner if she is satisfied with her cur-
rent service. Even better is to have a specific offer at the ready. 
For example, a free security review, system inspection, training 
or a better monitoring rate. 

Quite often you’ll find that the homeowners “inherited” the sys-
tem from the former occupants and had been meaning to con-
tact the current security company but hadn’t yet got around to 
it. By making the activation of their system easy and convenient, 
you’ll have a clear path toward a conversion sale.

If no one is home when you call leave a door hanger detailing 
your offer. Be sure to include both your phone number and web 
site address.  

THE ELEVATOR PITCH

It’s Thursday morning and you’re standing at the back of the 
line at the neighborhood Starbucks. You strike up a conversa-
tion with the person standing behind you, who asks, “So what 
do you do?” There are only two people in front of you and the 
clock’s ticking. What do you say? 

If you aren’t ready with a smooth, interesting response in these 
types of situations (and “I sell alarm systems” doesn’t qualify), 
you need an elevator pitch.

An elevator pitch is a “mini-presentation” that you can give on 
the fly. It succinctly highlights what you do and the kinds of 
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solutions you offer. It encompasses your “unique selling propo-
sition”—what sets you apart in a way that’s important to your 
clients. Most of all, it engages the person you’re talking with 
enough that they want to know more. 

A good elevator pitch is an essential tool in any salesperson’s 
toolkit. It’s called an “elevator pitch” because you should be 
able to give it in the course of an elevator ride. You have about 
30 seconds to make the right impression, so you need to make 
the most of the limited time you have.

A killer security sales elevator pitch does four things well. First, 
it engages the person you’re talking with. Ideally, it gets them to 
ask, “Really? How do you do that?”

Second, it’s targeted to the person you’re talking with. Only 
include information that will be of specific interest to your 
listener—the security solutions that will be of specific interest 
to them. This means you’ll need more than one elevator pitch. 
For example, you’ll probably need one for both residential and 
commercial security prospects.

Third, it highlights your unique capabilities. What is it that sets 
you apart in a way that’s important to the listener? Make sure 
you don’t spew features here. Use benefit-rich words.

Finally, it gives specific examples that back up your assertions. 
This can include things like the number of years you’ve been 
in business or, better yet, your involvement in the types of pro-
grams detailed in the next chapter.

The goal of an elevator pitch is to set the stage for more in-
depth conversation. It’s purpose is to open the door, not close 
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the deal. In the short time you have, you need to spark interest 
and highlight what makes your security solutions valuable and 
unique. Just enough to convince the listener this is something 
they want to explore further. No more. No less.

In addition to preparing consultants for on-the-fly opportunities, 
I emphasize the elevator pitch exercise for one major reason. 
It’s crucial that you capsulize and internalize what you provide 
for your clients in a way that is client-benefit focused.2 The goal 
here is to get you to mentally shift from selling alarm systems to 
providing security and peace-of-mind. 

This basic mind-set is the foundation of all business develop-
ment activities and the entire sales process, which we will con-
tinue to explore in the next chapter.

2 For help creating your own elevator pitch download this form at securitysalestraining.com 



The difference between a 

successful person and others is 

not a lack of strength, not a lack 

of knowledge, but rather a lack of 

determination.
Vince Lombardi
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Your client visit program is on track. You’re working the emer-
gency contact list. You’ve set up two or three solid networking 
partnerships. You’re regularly scanning for and prospecting 
crime areas and new home sales. Your conversion campaign is 
in full swing. If you’re doing all that, you should be fairly busy 
with new opportunities. Thirsty for more? Ready to take it to the 
next level and truly dominate the security market in your area? 
Then this chapter is for you.

The programs that follow are only a small sliver of what you 
can do to truly dominate your market and create more business 
than you ever thought possible. Go ahead and use them as-is—
they work wonders. But I also encourage you to use them as a 
launching pad to stimulate your own imagination and creativity.

Credibility Marketing

The overriding objective of these programs is to position you as 
the security expert in your market area. Once you achieve that 
position you will be the person people seek out when they need 
a security system. The reason this approach is so powerful is 
the psychology of the home security sale. Given a choice, most 
people would be more than happy to have a security system 
protecting their home. What keeps them from making the move 
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to buy one is the availability of a trusted, knowledgeable, cred-
ible advisor. This is the position you (or, if you’re a security 
company owner or sales manager, your salespeople) are going 
to take in your market area. This strategy is known as credibility 
marketing. Ultimately, your goal is to become the best known 
and most respected “go to” expert and information source when 
it comes to security in your area.

Adding to the power and appeal of these programs is the fact 
that to a large degree they will be yours and yours alone. Once 
you set them up, and you take that top rung on the positioning 
ladder, your competition will have a very difficult time match-
ing them. That’s assuming, of course, that a competitor hasn’t 
read this book first and beaten you to the punch. So since speed 
is of the essence, let’s push on!

Author, Author! 

A very effective way to quickly and easily position yourself as 
an expert is to become an author. When people see your name 
in print as a published author, they automatically see you as an 
authority in the field. (It’s no coincidence that the root word of 
“authority” is “author.”) It only takes a single published article 
to put you head-and-shoulders above your non-published rivals. 
Luckily, becoming an author isn’t nearly as difficult as you 
might think. In fact, it’s remarkably easy.

PRINT PUBLICATIONS

If you’re like most people, you probably get at least one “free-
bie” community newspaper. You know, that small one you 
find at the end of your driveway every week. Although they 
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are commonly referred to as “throwaways,” these local papers 
are very well read. It’s likely you also receive at least one local 
magazine in the mail each month.  

If you have one lying around, open it up and see who’s provid-
ing the content. Chances are good you’ll find articles written by 
a local real estate agent, financial planner, dentist or physician. 
But chances are remote you’ll find one on security. You see 
where this is going, don’t you? That’s right. You are going to fill 
that gap.  

Again, people are very interested in the topics of crime and 
crime prevention, so the industry we work in provides us with 
a great advantage. Combine that with the fact that local papers 
and magazines are always looking for content that will be of 
interest to their readers and you have a winning combination. 
This is where your “Home Security News” column comes in.
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First, identify the largest “small” paper (or papers) that cover 
your area and read the various articles. Pay particular attention 
to any articles written by other professionals (e.g., real estate 
agents, financial advisors, etc.) to get a feel for the writing style 
the paper is looking for. 

Now write an article related to home security. Articles with a 
tie-in to the time of year (e.g., holiday security tips) are espe-
cially well-received. If you do decide on a seasonal article, be 
sure to get it ready well in advance. Make sure your article isn’t 
“salesy” and doesn’t promote your products or services in any 
way. Remember, the idea here is to build your credibility as a 
security expert. In any case, editors won’t accept ads disguised 
as articles.

The next step is to contact the editor and ask for her opinion 
and advice. People love to be asked for their advice and opin-
ions, so this approach is much more likely to yield a positive 
result. Here’s how your initial call might go:

Hi, Ms. Hermann. My name is Greg Rankin. I’m a 
security consultant here in El Dorado Hills and a first-time 
author. I’m also a big fan of your paper and was hoping 
I could ask for your advice. It will only take a couple of 
minutes. Would that be alright?

Sure, go ahead.

Thank you! As you know, summer is right around the 
corner. What many people don’t know is that summer is 
the peak time of year for burglaries and other crimes. In 
fact, last summer there were 212 burglaries and 72 acts 
of vandalism in El Dorado Hills, over half the total for 
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the entire year. To help people protect themselves, I’ve 
written an article on this topic and was hoping you would 
take a look at it and give me your expert opinion. Would 
that be okay?

Sure, I’d be happy to do that. Can you e-mail it to me?

As long as the editor finds the topic intriguing she will almost 
always agree to look at it for you. After she provides her sug-
gestions and you incorporate them your chances of placement 
are virtually assured. Once your article has been published in 
one or more local publications you can use that credibility to 
approach larger publications, such as regional newspapers and 
magazines. 

Get Some Air Time

The beauty of a credibility marketing campaign is the way it 
builds momentum. Even a small degree of local “fame” can be 
used to leverage more and more opportunities for positive expo-
sure. One of those opportunities is invaluable (and free) air time 
on local radio and television broadcasts. 

There are thousands of radio and local cable TV stations in 
the United States broadcasting around-the-clock, seven days a 
week. Most of them are hungry for quality content to fill all that 
air time. You can leverage that need for content with the high 
level of interest in the topic of security to become an “expert” 
guest on one or more of these programs.

As is the case with print publications, the key is to properly mar-
ket yourself as a security expert to radio program producers and 
hosts. A published article or two or having a few security semi-
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nars under your belt go a long way here. This is an area where a 
good website is an absolute must.

If you want to get booked on radio shows you have to have a 
website for three reasons. The first is basic credibility. These 
days, if you don’t have a good website producers won’t take 
you seriously. 

Second, it’s an important resource for producers and hosts. They 
can see what you are all about before the interview. It will help 
them produce questions that you can answer that they feel their 
audiences will want to know about. Better yet, if you are a great 
guest stations will put a link on their website to yours. 

Third, it’s the most effective way to get people to your busi-
ness during and after the interview. A website address is easy to 
remember. If people are listening or watching at work or home 
they can pull up your website while you are on the air. Be sure 
to put some additional information on your site (such as a free 
download or video) as an added incentive to visit.

The more targeted you can be the better your chances of being 
booked. By targeting, I mean you should tailor the suggested 
topic to the program’s audience. As an example, for a program 
called “Good Life for Seniors” you might suggest a discussion of 
emergency response pendants. Another good way to target is by 
time of year. For instance, home security tips for the holidays.

If you can tie in a community relations program (more on that 
next) you really give your chances here a boost. Stations are 
required by law to dedicate a certain amount of their program-
ming to community events. In these cases contact stations about 
their “public affairs programming.” Often these programs run 
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on multiple stations in a market and are produced by people 
who have little time to go out and find guests. Help them out by 
bringing them one. 

Community Relations

One of the best ways to create goodwill and positive visibility 
with large numbers of potential clients is through a “feel good” 
community relations program. The easiest way to illustrate just 
how powerful this approach can be is with a specific example.

During my first year with Westec I found that while we were 
the leading company in Southern California overall, when you 
looked at the individual markets that make up this region (San 
Diego and Palm Springs, for example) we usually played sec-
ond-fiddle to a much smaller company. The reason is that these 
smaller competitors had much stronger ties to the local commu-
nity. This situation made me recognize that we needed to add 
community relations to our marketing mix. 

One of the community relations programs we implemented was 
called the Westec Award for Youth Heroism, which recognized 
children for acts of bravery, heroism or community service. 

The concept was that all the public seems to hear about when 
it comes kids is just how terrible things are. Gangs, drugs, prop-
erty crime, assaults—even murder. Watching the news and 
reading the paper, the impression was that America’s youth was 
“going to hell in a handbasket.” 

But the fact is that most young people are outstanding citizens. 
And many of them go “above and beyond the call of duty” in 
some very dire circumstances. We decided that these youngsters 
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deserved to be recognized in a highly-publicized and tangible 
way. Publicly recognizing children in this way, through very 
well-publicized and visible awards ceremonies (at the child’s 
school, police headquarters or fire department), we believed we 
could help turn this impression around. Better yet, we would be 
seen as a positive presence and influence in the communities 
we served. 

One of the most effective parts of this program was how the kids 
were nominated and selected for the award. Our security con-
sultants provided nomination forms to all fire and police depart-
ments, encouraging firefighters and law enforcement officers to 
nominate any kids they thought were deserving. If they didn’t 
already have a relationship with these important spheres of 
influence, this program provided a great way to introduce them-
selves in a very positive way. 

Nomination forms were also sent to the media inside a press kit 
that fully explained the concept and the program’s value to the 
community. We asked the media to “get the word out” by print-
ing the nomination forms in their papers, which many of them 
did. Editors and reporters were invited to make nominations and 
were put on the selection committee on a rotating basis.

The media jumped on the bandwagon, anxious to be associ-
ated with such a “feel good” program. We invited and encour-
aged these papers to put their logos on the nomination forms to 
indicate that they were full partners in the program, which they 
were.

Not surprisingly, every award we gave out received great press 
coverage. After all, in effect the media was covering their own 
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program—very often the awards were being given to kids that 
they had nominated and selected themselves. How could they 
not cover it? 

Awards ceremonies were commonly featured on the local eve-
ning news, and we received nationwide cable news coverage 
on several occasions. (All public relations professionals under-
stand the drawing power of positive stories that feature kids or 
animals.) 

As a result we had the kind of access to the media that would 
be the envy of any company, large or small. The strong, per-
sonal relationships we built through this program also made it 
much easier to get our other press releases and feature stories 
circulated in both print and broadcast media.  

All well and good, but how did this program directly benefit 
the company? Simply put, the results and benefits were nothing 
short of spectacular, and far exceeded the return on investment 
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of any “traditional” marketing program the company had ever 
tried before.

When the program was introduced and the nomination forms 
started appearing in the local papers (before the first award was 
even made) the phones started ringing. People wanted to tell us 
how great they thought the program was and to ask how they 
could get involved. 

Better yet, since we had created a sense of trust and positive 
feelings, many people called to ask for a sales appointment. 
Our security consultants mentioned the program on sales calls, 
creating positive feelings toward themselves and the company, 
which directly resulted in an increased closing rate.

Our employees also benefited from the program. It made them 
feel prouder to be associated with our company than they had 
ever felt before. The program made everyone in the company 
feel great, and it was especially rewarding to see the positive 
impact we had in these kids’ lives by recognizing them in such 
a special and public way. Not to mention the message we were 
sending to all the children watching in the audience as the 
awards were presented at school assemblies. 

I’ve no doubt that those crystal awards sit on the mantles of 
many of the now adult recipients these many years later.

Affinity Programs

Let’s say you need legal advice and have a choice between an 
attorney advertising on television and one recommended by a 
respected business associate. Which one will get your business? 
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With just one sentence, your associate can turn an anonymous 
lawyer into a trusted advisor.

Anyone who’s been in sales for any length of time knows that 
word-of-mouth is the best form of marketing. Of course, get-
ting people to recommend you starts with providing excellent 
service. But after that, you don’t have much direct control over 
if or how often your clients recommend you. The good news is 
that there’s a powerful way to create word-of-mouth and create 
instant credibility. It’s called affinity marketing. 

In a nutshell, affinity marketing involves setting up mutually 
beneficial arrangements with other organizations in your com-
munity. Arrangements that get them to recommend you to their 
employees or members. 

For instance, it’s no secret that schools have been hit hard in 
recent years by budget cuts. As a result, they are constantly 
looking for new sources of funds. Fundraisers are definitely on 
the rise and many businesses, from restaurants to bowling cen-
ters, are getting on board. So why not approach the schools in 
your area and make them an offer—refer families with children 
attending the school and in return receive five percent of the 
profits from resulting sales.

This type of arrangement helps everyone involved. The school 
has a new source of badly needed funds, families with children 
are better protected and you have a steady stream of new sales. 
Better yet, this type of program has a good chance of getting 
local media coverage, creating even more opportunities.

Identify organizations that have relationships with the types of 
prospects you want to reach and a need to raise funds. In addi-
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tion to schools, other good fund-raising affinity partners are 
religious organizations, youth groups (Girl Scouts, Little League, 
summer camps), and non-profits. 

Offer a program to organizations that have already set up affin-
ity discount programs for their members or employees in your 
area. A quick Google search will often turn up several programs 
that you can tap into right away. 

Put together a list of organizations in your area with more than 
50 employees or members and then systematically contact them 
to discuss a discount program.  Of course, if your company has 
commercial accounts this is the place to start, since your com-
pany is already known. Provide a flyer that the organization can 
duplicate and include in new employee or member “welcome” 
packages.

From the Trenches
In addition to her home security presentation, Connie Teague developed a 
seminar on the specific security needs of women.

“I found that many of the people attending my home security presentations 
were single, professional women,” Connie explains. “They were particularly 
interested in what they could do to protect themselves, so I decided to create 
a program covering their specific needs and concerns.”

Connie offers her women’s safety seminar through local colleges, self-
defense schools and women’s organizations. She also teamed up with other 
professionals to offer attendees discounts on self-defense classes and products 
such as tasers and pepper spray.

“It’s a dangerous world,” says Connie. “Women need to be educated about 
how to make themselves a tough target and how to protect themselves in 
threatening situations. I’ve met many wonderful people through this program 
and feel very good about what we’ve done to help protect women in our 
communities.”

Needless to say, the visibility her programs have given Connie in her market 
area have also helped make her a highly successful security sales consultant.
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Security Seminar Programs

Another great way to position yourself as the local security 
expert is through a security seminar program. Businesses, civic 
organizations, senior centers, neighborhood watch and other 
groups are always looking for quality speakers. And once again, 
crime and crime prevention are of great interest to most. 

The first step is to develop a “hit list” of organizations to 
approach.  Start with “soft targets”—organizations that are 
most likely to agree to a presentation. These are often groups 

to which you yourself belong, such as a church or civic organi-
zation. This will give you a chance to hone your presentation 
skills in front of a friendly audience. Another good source is 
your commercial accounts. 

Having two or three presentations under your belt will boost 
your credibility and provide you with leverage to approach 
other organizations. If possible, have someone (preferably a pro-
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fessional) videotape and photograph your presentations. Then 
use these tapes and photos to promote the program to other 
organizations Also be sure to get testimonials from both spon-
sors and attendees.

Your presentation should take about 45 minutes and cover the 
three “Ds” of home security: deter, delay and detect. The more 
you can “personalize” it for your area (e.g., crime patterns in the 
community) the better. 

While it’s perfectly fine to talk about the effectiveness of secu-
rity systems when you cover the area of “detection,” make sure 
you are factual and provide convincing, third-party evidence. 
Once again, this is all about positioning you as a credible, trust-
worthy security expert. Trying to “sell” during these presenta-
tions defeats that purpose. 

It’s often worthwhile to raffle off a few small prizes to increase 
attendance and get names and contact information from attend-
ees for follow up. Attach your business card to a flyer with the 
address of a specific page on your website (preferably your own 
personal page) where attendees can download a booklet cover-
ing the key points of your presentation and sign up for a per-
sonal security audit.

Internet Marketing

There’s no escaping it. The Internet is now a crucial element in 
any marketing program, and that includes prospecting. While 
they still have their place, traditional marketing tactics like a 
yellow pages ad aren’t going to cut it if you want to stand out 
from the crowd and win the lion’s share of the business. 
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The good news is that most security companies are not yet fully 
utilizing the Internet to its full potential. This means there is an 
excellent opportunity for those that do to create a strong com-
petitive advantage. So let’s talk abut some specific ways you 
can use the Internet to create more and more business opportu-
nities.

YOUR WEBSITE

As a professional security consultant you need your own pres-
ence on the World Wide Web. So ask if you can have your own 
page on the company website. If that’s not possible, or will take 
too long, set up your own personal website. 

What will you use this site for? Not to sell product, but to sell 
you as a professional security consultant. These are the types of 
things to include:

• A personal bio, highlighting your ties to the community. 
Family photos are an excellent way to create a bond 
with visiting prospects. 

• A free download—such as a home security booklet—to 
capture visitor contact information. (Be sure to include 
a form for required contact information in exchange for 
the download.) 

• A sign-up form for your personal security newsletter. 
(More on this idea in just a bit.)

• Reprints of articles you’ve written in the local media or 
online.
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• Audio and video streams of radio interviews, broadcast 
appearances and security presentations. 

• Information on your community relations program(s).

• Streaming videos of client testimonials. Make these 
“short and sweet”—about 30-60 seconds in length.

• Memberships (Chamber of Commerce, Better Business 
Bureau).

• Security-related certifications (CPP, PSP, etc.) 

Remember, this page is all about building you up as a credible, 
trusted and respected security consultant with strong ties to the 
community. You will direct many prospects and other contacts 
to this page with your other marketing programs, so invest some 
time and effort to do it right. 

ARTICLE MARKETING

The same articles you write for the local media should also 
be submitted to online article websites. Three of the best are 
ezinearticles.com, buzzle.com and articledashboard.com. All 
provide a great deal of useful information and guidance. 

These websites allow you to submit original articles and include 
one or more links back to your own website. Your online arti-
cles will help drive traffic to your web page and further establish 
you as a recognized security authority.

WEBINARS

Many people have an interest in home security but are strapped 
for time and hesitant to commit to a sales appointment with 
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someone they don’t know. This is the perfect situation for an 
online webinar program.

As the name implies, a webinar is a seminar that is conducted 
online. Because people can attend from the comfort of their 
own home or office, webinars are very convenient and time-
efficient. This is true not only for prospects but for you, because 
there’s no travel or location setup involved.

The downside of a webinar vs. a seminar is that you lose the 
opportunity for face-to-face contact. The upside is that webinars 
are much easier to set up, there’s no travel involved (saving you 
both time and money) and you can reach many more prospects 
in a shorter period of time. 

To start with, set up the security seminar program discussed ear-
lier as a webinar. Then promote it through your other market-
ing programs (e.g., articles, door hangers, networking partners, 
e-newsletter, podcasts, etc.) 

For more information on webinars, visit gotowebinar.com (the 
one we use for our own online training programs), webex.com 
and fuzemeeting.com. 

E-NEWSLETTERS

An e-newsletter is one of the easiest, cheapest, and most effec-
tive tools for regular client and prospect contact and to build 
your sales pipeline.

If you want help putting together an email marketing program, 
including content, you will find information on a security-indus-
try specific program at securitysalestraining.com.    
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PODCASTING

The term “podcasting” is a combination of “iPod” (Apple’s 
ubiquitous audio player) and “broadcasting.” In a nutshell, pod-
casting is a form of broadcasting (both audio and video) on the 
Internet.

I won’t get into a lot of detail here about the technicalities of 
producing and distributing a podcast. If you’re interested, a 
Google search on the topic will uncover all you need to know. 
(Two especially good resource are Podcast Alley and About.
com.) 

The point I want to make here is that a podcast can help posi-
tion you as an authority on the subject of home security and 
create a steady stream of sales opportunities.

BLOGGING 

Those who have created successful blogs will tell you that it is 
a key part of their image-building program. When done right a 
blog will help establish you as an industry thought leader. Blogs 
must be updated regularly (at least once a week), but if you 
enjoy writing this is a great way to further position yourself as 
the security expert in your market area.

Some of the best online resources to help you get started with 
your own blog can be found at wordpress.com, typepad.com 
and blogger.com. But personally, I think it’s best to have your 
blog be an integral part of your website. See my own blog at 
securitysalestraining.com as an example. (You’ll also find some 
“starter articles” to help get you going.)
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Plan Your Work, Work Your Plan

Taken as a whole, the idea of implementing all of these pro-
grams might seem like a daunting (if not impossible) task. But 
here’s the secret and key thing to keep in mind. You don’t 
have to do everything at once. In fact, trying to get all of these 
programs going right out of the gate is almost destined to fail. 
Instead, I suggest you go with what I call the “plate spinning 
strategy.” 

Have you ever seen someone spinning plates? (If not, jump 
on YouTube and check it out.) Rather than try to get all of the 
plates spinning at once, what does the “spinner” do? That’s 
right. Get one going first, and then move to another, and then 
another. If he sees a plate starting to slow in its rotation, he 
gives it a light tap to rev it back up before moving on to the next 
new plate. Soon, he has several plates spinning happily away.

So think of these programs as your plates. Pick one and get it 
spinning. When you have that one going, move on to the next 
and then the next. On a regular and planned basis, give your 
plates a tap. Before you know it, you’ll have several plates spin-
ning off a steady stream of new business opportunities. 

In the next chapter we’ll explore exactly how to get yourself 
organized and start “spinning.”



It’s not the will to win that 

matters—everyone has that. It’s the 

will to prepare to win that matters.

Paul “Bear” Bryant
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At this point you might know exactly what you want to do, 
how to get started and how to keep your efforts organized and 
on track. If that’s the case, great! Go for it. But then again, you 
might be feeling a little like the proverbial “deer in the head-
lights.” You have an idea of what to do, but aren’t quite sure 
how to get rolling. If that’s the case, let’s go over how to put 
together and implement a winning game plan.

Situation Analysis 

One of the first things I do when I work with a client is to assess 
the current situation using what’s known as a SWOT analysis. 
SWOT stands for Strengths, Weaknesses, Opportunities and 
Threats. A complete discussion of SWOT is beyond the scope 
of this book, but let’s pull out a couple of key concepts that can 
help you, as an individual security consultant, hit the ground 
running.

SELF ASSESSMENT

What are your personal strengths and weaknesses? Are you out-
going and gregarious or a bit introverted? Do you prefer being 
in front of groups of people or relating one-on-one? Are you 
better at planning and the “big picture” or highly detailed work? 
At what times of the day are you most alert and productive? Do 

Your Game Plan: 
Organizing for 
Success
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you prefer written or verbal communication? Do you have good 
technical knowledge? Do you have any relevant certifications 
(e.g., CPP, PSP, CSC) or background (e.g., law enforcement) that 
you can leverage? What connections do you have in the com-
munity (e.g., friends, acquaintances, people you do business 
with, memberships or other affiliations)?

A business development tool that is effective and enjoyable for 
one person will be drudgery and a failure for someone else. 
An honest self-assessment will help you choose tactics that fit 
your personal strengths and will result in greater success. For 
instance, if you enjoy writing then you might want to start with 
an article marketing campaign. If you enjoy speaking to groups, 
a security seminar program might be the way to go.  

Another key to a successful business development program is 
to favor quality over quantity. It’s much better to focus on and 
build three or four programs than to try to do everything hap-
hazardly and half-heartedly. Again, play to your strengths. If you 
enjoy an activity it’s far more likely you’ll actually do it. And as 
I said at the outset, while knowledge is critical it’s action where 
the rubber hits the road.

That said, don’t shy away from personal growth and opportuni-
ties to turn current weaknesses into new and valuable strengths.

For instance, out of most peoples’ fears public speaking is at 
the top of the list—ahead of snakes, heights, insects, flying and 
even death. It’s natural to be afraid when you’re up there facing 
a sea of eyes. But the fact is you can turn that to your advantage 
rather than let it stifle your personal growth and career success. 
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If you dare to venture where others fear to tread the opportuni-
ties and possibilities are unlimited.

The best way to conquer your fear? Face it head on. Ralph 
Waldo Emerson advised us that if we do the thing we fear the 
death of fear is certain. FDR said that all we have to fear is fear 
itself. They both had it right.  

My very first boss, a great guy at Allstate by the name of Ken 
Smith, understood this well. After having some success during 
my first year, Ken asked me to give a 30-minute presentation on 
new business development to a group of newly hired insurance 
agents. I hemmed, hawed, stammered and resisted. No thanks, I 
told him. Not an option, he replied. 

Next thing I knew I was in front of a room full of about thirty 
strangers—quaking in my shoes, carefully prepared index cards 
quivering in my hands. About 30 seconds into my presenta-
tion those small white cards took on a life all their own, flew 
through the air and scattered at my feet. Feeling my face flush 
beet red, I bent down to pick them up and get them back in 
order. Somehow, I managed to regain some composure and 
stammer my way through the rest of the presentation.

Not very impressive, to say the least. Well, I thought to myself 
as I slinked back to my seat, at least Ken won’t ask me to do that 
again. Wrong. 

After a lot of practice, the following week’s presentation went 
a little better. While nothing to write home about, I felt slightly 
more relaxed and at ease. I even managed to tell a couple of 
jokes and engage the audience in some friendly give-and-take. 
The next week, while still nervous, I found myself actually 
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enjoying being “on stage.” Each week that feeling grew, along 
with my confidence.

As it turned out, making group presentations is now one of 
my favorite and most effective business development activi-
ties. All because Ken forced me to do something that made me 
afraid and uncomfortable. So I encourage you to push your 
own personal envelope and strive to turn your weaknesses into 
strengths. The reward will be well worth the effort. 

COMPANY ASSESSMENT

Next assess your company’s situation—it’s strengths and weak-
nesses. One of the key issues here is the existing customer base. 
Perhaps your company has hundreds or maybe even thousands 
of current home security customers in your territory. On the 
other hand, you might be part of a brand-new startup hungry to 
get its first customers on board. The existing base has a major 
bearing on your focus, especially in the early stages.

What are your company’s key competitive advantages? For 
instance, do you offer patrol or private response service? Com-
plementary product lines such as home theater, audio, com-
puter networking or structured wiring? Two-way voice systems? 
Residential CCTV? A strong presence and name recognition in 
the community? What is it that sets your company apart in a 
meaningful way—its unique selling proposition?

MARKET AREA ASSESSMENT

Now it’s time to evaluate the market area itself. What are the 
demographics of the population (age, income, education)? What 
are the primary life stages? Young singles? Families with school-
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age children? Empty nesters and retirees? What is the ratio of 
single-family to multi-family homes? How many homes are in 
the target area? What is the penetration rate (i.e., approximately 
what percentage of  homes in the area have a security system)?

Where are the most affluent areas? The highest crime areas? (By 
the way, a good place to “fish” is near the borders of affluent 
and high-crime areas.) New home developments? High growth 
areas?

Who are the major employers and other key organizations (e.g., 
religious institutions, schools, new home builders, sports teams, 
youth groups, law enforcement, chambers of commerce, chari-
table organizations, etc.)? 

COMPETITOR ASSESSMENT

Who are your primary competitors? What are their strengths and 
weaknesses relative to your own? What products and services 
do they offer? Where (and by whom) are their customers moni-
tored? How can you parry their strengths while taking advan-
tage of their weaknesses? What does each competitor “hang 
their hat on” from a sales and marketing standpoint? How well 
do they take care of their customers? Who are their salespeople? 
What are their strengths and weaknesses?

Opportunity Management System (OMS)

When is a successful lead generation program really a failure? 
When it produces many promising leads but relatively little in 
the way of sales results. My point? Creating opportunities is 
only half the battle. The other half is effectively managing those 
opportunities and turning them into sales.
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After you start your business development program in earnest 
you will soon have a large number of opportunities to work on. 
For instance, after only ten client visits a security consultant will 
typically have more than forty emergency contacts to follow 
up with as well as several insurance agents, real estate agents, 
HR directors and other referrals. Without an automated system, 
managing this business development activity can quickly get 
out of hand. Many opportunities will simply “fall through the 
cracks” and disappear.

There are a number of excellent and easy-to-use programs for 
this purpose available, including Microsoft’s Business Contact 
Manager (an Outlook add-on), ACT!, Goldmine and SalesForce.
com (my personal favorite and recommendation), to name a 
few. Most offer free trials so you can see which one works best 
for you. 

While they go by different names (contact management, lead 
management, CRM, etc.) they all serve the same function—to 
help you organize and manage your business development 
efforts. So before embarking on your business-building cam-
paign it’s essential that you set yourself up with one of these 
programs. Your efforts will bear a lot more fruit and your life 
will be much easier!

Developing a Plan of Attack

Armed with your Situation Analysis information, the next step 
is to develop a specific plan of attack. To illustrate the pro-
cess, let’s assume that I’ve been hired by Eagle Security Group 
(a fictitious company) as a home security consultant for an 
assigned sales territory in Northern California comprised of two 
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towns: Mayfield and Rockford (also fictitious). After two days of 
product training, ESG’s owner has kicked me out the door with 
orders to “Go bring in some deals!” (Sound familiar?) What do I 
do now?

My first order of business is to get a birds-eye view of my mar-
ket area. I head over to the local Starbucks, fire up my laptop 
and get down to work. After about an hour of research on the 
Internet, I’ve learned quite a bit about my sales territory (see the 
table on the next page).

One of the most important pieces of data is the crime situation. 
A great source for this information is spotcrime.com. I just plug 
in the zip codes I’m interested in and I get a complete picture 
of the crimes that have recently taken place in the area. Since 
Mayfield and Rockford are fictitious, the graphic on page 100 is 
for the Sacramento region. But you get the idea.

By entering a longer time frame I get a good understanding of 
where the crime problems are centered, trends and patterns 
such as seasonality. The additional detail provided also gives 
me insight into who has committed the crimes and their modus 
operandi. (Don’t you just love cop-speak?) 

Of course, this type of knowledge will help set me apart from 
my competitors who haven’t done their homework. I’ll definite-
ly be sharing this information with my prospects on sales calls 
to position myself as a knowledgeable local security expert. It 
will also be used to customize my home security seminar to the 
situation in my area, which will make it far more interesting to 
target audiences. (Which means it will be much easier to get 
bookings.) I’ll also weave it into my web page, blog, monthly 
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security articles and e-newsletter. (Remember, it’s all about 
credibility and targeting.) It will also come in handy during 
my meeting with the local crime prevention officers. They’re 
impressed when you’ve done your homework ahead of time. It 
also helps you focus the conversation. 

This “view from 30,000 feet” really helps give me a feel for the 
dynamics of the area. Clearly this is a fast-growing and relative-
ly affluent area. I can also deduce from the median age and the 

Mayfield/Rockford Market Area Overview

Population 73,849

Growth (10 year) 59.1%

Single Family Homes 25,232

Median Age 36.2 (51% between 30 and 59)

Primary Occupations
Professional/Managerial: 54.1%; Service/

Retail: 12.4%; Construction: 4.6%

Median Household Income $94,127

Same Home 5+ Years 52%

Median Home Age 8 years

Schools
42 Public:  15 elementary, 9 middle and 

4 high schools

11 Private: 7 K-8; 4 high school

Religious Organizations 16

Security System Penetration 20% (estimated)

Current customer base 142 (109 residential, 33 commercial)
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school population that there are a large number of families with 
school-age children. 

Now it’s time to start gathering some intelligence on my com-
petitors. (Who are in for a world of hurt.) I do a Google search 
for “home security companies mayfield california” and “home 
security companies rockford california.” I see that the paid ads 
on the first page are all taken by dealers for either ADT, Brinks 
or Protect America. A local company has the first “organic” list-
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ing on the first page, while the other links are for online listing 
(yellow page) services. Two local companies have pay-per-click 
ads on the second page. Unfortunately, my own company’s list-
ing is at the bottom of the fifth page. (If this is all Greek to you, 
download a free guide to security search engine marketing at 
securitysalestraining.com.)

After visiting their websites it’s apparent that my competitors 
aren’t very marketing savvy. The sites look “home made” and 
haven’t been updated in several years. Not surprisingly, their 
“unique selling proposition” is price (which of course isn’t so 
unique). So far so good. 

Next I decide to drive through the area and look for lawn signs. 
After a few hours in the field I estimate that about one in five 
homes currently has a security system. Between them, two 
national companies appear to have around a 60% share of the 
market. One regional and two local companies share 30% of 
the market, while seven local companies (ESG among them) 
split the remaining 500 or so accounts. Of course, as with the 
other information I’m uncovering, the addresses of homes with 
competitor systems are put into my OMS.

The Game Plan

To fully develop this sales territory I’ll use a combination of 
skimming, interception and positioning strategies (see Chapter 
3). The objective of the skimming campaign will be to get some 
near-term sales right out of the gate. Moving forward, intercep-
tion tactics will be folded into the mix to create a steady stream 
of business from networking and affinity partners. I’ll also imple-
ment a credibility marketing program to position myself as the 
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most well-known and respected home security expert in this 
area by the end of my first year.

The existing client base, while small (that will soon change), 
is my first target. I’ll concentrate my efforts here for the first 
four weeks. My objective is to meet with 24 clients—six each 
week—starting with the oldest installations. As I put together my 
target call list I look for clients who are “insiders” with network-
ing and affinity targets (e.g., school faculty or staff, clergy, man-
agers at major employers, etc.).

At the end of this four week period my objective is to have at 
least 60 emergency contacts and ten insurance agents for follow 
up, as well as some add-on sales. 

During the next four weeks my focus will continue to be on 
current clients. I’ll still do six client visits per week, but now add 
follow ups with emergency contacts—two in the first week, four 
in the second, six in the third and eight in the fourth. My objec-
tives for this four week period are 24 client visits and 20 emer-
gency contact appointments. As a result of this effort I expect 
to have several more add-on sales and two or three new system 
sales. 

During this time I’ve also set up my own page on the ESG 
website and put together a short booklet on home security 
tips called What You need to Know About Security in 
Mayfield and Rockford. (Get your own customizable version 
at securitysalestraining.com.) I’ve optimized my web page to 
get top placement on search engines like Google and Yahoo. 
The booklet, in PDF format so it can be indexed by the search 
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engines, will get me more visibility with people searching for 
home security providers in my area. 

The booklet was developed with the help of the crime preven-
tion officers in Mayfield and Rockford, as I positioned it as a 
community service and gave them co-authorship. Note that the 
title and the content has been tailored for people in the market 
area—using information gathered on spotcrime.com and pro-
vided by the CPOs— to drive more traffic to my web page and 
boost search engine results. This is also my first foray into posi-
tioning myself as the local home security expert and building 
some key relationships.

I now start to cloverleaf the 20 homes around each client and 
emergency contact with door hangers offering the free booklet 
(see the graphic on page 67). After only 50 client and EC visits 
I’ve made contact with another 1,000 potential clients. I get a 
daily update on crimes from spotcrime.com and hire a couple 
of local college kids to door hang areas that I’ve targeted for a 
couple of hours each week. (To make sure the doors actually 
get hung, I give them a $50 bonus for each lead that results in 
a sale.) Traffic on my web page starts to jump and people are 
signing up for a free home security audit. Two months in and 
opportunities are really ramping up. 

But I’m just getting started.

My next objective is to develop a seminar program based on the 
ideas in the home security booklet. Since I have a natural “in” 
with ESG’s commercial accounts, they will be my first target for 
the seminar.  

I get my crime prevention officer allies on board by soliciting 
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their ideas and input and asking if they would be interested 
in giving the seminar with me at area businesses, schools and 
houses of worship. (Note that the relationships you create with 
the home security seminar can open doors to commercial sales.) 
They agree and I get to work setting up the seminars, leveraging 
the involvement of the local police departments and crime pre-
vention officers. (Even if the CPO declines to participate in the 
presentations you can still leverage their involvement in devel-
oping the program.) 

I arrange to have myself videotaped and photographed giving 
these seminars and send press releases to the local media before 
and after each presentation to create even more favorable pub-
licity. Of course, these photos and a video segment also end up 
on my web page, YouTube, MySpace and Facebook. This pub-
licity, combined with favorable testimonials from my contacts at 
sponsoring organizations, paves the way to more seminars. My 
credibility marketing campaign is hitting its stride.

After each presentation, I work with my contacts inside the 
organization to set up an affinity program for their employees, 
members, congregation, etc. For businesses, this takes the form 
of a 15 percent discount and three months free monitoring for 
their employees. In the case of non-profits, a $50 contribution 
for each sale. Combined with my personal credibility, these 
arrangements start new streams of business and effectively seal 
out my competitors. 

Now that the local media recognizes me as an authority on the 
subject of home security, the timing is right to fold in the article 
marketing program. Given the credibility I’ve established and 
the local slant I give them, my chances of getting at least one 
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article, or even a regular series of articles, in a local newspaper 
or community magazine are excellent.

The home security booklet is also “private labeled” to include 
the logo of these newspapers and magazines so they will pro-
mote it in their publications. This gives them the opportunity to 
provide a valuable public service at no cost to them. They place 
links to the booklet from their websites to my own web page. I 
also submit articles to online article databases for more public-
ity and better search engine results. 

Next, I identify the top insurance agents in my market area 
and approach them with a partnering offer. For starters, I want 
to provide the home security booklet to their clients, “private-
labeled” with both the agency’s and ESG’s logo and contact 
information. One of my criteria is that the agent have an e-
newsletter that goes out to their clients. Why? Because I want 
to drive traffic to my own web page, which I can do by putting 
a link in the agent’s newsletter. Of course, I’ll do the same for 
him or her. If you have a partner you really want to work with 
and they don’t have an e-newsletter, offer to help arrange one 
for them. That will really cement your relationship. (Hint: send 
them our way.)

If you properly position yourself, setting up high-powered net-
working arrangements are virtual “slam dunks.” In fact, you’ll 
soon find local prominent businesspeople seeking you out for 
partnerships.

At this point I’m about six months in and things are looking 
good. Very good. In fact, at this stage it’s not unusual for a con-
sultant to have more opportunities on his or her plate than they 
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can handle on their own. (Yes, I know... not a bad problem to 
have.) When that happens you have a choice to make—go into 
“maintenance mode” (not recommended) or get some help with 
business development and other tasks.

As I said before, when it comes to business development it’s not 
necessary—or even advisable—to do everything that’s possible 
to do. You don’t want to spread yourself too thin and dilute 
your efforts. Again, favor quality over quantity and focus on 
activities you enjoy doing. Have a plan and take it one step at a 
time.

That said, don’t rest on your laurels. Staying on top requires 
constant innovation and a desire to keep your competitors 
rocked back on their heels, trying to catch up and wondering 
what you’ll do next. Why give them an opening? So my next 
moves would be to get some radio and TV air time (interviews 
of course, not ads), set up more networking arrangements, pub-
lish a book, create a community relations program... well, you 
get the idea. 

What you choose to do is up to you, but whatever it is be sure 
it’s based on a solid understanding of your market area and 
your own strengths and weaknesses. Have a weekly business 
development plan and methodically implement it, day-in and 
day-out. Be persistent, stick with it and the results will blow you 
away. Make it fun and it won’t even feel like work. You’ll look 
forward to jumping out of bed each day—and that’s what it’s all 
about.

As Abe Lincoln put it so well, “Good things come to those who 
wait, but only things left behind by those who hustle.” So put 
together your game plan and then get out there and hustle!



By failing to prepare you are 

preparing to fail.
Benjamin Franklin



47

108

When does the sales process actually begin? When you first 
greet your prospects at the door? After you’ve opened up your 
demo case? When you start to “close.” None of the above. In 
many ways, it actually starts with your business development 
efforts—how the lead was created. But as far as the actual sales 
appointment itself is concerned, things should start before you 
even get into your car to head out. Those “things” involve pre-
call preparation. 

Before a game a professional sports team spends a lot of time 
gathering information about their opponent. They analyze each 
and every player on the other team. They look for tendencies. 
How they match up, position by position. Why do they spend 
so much time and effort doing this? The answer is obvious, isn’t 
it? Because doing their homework greatly improves the chance 
of winning. 

Now I don’t want you to think about your prospect as an “oppo-
nent” to be overcome. The point is if you want to maximize 
your chances of success you also need to do your homework 
before you leave for the sales appointment. This means gath-
ering some critical information that will help jumpstart and 
smooth your path to success on that call. 

Pre-Call 
Preparation: 
Getting Ready for 
the Big Game
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Call Ahead

To start with, call the prospect and get some preliminary infor-
mation. The very act of calling the prospect ahead of time and 
getting this information does some very good things for you. 

First, it communicates that you are a professional and are inter-
ested in giving them exactly what they need. It starts to develop 
trust and rapport. 

Second, this personal contact helps solidify the appointment 
and reduce the chances of a cancellation.

Third, you’ll use this information to focus your selling efforts on 
those areas that are of special interest and importance to your 
prospect.

For example, why is the prospect interested in a security sys-
tem? Are they leaving on vacation? Just move into a new home? 
Did an elderly relative move in? Were they burglarized? Has 
there been an increase in crime in the area? The answer to this 
question will point you in the right direction from the very start. 
Information like this helps you form a mental picture of your 
prospect’s situation and the emotional motivation behind their 
interest in a security system. For instance, if grandmother did 
just move in you can start zeroing in on some specific system 
features you’ll probably want to focus on. 

What about recent burglaries or other criminal activity in the 
area? Find out what’s going on in your prospect’s community 
(for instance, using spotcrime.com) and use this knowledge to 
help position yourself as an expert in local crime patterns. 

Take advantage of the Internet to see what else you might be 
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able to find out about your prospects. You can then use this 
information to break the ice, build rapport and find common 
ground. But be careful here. You don’t want to come across as a 
stalker, and your prospects may resent that you’ve done a back-
ground search on them. Let me give you an example of how 
you might use the information you find without shooting your-
self in the foot.

Before a recent appointment a security consultant and I did an 
Internet search on the prospect. We discovered that the wife 
was a vice president with a prominent local bank. A visit to the 
bank’s website uncovered a community involvement program 
that awards scholarships to disadvantaged kids. A little further 
digging turned up a story in the local business journal on the 
program, which featured quotes from the prospect herself. This 
fact-finding mission took all of about ten minutes. 

During the needs identification phase the salesperson, as usual, 
asked about employment. When the wife said she was a VP 
with the bank, the salesperson was ready: “I thought your name 
sounded familiar! I read a story about your scholarship program 
in the business journal the other day. What a terrific program. 
That must give the people in your company a great feeling.” 

The prospect, who had been somewhat reserved up to this 
point, smiled from ear to ear. She was more than happy to 
spend a couple of minutes telling us about the program and the 
many kids her organization had helped. The ice was melted 
and the road to success was paved. So your eighth grade math 
teacher was right after all. A little extra homework really can 
pay big dividends.
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Reducing Cancellations

Have you ever been heading out the door for a sales appoint-
ment only to have the prospect call you at the last minute and 
cancel? If you’ve been in security sales for any length of time, 
probably more times than you care to remember. Why does 
this happen? Well, put yourself in your prospect’s shoes for a 
moment. Chances are good they’re apprehensive—afraid they 
are going to make a decision (in this case buy a security system) 
that they will regret. That one of those old-school salespeople is 
about to head their way. And who needs that kind of aggrava-
tion?

In some cases they may have already decided to buy from 
someone else. They initially scheduled three appointments and 
you happened to be number three on the list. After the second 
appointment they came to the conclusion (obviously the wrong 
conclusion) that all security companies are basically the same. 
So they went ahead and bought the system from the second 
company. What can you do about this? Plenty!

The most effective way to eliminate this problem involves lead 
development. A lead you develop yourself through your cred-
ibility marketing efforts is much less likely to cancel than one 
that came from the yellow pages. So a solid business develop-
ment program is crucial to your success. 

Lead source aside, what else can you do to minimize cancels? 
First, as we discussed earlier, get the process started by calling 
your prospects and completing the preliminary information form 
over the phone. This personal contact has been proven to dra-
matically reduce cancellations.
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Second, email some information to further introduce yourself, 
your company and the services you provide. Be sure to high-
light the specific concerns your prospects provided and your 
expertise in solving these problems. This helps reduce prospect 
anxiety and further commits them to keeping the appointment 
with you. It also helps establish your credentials, expertise and 
professionalism. 

Finally, if the appointment is more than a couple of days out, 
call the prospect 24 hours ahead of the appointment to confirm. 

Taking these steps will virtually eliminate cancellations and 
put you way ahead of the game before you even arrive at your 
prospect’s front door.

The Power of Visual Aids

Beyond a brochure, most salespeople in the security profession 
don’t use visual aids. That’s a mistake. Visual aids help involve 
more of your prospect’s senses. And the more senses you 
involve the more likely it is you will be believed and trusted.

People also differ in the way they like to receive information. 
Some are auditory, some are visual and some are tactile. Since 
you can’t know the learning style of your prospects without 
giving them a test ahead of time (good luck with that), your best 
bet is to have a good communications mix.

But the wrong visual aids, or even good visual aids in the wrong 
hands, can be counterproductive. There are few things more 
boring (and less likely to result in a sale) than a canned, hour-
long flipchart presentation. 
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Visual aids can’t take the place of a thinking salesperson and 
can become a distraction if not properly used. You need to 
know exactly which visual aids to use and when and how to 
use them. I’ll introduce quite a few of these vital sales tools as 
we move through each phase of the sales process.  

Making a Good First Impression

Remember that as a salesperson you are always on stage. Your 
prospects are watching your every move, continually making 
judgments that will influence whether or not they buy from you. 
Although you may not have ultimate control over what they 
think, you can take steps to ensure their impression of you is a 
positive one.

The way you’re dressed and groomed is a big part of that non-
verbal communication you send out to your prospect. It com-
municates much of the value you offer before you ever open 
your mouth. The fact is, it’s your “packaging” and your most 
important visual aid. 

If you want to get a leg up on the competition give special 
attention to your dress and grooming before a sales call. Take a 
look in the mirror before you leave for an appointment and ask 
yourself if you would buy from you.

Visualize for a moment how you would expect another profes-
sional that provides security-related services, such as a financial 
planner or insurance agent, to be dressed and groomed if they 
called on you in your home. That’s the look and impression 
you’re after. 

While we’re on this particular subject, let’s talk about body art 
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for a moment, starting with tattoos. There was a time you were 
considered different and rebellious (and maybe even dangerous) 
if you had a tattoo. You probably rode a Harley or in a drunken 
stupor let some friend with a needle leave an “I  Mom” or an 
anchor on your bicep. But these days tattoos are as fashionable 
as big hair in the ‘80s. 

In a recent survey, on a personal level 15 percent of people said 
they like body art, 30% said they don’t like it and 55% said they 
don’t care one way or the other. But when asked how they felt 
about body art on people they worked with, the percentage of 
people who viewed tattoos negatively doubled—from 30% to 
60%. 

Whether you believe those exact figures or not, the fact is some 
healthy percentage of prospects view tattoos as a negative. 
While I don’t have similar numbers for nose studs or pierced 
eyebrows, it’s a pretty sure bet those negative reactions hold 
up there, too. Especially when you’re dealing with people in 
the older demographic groups, these types of adornments are 
associated, to at least some degree, with the criminal elements 
of society. In our line of work, that’s clearly not the image you 
want to create in the mind of your prospects. So if you must 
express yourself with body art on your personal time, feel free. 
But if you do it when you’re on the job the only ink you’ll see 
may well be on your body instead of your prospect’s check. 

Let me give you a few more situations that get back to this 
“always on stage” idea. In one case, a prospect described a situ-
ation where the salesperson arrived smoking a cigarette. When 
the prospect opened the door the salesperson dropped his ciga-
rette on the doorstep and rubbed it out with his foot. The pros-
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pect still let him in, but along with his cigarette the salesperson 
had ground out his chances of making the sale. 

In another case, the prospects were looking out their front win-
dow as the salesperson pulled up. To set the scene, their proper-
ty had just been professionally landscaped.  The salesperson got 
out of his car and, not realizing his prospects were watching, 
pushed his way through the newly planted hedge and across the 
new lawn that had been put down the day before. Another sale 
lost before it began.

On the subject of parking, always park on the street and not in 
your prospect’s driveway. You never know if a family member 
will be coming home later or if you’ll block their exit from the 
garage. If that happens it will disrupt the call and likely irritate 
the member of the family that was inconvenienced. 

Another salesperson brought her Starbucks iced latte along with 
her and put it on the prospect’s coffee table without a coaster. 
Do you think she brought that sale in?

I could go on, but you get the picture. The point is you really 
need to consciously think about any bad habits that might be 
robbing you of sales without your knowing. 

If you’re a business owner or sales manager, how often are you 
personally following up with a phone call to prospects after 
sales calls? If you’re not I can’t recommend it enough. It’s one 
of the single most important things you can do to add to your 
client list and get the information you need to effectively coach 
and help your sales team to a higher level of success. 

In fact, do yourself a big favor. Go dig up the names of the last 
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20 prospects your salespeople called on, dial them up and ask 
for their feedback. Most will be favorably impressed that the 
owner of the business or the sales manager took the time to 
make sure they were taken care of. When prospects are consid-
ering various companies, this call can often turn the tide in your 
favor. 

If they had an issue with the salesperson they’ll usually let you 
know. You’ll then have some critical information you can use 
for training and coaching. If you haven’t done this before, these 
calls may well be the most enlightening and profitable few 
hours you’ve spent in a quite some time.

And if you’re a smart sales professional (which I know you are, 
because you’re working through this program), ask your boss or 
even another sales consultant to do this for you. If you’re shoot-
ing yourself in the foot you need to get rid of that gun!

Sales is a Mental Game

Do you feel good about what you’re selling?  Do you believe 
what you’re selling improves the quality of life for your clients?  
Would you buy what you’re selling? Have you?

Like sports, sales is largely a mental game. Your success 
depends a great deal on having the right mental attitude. So if 
your reply to those questions was an enthusiastic “Yes!” you’re 
halfway home. If not, I’d like to ask you one more. Are you in 
the right business?  

You see, if you don’t firmly believe in the real benefits your 
products and service provide, or that they’re overpriced or don’t 
represent a good value, guess what’s going to happen? You’ll 
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transfer those feelings to your prospects. I don’t care how good 
an actor you think you are, if deep down inside you don’t feel 
good about what you sell, those feelings will reveal themselves 
to your prospects. They’ll sense you don’t believe and they 
won’t believe either.

But if you are truly enthusiastic about the idea of providing 
safety and security for families. If you really believe the people 
who install the security systems you provide are better protected 
and have a higher quality of life. If you know your product and 
service represents a good value for your clients, then something 
magical is going to happen. Those feelings will be transferred 
from you to your prospect.

When you get right down to it, nothing will do a better job of 
convincing your prospects to buy than your own strong and 
genuine belief in the value of what you offer. This is the concept 
of controlled enthusiasm, and it’s a very powerful ally when it 
comes to selling. Especially when it comes to selling something 
as emotionally based as a home security system.

In my own business we call this “eating our own dog food.” 
(I know, great visual.) What it means is we believe so strongly 
in the power of our ideas, products and services that we use 
them ourselves. We know they work, so we can enthusiastically 
recommend them. The simple fact is that your own enthusiasm 
for what you provide will help you sell far more than old school 
sales techniques or closing tricks. 

On the other hand you can try close after close on a prospect, 
but if they sense you’re not excited about your product they’re 
not going to be excited either. And they’re not going to buy.
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Sometimes when I talk about the need for enthusiasm salespeo-
ple think they’re supposed to jump up and down and act overly 
excited during sales calls. That’s not what I’m talking about. I’m 
talking about a controlled enthusiasm—a subtle enthusiasm that 
is part and parcel of a controlled, structured and professional 
sales process. And this starts by making a very important sale—
in fact, the most important sale you’re going to make in your 
entire career. That’s the sale you make to yourself.

Every top salesperson I know is passionately enthusiastic about 
the benefits and value he or she provides their customers. So 
if you can’t make that sale, my advice is to find a product or 
service to sell that you do believe in. You’ll be lot happier and 
much more successful. 

When you’re personally sold on the benefits and value of 
your products and services (and I mean really sold), some-
thing almost magical happens to your state of mind. You start 
expecting everyone else to share your enthusiasm. You believe 
that everyone needs what you offer and will want it once they 
understand how much it will positively impact their lives. You’ll 
begin to assume the sale. 

The question in your mind is no longer Are they going to buy? 
but What specific security solution will best fit their needs and 
take care of that emotional pain and discomfort? 

Because you’re sold on the benefits and value of what you offer 
you naturally assume your prospects want those benefits and 
value for themselves. And when you assume your prospect 
wants those benefits it mentally focuses you to move them in 
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that direction. You project a far more confident and professional 
persona and attitude. 

This is powerful sales psychology that will put you miles ahead. 
So sell yourself first on the value of your home security products 
and services and then assume the sale with your prospects.



The most important single 

ingredient in the formula of success 

is knowing how to get along with 

people.
Theodore Roosevelt
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The moment of truth has arrived. You’re standing on your pros-
pect’s front porch and rung the doorbell. What are you going 
to do when that door opens? (Hopefully not drop your cigarette 
and rub it out with your foot.)

People form a very strong lasting impression within the first 
few minutes of meeting someone. And once this impression is 
made, one way or the other, it’s very difficult to change. As the 
saying goes, you don’t get a second chance to make a good 
first impression. That’s why it’s critical you use these first few 
moments to full advantage. If you’ve done your job in the pre-
call preparation phase, you’re already way ahead of the game.

As soon as the door opens you’re officially into the warm-up or 
rapport building element of the sales process. Your number one 
goal at this point is to remove your prospects’ apprehension and 
anxiety and get them to relax. At the end of this stage you want 
your prospects to feel comfortable with you and that you’re on 
the same side.

You Had Me at “Hello”

Greet your prospects with a smile and good eye contact. This 
is where another visual aid comes into play—an official-look-
ing photo ID badge. Shake hands and introduce yourself. Then, 

The Warm Up: 
Turn Prospects 
Into Allies
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before going inside, hand your photo ID to your prospects and 
ask them to look at your photo and confirm your identity. When 
they return your ID, explain that you and your company believe 
very strongly in all aspects of security, and advise them not to 
let anyone in their home who doesn’t provide satisfactory iden-
tification, including a photo.

This simple step accomplishes a lot of good things right out of 
the gate. First, the physical action of taking and looking at your 
ID engages and involves your prospects. Physical action helps 
release some of their natural anxiety and stress. Second, it con-
tinues the process you started in pre-call preparation of getting 
your prospects to see you as a true security expert and profes-
sional. Third, it begins to short-circuit your competition. If a 
rival salesperson doesn’t provide a photo ID you’ve just done 
some damage to his credibility, haven’t you?

Once inside, be observant. Look for something to comment on 
to help break the ice and put your prospects further at ease. 
Successfully doing this will help you take control of the conver-
sational flow. 

“You have a very beautiful home, Mr. and Mrs. Smith. 
Did you decorate it yourself?” 

Be careful here and make sure you can make such a comment 
with complete sincerity. If you say something like this and the 
house is really a dump, you’ve just damaged your own credibil-
ity.

Some salespeople resist the idea of finding something in the 
prospect’s home to comment on, believing this is transparent 
and will be seen as such by the prospect. But in my experi-
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ence, the opposite is usually the case, as long as the comment 
is genuine and sincere. People take great pride in their homes. 
Because prospects expect it, not making a comment can actual-
ly be insulting. Think about it. If you were invited to someone’s 
home for dinner wouldn’t you make complimentary comments? 
It’s simple common courtesy. If you’ve done your homework, 
you’ll even know what to look for. 

Let’s say during your Internet search you discovered your pros-
pect’s son is a star on the high school basketball team. If that’s 
the case, what are they likely to have in their home? That’s 
right. Photographs, trophies or other mementos of their basket-
ball hero son. Unless they’re right in front of you as you walk 
inside, you don’t need to comment on them right away. You’ll 
be walking throughout the home in short order, so tuck this 

From the Trenches
One of the best when it came to using humor in the sales process was Jack 
Smith, the sales training manager for Westec Security when I broke into the 
business back in 1987. In addition to the “Would it be okay if a put this sign 
in your yard while I’m here” tactic, one of Jack’s favorite ice-breakers was 
what he called “the suitcase.” 

When he got to a prospect’s home, Jack would unload some travel luggage 
and take it up to the front door. When the prospects answered the doorbell 
and the preliminary introductions were out of the way, Jack would say: 
“Folks, you’re probably wondering what all this luggage is for. Well, I’ve got 
some great news for you. When you invest in a Westec system I come with it. 
So where’s my room?”

Jack clearly understood that getting his prospects at ease with a little humor 
put him on the right track to complete the sale.

--

Note: Before using humor make sure you know what personality type you’re 
dealing with. I’ll have more on that topic later in this chapter. 
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piece of information away. Then when you pass by those pho-
tos or trophies during the system design phase you’ll be ready. 

Remember, rapport and relationship-building doesn’t just hap-
pen during the warm-up—it continues throughout the process. 
(In fact, as we discussed in Chapter 3, it ideally starts with lead 
development.) So instead of hitting your prospects with a bar-
rage of compliments in the first few minutes, which will sound 
insincere and “salesy” (think Eddie Haskell on Leave it to Bea-
ver), sprinkle those comments at opportune times throughout 
the call. But again, don’t over do it. And as I’ll discuss in greater 
depth, be guided here by your prospect’s behavioral style.

Keep in mind that you’re not a “professional visitor.” I remem-
ber being on a call with a salesperson who was a rabid model 
train enthusiast. As it turned out, the prospect had an elaborate 
model train setup in his basement. When the salesperson spot-
ted it his eyes lit up and his jaw dropped. He then spent ten 
minutes talking about his own interest in model trains. 

While initially engaged, after a couple of minutes the prospect 
was showing obvious signs of agitation, which the salesperson 
missed completely. Most of this agitation came from the fact 
that the salesperson was talking about himself instead of ask-
ing the prospect about his hobby and engaging him in a two-
way dialog. In these situations, as is usually the case, the right 
approach is to ask good questions and foster a conversation 
about the mutual interest.

 “How long have you been interested in model trains?” 

“What kind of couplers do you use?” 
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“Is that an Athearn tank car?” 

People love to talk about themselves and their hobbies with 
someone who is genuinely interested. Again, strive to be inter-
ested rather than interesting. If you see something that will help 
you make a connection with your prospect, go for it—you’ve hit 
paydirt. But discuss it briefly and move on to business—espe-
cially if a spouse is standing by and starting to look impatient. 

Taking Control of the Call 

After making your brief initial icebreaking comment, quickly 
follow by saying something like this, “Mr. and Mrs. Smith, 
where would you like to sit and discuss your security needs?” 
They will probably hesitate for a moment, at which point ask 
them where they spend most of their leisure time and suggest 
you go there. 

This again is a seemingly small but important tactic. You want 
to start out in the leisure area because that’s where the family 
relaxes and unwinds. And one of your goals during this warm-
up phase is to get your prospects to relax and drop their natural 
defensiveness. Even though you are in your prospect’s home 
it’s up to you to take control. It’s your show and your prospects 
expect you to direct the process (with some exceptions), so 
don’t let them down. 

Now you’re situated. What’s going on in your prospect’s mind 
right now?  Very likely some or all of the following:

How long is this going to take?

Does this guy really know what he’s doing? 
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Can we trust him?  

Are we in for a high pressure sales pitch?

I wonder how much these things cost?

What have we gotten ourselves into?

I can’t believe she just put her coffee cup on my 
mahogany coffee table without a coaster! (Okay, 
hopefully that kind of thing won’t be an issue.)

Recognize that some of these questions would have been at 
least partially addressed by your work in the pre-call prepara-
tion step. Even better, if the lead was the result of your cred-
ibility marketing efforts you’ve already been “pre-sold” on most 
of these potential concerns. But these anxieties are still likely 
to be present to at least some degree. So the overriding goal of 
the warm-up is to anticipate these concerns and barriers and get 
them out of your way.

A great way to do this is to answer these unspoken questions 
for your prospects right up front. Keep in mind that many objec-
tions or concerns are never voiced by your prospects, but you 
need to address them anyway to keep them from killing the 
sale.

Salespeople are sometimes unsure about how to address their 
prospects. Personally, I like to get on a first-name basis as soon 
as possible—but you need to take your cues here from your 
prospects. Very often, during the initial introduction at the door, 
they’ll say “Call me Bob” or “I’m Jennifer.” In that case, you’re 
all set. But if they don’t make this invitation I’ll usually ask, “Mr. 
and Mrs. Smith, do you mind if I call you Bob and Jennifer?” 
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At least 9 times out of 10 they will say yes. If not, don’t take it 
personally. It simply means your prospects prefer a more formal 
approach. This will also give you some insight into their per-
sonality and how you should approach the rest of the call. (I’ll 
discuss how to identify and adapt to different behavioral styles a 
little later in this chapter.)

Don’t take the liberty of using nicknames unless you’re asked 
to do so by your prospects. For instance, if the prospect intro-
duces himself as “Charles” don’t change it to “Charlie” on your 
own. I’ve been on more than one call where the salesperson has 
taken this liberty only to be reprimanded by the prospect. Once 
past the name issue, I continue with:

“Bob, Jennifer, thank you very much for the opportunity 
to meet with you today. Every family I help protect is 
unique, so it’s important that I fully understand your 
situation in order to do the best possible job for you. 
We’ll start by going over some security questions and 
then do a security audit of your home. After that, we’ll 
discuss how best to address your needs. How does that 
sound?”

“How does that sound?” is a “checking” question. Regularly 
asking your prospect’s checking questions helps keep them 
involved and not feeling like you’re trying to “sell” them. At this 
point, I also do a time check.

 “How are we doing on time?” 

Again, this is primarily for rapport-building—prospects truly 
appreciate your concern for their time. I also want to make sure 
they’re not pressed without my knowledge. If they are I can 
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adjust accordingly and avoid getting the “bum’s rush” when 
they suddenly need to wrap things up. 

Adjusting to the Situation

The opening I just described is appropriate in situations where 
the prospect has no immediate sense of urgency or trauma. 
For instance, they’re looking at security systems because they 
just moved to the area, are planning a vacation or will have a 
latchkey situation when school starts in a few weeks. To use the 
vernacular from Chapter 3, these are active need prospects.  

In other cases your prospects will have just been the victims of 
a crime (sometimes a violent crime) and are traumatized, angry 
and frightened. To say emotions are running high would be an 
understatement. These prospects, as you’ll recall, have hyperac-
tive needs. In these cases you have to show great empathy and 
concern and quickly assure them you can help keep this from 
ever happening again. Effectively positioning yourself as their 
personal security advisor as opposed to a security system sales-
person is especially crucial in these situations.

I was taught this lesson by an incredibly successful security con-
sultant by the name of Beth Franklin. Recognizing that she was 
often brought in after a burglary—and seeing first-hand how 
psychologically traumatized her prospects were—Beth decided 
to take an active role in helping with the healing process. 

To start with, she created a guidebook that detailed specific 
steps to take to recover from the stress, anxiety and sense of 
violation caused by a burglary. For instance, after some research 
she found that redecorating a home after a break-in, or even 
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rearranging the furniture, helped counteract the feelings of 
violation. As Beth explains it, the “old” house was invaded and 
violated. By rearranging or redecorating, victims create a “new 
and improved” version of their home—a new environment 
untouched by the intruder. It’s a way for people to reclaim the 
sense of sanctuary that has been stolen from them.

In addition, she set up a support group for victims of burglaries 
and home invasions and established relationships with counsel-
ors who worked with crime victims. Beth’s efforts (which were 
well publicized) also became known to local law enforcement, 
who would refer victims to her for guidance and support.

As you can probably guess, Beth dominates her market area—
and for all the right reasons. You can also imagine her sense of 
personal satisfaction in making a real difference in the lives of 
her clients.

The point is that “cream-of-the-crop” home security consultants 
have great empathy. Like a top-notch physician, when it comes 
to their clients they tune into and intimately understand “where 
it hurts” and truly want to help. Focusing on their clients needs 
rather than their own ultimately rewards them far more than if 
their approach were the other way around. 

Sell Yourself First

As I’ve already mentioned, when it comes to a home security 
purchase people “buy” the security consultant first and fore-
most. It’s essential that you position yourself early on as a true 
security expert and professional—someone they can place their 
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trust and confidence in. If you don’t do that successfully your 
chances of completing the sale go down significantly.  

So at this point spend some time covering your experience and 
expertise in home security. The idea is to position yourself as 
a professional security consultant with solid credentials and 
expertise. Discuss things like the number of years you’ve been 
in the business, how many systems you’ve designed and drop 
the names of a few customers in the area. But if you really want 
to shine, don’t confine yourself to home security systems. Like 
Beth, take steps to get your prospects to see you as something 
more—someone who adds real value.

What if you haven’t been in the security field for very long? 
What if this is your first week? Then for the time being fall back 
on the background and experience of your company. But take 
some time each and every week to establish yourself as a trust-
ed and known security advisor. A great way to do that is with 
one or more of the programs detailed in Chapter 5. 

For instance, write a home security column for the local paper 
and then show those columns to your prospects during the 
warm up. Publish a short book on home security. Set up a home 
security seminar program and then arrange to present it at a 
local Chamber of Commerce, neighborhood watch or home-
owner’s association meeting. Make sure you have someone take 
good photos and get a glowing review from your contact per-
son. Start a community relations program, such as offering free 
child fingerprinting programs for local schools. 

A big advantage to working in the security field is that you have 
countless opportunities to take advantage of these types of free 
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publicity and credibility-building opportunities. Not only will 
they create new sales opportunities, they will also help to create 
warm feelings and a sense of trust on your sales calls. 

Offer an “Early Out” 

Some very successful security consultants add a different and 
very effective twist to their opening.

Bob and Jennifer, it’s very important that anyone 
you entrust with your security have your complete 
confidence. We’ll be covering your security situation 
in detail, and you only want to give that information to 
someone you really trust. So I’m going to take a little 
time at this point to cover my own personal expertise, 
qualifications and experience as a security professional. 
Feel completely free to ask me any questions you like. 
Don’t hold back. 

I’ll then ask if you have confidence in me to do the 
job. If so, we’ll continue. But if not, I want you to feel 
completely free and comfortable to tell me so and that 
will end our discussion. Okay?

Pretty gutsy, huh? Many salespeople are hesitant to use this 
approach. As with the confirmation call, the concern is that the 
prospect is given an “out” way too early in the game. But offer-
ing this “early out” is exactly what makes it so powerful and 
effective.

First, let me put your mind at ease. Of all the sales calls I’ve 
been on where this idea was used not once has the prospect 
asked to end the appointment. Not a single time. So assuming 
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you do a good job covering your company and—more impor-
tantly—your own background, your prospects will almost cer-
tainly tell you they are comfortable moving forward. (Of course, 
if the lead was developed through your credibility marketing 
efforts your prospects were “pre-sold” on this point before you 
even arrived.)

But why do it in the first place? Because the payoff is big. When 
you give your prospects the opportunity for an “early out” it 
communicates a great deal of confidence on your part. This 
statement helps put you on an equal level with your prospect, 
as opposed to the typical situation where the prospect is in a 
psychologically superior position to the salesperson. 

Second, in the needs identification phase of the process that 
comes next, you will ask some personal and sensitive ques-
tions. Launching into those diagnostic questions without first 
establishing an environment of trust—and having your prospects 
confirm that they do in fact trust you—is likely to put them on 
the defensive. This makes your job that much more difficult.

Third, it continues the process of communicating to your pros-
pects that they are the focal point—that you are not a stereotypi-
cal hardball salesperson. This will help them relax and be less 
defensive—rapport is further established.

Fourth, it puts yet another hole in your competition’s balloon. 
You’ve advised your prospects that it is unwise to entrust their 
security and divulge personal information to anyone whose 
credentials are not firmly established. It’s unlikely your competi-
tor will do a very good job in this area, if they address the issue 
at all.
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Fifth, if your prospects really don’t trust you after you’ve cov-
ered your credentials, why waste any more time? Better to find 
out early and put that time to more productive use. Of course, if 
it should happen, use it as a learning opportunity. Ask why they 
aren’t comfortable and address the issue using the objection 
handling process I’ll discuss shortly.

Finally, it puts some psychological pressure on your prospects 
to buy at the end of the process. It’s far more difficult for pros-
pects to say “no” when asked for a buying decision after you 
give them an out early in the process. 

Mirror, Mirror on the Wall

Can you remember a time when you met someone for the first 
time and things just seemed to click? An instant bond between 
the two of you—an instant “likability” and trust where you 
could literally feel the connection? 

That connection is called rapport, and it’s the basis and foun-
dation for every meaningful interaction between two or more 
people. Rapport is about creating an environment of trust and 
understanding, to respect and honor the other person’s world. 
This allows the person the freedom to fully express their ideas 
and feelings and know they’ll be respected and appreciated by 
you. 

Rapport creates the space needed for people to feel listened and 
responded to, even when you disagree with what the other per-
son says or does. Each person appreciates the other’s viewpoint 
and respects the way they see things, even if you don’t see eye-
to-eye. When you have rapport with another person, you make 
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an effort to mentally enter their world and see things from their 
perspective. You feel the way they do, get a better understand-
ing of where they’re coming from and, as a result, enhance the 
whole relationship.

Tony Alessandra, author of The Platinum Rule of Negotiation, 
summed up the central idea here quite well:

You remember The Golden Rule: “Do unto others as you 
would have them do unto you”? Well, that’s a terrific 
axiom, as far as it goes. But not everybody wants to be 
treated the same way you do! I believe the real goal of 
the Golden Rule is to treat others the way they would 
like to be treated. Hence, I’ve come up with what I think 
is a newer, more sensitive version of The Golden Rule—
what I call The Platinum Rule: “Do Unto Others as They 
Would Like Done Unto Them.”

This is a very powerful selling idea. The kind of thinking and 
understanding the very best security consultants take full advan-
tage of. One way they put this idea into practice is by effectively 
modeling their prospect’s behavior through a technique called 
neurolinguistic programming, or NLP.

You can help establish rapport with prospects and get them to 
like and trust you by subtly matching and mirroring their natural 
rhythms, body language and voice. The basis of this is that most 
people like and trust people they sense are like themselves—
and people buy from people they like and trust. 

For example, two people going at different speeds will have a 
hard time connecting. So if your prospect speaks slowly and 
softly and you have a tendency (as I do) to go a-mile-a-minute, 
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try to slow your pace. If he crosses his legs, after a short delay 
cross your legs. But be careful. This isn’t a game of “monkey 
see, monkey do.” Don’t overdo it to the point it becomes obvi-
ous, and don’t do anything that is completely unnatural for you. 
Don’t mimic everything your prospects do or they will notice 
what you’re doing. And don’t mirror negative body language, 
like arms folded across the chest or very low energy.

If you do this effectively your prospects will subconsciously like 
and trust you more, which means your chances of completing 
the sale will increase.

Closely related to this idea is the fact that people behave differ-
ently in sales situations. People with specific behavioral style 
tendencies are classified into one of four groups: Amiables, 
Analyticals, Drivers and Extroverts. 

The ability to identify your prospect’s preferred style and adapt 
your own style accordingly is incredibly helpful in creating suc-
cessful relationships and reaching agreement. So let’s review 
some characteristics that will clue you in to a prospect’s pre-
ferred style and how to use that information to develop rapport 
and achieve a successful outcome.

AMIABLES (AKA “RELATERS”)

Prospects with an Amiable style have a strong need to feel rec-
ognized and valued in a relationship. They tend to focus more 
on feelings and less on facts. They prefer to start a sales call 
with some social conversation that is unrelated to the purpose 
of the appointment. They are trusting, optimistic and generally 
committed to outcomes that benefit both parties. 
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To build rapport with your Amiable prospect it is especially 
important to show genuine respect and care. Be sincere, and 
don’t discount personal feelings. Remain positive and solution 
oriented. Do not go “head to head” in a confrontational man-
ner, which will likely cause the Amiable to become uncomfort-
able, withdraw and end the call. 

Understand that for your Amiable prospect a transaction is more 
than just business—it’s highly personal. Never tell an Amiable, 
“Don’t take it personally.” They will. Assure an Amiable that 
things will be done harmoniously and that you will be person-
ally involved every step of the way. 

DRIVERS (AKA “DIRECTORS”)

It’s been said that “You can tell a Driver, but you can’t tell him 
much.” While Amiables are most concerned with the emo-
tional relationships between themselves and others, Drivers are 
results-oriented. They want to quickly get down to business and 
the “bottom line.” 

Drivers tend to be impatient, have little need for or interest 
in detailed information, and want to quickly move the sales 
process to a conclusion. Drivers are self-confident and asser-
tive. They may come across as aggressive and even hostile if 
they feel cornered. Amiables and Drivers both have a need to 
achieve a positive outcome, but for the Driver it’s all about win-
ning. 

When preparing for a sales call with a Driver, be ready from 
the start with a preliminary system design recommendation and 
bottom line price. Dial back the social chit-chat and keep your 
interactions focused on business. Be direct, focused, assertive 
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and to the point. (Drivers have little respect for people who 
back down— but be assertive, not aggressive.) 

With Drivers it’s especially important to ask questions in a way 
that allows them to “discover” their own solutions. Have a thick 
skin. Don’t take it personally if a Driver comes across as aggres-
sive, hostile or even ruthless. For a Driver, it’s not personal... it’s 
just business. Assure a Driver that you will deliver bottom line 
results. 

ANALYTICALS (AKA “THINKERS”)

If your prospect comes across as reserved, quiet or cautious it’s 
likely you’re dealing with an Analytical. Analyticals like to sys-
tematically investigate all options. They leave no stone unturned 
in their search for the best and most cost-efficient result. Analyt-
icals like facts and details, and won’t reach agreement without 
a chance to carefully analyze all available data. So with Ana-
lyticals it’s a good idea to get into more depth on the “bells and 
whistles” and technical details. 

Because they take their time to carefully process information 
they may seem somewhat unemotional and withdrawn. They 
are organized, methodical and take things one step at a time.

To build rapport and gain respect from your Analytical pros-
pect, keep your discussions factual and business related. Put 
extra focus on how moving forward will be beneficial in terms 
of money (e.g., insurance discounts) and efficiency (e.g., spe-
cific data on response times). “Hard data” in the form of  charts, 
graphs and spreadsheets are especially useful with Analyticals. 
Assure them that things will be done right, the first time. 
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EXTROVERTS (AKA “SOCIALIZERS”)

If your prospect is extremely outgoing, enthusiastic and radiates 
energy you’re probably dealing with an Extrovert. Extroverts 
love to talk (especially about themselves) and to be the center of 
attention. 

Extroverts have a tendency toward being overly dramatic and 
impulsive and to direct and control rather than ask and listen. 
They like to look at the “big picture” and have little interest in 
details. 

While, like Amiables, they tend to make decisions on emotion, 
they are more assertive and self-centered. Give an Extrovert the 
impression that you get things done with drama and style. 

Data

Emotion

Passive Assertive

Analytical Driver

Amiable Extrovert
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Some key points to keep in mind:

• Analyticals and drivers base decisions on factual data. 
Emotions count, but not as much. 

• While some level of involvement is important for all, 
be especially sure to involve Drivers in solution devel-
opment. Let them feel they are taking the lead.

• Amiables and extroverts focus on emotions and feel-
ings. Cold hard facts mean little to them. 

• Analyticals and amiables need time and information 
to make decisions. 

• Drivers and extroverts make quick decisions. Don’t 
overload them with information unless they ask for 
more. 

Get Permission to Proceed

During the warm-up your objectives are to get your prospects 
to relax, create rapport and build a foundation of credibility and 
trust. Don’t move forward unless trust and credibility have been 
established. 

This is how you’ll determine you’re there. After covering your 
background and credentials, ask your prospects to make a very 
important decision.

Bob and Jennifer, as I said it’s very important you have 
complete trust and confidence in the person designing 
your security system. Do you have confidence in me to 
be your personal security consultant?
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If you’ve done your job correctly, they will give you an enthusi-
astically positive response and you will have reached the single 
most important milestone in the sales process. Your chances of 
bringing this opportunity to a successful conclusion are better 
than eighty percent. 

Now it’s time to move on to the next major phase in the struc-
tured sales process—needs identification.



I only wish I could find an institute 

that teaches people how to listen. 

Business people need to listen at 

least as much as they need to talk. 

Lee Iacocca
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Think about the last time you paid a visit to your personal phy-
sician because you weren’t feeling well. Did she write out a 
prescription or schedule you for surgery during the first couple 
of minutes after you entered the examination room? Of course 
not. She first asked a number of questions about your symptoms 
and perhaps ordered a few tests. It would have been ridiculous, 
not to mention unprofessional and possibly even dangerous, if 
she tried to “cure you” without first doing a thorough diagnosis 
to discover the underlying cause of your discomfort. 

It’s equally ridiculous (not to mention irresponsible and danger-
ous) for a security consultant to prescribe a security solution for 
his clients before first understanding their specific security-relat-
ed needs and concerns. Even worse, making a recommendation 
without going through this process is very likely to backfire. 
That’s why the needs identification stage of the sales process is 
so important to your success.  

The ability to ask good questions and actively listen is one of the 
hallmarks of a top salesperson in any field.  This ability is espe-
cially vital when it comes to providing security, protection and 
life safety. Again, what you’re really providing isn’t a security 
system but specific solutions to your prospect’s security prob-
lems, needs and concerns. You can’t provide those solutions 

Needs Analysis: 
Ready to Play 
Doctor?
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without first discovering what the problems are by asking your 
prospects the right kinds of questions. 

The primary objective of the needs identification stage is, first 
and foremost, to make sure you have the information you need 
to do the best possible job designing a security solution for your 
clients—a solution that addresses their most important needs 
and emotional security hotspots. Just as importantly, asking your 
prospects about their needs and actively listening to what they 
say tells them you are truly interested in their situation and con-
cerns. This neutralizes the often unspoken feeling you might just 
be there to make a quick sale and aren’t really concerned about 
making sure they get what they need or want.  

Questions: The Wheels of Sales

Used properly, questions are the wheels that move the sales 
process along the best possible path. But asking the wrong ques-
tions at the wrong time can make the wheels fall off the wagon, 
killing the dialog with your prospect and rolling the sale into the 
ditch. So the types of questions you ask and when you ask them 
is vitally important. 

In order to get their prospects to open up and identify needs, 
most salespeople have been trained to ask open-ended ques-
tions, the kind that can’t be answered with a simple “Yes,” 
“No,” or short statement. That’s a good idea, as long as they are 
the right open-ended questions asked at the right time. So what 
types of questions should you ask and when should you ask 
them? I’m glad you asked!
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Status Questions

Status questions are the starting point in the needs identification 
process. Using the doctor/patient analogy, this stage is similar 
to asking about issues like allergies to medication and medical 
history. Examples include:

How many people live in the household?

Do you have any pets?

Is your home pre-wired for a security system?

What is your occupation?

Do you have domestic help?

How is your home heated?

What type of phone service do you have?

These initial questions not only uncover useful information but 
help your prospects relax, further establish your credibility and 
condition them to positively respond to your questions. They 
are easy to ask, easy to answer and aren’t overly sensitive in 
nature. 

Don’t ask these types of questions in a quick, staccato fashion 
or ask too many in sequence. If you do, your prospects may feel 
like they’re being interrogated. These types of question can also 
cause your prospects to become bored and impatient, so watch 
body language and adjust accordingly (e.g., by moving on to 
Situation and Threat questions) if you sense this is happening 
in order to stimulate involvement and dialog. You can always 
circle back to fill in the blanks. Look at this as a fluid rather than 
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linear process, and don’t feel a need to follow the needs analy-
sis questionnaire line-by-line.   

Situation Questions

Situation Questions are similar to Status Questions in that they 
are closed-ended. However, they are more sensitive in nature 
and are designed to uncover potential threats. Some examples:

Are your children ever home alone?

How often are you away from home on vacation or 
business?

Do you have any valuables in the home you are 
especially concerned about protecting?

Does any member of the household have a medical 
condition that might require an emergency response?

Asking good diagnostic questions will get your prospects think-
ing about latent needs and transforming them into active needs. 
This is important, since as I discussed earlier only recognized 
(active) needs can lead to a sale. They also help further establish 
your credibility as a security advisor.  

Threat Questions

The purpose of Threat Questions, which are open-ended, is to 
identify both active and latent needs. Keep in mind that just 
because you see a “need” doesn’t make it a need. A need isn’t 
really a need until it is recognized as such by your prospect. 

Why are you interested in a security system at this time?

What would you like your security system to do for you?
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What are your primary safety and security concerns?

What areas of your home are most vulnerable to a break-
in?

How do you currently protect your home when you are 
away on vacation?

What concerns do you have about your daughter being 
home alone?

Threat Questions get prospects to talk about worries, problems 
and concerns and expand the conversation by getting them to 
tell us why those issues are important to them. They help to 
identify those emotional hotspots and how strongly our pros-
pects feel about them.

Consequence Questions

It’s not enough to merely uncover needs. Even if your prospect 
recognizes a need they are not likely to take action to address 
that need (i.e., buy a security system) unless they feel a sense 
of urgency. As we discussed earlier, even in the face of a clear 
need, without a feeling of urgency people tend to procrastinate. 
Consequence questions are designed to get prospects to think 
about and, more importantly, visualize the consequences they 
could suffer as a result of inaction. Consequence Questions tap 
even deeper into emotions. 

What are you afraid would happen if someone broke in 
through the back door just before Nicole got home from 
school?
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How would your mother get help if she broke her hip and 
couldn’t reach the phone?

Who would re-secure your home if someone broke a 
window or kicked in a door while you were on vacation?

What would you lose that couldn’t be replaced if a fire 
destroyed your home?

The idea is to probe for consequences that raise your prospect’s 
level of awareness and make the perception of risk seem larger 
and more urgent. The greater the emotional consequences of 
inaction the more a prospect will feel a sense of urgency to buy. 
Again, situation and threat questions probe for facts while con-
sequence questions tap into a prospect’s emotions.

Is this manipulative? Not at all. Is it possible that Nicole could 
walk in on an intruder? That the Smith’s mother could break her 
hip and be unable to call for help? That someone could break 
a window while they are away on vacation, leaving their home 
exposed to the elements? That they could lose irreplaceable 
family heirlooms and memories in a fire? Of course it is. Your 
job is to make your prospects aware that these are real possibili-
ties that they need to address—and sooner (as in now) rather 
than later. But you have to do so in the right way and at the 
right time. 

Since consequence questions are so powerful some salespeople 
try to save time and jump right to them. But in home security 
sales, fast is slow and slow is fast. Few areas of a person’s life 
are as emotionally charged as their security situation and the 
safety of their loved ones. For us as security consultants, this is a 
two-edged sword. On the one hand, we need to openly discuss 
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these issues with our clients in order to serve and protect them. 
On the other hand, if we don’t first earn our prospect’s trust and 
confidence, asking questions about what might happen to their 
children in a dangerous situation is, well, dangerous. This is 
why we need to invest effort in establishing our credentials and 
developing rapport before we get to this stage in the process. 

Skillful Consequence Questions get your prospects to come up 
with their own reasons why they need your security solutions. 
That’s why the best security consultants don’t have to sell their 
prospects in the traditional sense of the word. Instead, they get 
their prospects to sell themselves. 

Involving your prospects through effective probing helps break 
down resistance and further builds your relationship with your 
soon-to-be new client. Most importantly, the information you 
get here will be worth its weight in gold as you use it to gently, 
yet very persuasively, guide and involve your prospect through 
a series of minor decisions and agreements toward a positive 
purchase decision. You do this by “feeding back” the informa-
tion they provide in response to your questions in the form of 
very specific and tangible benefits that relate directly to their 
specific needs, lifestyle and concerns. This is accomplished 
through Solution Questions.

Solution Questions

After you’ve uncovered threats and the potential consequences 
of those threats, Solution Questions are used to discuss ways 
to get your prospects out of their predicament. Your threat and 
consequence questions have raised concerns, apprehension and 
a sense of urgency with your prospects. It’s now time to show 
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them that relief from those concerns is within reach. What does 
a Solution Question look like? I’ll illustrate with an example.

As you may already know, May and June tend to be big months 
for home security system sales. The reason of course is that 
people are making vacation plans and taking steps to secure 
their homes. Most people have some level of concern about 
their homes when they are away for any length of time, which is 
why you should always ask about vacation or other travel plans 
during the needs identification stage.

A situation question reveals that your prospects vacation twice a 
year for a couple of weeks each time, traveling across the coun-
try in their RV. You then ask if their home is left vacant when 
they are away, and they confirm that it is.

When it comes to break-ins that occur when people are on 
extended trips there are four security-related needs involved. 
The first, of course, is the need to protect the home against a 
break-in in the first place; second is getting help if there is a 
break-in attempt; third is notifying the homeowner; and the 
fourth is re-securing the home.

What you want to do is paint a word picture for your pros-
pects—verbally place them in a situation that gets them to 
visualize one of their specific, security-related concerns actually 
happening. Start with a question that gets your prospect to iden-
tify one or more needs (a Threat Question).

You mentioned your home is vacant four weeks a year 
while you’re on vacation. What concerns do you have 
about the security of your home when you’re away?
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Again, nearly everyone worries about their home when they’re 
gone for any length of time, don’t they? But don’t let your own 
assumptions get in the way here. For example, it’s easy to 
assume the primary concern is a break-in but it’s possible it’s 
something else, like a fire. Of course, they could be concerned 
about a break-in and a fire, in addition to other threats. In any 
case, you want your prospects to provide you with details about 
the specifics of the concern.

Notice we didn’t assume the Smiths felt nervous or uneasy 
leaving their home vacant by saying something like, “No doubt 
it makes you uncomfortable to have your home vacant when 
you’re on vacation.” We asked them about their concerns. 
Don’t ever tell your prospects how they feel—always ask. If 
you make a statement about your prospect’s state of mind he is 
likely to resist, even if what you say is true and captures exactly 
how he feels. It’s human nature. But if you get him to say it by 
asking skillful probing questions, he’s far less likely to become 
defensive and more likely to go along with you. He will feel 
listened to and that you really want to understand his situa-
tion—and he won’t feel like he’s being sold. Better yet, when 
you let your prospect do the talking, they provide you with criti-
cal details and insights into their emotional state. 

In this case, Bob tells you he’s concerned about the home being 
vandalized. Now you have a specific threat out on the table—
but resist the temptation to offer a solution at this point. Instead, 
ask another question to get more information about the specifics 
of the threat.

That’s certainly understandable. Can you tell me why 
you’re concerned about vandalism? 
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He expresses concern about the teenage boys who roam the 
neighborhood over the summer months. He says he saw a news 
report that showed some teenage hoodlums ransacking and 
destroying vacant homes, and he’s afraid that could happen to 
their home while the family is on vacation. Asking that addition-
al question helped laser in on some important details and, just 
as importantly, tapped further into the prospect’s emotions.

So at this point your prospect has confided that he does in fact 
feel uneasy about leaving his home vacant. You have a very 
specific expressed need (threat) for which you can provide a 
solution. Stop here for a moment and think through how you 
would respond.

How to Offer Solutions

What did you come up with? Did your response take the form 
of a statement or a question? If it’s a question, well done! When 
the customer expresses a need, traditional salespeople are very 
likely to tell the prospect what’s required to address the threat. 
But again, telling feels like selling to the prospect. What you 
want to do here is get the prospect to tell you what he wants by 
guiding him to a solution you can provide.

When a need is uncovered, first ask the prospect how they 
currently address the problem. This helps you avoid the often 
instinctive reaction to give your opinion about what the buyer 
needs and often uncovers additional useful information.

How do you currently protect your home when you’re 
away? 

Sometimes the prospect will describe an arrangement with a 
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neighbor, friend or family member who comes by every other 
day to check on things. But most of the time they’ll say they just 
lock the place up, put some lights on timers and hope for the 
best.

A common mistake at this point is for salespeople to try to “edu-
cate” their prospects about the limitations of the precautions 
they have taken: “But what if there’s a fire...” “Most burglars 
aren’t fooled by lights on timers...” “Your neighbor can’t watch 
your house 24/7...” “A 7 ounce steak takes care of an 80 pound 
dog...” The problem, of course, is that by saying these types of 
things you’re telling your prospect (in effect) that he’s not all 
that bright. You’ve also missed a golden opportunity to get the 
prospect to sell himself on those limitations, which he probably 
already recognizes. So instead ask: 

How well does that work for you?

In the case of locks and lights, they will usually indicate they 
still feel worried when they’re away. In cases where someone 
checks up on the house, most of the time they will tell you it’s a 
problem because of the relative infrequency of the checks and 
the inconvenience involved. Can you see how having the pros-
pect tell you what his problems are is far more effective than 
going at it the other way around?

At this point the prospect has identified a threat (including 
potential consequences) that has created a real sense of urgen-
cy. The time has come to help him out with a solution. 

Bob and Jennifer, your home could certainly be a target 
for vandalism while you’re away. I’ve protected a number 
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of homes for people with the same concern. May I share 
a few ideas with you? 

Sure.

The first line of defense is to scare off any hoodlums who 
try to break into your home. So when someone breaks 
a window or kicks in a door a siren should send them 
packing. At the same time, the system could activate 
video cameras to capture the identities of the intruders 
for law enforcement. Our central station personnel would 
immediately dispatch the police and provide them with 
the video of the perpetrators to help make sure they’re 
captured. How do you feel about that?

I think that’s a great idea. I’ve seen shows where they 
used video to track down punks like that. If someone 
broke into our home I’d sure want them caught.

Then would you like to include that video capability in 
the system design?

Absolutely! 

Now that the vandalism threat has been addressed time to 
move on, right? Maybe, maybe not. Taking a little more time to 
uncover and address other latent needs may result in a better 
solution for your prospect, which means they’ll see it as having 
more value and your odds of closing the sale go up even more. 
So to quote General Prescott at the Battle of Bunker Hill, “Don’t 
fire until you see the whites of their eyes!”

For instance, let’s say that a group of vandals does break a win-
dow or kick in a door. Who’s going to repair that damage and 
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re-secure their home? That scenario suggests another potential 
need, doesn’t it? Time for another question. 

If a group of teenagers tried to vandalize your home at 
three in the morning by breaking a window or kicking in 
a door, who would repair that damage and resecure your 
home? 

Rarely will they have a solution for this problem, because it’s 
likely they hadn’t thought about it until you brought it up. But 
now that you have them visualizing that situation they are likely 
to confirm that would be a serious problem. 

As you can see, good questioning very often uncovers what are 
known as latent needs. As opposed to active needs, latent needs 
exist but aren’t yet recognized by the prospect. Helping your 
prospects recognize these latent needs is an excellent way to 
build additional value, reveal further consequences and thereby 
create an even greater sense of urgency. Here’s one way to ask 
your Solution Question: 

In that situation, would you like your security company to 
arrange repairs and to make sure your home was immedi-
ately re-secured?  

I realize you may not offer this type of service, but that’s not the 
point. The point is to take a step or two back and try to look at 
your prospects’ security threats from a broader perspective. See 
if you can identify possible additional needs that flow from a 
specific threat for which you can provide a solution.

Again, what many security salespeople do when they uncover 
a need is recommend a solution in the form of a statement: 
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“Then what you need is our emergency home repair service!” 
That may very well be true, but phrasing recommendations as 
definitive statements invites resistance and push-back from your 
prospects. So again, one of the keys to reaching minor agree-
ments is to position your solution recommendations in the form 
of questions.

Needs First, Solutions Second

Keep in mind that the needs identification questionnaire itself is 
merely a tool. You don’t need to complete the entire question-
naire from start to finish before moving to solutions. But don’t 
try to move to solutions without first identifying and confirming 
needs and getting your prospects to visualize the consequences 
of inaction. If you don’t remember anything else, remember 
this: Needs first, solutions second.

Your primary mission in the needs identification phase is to 
uncover both active and latent needs through skillful question-
ing and dialog with your prospects. Additional needs will be 
identified as the sales call proceeds, including the initial system 
demonstration—our next destination. 



When dealing with people, 

remember you are not dealing with 

creatures of logic, but creatures of 

emotion. 
Dale Carnegie
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The time has come to give your prospects their first look at the 
system itself. You have a few options here: a demonstration 
unit, a keypad or a digital demonstration. There are pros and 
cons to each approach.

With a physical demo unit things happen when buttons are 
pushed. LEDs actually light up and LCD displays, well... dis-
play. These visual cues help reinforce that this is the way the 
system actually operates. 

While a demo unit can be impressive, there are some poten-
tial drawbacks. First, unless you want to cart in several differ-
ent units, you’re limited to showing only one type of system. 
This really isn’t a huge issue as you can explain that the system 
your prospects ultimately install will depend on their particu-
lar needs. Another potential problem is that all those bells and 
whistles can be a little intimidating for some prospects. A demo 
unit can also make the process feel more “canned” and too 
product-focused. 

If you do use a demo unit be sure to put down a clean, soft 
cloth before placing it on your prospect’s furniture. This shows 
your professionalism and further builds rapport with your pros-
pects. 

The System 
Demo: Time to 
Focus on the Cure
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On the other hand, a keypad is much simpler. You don’t have 
to worry about scratching your prospect’s furniture or technical 
malfunctions. (There’s nothing worse than having an LED not 
light up when it’s supposed to.) A keypad is less cumbersome 
and you can bring more than one. But it won’t light up and you 
can’t demo system operation the way you can with a demo unit, 
so it’s somewhat less convincing then a physical demonstration 
kit. Then again, keypad only demo units are available. 

The third option, if available, is a digital demonstration that 
plays directly from your laptop computer. 

Some top security salespeople swear by their demo units, while 
others prefer the simplicity and flexibility of a keypad. More and 
more salespeople are gravitating to a digital demonstration. In 
the end, the demo option you choose comes down to a matter 
of personal preference and availability.

Don’t Dump on Me 

Whichever way you go, avoid some of the common mistakes 
made by security salespeople when demonstrating the system 
for the first time. The first is the tendency to demonstrate too 
much, which can often do more to hurt your chances of making 
the sale than reeling it in. A regular comment of prospects who 
have seen a demonstration is that the system seemed compli-
cated and difficult to operate. 

One reason that this happens is the product training most secu-
rity salespeople receive, usually put on by manufacturers or dis-
tributors. These so-called sales training sessions are, in reality, 
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product feature training sessions put on by engineers or techni-
cal product managers who walk through every bell and whistle. 

Now don’t get me wrong. It’s critical to have a solid grounding 
in the technical aspects and features of the products you offer. 
But this in-depth knowledge, if not used correctly, can actually 
backfire. That’s because, after going through this training, many 
salespeople think they’re supposed to dump their vast knowl-
edge of all those features and technical specifications on every 
prospect they talk with. (As I said earlier, if you want to kill 
your chances of making a sale start using terms like “end-of-line 
resistor” and “zones of protection” with your prospects.) The 
hope is that if enough features are thrown at the prospect some 
of them will stick. 

Another rationale is that prospects are most impressed with sys-
tems that have the maximum number of bells and whistles—and 
with salespeople who are technical wizards. 

But what really happens? Product feature dumps bore, irritate 
and intimidate most prospects. Many security prospects who 
end up at the bottom of one of these dumps say they thought 
the system would be too complicated to operate and that’s why 
they didn’t buy. So instead, the best security sales pros first 
diagnose the situation and then only discuss those features that 
are relevant to their prospect’s situation, and they discuss those 
features in a way their prospects can clearly relate to and under-
stand.

This brings us back to the need to adjust to your prospect’s 
personality type—proceed here using the prospect’s behavioral 
style as a guide. If you’re working with an Analytical then go 
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ahead and get into some level of technical detail. Drivers want 
details here as well, but be sure to tie those details to “bottom 
line” results. With Amiables and Extroverts, avoid getting into a 
long “nuts and bolts” demo. Instead, focus on two or three emo-
tional triggers and move on.  

Involve Your Prospects

One very effective way of overcoming the “It’s too complicat-

From the Trenches
The elderly couple’s primary concern was the husband’s poor health. Due to 
chronic obstructive pulmonary disease (COPD) he was on a respirator and 
confined to bed around-the-clock. 

The wife had to occasionally leave her husband home alone while she ran 
errands, so they needed a way for him to call for help in an emergency. That 
need had been addressed and the couple was ready to go ahead with the 
system installation. 

But just as they were about to write out a check the consultant said, “Hold 
on a just a sec. Let me show you folks just one more thing.” Having been at 
the weekly sales meeting that morning, I winced. I was pretty sure what was 
next. 

The consultant continued, “We just came out with a new home management 
feature that I think you’ll love.” He proceeded to demonstrate all the 
wonderful things the couple could do remotely when out of the house. 
Turn their lights on and off. Control the sprinkler system. Even heat up the 
backyard spa before they got home from vacation. (Of course, they never 
went on vacation and the spa hadn’t been used in years.) 

While the consultant talked, clearly enthralled with the bells and whistles of 
this new product, the couple sat quietly with a growing look of bewilderment 
on their faces. 

Finally, the consultant said, “Isn’t that great! What do you think?” To which 
the wife replied, “That’s really a lot more than we need. It seems rather 
complicated. We’d better look around for something simpler.” 

Realizing his mistake, the consultant tried to backpedal, explaining that the 
home management module was only an option. But the damage was done. 
Defeat had been snatched from the jaws of victory.
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ed” objection is to get your prospects actively involved in the 
demonstration. For example, when I first get out my demonstra-
tor I’ll say: 

Jennifer, would you do me a favor and press this button 
right here?

Thank you. You’ve just armed your security system. Now 
Bob, would you press 1342 on the keypad and press that 
same button again?

You just disarmed your system. Now that was pretty easy, 
wasn’t it?

Of course they agree.

Folks, the Defender 4000 is one of the most advanced 
security systems available. But in addition to its superior 
capabilities we made sure it was extremely easy to use 
and operate, as you’ve just demonstrated.

Notice that I’m talking with and involving both prospects. 
Sometimes there’s a tendency to focus on one and to start tun-
ing out the other, perhaps because one seems more engaged 
or, based on their behavioral styles, the salesperson makes 
an assumption about who will make the final decision. Even 
though they may not outwardly show it, this ends up aggravat-
ing the ignored prospect, who is then likely to squelch the sale. 
So keep your attention equally divided between your prospects 
and keep them all involved and engaged.

Through this simple exchange we also anticipated a very 
common unspoken objection and dealt with it right up front.  
Remember, the best time to handle an objection is before it 
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ever comes up. That’s a very important point, so I’ll repeat it. 
The best time to handle an objection is before the prospect ever 
raises it. 

We know that one of the objections many prospects have in the 
backs of their minds is a concern that a security system will be 
too complicated to use. This issue keeps a good number of them 
from buying, because many people are simply intimidated by 
technology. Not recognizing this, many salespeople never tack-
le this problem head-on because the prospect never brings it up. 
The salesperson is then unable to get a purchase agreement and 
never knows why. These types of unspoken objections result in 
the dreaded “We’d like to think it over” smokescreen at the end 
of so many sales appointments.

Worse yet, it was the salesperson who confirmed for the pros-
pect the system would be too complicated by over-demonstrat-
ing, feeling a need to show every single bell and whistle. So do 
yourself a big favor. Unless you’re dealing with an Analytical, 
keep your initial system demo simple (remember the KISS prin-
cipal... Keep It Simple, Salesperson) and actively involve your 
prospects. 

Something else to keep in mind is that people don’t like paying 
for features they don’t need and won’t use. When you demo 
every feature, there’s a very high probability (nearly 100%) 
you’ll cover things that are of no interest to your prospect. 
Even if there’s no additional charge for a particular feature, the 
perception will be that there is a cost involved and the system 
is overkill. For instance, let’s say your system includes a door 
chime feature. Unless you’ve uncovered a specific need for the 
door chime, demonstrating it is counterproductive. 
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Again, the temptation to spew features is understandable. After 
you’ve spent time and effort getting all those features down pat, 
it’s only natural to feel the urge to unload all that knowledge on 
prospects. Avoid that temptation at all costs. Remember—and 
I can’t emphasize this point enough—only discuss product 
features when you are helping the prospect visualize how that 
feature will help them solve a specific problem or get something 
they want. 

Of course you can and should help them see needs they didn’t 
know they had —those latent needs we discussed earlier. But 
surface the need first before talking about any features that 
address the need. And use benefit-oriented word pictures, not 
technical terms or security-industry jargon, to discuss those fea-
tures.

Those Darn Kids

It’s a reality of the in-home sales world that children are often 
in the picture. Many times they will be sitting right there next to 
their parents, listening attentively. Other times things will be a 
little more boisterous. I’ve been in a few situations where one 
of the children was having a sleep over or pool party and there 
were kids running around all over the place. 

Some salespeople find this annoying and distracting, and I’ve 
seen more than a few become visibly agitated. But truly excep-
tional security salespeople, while they would prefer their pros-
pects undivided attention, know how to use these situations to 
their advantage to score big relationship points and complete 
sales. 
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Suppose your prospects’ 13 year-old daughter Nicole is sitting 
on the couch next to her parents. Get her involved!  

Nicole, would you like to help me show your parents 
how this security system works?

Then have her push those buttons on the demonstrator. This 
step becomes even more essential if the child will be using the 
system on her own. As one very successful salesperson says, 
“If my prospect’s children are around it’s great. I get them 
involved, the parents love it and the kids become my best sales 
assistants.” 

From Presentations to Conversations

As we’ve discussed, to a very large degree the art of successful 
selling revolves around the ability to ask good questions. Ques-
tions that build a trail of small agreements that lead directly to 
a sale. Great salespeople turn sales presentations into client-
focused conversations, which is why they don’t have to rely on 
old-school closing routines. They help their prospects create 
their own sense of urgency and sell themselves.

These conversations are fueled by an unwavering focus on 
prospect needs and concerns as uncovered during the needs 
identification phase and throughout the process. It’s during the 
initial system demonstration that you’ll begin to feed back all 
the information you uncovered up to this point in the form of 
specific features and benefits of importance to your prospects. 
Where you’ll really begin to build value through an effective 
dialog with your prospects.
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For instance, let’s say that during needs identification Jennifer 
said that Nicole, their 13 year-old daughter, arrives home from 
school alone while her parents are still at work. What Issue 
Question might you ask about this situation? Does it sound 
something like this? 

Jennifer, you mentioned that Nicole gets home from 
school around 3:30 and is here alone for a few hours 
before you get home. What concerns do you have about 
this situation?

She responds that she worries about Nicole walking into the 
house when an intruder is inside waiting for her. What would 
you ask now? Is it an implication question? If so, nice work. 
Mine would sound something like this:1

That would be a very frightening situation. What are you 
worried would happen then?

Sometimes the prospect will answer your question in detail, but 
in my experience this is one of those times when she is more 
likely to say, “I don’t even want to think about that.” But guess 
what? She just did. The implication question did its job—her 
sense of concern and urgency has been heightened. It’s now 
time to offer a solution.  

Of course your security system will help make sure no 
one gets inside your home undetected. But let’s imagine 
for a moment that someone broke in through the back 
door moments before Nicole got home. What if we were 
to put a keypad outside your front door? Then if someone 

1 We’ll be going through quite a few examples of give-and-take between consultant 
and prospect. Remember that the idea is not to memorize “lines,” but to understand and 
internalize the general concepts. The actual words you use can and should be your own.  
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breaks in a warning light on the keypad will blink red, 
warning Nicole not to go inside. Would this help give you 
greater peace of mind? 

You’re very likely to get a positive response to this suggestion, 
aren’t you? Is this using scare tactics or being manipulative? 
Again, not at all. You didn’t tell the prospect what would hap-
pen to her daughter in that situation. You asked her what she 
thought would happen. 

You started out slow with a Status Question, which uncovered 
the fact that Nicole is home alone. Then you asked an Issue 
Question about that situation to uncover a need. But again, 
merely uncovering a need isn’t enough. So you asked an Impli-
cation Question, which got her to visualize what could happen 
if steps weren’t taken to protect Nicole. That’s what created that 
all-important sense of urgency. Then, and only then, did you 
suggest a solution—again, in the form of a question.

Now is the time to start using a system design form to keep track 
of these minor agreements and the various components that 
make up the system.2 In addition to being a way to keep track of 
the system design itself, using a design form is also good sales 
psychology, often referred to as order-form closing. Observing 
you write down a system component on the form, one that she’s 
told you would be of benefit, helps commit that particular fea-
ture in the mind of your prospect.  

But let’s not stop on this situation just yet. As we discussed 
earlier, security concerns often have multiple aspects to them 
that should be addressed. Think of another system feature that 

2 If you don’t already have a form for this purpose you can find one (and many other 
resources) at securitysalestraining.com.  



The System Demo

167

would likely be of interest to your prospects in this situation 
where their daughter comes home alone after school. Can you 
think of another scenario around this latchkey child situation 
that calls for additional security measures? A latent need the 
prospect may not have thought about?

For instance, what if someone’s not waiting inside for Nicole 
but instead is hiding in the bushes outside and forces her to 
disarm the system? What then? What feature would help in 
this situation? I’m thinking a duress code and pendant, but you 
might have other ideas. How would you raise this idea with 
your prospect?

In this case, since the situation is already out on the table and 
the sense of urgency around it is there, you can simplify the 
questions.

Jennifer, are you concerned that, instead of already being 
inside, someone might confront Nicole outside and force 
her into the house?

She is likely to confirm this to be a concern, isn’t she? If she 
does, your Solution Question comes next.

We could do a couple of things to protect her if that 
were to happen. First, if the attacker forces her to disarm 
the system, she could use a special code to send a silent 
panic alarm. We would immediately dispatch the police 
and call you. If she had already disarmed the system, she 
could press a button on a pendant that she would wear 
around her neck, which would also send a panic alarm. 
How does that sound? 
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If you uncover these types of emotional hotspots, effectively 
communicate that you understand your prospect’s concerns and 
know how to solve them and create a sense of urgency to get 
that solution in place, will it really matter if your system is a few 
dollars more expensive? 

At this point it should be clear why this approach is far more 
effective than spewing features or simply selling bundled pack-
ages like three contacts, a motion and a keypad. You should 
also recognize that asking your prospects questions that help 
them sell themselves works far better than telling them what 
they should do. 

During the system demo you have effectively counteracted the 
“it’s too complicated” concern. You’ve also discussed solu-
tions for two or three specific prospect needs and concerns and 
agreed that those solutions would be of benefit to them. You’ve 
done this through effective questioning and the use of word pic-
ture usage scenarios. You are now in a great position to move to 
the system design phase of the sales process.



Never try to solve all the problems 

at once—make them line up for 

you one-by-one. 
Richard Sloma
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During the system demonstration you came to an agreement on 
one, two or maybe even three decisions about specific system 
features to be included in the final design. At this point, roughly 
speaking, you should be about 30 minutes into the call. If your 
prospects are like most people, they may be getting a little tired 
of sitting. Time to use yet another advantage of selling home 
security systems. Time to get up and move! 

After summarizing the major concerns at the end of needs iden-
tification, let your prospects know it’s time to conduct a security 
audit.

Bob and Jennifer, are you ready to conduct a security 
audit of your home?

As long as you do a complete survey of the premises, where 
you start this phase is up to you. You should have two forms 
inside a double clipboard: the system design form and a security 
audit form. (Register at securitysalestraining.com for free copies 
of these forms.) By the way, you can have these types of clip-
boards custom-designed with your logo. This may seem like a 
minor point, but it’s one more way to evoke the kind of image 
you want to project. Remember, most communication takes 
place non-verbally, and these types of small, subtle cues work 
together to create a positive image with your prospects.

System Design: 
Creating a 
Customized Solution
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Honey, We’re Being Audited 

I prefer to start at either the front door or back door, whichever 
is closest. At the front door I look for some very specific things: 
the composition of the door itself (e.g., hollow-core, solid-core, 
glass, metal), the types of locks, hinges and the door frame. 
If I see problems (e.g., a hollow-core door, inadequate locks, 
lack of a peephole) I briefly discuss these issues, explaining 
that, contrary to popular belief, very few intruders actually pick 
locks. Instead, they usually use brute force, kicking in the door, 
ripping off a doorknob with a pair of pliers or breaking the glass. 

You may be wondering why I do this. What do these types of 
recommendations have to do with selling a security system? 
Quite a bit, actually.

When you get up to do the audit, your prospects are likely to 
think to themselves, “Oh boy, here we go. This is where the sell-
ing starts.” This is far less likely to happen given your approach, 
but this is still a crucial point where your prospects’ instincts 
may cause them to become a bit defensive. The best way to 
counteract that defensiveness is to demonstrate once again that 
you have their best interests at heart. It’s also the perfect oppor-
tunity to reinforce the idea that you aren’t just a salesperson—
you are their own personal security advisor.

You may already know how to conduct a home security audit, 
but if not get yourself some training in this area. It will really 
help put you head-and-shoulders above the competition in the 
eyes of your prospects. And as I discussed in Chapter 3, you can 
also put this knowledge to excellent use in your business devel-
opment efforts.
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The Great Outdoors

Now recall the situation of Nicole coming home from school. 
While you’re on the front porch get a decision on keypad place-
ment. (By the way, if you don’t have an installation background 
be sure to get some guidance from your installation manager on 
equipment placement issues. You don’t want to reach any deci-
sions that aren’t practical from an installation standpoint.) 

The physical action of going outside is very powerful. Some 
security salespeople never venture outside, which is a big mis-
take. Doing so further cements your credibility as a security 
expert. This point comes up quite often when I talk with security 
system buyers. They often tell me they knew their security con-
sultant was a true professional because she was the only one 
who took them outside to survey the property. So always go out 
to do a survey of the exterior and property.

Some security salespeople do the exterior survey on their own, 
which is also a mistake. If you find issues that may help you 
turn latent needs into active needs and increase the sense of 
urgency, how are you going to get agreement if your prospects 
aren’t along with you? True, you can cover those issues when 
you reconvene, but that approach isn’t nearly as powerful as 
addressing the issue right at the point of the problem. Of course, 
there are exceptions to this rule, such as inclement weather or 
situations where your prospects have physical limitations. As 
always, use your own judgment on a case-by-case basis.

Let it Rain

Speaking of inclement weather, during a training session sales-
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people will sometimes ask what they should do if going outside 
isn’t possible. When I ask them to clarify what they mean by 
“isn’t possible,” it turns out they’re usually referring to weather 
conditions like rain or snow. Well, unless the weather takes a 
severe turn for the worse, if you can get yourself to the appoint-
ment why can’t you go outside? The fact is that the best home 
security consultants love bad weather. Can you guess why?

For starters, if the weather’s bad many of your competitors will 
call the prospect to reschedule. Second, and more importantly, 
a security consultant who is willing to brave bad weather to 
serve her clients really distinguishes herself from a professional 
standpoint. Have you ever heard of the “sympathy close?” 
(Yes, I know I banned the word “close” but I’m making a small 
exception here to make a point.) It will be that much more dif-
ficult for your prospects to turn you down when you ask for an 
agreement after they’ve seen you pit yourself against the ele-
ments for their welfare. Don’t be surprised if they have a cup 
of hot chocolate waiting for you when you get back inside. (It’s 
happened more than once.)

Of course, in bad weather situations don’t ask your prospects to 
join you on your expedition. And if the weather truly is danger-
ous by all means stay inside. With that said, however, take on a 
version of the postman’s creed as your own: “Neither snow nor 
rain nor heat nor gloom of night stays this security professional 
from the swift protection of her clients.”

Through the Eyes of a Criminal

Demonstrate your expertise by showing your prospects how to 
view their property through the eyes of a criminal. Make recom-



Creating a Customized Solution

174

mendations that are not directly related to your system, such as 
a need for better lighting or trimming back shrubbery that could 
provide cover for a burglar. Note these recommendations on the 
audit form.

From a crime protection standpoint, it’s important to know how 
to look at the situation as a burglar or other criminal would see 
it. So where is a burglar when he’s sizing up a potential home? 
That’s right—he’s outside. So that’s where you start. Walk out to 
the street and look at the property through the eyes of a criminal 
who is sizing the place up as a potential target. Then work your 
way around the entire perimeter with the same “criminal eyes.” 
What weaknesses and opportunities do you see?

Is there a detached garage or tool shed? These are especially 
easy targets. Is there anything of sentimental value stored in 
these detached areas—items that couldn’t be replaced by insur-
ance? Many security salespeople don’t think beyond the main 
living quarters for fire protection, focusing solely on life safety. 
While life safety is of course the priority, don’t lose sight of the 
fact that the key is emotional attachment. While that vintage 
muscle car your prospect is restoring isn’t a “life” in the strictest 
sense of the word, to your prospect it may as well be. 

Pay particular attention to what you’ve learned about your pros-
pects’ situation and concerns. For instance, if you’re working 
with a young single woman, focus on how she enters and exits 
her home. Where is she vulnerable and what should be done 
about it?

Pay particular attention to attached garages as well, as garages 
are commonly used by intruders to access the rest of the home. 
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Homeowners often unwittingly make an intruder’s job easy by 
leaving their garage door openers in their unlocked vehicles 
parked in the driveway. 

The point is that you should become a student of criminal habits 
and methods to both better protect your clients and set your-
self apart from the competition. Educate your prospects about 
the three “Ds” of home security—deterrence, delay and detec-
tion—and discuss the role of a security system in a comprehen-
sive protection program. A Google search will turn up plenty of 
information you can use to educate yourself on this topic. 

Keep in mind that this audit shouldn’t be “exhaustive” or add 
more than about 10 to 15 minutes or so to the total time on the 
call. That’s because you conduct the audit and complete the 
security design during the walk-through. 

DETERRENCE

When it comes to crime prevention, the first goal is to make a 
criminal think twice about violating a home. Unless there’s a 
specific reason a criminal has targeted a particular house if it’s 
too risky to take the chance, he won’t. That’s what deterrence is 
all about. 

Deterrence tactics include good lighting and removing potential 
hiding places. One of the best deterrents available, of course, 
is the presence of a home security system, including lawn signs 
and window decals.
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DELAY

Some criminals, such as those hopped up on drugs or who 
specifically target someone in the home, simply cannot be 
deterred. So the idea here is to “harden the target” and make 
possible points-of-entry difficult to surmount. The more time it 
takes to gain entry the more likely it is an intruder will give up 
and go elsewhere. 

Two-thirds of all burglars break in through doors (including 
open garage doors) while the rest get in through a window. 
So tactics here focus on these points of vulnerability, includ-
ing good deadbolt locks, solid-core doors in strong frames and 
security glass. 

Sliding glass doors are a favorite target because they are usually 
in the back of the property and out of view of neighbors and 
street traffic, which means the burglar has plenty of privacy to 
do his “work.” Warm weather makes it even easier for burglars 
because many people leave their sliding glass door open for air 
circulation and so their pets can go in and out. 

To secure a sliding glass door, many people put a broomstick in 
the track to keep the door from sliding horizontally. The prob-
lem, of course is that this doesn’t account for the fact that slid-
ing glass doors can be lifted out of their tracks.  Burglary victims 
who rely solely on broomsticks are often surprised to find that 
their sliding glass door has been lifted out and set aside. So a 
much better safeguard is to pin the door, which accounts for 
both vertical and horizontal movement. 

Peggy Dumas, a security consultant in San Diego, always brings 
a few of these sliding glass door bolt pins along on her sales 
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calls. During system design, if she sees a sliding glass door that 
isn’t properly secured, she will explain the danger to her pros-
pects and then say, “I see this all the time, so I always carry 
these pins with me. What I’ll do is leave one here next to the 
door and our installation crew will install it for you when they’re 
here.” This is one way she takes her prospects “temperature.” 
If they agree to let her leave the pin and say something like, 
“That’s very nice of you,” she knows she’s in very good shape. 

Familiarize yourself with the types of doors and windows com-
monly used in your area and related security issues. For exam-
ple, double-hung windows are also particularly vulnerable. If 
you live in an area where these types of windows are common, 
you might consider bringing along inexpensive security devices 
such as a lag-screw or bolt action keyed lock. Then you can use 
Peggy’s approach to further cement your relationship with your 
prospect.

Delay also means not making it easy for a burglar to gain entry. 
For instance, it’s surprising how many people still leave spare 
keys in obvious places like under a mat, on a doorsill, under-
neath a flower pot or in a mailbox. Asking your prospects if they 
have a spare key hidden somewhere outside is another great 
way to take their “temperature.” If they do, and they tell you 
where it is, you can be confident that trust has been established. 
This is another opportunity to educate your prospects so they 
don’t become victims and see you in an entirely different light. 

DETECTION  

Some security salespeople resist the idea of doing a security 
audit, questioning what all this extra effort has to do with sell-
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ing a security system. Worse yet, they worry that if they do too 
much to help improve security with these types of ideas their 
prospects will think they don’t need a security system. But when 
you think about it, that’s not an issue. People understand that a 
security system, in combination with other tactics, plays a key 
role in protecting their home and loved ones. In fact, it plays the 
most important role of all—ensuring they get help in an emer-
gency.

Can other measures get the fire department rolling if a fire 
ignites in their attic in the small hours of the morning? Get the 
police on the way if someone accosts their daughter at the front 
door? Make sure medical response is quickly dispatched if their 
mother falls and breaks her hip? Of course not. Getting the right 
kind of help—and getting it quickly—is the vital role played by 
the security system. 

And once again, remember that the primary reason people 
choose one company over another is the trust and confidence 
they have in their security consultant. The very best security 
pros show that they are solidly in their prospect’s corner and 
have their best interests at heart. Making these types of recom-
mendations solidifies that relationship, strengthens your position 
as a true security expert, differentiates you from your competi-
tion and (most importantly) will help you turn far more pros-
pects into clients. 

Respect Your Prospect’s Privacy

For privacy reasons, always let your prospects lead the way. 
Never walk into a room, open a door or look into a closet on 
your own. If your prospects don’t want you in a particular room, 
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don’t insist that you need to see every room or ask for their 
reasons. Yes, I’ve actually seen salespeople do just that on more 
than one occasion, and not once has their insistence resulted in 
a sale.

Paving a Path to the Sale

During system design it’s crucial that you keep your prospects 
fully involved in making minor positive decisions along the 
way. For example, you’re at the door leading from the laun-
dry area into the garage where your prospects usually exit and 
enter the home. You see two possible places for installation of 
a keypad. Instead of just silently jotting down where you think 
it should be installed, get your prospects involved and let them 
make the decision.

Bob and Jennifer, as I understand it this is where you 
most often enter and exit the home. Would it be helpful 
for you to have a keypad here for easy access when you 
leave and when you get home?

They are very likely to agree, which means that—price aside for 
the moment—they just purchased that particular system com-
ponent. Now you don’t need to try to sell it at the end of the 
process along with everything else, which can be overwhelming 
for your prospects and likely lead to a non-decision (“We need 
to think it over”). These minor decisions will lead your pros-
pects, step-by-step, to a positive purchase decision, instead of 
requiring they make one giant leap when you ask them to move 
forward.
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Another effective approach in these placement situations is to 
use what’s known as an alternate-choice trial agreement. 

Now I understand this is where you usually enter and exit 
your home. So would you prefer a keypad here on the 
wall inside the laundry room, or would you rather have it 
on the outside wall? 

The alternate choice part is clear. We’ve asked for a decision 
between something and something else, not something and 
nothing. It’s also very assumptive. In this case you didn’t ask if 
they would like a keypad in that location—the only decision to 
be made is its location. 

Are We There Yet?

A trial agreement question is a good way to take your prospect’s 
“temperature” to see how far along they are in making a pur-
chase decision. Think about it this way. When you’re baking 
a cake how do you know if it’s ready to take out of the oven? 
You put a toothpick down the center and pull it out. If it’s wet 
you know the cake needs a little more time in the oven. If the 
toothpick comes out dry the cake is ready to come out. The trial 
agreement question is your “toothpick” and your prospects are 
the “cake.”

When you ask a trial question your prospects will respond in 
one of three ways. They will either choose between the options 
you give them, ask a question or voice an objection.

If Jennifer says she’d like it inside the laundry room and Bob 
agrees, you are well on your way down the road to the sale. 
Your prospects are getting warm, aren’t they? They have given 
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you another small agreement and, in essence, just mentally pur-
chased the keypad. Again, the approach is to ask your prospects 
for these types of small decisions throughout the system design 
phase. As you do, they will feel they are custom-designing their 
own security system and won’t feel that you are leading (selling) 
them. 

On the other hand, what is likely to happen if instead you said: 

Bob and Jennifer, since you enter and exit the home 
through the laundry room we should install a keypad 
here.

In that case you would have been telling them what to do, and 
telling feels like what? That’s right—selling. And once again, 
when a prospect feels like they’re being sold resistance goes up 
and the chance of completing the sale go down.

Digging a Little Deeper

The second thing that might happen here is that the prospect 
will ask a question. For example, Bob might ask “Is that the only 
place we can have a keypad?”

When responding to a question like this, what should you do? 
Ask a clarifying question so you can get at what’s underneath. 
The prospect might be asking because for some reason he 
doesn’t want a keypad in that location. Or it might be that he 
wants the keypad somewhere else in the house. Or any of a 
number of other issues could be at the root of the question. Dig-
ging a little deeper will allow you to answer the real concern 
or issue in the best possible way and will often uncover new 
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opportunities. It will also provide you with a verbal “cushion” to 
help keep you from creating a new objection.

Not at all, Bob. Why do you ask? 

Well, here’s the thing. Ken [the Smith’s 17 year-old son] 
and his friends come in and out this way. I don’t know 
all his friends and I don’t want kids I don’t know to have 
access to the system.

Do we have enough information to address the question yet? 
Again, it’s almost always a good idea to probe a little deeper to 
get further detail.

Can you tell me a little more about your concern with 
your son’s friends? (Notice that you can ask “Why?” 
without actually using the word “why” each time you 
do.)

Don’t get me wrong, I’m sure Ken’s friends are all great 
kids. But it’s always possible one or more of them could 
be into drugs. That’s one of the reasons I want a system. 
I’m a little worried because they know what we have and 
our schedule and if they need drug money they might 
decide to burglarize our house. So I sure don’t want them 
to know how the system works.

There are a couple of ways to approach this situation. The first 
is on a logical level. You could explain to Bob that, unless Ken’s 
friends have the access code, they won’t be able to control the 
system. You could then ask if that makes him feel better, to 
which you’re likely to get a lukewarm response (at best). 

But once again I want to emphasize the critical importance of 
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seeing things through your prospect’s eyes. Keep in mind that 
buying decisions are based on emotion, not on logic. It’s highly 
unlikely that your prospect is knowledgeable about the inner 
workings and safeguards of a security system. This is all new 
and likely a little intimidating for him, especially if he’s never 
before owned a security system. So the mere fact that his son’s 
friends will be in physical proximity of the keypad makes him 
nervous and apprehensive. Even though you know otherwise, 
he sees the keypad as the heart of his security system. Recogniz-
ing this, you say: 

Bob, it makes sense that you don’t want your son’s 

From the Trenches
The young couple had been on board every step of the way in designing their 
security solution. Things were looking good and a sale seemed like a slam 
dunk. But I sensed that something wasn’t quite right. 

I’d first picked up on it during the system demo. The wife had scrunched up 
her face, just for a second, when she had her first look at the demonstrator. I 
thought she’d just had a nose tickle and didn’t give it any further thought.

But it had just happened again, while I held a keypad up against the wall. 
This time I was sure it had something to do with the system. I decided I’d 
better get to the bottom if it, since it felt like one of those “silent objections” 
was lurking under the surface preparing to kill the sale.

“Jan, I sense you’ve got a concern. Am I right?” She hesitated, but then 
confessed. “I’ll be straight with you, Greg. I hate the color of that keypad. It 
clashes with the rest of the house.” Ah-hah! 

“I understand completely. Your home is beautiful and we certainly don’t 
want to detract from that. Would you feel better if the keypad was a neutral 
color that blended with the decor?” She breathed a sigh of relief. “That would 
be wonderful. I didn’t realize we had that option.”

The moral of the story? Learn to read your prospect’s body language and trust 
your instincts. If you sense something isn’t quite right, ask a question so you 
can bring it to the surface and deal with it. Like high blood pressure, silent 
objections are silent killers.    
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friends to have the slightest access to your security 
system. We certainly do have other options as far as 
keypad placement is concerned. Do you have another 
location in mind?

What else happened here? Thanks to a little extra questioning 
on your part the prospect provided a nugget of critical informa-
tion. He told you about a very specific security concern—those 
teenage boys coming in and out and his worry that one or more 
of them might burglarize his home for drug money. Time to dig 
into that a little more, don’t you think?

I’m sure your son’s friends are great kids. But it’s certainly 
understandable to be concerned about that situation from 
a security standpoint. Can you tell me a little more about 
your concerns having these kids in the house while you’re 
gone?

Well, we both work during the day and we let him have 
friends over after school when we’re not here. They’re 
only allowed in the family room and Ken’s room when 
we’re not home. I especially don’t want them in our 
bedroom.

I see. How are you dealing with that concern now?

Ken knows his friends aren’t allowed to wander around 
the house by themselves and that under no circumstances 
are they to go into our bedroom. We also keep our door 
locked when we’re not home.

Is that taking care of the problem for you?

No, not really. It’s always possible one of Ken’s buddies 
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could wander off, and the lock on our door wouldn’t be 
all that hard to jimmy.

Is there anything in your room you’re particularly worried 
about?

We have a couple of guns in our closet, and my wife’s 
jewelry box is in the bathroom. [When a prospect shares 
these types of details it’s a very good sign.]

You certainly have a legitimate concern. The fact is, a 
lot of burglaries are committed by teenage friends of the 
family. Would you feel better if you had a more effective 
way of keeping people out of your bedroom and knowing 
right away if someone had attempted to go in, and who it 
was?

That would be great. How would you do that?

Let’s say someone entered the area outside your bedroom 
door. When that happened, the system would detect the 
intrusion and emit a warning alarm. At the same time, a 
video camera would record who it was and you could 
access that video from your computer at work. Would 
that make you feel better?

It sure would!

Notice how many questions were asked in this exchange to get 
the prospect to open up and talk about his concern. The sales-
person went to great lengths to fully understand the concern 
before offering a solution. That way, the solution was custom-
tailored for the situation.
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Selling to Emotion 

It’s important to remember that the decision to buy a home 
security system almost always has an emotional rather than logi-
cal foundation. Even for Analyticals and Drivers, the motivat-
ing factor is usually emotional, even though they tend to base a 
final solution decision on hard facts and data. 

Getting back to the keypad location issue, the prospect sees that 
keypad as the “command center” for his security system. He 
doesn’t want his son’s friends to have any type of access to it 
whatsoever. So rather than arguing the point or trying to “edu-
cate” the prospect, the salesperson did what was most comfort-
able for the prospect. Of course, educating is necessary in situa-
tions where what the prospect prefers would compromise safety 
and security. But arguing with a prospect is always a bad idea.

The third thing that could happen when you ask for a minor 
decision is that the prospect may object: “Hold on just a minute 
there, partner. We haven’t said we’re installing anything at all 
yet!”

If you’re working through the sales process correctly the odds of 
getting this type of push-back objection are quite low. But if you 
do get this kind of reaction, it’s nothing to be concerned about. 
Simply reply along these lines: 

I completely understand, Bob. I apologize if it seemed I 
was pushing you. That’s certainly not my intention. Right 
now we’re just making sure your system is designed the 
way you folks want it. Of course, the final decision in 
terms of what is included is entirely yours. Okay?
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Again, don’t get defensive  —maintain a positive attitude. 

During system design and throughout the sales call, keep your 
prospects actively involved on an emotional level. You want 
them to feel you are leading the process as their security expert 
but that they are actually the ones making the decisions about 
how their system is designed. This approach will keep them 
from becoming defensive and putting up objections, as they 
would if you were telling them what they needed. 

Always Be Closing?

If you’ve been in sales for any length of time you’ve no doubt 
heard the advice that you should “Always Be Closing” (A-B-C) 
and told to “Close Early, Close Often.” I’m sometimes asked if I 
agree, and the answer is yes and no.

As I’ve said, you should always be working to reach minor 
agreements throughout the process. But don’t ask your pros-
pects to move forward with a purchase until sufficient value has 
been created. That’s like trying to reel in a fish before the hook 
has been set. If you do, the fish will be gone and unlikely to 
return. 

How will you know when you’ve reached that point? Your pros-
pects will tell you.

Yes, sometimes they will actually come right out and say, 
“Sounds great! Let’s get it done.” The rest of the time the signals 
won’t be as direct, but you can still read them. For instance, 
you can see it in their body language. They’re smiling, leaning 
forward, nodding their heads in agreement and saying things 
like “I’d sure sleep easier at night” “How long would it take 
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to install?” “Do you accept credit cards?” If you see and hear 
these types of cues from your prospects, it’s time to start wrap-
ping up and move to the agreement phase.  

When your prospects are signaling they are ready to move for-
ward, continuing could end up doing more harm than good. It’s 
quite possible to end up talking your way out of a sale by going 
too far. Resist the temptation to show the latest and greatest gad-
get, even if you’ve got a special promotion going on and your 
sales manager is pushing you to sell more of a particular widget. 

I’ve witnessed many salespeople talk themselves right out of a 
sale by introducing something new when the prospects were 
ready to proceed. When you do that, you invite more questions, 
concerns, objections and a “We need to think it over.” Get ‘em 
while they’re hot, and learn to read those buying signals. 

When to Not Sell Something

Another powerful tactic to consider is what I call unselling. For 
example, let’s say you’re inspecting the exterior of the home 
and see a small, isolated, non-opening window on the third 
floor. The window is clearly visible from the street and there are 
no trees, pipes, overhangs or other means with which to eas-
ily reach it—even Spiderman would pass it up. The odds that a 
would-be intruder will choose that particular window for entry 
are virtually zero, and even if he did he wouldn’t be able to 
get through it. The bottom line is it doesn’t need to be directly 
protected.

This is a perfect opportunity to visibly not sell something. First, 
point out the window to your prospects and explain why it is 
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highly unlikely to be chosen as an intruder’s point-of-entry. 
Then say, “So in my opinion that window doesn’t need to be 
directly protected. But if you would feel better having it covered 
that’s certainly understandable. What would you like to do?”

If there were any lingering questions about your credibility and 
trustworthiness in the minds of your prospects it should have 
just been completely vaporized. After all, how could they think 
you’re trying to sell them things they don’t need when you just 
unsold them on something? You must have their best interests at 
heart. Try to find an opportunity to do this as early in the system 
design phase as possible, because after you do the recommen-
dations you do make are much more likely to be trusted and 
accepted. 

Of course, that doesn’t give you license to start recommending 
things your prospects don’t need. That, as I’m sure you know by 
now, is completely counter to everything we’ve been discuss-
ing. Also be sure you don’t “unsell” them on something they 
really do need. It goes without saying (but I’ll say it anyway) that 
you must never compromise the integrity of the security solution 
in order to employ this particular tactic. 

How to Sell Monitoring

Something I’m always asked by security salespeople is how to 
sell monitoring. This often becomes a sticking point that they 
don’t know how to effectively deal with. Many prospects seem 
to have an easier time accepting the price of the security system 
equipment and installation but are more resistant to the idea of 
an ongoing fee for monitoring.
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Based on what we’ve covered up to this point, how would you 
sell monitoring? That’s right. The very same way you sell every 
other part of the security solution—by identifying specific emo-
tion-based concerns and showing how the monitoring service 
ties in and solves those problems. 

Monitoring can be a very powerful competitive weapon if you 
approach it with your prospects in the right way. This is espe-
cially true because many security salespeople dread the point 
where the monthly fee comes up. To the point they practically 
apologize that monitoring is part of the deal. So if you put it in a 
positive light you’ll be way ahead of the game.

For example, recall the situation where Nicole gets home and 
someone confronts her at the door, forcing her to disarm the 
system and go inside. A parent’s worst nightmare. Do you 
remember the word picture scenario we painted for that situa-
tion and the role monitoring played in making sure Nicole got 
the help she needed as quickly as possible?  

When you paint these types of word pictures for your pros-
pects—word pictures that get them to visualize how monitoring 
will put some of their biggest fears to rest—it becomes as easy 
and natural to sell as every other security system component. In 
fact, once they understand monitoring’s specific value in their 
situation, most prospects won’t consider installing a security sys-
tem without monitoring.

Another point on monitoring. Do you know that insurance 
companies offer premium discounts for homeowners with moni-
tored security systems? Do you know which companies offer 
discounts, the percentages and under what circumstances? If 
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not, you need to find out and bring this to the attention of your 
prospects. (This is especially effective “hard data” for Analyti-
cals and Drivers.) In many cases these premium discounts sub-
stantially offset the monthly monitoring fees. 

The very fact that insurance companies provide these discounts 
is an important selling point. Early in my career I was an insur-
ance underwriter. My job was to decide how much people 
should pay for their insurance based on their relative risk. As 
you might guess, no other industry knows more about evaluat-
ing risk than the insurance industry—its profitability and surviv-
al depends on it. So when insurance companies offer a discount 
to homeowners with a monitored security system they do it for 
only one reason—they know monitored systems greatly reduce 
the risk of loss. 

Once you’ve completed the system design phase and are situat-
ed back where you started it’s time for the big moment—asking 
your prospects to move ahead with the installation. 



Courage is rightly esteemed the first 

of human qualities . . . because it 

is the quality which guarantees all 

others. 
Winston Churchill
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The big moment has arrived. You and your prospects have 
worked together to develop a security solution that is custom-
tailored to meet their specific needs. It’s time to ask them to 
move forward and have their system installed. 

It should come as no surprise that we’re not going to move 
into a hard, old-school closing routine. We don’t need to. 
Your prospects have been fully involved every step of the way. 
They know what their system consists of and why. They have a 
heightened sense of vulnerability and urgency and are anxious 
to be protected by their new security system. (If that’s not the 
case then it’s not yet time to ask them to move forward.)

Top security salespeople aren’t successful because they have 
some secret formula for closing sales. They’re successful 
because they know how to get their prospects ready to move 
ahead. The fact is, if you have executed the sales process prop-
erly up to this point, “closing” (there’s that word again) is anti-
climactic and the easiest part of your job. 

Even though your prospects are ready to go, you do have to 
ask your customers to make a buying decision. It’s been esti-
mated that 63% of all sales calls end with no direct attempt to 
get the prospect to make a purchase decision. Think about that 
for a moment. In about two out of every three cases a sales-

Reaching 
Agreement: How 
to Ask for a 
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person goes through the entire sales process and then doesn’t 
ask the prospect to move ahead and have their security system 
installed.

I believe there’s a simple explanation for this. Most security 
salespeople have been trained in “old school” selling methods, 
which means they have to pull out those uncomfortable and 
confrontational closing tricks. And because most people like to 
avoid confrontation, they fold up their tent when it gets to this 
point. They also know they haven’t done enough to build val-
ue. Because they haven’t kept them involved they don’t know 
where their prospects stand at this point, so the fear of rejection 
stops them dead in their tracks.

But that’s not what you’ve done, is it? You’ve established great 
rapport with your prospects. They like and trust you. They 
believe you’re on their side, because you are. They’ve already 
mentally—and more importantly, emotionally—agreed to and 
purchased the system piece by piece, solution by solution. They 
understand the reason behind each and every part of the system 
because you involved them in making that trail of small, posi-
tive decisions. They have a heightened sense of urgency to take 
action.

So if you’ve done the rest of your job right up to this point the 
“selling” part has already been done. In many ways, what was 
the most difficult part of the sales process is now the easiest, 
because you’ve laid the proper foundation. You have created 
a high stack of value and created a sense of urgency with your 
prospects, so they are eager to move forward. They don’t want 
to go another day having Nicole be vulnerable, grandma not 
safe and rogue teenagers potentially rummaging through their 
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bedroom. They also have a vacation coming up and they want 
to be able to enjoy it with complete peace-of-mind.

Now is not the time to let a fear of rejection stand between you 
and a sale. Let’s be honest for a moment. Isn’t fear the only 
reason a salesperson wouldn’t ask the prospect to move ahead 
at this point? What is it they’re afraid of? That their prospect will 
say something like “That’s too much money,” “We’d like to 
think about it,” or “We’re going to shop around a little more.” 
And when those words come out of their prospect’s mouth they 
have no idea how to effectively move from there.

Why Prospects Don’t Buy

Why do prospects use these words over and over again when 
salespeople ask for a decision to buy? Based on thousands of 
conversations with security customers, these are the primary 
reasons (in reverse order of importance).

THE PRICE REALLY IS TOO HIGH

There are times when the recommended system is in fact 
beyond a prospect’s financial reach. However, the percentage 
of the time this is actually the reason a prospect doesn’t buy is 
far less than most salespeople believe. The fact is that prospects 
often use a price objection as a smokescreen to cover the real 
reason they’re not buying. How do I know? Because that’s what 
prospects tell me. 

For instance, when a prospect doesn’t like or trust a salesper-
son they are unlikely to tell the salesperson that’s the case. So 
instead they use price as their excuse.
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LACK OF PERCEIVED VALUE

In many cases salespeople ask for a purchase commitment 
before building sufficient value. When this occurs it’s often due 
to faulty, old-school thinking that advises salespeople to “close 
early, close often.” When a salesperson tries to close before 
creating a sense of urgency and an emotional connection to the 
recommended solution, prospects will most often push back 
with “We’d like to think it over.” This is like trying to pull in a 
fish before the hook has been properly set.

LACK OF TRUST IN THE SALESPERSON

When all the smoke is cleared away the biggest reason pros-
pects don’t buy is revealed—a lack of trust and confidence in 
the salesperson. In many ways this is closely tied to the previous 
reason, as both are indicative of a flawed sales process. 

Salespeople who do not establish rapport and credibility, don’t 
build value, tell their prospects what they need (instead of ask-
ing and involving them) and try to close too soon create a lack 
of trust. In some cases, prospects feel true animosity toward 
these types of salespeople, and express those feelings in no 
uncertain terms when asked about their experience. 

The most important step you can take to deal with these types 
of objections when you ask for agreement is to use the process 
we’ve gone through up to this point. If you do, when you get to 
this critical point your prospects will feel good about you and 
excited and anxious to get all those benefits you’ve built up 
together.
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How to Ask for the Order

We’re back at the table with Bob and Jennifer and the complet-
ed system design form is in front of you. When you ask for an 
agreement, don’t change your attitude or demeanor. Doing so 
throws all the work you’ve done to establish a positive environ-
ment right out the window. This takes practice—so practice. 
Practice with your wife, husband, significant other, friends, 
neighbors, boss, and other salespeople. Role playing is an 
excellent way to become proficient at the art of selling.

Remember, knowledge coupled with action is power. And in 
this case that combination will give you the power to overcome 
any fear or apprehension you have at this point.

CONQUER YOUR FEAR

The next thing you need to do to conquer your fear is to do 
the thing you fear. Ralph Waldo Emerson said, “Do the thing 
you fear and the death of fear is certain,” Friedrich Nietzsche 
observed “What does not kill me, makes me stronger” and 
Wayne Gretzky quite correctly pointed out that “You miss 
100% of the shots you never take.” So what’s the worst thing 
that can happen when you present the price to your prospects? 
Of course, they can say your price is too high. Will that kill 
you? Of course not. It’s just part of the natural dance of sales. 

In the next chapter we’ll discuss in detail how to effectively 
handle a price and other objections. Right now, let’s discuss 
how you can easily flow into asking for an agreement to move 
forward. Because once again, having a regular and practiced 
routine and being comfortable with what you’re doing will go a 
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very long way toward overcoming any fear or apprehension you 
may have at this point.

AVOID THE “CLOSING ZONE”

What you want to do first is summarize the key decisions your 
prospects have made along the way. Don’t do this by detailing 
the various system components by saying something like:

Bob and Jennifer, what we’ve got at this point is a total of 
12 magnetic contacts protecting the major entry points 
and windows, a smoke detector on each floor, a carbon 
monoxide detector on the first floor, (blah... blah... 
blah...)  

If you summarize this way your prospects will be bored and 
start to glaze over. Second, they’re very likely to start thinking 
price as you rattle off all that equipment. But most damaging to 
your cause is that you are no longer relating with them on an 
emotional level. You’ve derailed yourself by getting out of the 
conversational, word-picture style into “sales-ese.” A litany of 
security equipment does not pack any emotional punch.

Again, when you get to this point don’t change your demeanor, 
body language or tone. If you do it will send a nonverbal sig-
nal to your prospects that you and they have now entered the 
dreaded “closing zone,” which will cause them to instinctively 
raise their defenses and gird for battle. So when you sum up, 
touch on those emotional “hotspots” once again.

Bob and Jennifer, let’s take a moment to make sure we’ve 
addressed all your concerns. One of your primary worries 
is Nicole’s safety when she comes home from school. You 
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want to make sure she’s warned and doesn’t come into 
the house if it’s not safe. You also want her protected if 
someone confronts her at the front door. So you want a 
keypad with a warning light outside the front door with 
a duress code that she can use to silently call for help if 
she’s forced to disarm the system. Do I have that right?”

REINFORCE THE NEED

The idea here is to reinforce the need for the system by once 
again painting emotional word pictures and summarizing the 
system feature or features that address the major concerns. 
Once you’ve summed everything up, ask your prospects if there 
is anything you overlooked. Then go ahead and complete your 
usual paperwork with the price. 

Now let me ask you a question. How do you usually feel when 
it’s time to present your prospects with the price? Probably a 
little nervous. Why is that? Again, much of the time when sales-
people feel this apprehension it’s caused by a feeling that they 
haven’t built up enough value. Unless your prospects recognize 
sufficient value, as far as they’re concerned any price is going to 
be too high. 

The most common objection in sales is “It costs too much” 
(right there with “We want to think it over”).  And this is exactly 
the point when that objection will come up. Now again, if 
you’ve done your job right, building value every step of the 
way, you will be happily surprised how often your prospects 
accept your price without the usual push back and haggling. 
That’s because your prospects trust you, you’ve built up value, 
kept them involved and created a sense of urgency. 
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If they’ve already gone through a call with one or two of your 
competitors they will often be very pleasantly surprised by your 
quote. Why? Because your competitors are probably using old 
school methods to sell commodity security equipment. By com-
parison, you’ve worked closely with your prospects to design 
a security solution that’s custom-tailored to solve their specific 
problems and concerns. What’s more expensive, an “off the 
shelf” product or one that’s been designed exclusively to meet 
a client’s specific needs? The fact is they will be bracing them-
selves for a premium price quote. 

PRESENTING THE PRICE INVESTMENT

So go ahead and calculate the price. Then confidently put the 
agreement form in front of your prospects (with a pen) and say: 

Bob and Jennifer, the total investment for your security 
system, including the first year of system monitoring, is 
$990. You can put that on a credit card or, if you prefer, 
you can put 10 percent down with the balance due 30 
days after installation. Which of these options best suits 
your needs? 

Let me emphasize again that your demeanor and body language 
have not changed. You are relaxed and confident, smiling and 
looking your prospects in the eye. Assume the sale is a foregone 
conclusion.

Second, notice that we used the term “investment” rather than 
“price” or “cost.” This might seem like a minor detail, but it’s an 
important one. People don’t like costs, but they are much more 
comfortable with the idea of making an investment.
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Third, we gave them two specific options for making that invest-
ment. A choice between something and something, not some-
thing and nothing, which you’ll recognize as another alternate 
choice agreement. What you don’t want to say here is, “Would 
you like to go ahead?” or “Should we schedule an installation 
date?” These are closed-ended questions that invite a “no” 
response. And don’t say something like, “What do you think?” 
which only opens the door to “We’d like to think it over.” 

These types of statements also communicate that you aren’t 
completely convinced that the value your prospects will receive 
far outweighs the price. If you did, there would no question at 
this point that they would want to move forward and get all that 
value you’ve built up as soon as possible. Think about it. They 
don’t want to go another day worrying about Nicole coming 
home from school alone or grandma having a heart attack in the 
back yard and not being able to get help in time to save her life.

When you give your prospects two specific investment options 
you take a strong assumptive position. But at the same time, it’s 
not heavy handed and won’t turn your prospects off.

Something else to remember at this point. After you ask for 
agreement to move ahead, don’t speak. Even if they give you a 
look of concern, stare at the floor, or start talking between them-
selves, don’t say a word until they give you a direct response to 
your question. 

You may be surprised how often your prospects say, “We’ll give 
you a deposit tonight and pay the balance after it’s installed” or 
“We’ll just put it on our Visa.” In fact, if you do your job right 
you can expect that to be the case at least half the time. So what 
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will happen the rest of the time? They’ll voice an objection, ask 
a question or lay down a “smokescreen.” When that happens 
you’ve moved into the next phase of the sales process—negoti-
ating.



Let us never negotiate out of fear 

but let us never fear to negotiate.  

John F. Kennedy
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Every now and then when a salesperson gets to the negotiation 
stage she allows the situation to develop into a battle of wills 
and egos. Too often, salespeople look at a negotiation as an I 
win/you lose proposition. So guess what happens? They force 
their prospects to look at it in the same way. And once you get 
your prospects feeling that they’re in an adversarial relationship 
with you, it’s game over. You lose.

For example, let’s say your prospects tell you they have a quote 
from XYZ Alarm that’s less than what you’re asking. They 
inform you in no uncertain terms that if you want their business 
you’re going to have to sharpen your pencil. What now?

The Six Most Expensive Words in Sales

At this point many salespeople utter the six most expensive 
words in the sales profession: “Where do we need to be?”
While it might seem to be a natural question, this is a terrible 
response for several reasons. First, you give up control of the 
negotiation and hand it over to the prospect. Second, you’ve 
let your prospect know that a discount is readily available and 
appropriate. They will likely respond with a figure that is well 
below what they are actually willing to pay. Third, in many 
cases you’ll be talking with sharp prospects who do quite a bit 

The Art of 
Negotiation: How 
to Reach a Win/
Win Agreement
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of negotiating in their professional lives. Those six simple words 
communicate to them that negotiating isn’t your strong suit, 
which will encourage them to ask for additional concessions. 
Fourth, it damages your credibility and the trust you’ve built 
up to this point. If you’ve given your prospect a price and then 
appear immediately ready to concede a discount, why didn’t 
you offer the better price to begin with?

Another common reaction is for the salesperson to feel their 
ego flare up and retort, “You should realize we’re 10 times bet-
ter than XYZ, so there’s no way I’m lowering my price!” Now 
you’re in an argument with your prospect and even if you win 
(which isn’t likely), who cares? Nobody gets paid for winning 
arguments with prospects. 

Now that you know what not to do, let’s get into how you can 
effectively handle objections like this one.

Price is Relatively Unimportant  

At the risk of beating this point to death, hopefully you can see 
that the odds of getting get this type of objection will be dramat-
ically reduced if you use the right sales process. After all, you’re 
no longer selling commodity security products, but solutions to 
your prospect’s specific needs. Odds are good that XYZ hasn’t 
done nearly as well as you have in that regard. You’ve also 
done a much better job at developing that all-important high 
level of trust and respect. 

It’s also crucial to understand that price is rarely the true decid-
ing factor in a purchase decision. If it were, we’d all be driv-
ing around in 20 year-old subcompact cars, living in rundown 
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apartments just off skid row and watching our favorite shows on 
13-inch black-and-white TV sets with rabbit ears. But of course 
that doesn’t mean price objections won’t ever come up or that 
price isn’t an issue. So you need to be ready to smoothly and 
comfortably deal with price objections when they do arise. 

How to Handle a Price Objection

As we discussed earlier, when handling a price objection, or 
any objection for that matter, first show empathy by commu-
nicating that you understand your prospect’s concern. (Under-
standing is not the same thing as agreeing.) Let them know it’s 
okay to have the concern and that you’re on the same side. This 
is important, because prospects feel just as uncomfortable in 
this situation as you do, and you want to keep those emotional 
walls of resistance down. 

Folks, I certainly understand your concern. I always want 
to be sure I’m getting the best possible value myself. 

This simple statement will help put your prospect at ease. Now 
ask: 

Other than the $200 difference between the system 
we’ve designed together for you and XYZ, is there 
anything else keeping us from getting your family 
protected? 

The idea here is to get all of the potential obstacles out on the 
table—to fence things in. If you don’t take this step then even 
after you satisfactorily address an objection your prospect may 
just throw another one at you.

Another reason for this “fencing in” question is that prospects 
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often use a faux price objection as a “smokescreen” for the real 
obstacle. In some cases the prospect may not feel comfortable 
with the salesperson but doesn’t want to come right out and say 
as much. So they use price as an excuse. If this is the case, the 
fence-in question will force them to “come clean.” 

In this case, the prospect confirms the $200 price difference 
is the only obstacle between you and the sale. Based on the 
objection resolution model we discussed earlier, how would 
you continue? If you asked a question, you’re on the right track! 

Bob, let’s assume for a moment that the price of the two 
systems were identical. Which one would you choose?

Given your process up to this point, it’s safe to assume your 
prospect will tell you that, given the same price, he would 
install your system. He’s basically told you as much by bring-
ing up the price difference in the first place and continuing the 
discussion. Quite often, a price objection is actually a buying 
signal in disguise.

It’s also safe to assume when you ask this question that he 
thinks you’re going to make a major price concession. Of 
course, that’s not the case. After the prospect commits that your 
system is the one he prefers, you continue: 

In that case, is it fair to say the system we’ve designed 
together will do a better job of satisfying your needs and 
protecting your family?

This is a killer question. He’s already told you that he prefers 
your system over that of your competitor, so his only choice is 
to agree.
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Now it’s time to ask again for an agreement to move forward. 
At this point, something as direct as, “Then why don’t we go 
ahead?” is quite often all the push needed to get the prospect to 
move forward. 

But what if he still resists by saying something like:

I’d sure like to, but around $800 was what I had in mind.

Take a moment and think through the very next thing you 
would say. Is it a statement of empathy? Yes? Not a bad thought. 
But you don’t always have to empathize first during the nego-
tiating phase. It’s often a good idea, but like the reflective tech-
nique discussed earlier, if overused it can start to sound some-
what canned and repetitive. Use your judgment here to keep 
the dialog flowing naturally. 

I see. Can you tell me how you arrived at that $800 
figure?

In this case, it would be easy to assume that the issue is what 
the prospect can afford. But again, resist the temptation to make 
assumptions and jump to what may seem like obvious conclu-
sions. Dig a little deeper and you’ll often find your assumptions 
aren’t always on the mark.

My neighbor has the same home we do, and that’s what 
they paid for their system.

Ah-hah! So it’s not an affordability issue it’s a comparison issue. 
What’s your next move? You got it. Dig a little deeper.

Well then, I can see how you would arrive at that 
number. In addition to considering the layout of your 



Reaching a Win/Win Agreement

209

home, we’ve also addressed security issues for your 
family. Do your neighbors have the same security issues?

You can see where this is going. We need to help the prospect 
realize that he’s not making an apples-to-apples comparison. 
But this needs to be done tactfully and professionally and not 
come across as defensive or sarcastic. For instance, don’t come 
right out and say, “Bob, you’re comparing apples and oranges!” 
If you do, you’ll put your prospect on the defensive and find 
yourself in an unwinnable argument.

Of course, the prospect will have to concede that the security 
issues are not the same. At that point, ask again for an agree-
ment to move forward:

You’re absolutely right. The security system we’ve 
designed has been custom-tailored for your family’s 
situation. Why don’t we go ahead and schedule your 
installation date?

REDUCTION TO THE RIDICULOUS

Here’s another approach that can be used successfully in a 
price negotiation. It’s a bit “old school,” but can be effective 
if you have laid the proper groundwork and rapport with your 
prospects is good. It’s appropriate when negotiating with Ana-
lyticals and Drivers, but should be avoided with Amiables and 
Extroverts. If you’ve been in sales for any length of time, you’ll 
probably recognize this one. 

Again, let’s say your prospect is hesitating due to a $200 price 
difference. After opening with your empathy statement, con-
tinue with:
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Bob, I want to see your family get the protection they 
need and deserve, as I know you do. So let’s take a look 
at that $200 difference. How long do you think your 
family will remain in this home?

He estimates five years. Now pick up your calculator and do 
a little math. Divide $200 by 60 months and you’ll arrive at a 
figure of $3.33. Now relay that information to your prospect.

By my calculation you can give your family the security 
and protection you really want to give them for only 
$3.33 a month—about ten cents a day. Do you think 
that’s a worthwhile investment?

A couple of things to note here. First, your demeanor through-
out has been very friendly and non-adversarial.  You didn’t tell 
your prospect he was making a mistake, that he wasn’t looking 
at the “big picture,” or make any other statements that might 
put him on the defensive.  Instead, you gently, yet very persua-
sively, helped him come to an obvious conclusion. A win/win 
conclusion for all concerned.

Remember that in the face of a price objection you don’t need 
to sell the entire price. In this case, $790 of the price had 
already been accepted by the prospect. All that was needed was 
to sell the $200 difference.  

This technique is known as “reduction to the ridiculous.” That 
$200 difference, sitting there all by itself, might look rather large 
to your prospect. But when you break that additional cost down 
over a period of time (which, once again, came from the pros-
pect), it becomes small and insignificant.
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Again, this is one of those “old school” closing tactics you need 
to be careful with. A prospect may see what you’re doing and 
feel manipulated, so use it with discretion and only if the cir-
cumstances are right.

REFOCUS ON THE HOTSPOTS

Since it comes up so often, let’s go through another approach 
for handling a price objection. Again, assume your prospect 
objects that your asking price is $200 more than a competi-
tor’s. You’ve opened with your empathy statement and one or 
two questions to clarify the root cause of the concern. You’ve 
discovered once again that the customer isn’t making a valid 
apples-to-apples comparison.

Instead of coming right out and saying that the prospect isn’t 
seeing things correctly, say something like this:  

Okay, let’s take a look at the situation a little more 
closely. One of the components of the system we 
included in the design of your system is a remote pendant 
for your grandmother. One of the concerns is that the 
pendant have the range needed to make sure she can call 
for help from anywhere on your property. The pendant 
that we included addresses that need. 

On the other hand, the pendant that XYZ uses, while a 
quality product, has a range of only 50 yards. This means 
that if your grandmother was gardening in the backyard 
and used that pendant to try to get help, the limited range 
would not trigger the system to get her the assistance she 
needed. Is that additional range capability important to 
you?
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This is a very powerful closing approach that very often neu-
tralizes the strongest objection. But remember, don’t get into 
a clash of egos. First validate your prospect’s feelings and then 
give him solid reasons, based on his emotional hotspots, that 
the premium you’re asking for is well worth it. This approach 
touches on emotional hotspots for Amiables and Extroverts 
while giving Analyticals and Drivers the hard data that’s impor-
tant to them.

Notice that the only reason we were able to use this approach is 
because we did a proper and thorough job in the system design 
phase. We uncovered the specific need to protect grandma and 
addressed the concern that the pendant would have insufficient 
range. If we had not done this, we would not have the informa-
tion needed to effectively neutralize the price objection.

Know Thy Competition

Also note that we had good knowledge about the equipment 
used by XYZ. Clearly, this information can come in quite handy 
when dealing with price objections where you’re being com-
pared to a competitor. Once again, your job is to systematically 
build a stack of value that is higher than the stack your competi-
tion built and that outweighs the price you’re asking. It’s very 
effective, and sometimes critical to your success, to contrast 
what the customer will get by going with you rather than your 
competition. But you need to do this in a professional, objec-
tive, factual manner. 

Avoid the temptation to ever knock or mock your competition. 
For example, avoid calling them a “fly-by-night” operation or 
“trunk slammers,” saying their salespeople come and go and 
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are untrained or that their installation crews always leave a big 
mess behind. That may all be true, but from your prospect’s per-
spective saying these types of things really just makes you look 
bad. It can also raise additional potential concerns or objections 
in the mind of your prospects about you or your company. 

I want to emphasize again that if you have done a good job up 
to this point your prospects will see, without any prompting 
from you, that even though you’re using the same type of equip-
ment the system you’ve designed is the best solution for their 
needs. They won’t see it as a commodity the way they will your 
competitor’s. Why? Because your competitors are very unlikely 
to use the sales process you’re using and will probably focus 
their “pitch” on price. Your sales process, on the other hand, is 
a very powerful weapon—use it to your advantage!

Just Blowing Smoke

As you should recognize at this point, one of the big advantages 
of this sales process is that, other than price, you have system-
atically removed all the other objections that might conceivably 
come up when you ask your prospects to move forward. But 
let’s say that instead of coming right out and telling you that 
they think your price is too high, they say something you’ve 
heard before and will continue to hear throughout your sales 
career—“We’d like to think it over.” 

If your prospects say they want to think about it, is that really 
an objection? No. What they’re really doing is laying down a 
verbal smokescreen. Somewhere underneath that smokescreen 
is the real reason they’re not making a purchase decision. It’s 
up to you to find out what that real objection or concern is, 
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because unless you do you can’t deal with it and complete the 
sale. 

Keep in mind that at the point of making a commitment on a 
major purchase, most buyers feel some tension. You’ve prob-
ably heard the term “buyers remorse,” which refers to the feel-
ing people sometimes get that they’ve made a mistake after 
making a major purchase. Quite often when your prospects say 
“We want to think about it” they’re feeling what I call buyers 
remorse in advance. They’re worried they might make a mistake 
by moving forward, so they defer making a decision by saying 
they want to think it over. In these cases, your prospects need to 
be reassured that they are making a good choice. They want to 
feel comfortable that they’re not taking a risk.

Recall that earlier I suggested you view objections as requests 
for information in disguise. When a prospect says “I want to 
think about it,” what they’re often asking is, “How can I be sure 
I’m making a good decision?” Much of the rest of the time, the 
prospect is concerned with the price but doesn’t want to admit 
it. And sometimes he’s just not comfortable with the salesper-
son.

Once again, the rest of your sales process will dramatically 
reduce the number of times you hear those dreaded words, “We 
need to think about it.” But the cold reality is you’re still going 
to be on the receiving end of this one on a fairly regular basis. 
So let’s talk about some ways you can effectively work through 
this obstacle and bring those sales in.

As we’ve discussed, in order to effectively handle any objec-
tion you must first clearly understand what the objection really 
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is. Which means when your prospect lays down a smokescreen 
like “I want to think it over” your first job is to get your prospect 
to open up and come clean. What is it they need to think about? 
What additional information do they need in order to make a 
purchase decision?

So when your prospects say they want to think about it, ask 
questions to get at the root cause: 

Bob and Jennifer, I can certainly understand why 
you’d want to think things over. After all, investing in a 
security system for your family’s protection is a major 
decision. Just so I’m clear, do you need to think things 
over because you have some concerns about me or my 
company? 

Again, your demeanor is friendly—smile, keep your body lan-
guage open (for example, don’t fold your arms across your 
chest) and maintain good eye contact. And whenever you ask a 
question, be sure to stay completely silent until your prospects 
respond, even if it seems to take them awhile to do so. Remem-
ber, after you ask a question the flow of valuable information  is 
delivered through a tunnel of silence.

Given the job you’ve done to establish your credentials and 
build rapport, it’s unlikely you or your company will be the 
obstacle, so now ask:  

Then is it something about the security system design 
you’re concerned about?

Again, given your process, they should respond that the system 



Reaching a Win/Win Agreement

216

design fits their needs very well. So peel things back a little 
more: 

Did we perhaps design a level of protection that’s a little 
beyond your budget right now?

Bingo. They fess up and tell you that yes, that’s really it. They 
prefer your system, but it’s $200 more than XYZ’s. There it is, 
the real problem. Now that you know what the real obstacle 
is—in this case, the price—you can address it and then immedi-
ately ask once more for an agreement to move ahead.

Notice again that the first thing we did is use empathy to let the 
prospect know it’s perfectly fine to feel the way they do. This 
helps keep the situation from becoming confrontational. Let 
them know you’re on their side, no matter what. Then we asked 
a series of very specific questions to peel back that objection 
“onion” and get down to the real obstacle—one that we could 
deal with directly.

Another way to work through the “We need to think about it” 
smokescreen is not to assume your prospects mean they need 
a day or two. Assume instead that they just need a few minutes 
alone together to talk things over. So when your prospect says, 
“We need to think about it” or “We need to talk things over,” 
begin your response the same way:

I can certainly understand why you’d want to think things 
over.  After all, investing in a security system for your 
family’s protection is a major decision. Tell you what, I 
need to get something out of my car. That will give you 
folks a chance to talk things over.
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As you’re saying this get up and start heading for the door. If 
they don’t stop you, you’re in very good shape. When you get 
back they should either be ready to move forward or give you 
a concrete reason they’re not moving forward, which you can 
then work through. If they still say they need more time to think 
things over, move to the “peel back the onion” technique. 

Eliminate the Risk

Many times what keeps prospects from moving ahead is simply 
the natural hesitation people feel when they’re about to spend 
a lot of money on something. They procrastinate, because 
they don’t want to take a chance. It feels risky. It’s that “buyers 
remorse in advance” at work. If that’s the case what should you 
do? Remove or reduce their perception of risk. To a great extent 
reduction of risk perception is accomplished through your cred-
ibility marketing efforts. But there may be times when you need 
to do a little more here to complete a sale. 

What do other companies that sell high-end electronics do 
to reduce risk and increase sales? That’s right. Offer a return 
policy—a money-back guarantee. If the customer’s not happy 
they can return the product and get their money back. Why do 
these companies have offer a money back guarantee? Simple. 
Because it increases sales and profits.

Unless they really feel they need one, people won’t have a 
security system installed in their home. So unless the system 
really doesn’t do what you say it will do, or they have serious 
problems with it (like too many false alarms), very few people 
will ask to have it removed. In fact, once the security system is 
installed and your customers are feeling a real sense of relief 
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and increased peace of mind, in most cases you couldn’t buy it 
back from them. 

I work with several companies that offer a 30-day money back 
guarantee and the return rate runs between two and five per-
cent. (The most I’ve ever seen was around 15 percent, but that 
company had some significant quality control issues.) These 
companies are convinced it boosts their closing rate by around 
fifty percent in those situations where the prospect hesitates by 
saying they “want to think it over.” They’ve crunched the num-
bers and know the value of the guarantee far outweighs the cost 
of returns. So let’s try a little math here. (Don’t worry, nothing 
like 8th grade algebra.)

Let’s say in the course of a year you run up against 100 pros-
pects who say they want to think it over and won’t commit on 
the first call. Now let’s say out of those 100 a money-back guar-
antee convinces 20 of them to go ahead. 

Assuming your profit on a system sale is $500, that’s $10,000 
in the bank right up-front. More importantly—for most security 
companies anyway—is the additional $400 a month in recur-
ring monthly revenue (assuming $20/month in RMR per system). 
If your average monitoring account stays active for seven years, 
that’s another $33,000. (For you financial purists, I’m not doing 
any net present value discounting to keep things simple.) So 
those 20 additional systems net $40,000 in total profit over their 
lifetime, not counting the profit from future add-on business and 
referrals, which can be substantial.

Now the big question. How many of those systems would have 
to be returned before you lost money? Well, the first thing you 
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have to figure out is what it costs you to install and then remove 
a system. Let’s say it’s $700, including the cost of the equip-
ment (net of any salvage value). That means, in this example, 
around 15 of those systems would have to be returned before 
this would be a losing proposition. What are the chances you’d 
have a return rate of 75%? In most cases, the answer is slim to 
none. Even without the RMR stream the return rate could be up 
to 40% and the guarantee would still result in more profit.

Another approach here is to have the prospect put something in 
the pot. For instance, charge a $90 “restocking” fee if the cus-
tomer elects to take advantage of the guarantee. This does a few 
good things for you. First, it ensures the customer is really inter-
ested in the system, which in turn increases the odds of a long-
term monitoring revenue stream. Second, it reduces the chances 
of a return, since the customer has something to lose. Finally, it 
helps defray some of the expense on returns. This is a common 
practice, as most companies charge at least a nominal restock-
ing fee on returns.

Having a way to remove or reduce your prospect’s perceived 
risk can bring in many of those “we need to think it overs” and 
really add to your bottom line and competitive advantage.

Put a Spotlight on the Value 

In most cases, if you’ve gotten your prospects this far and 
they’re hesitating, it’s a good bet the issue is money. So let’s add 
yet another technique for addressing this objection.

Again, this sales process is custom-designed to largely deflect 
the price objection issue altogether. Keep in mind that what 
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the prospect is unconsciously doing at the point of decision 
is weighing the stack of benefits you’re offering against the 
amount of money you’re asking for those benefits. If that stack 
of value weighs more in the prospect’s mind than that dollar fig-
ure, the sale is just about yours. The only question is whether he 
can get the same or a greater stack of benefits from a competi-
tor for less money. Your sales approach will greatly reduce that 
possibility in his mind. 

But if you do get a price objection, the best way to handle it is 
by reinforcing or building the value of your security solution.

One advantage of selling a security system is that it’s usually 
not an “all or nothing” proposition. You have some room to 
negotiate. If necessary, you can take out specific system compo-
nents to work your way to a price your prospect is comfortable 
with and will agree to. But more importantly, this “takeaway 
approach” puts a spotlight on the actual dollar value of each 
specific benefit. When you break it down this way it’s often very 
difficult for the prospect to end up objecting to the price.

Before you start this process first ask your prospects a simple 
question:

Other than the total investment, is there anything else 
keeping you from protecting your family? 

Again, the idea is to avoid having to deal with another objection 
after you’ve effectively dealt with this one. Also note the subtle 
emotional nudge (“... protecting your family” instead of “... 
making a decision”). After your prospect confirms price is the 
only obstacle, ask: 
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What investment amount did you have in mind to protect 
your home and family? 

Let’s say they tell you the figure they had in mind was around 
$800.

So then as I understand it, if we can design a level of 
protection you’re comfortable with for around $800 we 
can go ahead and get you folks protected. Is that right?  

Once you have agreement that the investment is the only thing 
left to negotiate, move to a “takeaway” technique. As the name 
suggests, this involves systematically “taking away” key system 
benefits in order to reduce the price. 

You want to start this part of the process with the system fea-
tures that are most important to your prospects—the ones to 
which your prospects have the greatest emotional attachment. 
For instance, in this case we might start with that external key-
pad with the warning light that would protect Nicole if someone 
were waiting for her inside the house. Start the exchange by 
saying something like this: 

Okay, let’s take a look at what we have here. If we 
take out the keypad at the front door, the one with 
the warning light for Nicole, that would reduce the 
investment by $125. Would you like to remove that 
keypad?

Do you see what’s happened here? The focus has been taken off 
the $990 total price and a “spotlight” has been placed on a spe-
cific part of the system that is there to solve a specific problem. 
So when you ask your question, your prospect’s focus is solely 
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on whether or not that particular protective device is worth 
what you’re asking for it. In this case (not surprisingly) they 
decide that their daughter’s safety is worth $125. Now move to 
the next component.

Okay, then we could give your mother a pendant with 
slightly less range, which would work from most locations 
on your property. That would save $75. Should we make 
that change?

Once again, the focus is now on a specific protective device 
that addresses a very real emotional need. A need your pros-
pects feel a sense of urgency to act upon. The focus is also on 
a much smaller amount and the question they’re asking them-
selves comes down to, “Is it worth $75 to make sure mom can 
get help no matter where she is?” Once again, they are unlikely 
to remove an item that is so important to their peace-of-mind 
for such a small amount of money. After you’ve done this twice, 
ask:

Bob and Jennifer, it seems clear that every part of your 
system is there for a very good reason and that this is 
exactly the right security system for you. Should we set up 
an installation date? 

At this point your prospects will usually realize that when they 
compare the price of each system component with its value, 
there is nothing they want removed.    

Quid Pro Quo

In the takeaway price negotiation we just went through both 
parties may end up losing. If your prospect does decide to 
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remove a component to get to a lower price they have less pro-
tection and you have a smaller sale. Not ideal. So to avoid that 
potential lose/lose outcome, consider using another very effec-
tive negotiating tactic called Quid Pro Quo. 

Quid pro quo means that if I give you something you have to 
give me something in return. So if you give something of value 
to your prospect, like a lower price, your prospect has to give 
you something of value in return. That’s the essence of good 
negotiating. This technique is my preferred way of dealing with 
a gap between my asking price and what the customer is look-
ing for, because the focus is on reaching a win/win rather than 
lose/lose outcome. 

So again, let’s say there’s a $200 price difference standing 
between you and the sale. Instead of compromising the system 
to make up the difference or just caving in, ask for something of 
equal or greater value (from your perspective) in exchange for 
the discount.

For example, in this case we know Jennifer is the CFO of a large 
local company. Would it be worth conceding a $200 discount 
in exchange for her help arranging a 30-minute presentation on 
home security to company employees? Perhaps Bob is a mem-
ber of the local Chamber of Commerce. Could he help you set 
up a speaking engagement? In exchange for a $200 discount, 
would they be willing to sign a 3-year rather than a 2-year 
monitoring agreement?

If you’ve been in sales for any length of time you know that 
many buyers expect discounts. They expect that the first price 
you give them is just a starting point, so you have to be pre-
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pared for this kind of give-and-take. The best way to be ready 
is to think ahead of time about the types of “gets” you’ll ask for 
in exchange for the price discounts some of your prospects will 
ask for. 

This is where that background search you did in pre-call prepa-
ration can pay further dividends. Because you knew about 
Jennifer’s prominent position at that major company, you could 
have anticipated this moment and been ready for it. These 
informational nuggets are also often uncovered during the initial 
phases of the sales process. 

Personally, my “gets” almost always revolve around the pros-
pect opening doors to new business opportunities. Now let’s go 
through the exchange. 

So to make sure I understand correctly, if we can get 
$200 off the price of your system you’re ready to move 
forward? 

That’s right. If we can get the system for what we 
budgeted we’re ready to have it installed.

Okay, fair enough. In order for me to consider a $200 
price reduction, I need to ask for something from you.

What would that be?

As I mentioned earlier, I give a 30-minute presentation 
called “How to Safeguard Your Home and Family” to 
local organizations. It educates people about crime issues 
in the area and how to keep their homes and families 
safe—the types of issues we covered today during the 
security audit. Jennifer, would you be willing to help me 
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arrange to give this presentation to interested employees 
at your company?

Alice Warrens, our VP of Human Resources, would be the 
person you’d need to talk to about that. I think she’d be 
very interested. I’d be happy to help arrange a meeting 
between you and Alice.

Great! Let’s set up your installation date. 

Just One More Thing ...  

Okay, you’ve tried everything and your prospects aren’t budg-
ing. They’ve stuck you with the “We’re going to think about it” 
or “We’re going to shop around” lines. Their body language 
communicates they’re getting entrenched and a bit impatient— 
arms folded across the chest, eyes diverted or glancing at the 
clock, an edge in the tone of their voice. 

If this is the case chances are high they’re closed off from any 
further dialog. They may be tired, have sensory overload, low 
blood sugar. Who knows? But it is important to know when you 
really need to pack up and go so you don’t hurt your chances. 
It’s not only commendable but crucial to try to reach agreement 
on the first call, but not at the expense of losing any opportunity 
of getting the business by pressing too much. Knowing when 
you’re up against that line comes with experience.

That said, the cold hard reality is that your very best chance of 
bringing in this sale is right here, right now. After you leave, the 
odds of bringing in a deal go down significantly. So there’s one 
more thing you can try in these situations without jeopardizing 
your chances. 
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Okay, so what’s going on here? Your prospects clearly have 
an unspoken objection. Those lines they’re handing you are 
smokescreens, aren’t they? Then what do you need to do? 
That’s right. Determine what the real obstacle is so you can deal 
with it. But before you can do that, you first need to get those 
defenses down enough to get them to reengage in a dialog for 
at least a few more minutes. How can you do that? By using the 
Columbo Technique. 

You may be too young to remember the 1970s TV detective 
series Columbo, so let me give you a little background. Colum-
bo (brilliantly portrayed by Peter Falk) appeared to be a dishev-
eled, somewhat bumbling police detective. But it was all an act. 
When questioning suspects, he wanted to appear to be playing 
without a full deck so that their defenses would be down. But 
after a little time it dawned on them that Columbo had gotten 
them to say more than they wanted to. So they finally got their 
guard up, stopped talking and asked for their lawyer. 

That’s when Columbo knew he’d reach a point where further 
questioning wouldn’t get him any further. So he would make a 
show of leaving: “Okay, hey, Mr. Franklin... I really do apolo-
gize if I’ve made a pest of myself and for taking up so much of 
your time with my silly questions. Of course you had nothing to 
do with it—that’s very clear to me now. Umm... thanks for put-
ting up with me... I’ll let you get back to whatever it is you were 
doing and get out of your hair.” All this while shuffling slowly 
for the door. 

What’s been happening with the suspect during this little exit 
speech? He’s relaxing and lowering his guard. After all, Colum-
bo’s leaving and the pressure’s off. But as he reached for the 
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doorknob, Columbo would slowly turn, rub his chin and, with a 
quizzical look on his face, say: “I’m sorry, Mr. Franklin. There’s 
just one more thing I can’t get out of my head that maybe you 
can help clear up for me. If you weren’t in town the night Mrs. 
Tinsdale was killed, how is it your signature is on the registry of 
the Scarsdale Hotel that same evening?” Busted! With his guard 
down, the suspect was like the proverbial deer in the headlights. 
Columbo had saved his “killer question” for just this moment.

So just like a scene out of Columbo, as you’re packing up and 
getting ready to leave your prospects will also start to relax and 
lower their psychological barriers. After all, you’re leaving—the 
pressure’s off. But just like Columbo, you’re not quite through 
yet. In the middle of packing, and as you sense the tension 
flowing from your prospects—stop. Now with a slightly puzzled 
expression on your face say:

Bob, Jennifer, I feel I should apologize to you folks. It 
feels like I’ve wasted your time this evening. Obviously 
I haven’t done a very good job of putting together a 
security solution for your family that you’re comfortable 
with, and I don’t feel at all good about leaving you 
unprotected. Would you do me a favor and tell me where 
I let you down?

Let’s stop for a moment and take a look at this picture. As I’ve 
emphasized before (and probably will again), if you’ve done the 
proper job up to this point your prospects like and respect you. 
They recognize that you’ve invested a good deal of time with 
them and have their best interests at heart. You’ve provided 
some real value in the way of a home security audit and good 
recommendations to help them protect their home and loved 
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ones. Maybe you even braved a snowstorm to survey their prop-
erty. Given all this, they are very likely to feel bad about not 
giving you the business right away. So we have a psychological 
imbalance at work here, don’t we?

When a person feels a psychological imbalance exists between 
themselves and someone else it causes them to feel some level 
of stress. This stress compels them to want to achieve balance—
it’s human nature. So when you ask this question at this point 
you give your prospects a way to achieve balance, which they 
will usually take advantage of by giving you an honest answer. 
When you ask in this way there is a very good chance that your 
prospects will in fact tell you what it is standing between them 
and a decision. 

For instance, let’s say they want to confirm with their insurance 
agent that your security system will qualify them for the 20% 
discount on their homeowner’s insurance that the XYZ salesper-
son said they would qualify for with their system. (Okay, you 
would have pointed that out, but for the sake of discussion let’s 
say that this time you overlooked it.) Now you have something 
very specific you can work with.

Well that makes perfect sense. You certainly want to take 
advantage of any discounts available to you. So what 
you’re saying is that if it turns out you qualify for the 
maximum discount on your homeowner’s insurance you 
want to go ahead with your system installation. Is that 
right? 

The point is that it is often your very last question that ferrets out 
the final barrier between you and the sale. So push yourself to 
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probe effectively and professionally all the time. Be persistent. 
Use transitional questions to keep the dialog going until you’ve 
uncovered and addressed every obstacle in the way of turn-
ing your prospects into customers. If you’ve built good rapport 
throughout the rest of the sales process and don’t change your 
attitude or demeanor, it won’t feel like hard-close, manipula-
tive selling to your prospects. It will feel like a natural part of 
the conversation. Above all, remember that sales success hinges 
largely on asking the right questions at the right time and in the 
right way.

Lay the Groundwork for Referrals

You have your prospect’s signature and deposit in hand. Time 
to hit the road, right? Not just yet. You have one more thing to 
do in the form of a little business-building groundwork.

The most successful salespeople in any field have one thing in 
common—a steady stream of referral business. Every single sale 
you make, if you do a good job for your new customer, can 
open the door to many additional sales opportunities. But as 
great as referrals are, most salespeople don’t do a good job of 
getting those referrals. Why is that?

Many times it’s because they don’t do a good enough job for 
their clients. In some cases they get a sale in spite of, rather than 
because of, the job they did. As discussed earlier, if someone’s 
just been burglarized they are often so desperate to get protect-
ed they’ll go with the first company that can get out there, no 
matter how unprofessional the salesperson. But in those situa-
tions a customer isn’t likely to refer that salesperson to people 
they know.
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Second, salespeople either don’t ask for referrals or don’t ask for 
them in the right way and at the right time. And when it comes 
to getting referrals, timing is everything. 

The fact is, you aren’t in a position to ask for referrals until 
you’ve done what? That’s right. Delivered what you said you 
would deliver and created a highly satisfied client. Have you 
done that the day of the sale? No. But after you reach agreement 
is exactly the right time to lay down the path to those referrals 
by saying something like this:

Bob, Jennifer, I truly appreciate your entrusting me with 
protecting your home and family. I get a great deal of 
personal satisfaction helping provide safety and security 
for people like you. My clients actually help me provide 
protection for people by introducing me to those they 
care about. So after your system is installed and you 
have a greater sense of safety and peace-of-mind, would 
you share your experience with people you know and 
introduce me to them?

Notice that this statement doesn’t include the word “refer” or 
“referrals.” Those words tend to conjure up images of tradi-
tional selling, and one reason people hesitate to make referrals 
is that they don’t want to “sic a salesperson on their friends.” 
So even though you’ve positioned yourself as a security expert 
and resource and your customers don’t see you as an old-school 
salesperson, don’t hurt yourself by using words with negative 
images. Instead, ask your new customer to introduce you to 
others. After all, isn’t that what friends do? They introduce each 
other, they don’t refer them.
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Also use benefit-loaded words: Protection, peace-of-mind, 
security, safety. Benefits that their friends will enjoy if they have 
the chance to meet with you, even if they don’t end up buying a 
security system right away. 

When you lay the groundwork this way at the end of the sales 
process your new customers will almost always agree to intro-
duce you to people they know. When that happens you will 
never be at a loss for qualified prospects and will enjoy the 
luxury of a steady stream of business opportunities for which 
you will have no competition.



Those people blessed with the most 

talent don’t necessarily outperform 

everyone else. It’s the people with 

follow-through who excel.  

Mary Kay Ash
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Congratulations! You’re out the door with a signed contract and 
your client’s deposit in hand. Mission accomplished! Well... not 
quite yet. 

Something interesting happens to just about everyone after 
making a major purchase. In marketing jargon it’s called “post-
purchase dissonance” but is more commonly known as buyer’s 
remorse. It’s the uneasy feeling after a major purchase that we 
just laid out a big wad of hard-earned cash for something we 
don’t really want or need. Or that we could have gotten more 
for our money. We go through an internal dialog that sounds 
something like this:

I wonder if we got the best possible deal?

Can we really afford this right now?

Do we really need a security system?

Is the installation crew going to do a number on our 
house?

What if there’s a better system out there? 

We probably should have shopped around a little more.

The degree to which a new customer experiences buyer’s 
remorse is directly related to the sales process they went 
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through. Salespeople who use a traditional, hard-sell approach 
are far more likely to leave behind customers with a high level 
of doubt and remorse. The fact is, prospects who finally suc-
cumb as the result of a hard-sell or manipulative closing pro-
cess have a high probability of cancelling after the salesperson 
finally leaves. 

Many times they agree to a sale in a last-ditch effort to get the 
salesperson out of their house. So what does our triumphant 
hero find after returning to the office? A message that his new 
customer has decided to rescind the contract. Of course, the 
upshot is that these “sales” were never really completed at all. 
Worse yet, the salesperson likely damaged the company’s repu-
tation, which is why I think of these cases as “negative return 
sales.”

But even when you’ve done a stellar job all along the way, 
there’s still a chance your clients will experience some degree 
of buyer’s remorse. That’s why it’s critical that you take steps 
to reassure your brand new clients that they have made a good 
decision.

Get Out the Branding Iron

Before you leave be sure to plant those lawn signs and get 
decals on the windows. Of course, some locations are better 
than others. You want to maximize deterrent value and at the 
same time make sure signs are clearly visible to the neighbors 
and anyone driving by. Consider a small investment in solar-
powered lighted signs. Your prospects will appreciate the extra 
deterrent value and illuminated signs really stand out and make 
an impression with neighbors and other passers-by.
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This is not the place to pinch pennies. Larger properties, or 
those on corner lots, will likely need more than one sign. Again, 
in addition to their deterrent value yard signs are very inexpen-
sive and effective advertising for you. (Can you name another 
type of business that can put up a billboard on their customers’ 
property and leave it there indefinitely, free of charge?) Don’t 
forget to put signs on backyard and alleyway fences. Some 
enterprising security consultants give their clients extra decals 
for their cars to get even more free advertising. 

As with the rest of the process, keep your clients involved. 
Making a small production out of planting signs and putting on 
window decals helps cement the finality of the agreement. 

In effect, what you’re doing is “branding” your new clients. Let’s 
say they have an appointment the following day with another 
company, but forget to cancel after they sign up with you. What 
happens when that salesperson pulls up at your prospect’s 
home? That’s right. He sees your gleaming, shiny lawn sign star-
ing back at him. What does he do then? Usually just drive on, 
cursing you all the way.

Here’s another idea where you can use a lawn sign to great 
effect. This one actually comes into play when you first arrive 
and is technically part of the warm up. When your prospects 
answer the door and you’ve gone through the initial introduc-
tions (including showing them your photo ID), ask: 

Folks, would it be okay with you if I put this sign in your 
yard during my visit? To be honest, I just don’t feel safe in 
a home that’s completely unprotected.

Of course, you need to deliver this line in a lighthearted man-
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ner (be sure to smile and chuckle a little). It’s a good icebreaker 
with most prospects, who get a laugh out of it when they real-
ize you’re kidding with them. You also get a small agreement 
before you even go inside the house and give your prospects 
their first taste of the peace-of-mind they will feel after their 
security system is protecting them. 

But here’s the real fun part of this little trick. Let’s say you don’t 
get an agreement on the first call because they want to keep 
their appointment with another company. What you do, of 
course, is leave that yard sign right where it is when you leave. 
Now when the rival salesperson shows up, what’s he going to 
think when he sees your yard sign? The same thing he thought 
before—that they already bought a system from you. Once 
again he’s likely to drive off, cursing you all the way back to his 
office. 

It’s somewhat amazing how long it usually takes other sales-
people to figure out what you’re doing to them. Of course, 
this should caution you not to assume anything if you see a 
rival’s sign in front of a prospect’s house when you arrive for an 
appointment.

Meet the Neighbors

Speaking of yard signs, have you ever noticed how they seem 
to cluster? If one home has a particular security company’s sign 
out front, chances are good you’ll see others in the immediate 
vicinity. Why is that? Largely because a yard sign is both an 
advertisement and a testimonial. 

Neighbors see the sign and it gets them to ask themselves, “Why 



Turning Customers into Lifetime Clients

237

did Bob and Jennifer install a security system? Do they know 
something we don’t know?” So when Mr. Jones sees Mr. Smith 
out front watering the lawn, he walks over and asks him about 
it. Next thing you know, you’re getting a call from Mr. Jones.

There’s nothing wrong with that, but the very best security 
consultants don’t wait around for those calls. They’re proactive 
when it comes to prospecting, because they know that every 
security system sale they make is worth a minimum of three 
more warm, quality appointments. That’s a guarantee—if you 
work it right.

Even if you don’t reach an agreement on the first call, always 
walk (“cloverleaf”) the neighborhood—the five homes on the 
right, the five on the left and the ten across the street. If they’re 
home, introduce yourself to the neighbors and let them know 
you’re the local security consultant. Again, show that official 
looking ID badge. Tell them you’re working with the Smiths a 
couple of doors down and just completed a security audit for 
them. Name-dropping works wonders, and this is a true state-
ment even if you’re still awaiting a decision. Ask if they would 
also like a free 15-minute home security audit. Many times 
they’ll take advantage of your offer on the spot and you find 
yourself inside the home of a potential new client. It’s now up 
to you to use those 15 minutes as a bridge to a complete sales 
call. 

If they’re not home, leave a door hanger with an invitation to 
take advantage of your complimentary 15-minute security audit 
and a link to a page on your web page where they can sign up. 
Some companies take this idea a step further and attach a CD 
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with a brief video presentation that links directly to the salesper-
son’s own page on the company web site. 

Post-Sale Touchpoints

Set up appointments with the emergency contacts to go over 
what they need to know. That doesn’t mean going over the 
details on the phone—make an appointment to stop by. These 
information appointments often morph into sales appointments 
and additional sales. Be sure to have your client get in touch 
with their emergency contacts ahead of time to let them know 
you’ll be calling them. 

Next, get in touch with your client’s insurance agent. Let her 
know you now have at least one client in common and ask if 
they’d like to have coffee to discuss a networking arrangement. 
(See Chapter 4 for more details.)

These are just a few of the touchpoints to make around each 
and every appointment or sale. Taking these additional steps 
alone will go a long way toward keeping your business opportu-
nity pipeline full. 

As soon as you get back to the office, send an email to your 
new clients congratulating them on the wisdom of their deci-
sion. Summarize the two or three primary emotional hotspot 
problems that their new system is going to solve for them and 
confirm the installation date.

This kind of reaffirmation goes a long way toward reducing 
rescissions. At the same time, it shows your new clients that you 
really are serious about after-the-sale follow up and service.
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Advancing the Sale

If you didn’t reach an agreement, it’s still important to follow up 
with your prospects. If anything, it’s more important, because 
you don’t yet have your prospect’s signature on that proverbial 
dotted line. But your persistence, in concert with your profes-
sionalism, will get it there soon enough. 

If you don’t finalize the sale after the initial appointment you 
then need to come to an agreement on the next step in the pro-
cess. This is called advancing the sale, and that next advance 
is usually a follow up call. Ask your prospect when they would 
like you to follow up. Then make a show of writing that down 
in your calendar, in full view of the prospect. This helps cement 
that next appointment in their mind.

Amazingly, many security salespeople don’t follow up at all. 
When I find this situation and ask about it, the reason I’m usu-
ally given is that the salesperson doesn’t want to come across as 
too pushy. Okay, fair enough. There certainly is a danger of that 
if you make too many follow up calls over a short a period of 
time. That said, you still need to follow up if you want to have 
any chance at bringing in the sale. 

So when and how often should you follow up? As a very rough 
rule of thumb, a follow up should be made 48 hours after the 
appointment. But you have to use your own good judgment 
here. For instance, let’s say your appointment was in the morn-
ing and your prospect told you their last appointment with a 
competing company was early that same afternoon. In that case, 
follow up that evening (but never past 8 p.m.) and certainly no 
later than the following morning (not before 9 a.m.). If no deci-
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sion has been reached, set another follow up time with your 
prospect. 

As a sales manager, if a salesperson on my team doesn’t com-
plete a sale with a prospect I want to know two things. First, 
what is the next step in the process? Second, if the prospect 
decided not to do business with my company—whether they 
went with a competitor or didn’t buy from anyone—I want to 
know the reason why.

On this point, it’s a very good idea for a sales manager to per-
sonally call every lost sale. Sometimes a sales manager, with a 
fresh perspective, can bring the sale in. But even if you don’t get 
the sale, at least get information you can use to improve your 
chances in the future.

In addition to calling known lost clients, sales managers should 
also, as a general rule, get in touch with prospects where no 
decision has been reached after a few days. (These “in limbo” 
prospects are sometimes referred to as penders).

This is a general rule because, as a sales manager, you need to 
take several factors into consideration before getting directly 
involved. Above all, what is the skill level and experience of the 
salesperson? What is her track record in bringing these situa-
tions to fruition? If the salesperson is top-notch, take your cue 
from her. Ask what support she needs from you to bring the sale 
in. 

On the other hand, you should be quicker to contact the pend-
ers of less experienced or skilled members of your sales team. 
But even in these situations, don’t ride in like a white knight on 
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a steed and take over the sale. Use these situations as opportu-
nities to teach and coach.

Keep in mind that a call from a sales manager to a prospect 
can be a two-edged sword, as an ill-timed contact can derail a 
sensitive negotiation. It can also cause the prospect to see the 
salesperson in a less favorable light. “I thought he was calling 
the shots. Why does his sales manager have to hold his hand?”

Another reason I’m given by salespeople for not following up 
is that they just got too busy and forgot. That’s a weak excuse 
to say the least, and really inexcusable. That’s the equivalent of 
a salesperson saying he got too busy and forgot about a sales 
appointment. The fact is a follow up with a prospect after a 
sales call is itself a sales appointment and must be given top 
priority.

Creating a Stream of Referrals

One of the great benefits of the sales process you’re now going 
to use is that it leads directly to highly satisfied, loyal clients. 
Clients who won’t be persuaded to hand over their monitoring 
to a competitor just because they tried to lure them away with 
a lower price. Your clients understand the value of what they’re 
getting from you, as their personal security advisor. This leads 
directly to what you’re really after—a steady stream of referral-
based business.

No one needs to tell you that a referral is the best possible kind 
of sales lead. But the only way to get referrals, as discussed 
earlier, is to earn them. That’s right. You have to earn referrals. 
Although it seems like common sense, this is a key point over-
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looked by many salespeople, who can’t understand why their 
clients hesitate or refuse when asked to provide them with refer-
rals.

As much as their sales managers harp on them, salespeople are 
often hesitant to ask for referrals. Why? For the same reason 
they hesitate to ask their prospects to move forward with a sale. 
Because they haven’t built up their own value enough in the 
eyes of their clients, and deep down inside they know it.

That’s why, when it comes to asking for referrals, timing is 
everything. If you’ve done a great job of satisfying your cli-
ents’ needs. If they like, trust and respect you. If they don’t see 
you as a salesperson but as an expert home security advisor. 
Then—and only then—will your clients gladly introduce you 
to people they know. In fact, they’ll often tell you about people 
you should see without your even asking. And they will tell 
their friends about their experience and send them your way. 
But until you’ve laid this all-important foundation, they won’t 
do this for you. It’s as simple as that.

Of course, you’ve gone a long way in building that foundation 
during the sales process. But immediately after the sale is not 
the best time to ask for referrals. Why? Because you haven’t 
delivered anything yet. You still have something left to prove. 
That’s why the best time to ask for referrals is two to four weeks 
after system installation. 

Make an appointment during this time frame to drop by your 
client’s home. This is the time they will be most excited about 
their new security system. Chances are good they’ve been 
showing it off to everyone who drops by, including curious 
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neighbors. Add that to how impressed your clients will be by 
your follow up and it’s clear why this is the best possible time to 
ask for referrals. Phrase your request along these lines:

Bob and Jennifer, I’m very pleased you’re happy with 
your security system. I knew you would be. It’s a good 
feeling knowing your home and family are so well 
protected, isn’t it? 

As I mentioned that first night, my goal is to give this 
feeling of peace of mind to as many people as I can. To 
do that I rely on happy clients like you to introduce me to 
others who might also benefit from my services. Can we 
brainstorm for a couple of minutes about people you can 
introduce me to?

Recall that the Smiths agreed to do just that, so they will be 
inclined to keep their end of the bargain. In fact, they may very 
well have some names ready for you.

Notice that you didn’t say, “Do you know anyone who would 
benefit from my services?” This is a closed-ended question that 
has a tendency to evoke a “No” response. Also notice you sug-
gested that you and the Smiths work together to come up with 
the names. Making it a “we” rather than “you” proposition helps 
get things in motion.

Earn the right to ask for referrals by completely satisfying your 
clients and you’ll get tons of them. Over time, as you take 
excellent care of those initial referrals, you’ll build up a steady 
stream of calls from people your clients refer to you on a regular 
basis, which means you will never be short of high-quality sales 
appointments.
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Tend to Your Trees

A sure-fire way to identify top-of-the-rung sales professionals 
from the “also-rans” is their commitment to regular and ongoing 
contact with their clients. They know that their relationship with 
a client doesn’t end after the initial sale is made. It’s only just 
begun. 

For these top sales professionals, a new client is like an apple 
tree that will continue to bear fruit for them, year-after-year. But 
they understand that will only happen if their “trees” are well-
tended and looked after. 

Call your clients three months after system installation to make 
sure everything is running smoothly. At this point they will very 
often have thought of additional security needs. After that, I rec-
ommend a “touch base” call every six months.

In addition to these personal calls, today’s technology makes it 
easy and cost-effective to make regular contact. For instance, 
send out a monthly e-newsletter with seasonal security tips. Set 
up your customer relationship system (e.g., ACT, GoldMine, 
Microsoft Outlook, etc.) to automatically remind you of birth-
days and send a personalized e-card. Send e-cards around the 
holidays. Forward articles you think a client might be interested 
in based on their occupation or interests.

This is the type of “tree-tending” activity that builds strong rela-
tionships, which in turn results in regular and growing harvests 
of new sales opportunities. 
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Closing Thoughts

We’ve covered a lot of ground, haven’t we? As I said at the out-
set, every single method, idea and technique has been proven 
over and over again in the only place it really counts. Out in the 
trenches making sales. It’s not theory—it all works. 

I don’t believe in tricks, high pressure or manipulation when it 
comes to selling—and the top sales trainers and highly success-
ful salespeople I know agree. They know that deceptive, “old 
school” practices don’t work over the long haul. In fact, they 
usually backfire, giving our companies, our industry and us, as 
professional security sales consultants, a black eye. I’m willing 
to bet that if you’ve come this far with me you’re in the same 
camp. 

When people are faced with a decision as important and emo-
tional as protecting their homes and families, they want and 
need an expert consultant to help them make the best possible 
choices. True security professionals who take the time to under-
stand their clients’ situation and concerns and make recommen-
dations that are client-focused are generously rewarded. That’s 
what effective selling is all about. 

It’s far easier to be a success in sales—and you’ll enjoy the 
profession much more—once you accept and adopt this basic 
philosophy and learn the formula for success. That formula has 
been laid out for you in this program. Practice it and use it. Put 
your own stamp on it and make it your own. If you do, nothing 
will keep you from reaching your goals.

In closing, I invite you to join me and other security sales pro-
fessionals at securitysalestraining.com, where you will find 
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additional training, support, ideas and tools. If you’re looking 
for marketing support, be sure to visit securitymarketing.com. 
And if you have any questions or comments about anything in 
this book, I invite you to share them in the forum at security-
salestraining.com. I promise to answer them right away.

I very much appreciate having you as a client and wish you all 
the success in the world. Now get out there and make it 
happen!

 

 




