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  It is tempting to dedicate this book to the person who has changed my life for the better and never stopped believing in me: my partner, Anne. But she has requested that I dedicate this book to the people all over the world who have come to my seminars, watched my videos, studied the Straight Line, written me for advice, and, most importantly, the ones who have written or gone out of their way to say “thank you.” I have to acknowledge the fact that my life is mostly known for my crazy past. That is just one small part of it, and not the part that I am proud of or that I want to be remembered for. The people who have written to say that I give them the hope of second chances, that because I came back from massive failure they believe they too can overcome whatever situation they have found themselves in—to these people I dedicate this book. To the countless people who have written to tell me how the Straight Line System has changed their lives, their level of success, and their businesses in exponential ways—to you I dedicate this book. The creation of the Straight Line System changed my life forever. The skill sets it embodies have allowed me to recreate my life in ways even I never thought possible. I hope that this book will allow many more people to have access to the gift that keeps on giving. The Straight Line System truly is for everyone. My greatest close to date is that of my love, Anne. I hope that this book enables everyone who reads it to make their personal dreams come true too.




  PROLOGUE
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  THE BIRTH OF A SALES SYSTEM




  WHAT THEY SAY ABOUT ME IS TRUE.




  I’m one of those natural born salesmen who can sell ice to an Eskimo, oil to an Arab, pork to a rabbi, or anything else you can think of.




  But who really cares about that, right?




  I mean, unless you want to hire me to sell one of your products, my ability to close is basically irrelevant to you.




  Whatever the case, that’s my gift: the ability to sell anything to anyone, in massive quantities; and whether this gift comes from God or from nature, I really can’t say, although what I am able to say—with absolute certainty, in fact—is that I am not the only person who was born with it.




  There are a handful of others who are sort of like me.




  The reason they are only sort of like me has to do with another precious gift I possess, a gift that’s infinitely more rare and infinitely more valuable, and that offers a massive benefit to everyone. Including you.




  What is this amazing gift?




  Quite simply, it’s the ability to take people from all walks of life regardless of age, race, creed, color, socioeconomic background, educational status, and level of natural sales ability, and turn that person into a world-class closer almost instantly.




  It’s a bold statement, I know, but let me put it to you this way: if I were a superhero, then training salespeople would be my superpower, and there’s not a soul on the planet who does it better than me.




  Now, that sounded totally awful, right?




  I can only imagine what you’re thinking right now.




  “What a cocky bastard this guy is! So conceited! So damn full of himself! Let’s throw the bastard to the wolves!




  “Oh, wait! He already is a wolf, isn’t he?”




  Actually, I’m an erstwhile wolf. But, either way, I think it’s time to formally introduce myself.




  I’m the Wolf of Wall Street. Remember me? The one who Leonardo DiCaprio played on the silver screen, the one who took thousands of young kids, who could barely walk and chew gum at the same time, and turned them into world-class closers using a seemingly magical sales training system called the Straight Line? The one who tortured all those panic-stricken New Zealanders at the end of the movie because they couldn’t sell me a pen the right way? You remember.




  On the heels of Black Monday, I took control of an irrelevant little brokerage firm named Stratton Oakmont and moved it out to Long Island to seek my fortune, and it was there, in the spring of 1988, that I cracked the code for human influence and developed that seemingly magical system for training salespeople.




  Its name was the Straight Line System—or the Straight Line, for short—a system that proved to be so powerful and effective, and so easy to learn, that within days of inventing it, it brought massive wealth and success to anyone I taught it to. In consequence, thousands of young men and women began pouring into Stratton’s boardroom, looking to hop on the Straight Line gravy train and stake their claim in the American Dream.




  For the most part, they were a decidedly average lot at best—basically the sad, forgotten spawn of America’s working-class families. They were kids who had never been told by their parents that they were capable of greatness; any greatness that they naturally had in them had been literally conditioned out of them since the day they were born. By the time they made it into my boardroom, they were trying merely to survive, not to thrive.




  But in a post–Straight Line world, none of that mattered anymore. Things like education and intellect and natural sales ability were mere trivialities that could be easily overcome. All you had to do was show up at my door, promise to work your ass off, and I would teach you the Straight Line System and make you rich.




  But, alas, there was also a dark side to all this precocious success. You see, the system turned out to be almost too effective. It created freshly minted millionaires at such a ferocious clip that they ended up skipping over the typical life struggles that most young men and women go through that serve to build their characters. The result was success without respect, wealth without restraint, and power without responsibility—and, just like that, things began to spiral out of control.




  And so it was that, in the same way that a seemingly innocuous tropical storm uses the warm waters of the Atlantic to grow and build and strengthen and mutate until it reaches a point of such critical mass that it destroys everything in its path, the Straight Line System followed an eerily similar trajectory—destroying everything in its path as well, including me.




  Indeed, by the time it was over I had lost everything: my money, my pride, my dignity, my self-respect, my children—for a time—and my freedom.




  But the worst part of all was that I knew I had no one to blame but myself. I had taken a God-given gift and misused it, and I had taken an amazing discovery and bastardized it.




  The Straight Line System had the ability to change people’s lives in a dramatic way—leveling the playing field for anyone who’d been held back from achieving greatness due to an inability to effectively communicate their thoughts and ideas in a way that connected with other people and moved them to take action.




  And what did I do with it?




  Well, besides breaking a fair number of records for the consumption of dangerous recreational drugs, I used my discovery of the world’s most powerful sales training system to live out every adolescent fantasy I’d ever had, while empowering thousands of others to do the same.




  So, yes, I deserved exactly what I got: completely wiped out.




  But, of course, the story doesn’t end there; and how could it, after all? I mean, how could a system that created such massive wealth and success for anyone who learned it simply fade away into obscurity?




  It couldn’t. And, of course, it didn’t.




  It started with the thousands of ex-Strattonites who, after leaving the firm, began spreading the system around—bringing a watered-down version of it to a dozen different industries. Yet, no matter where they went or how watered down the version was, learning even a fraction of the Straight Line System was enough to take a struggling salesperson and turn them into a solid producer.




  Then I got involved.




  On the heels of two bestselling memoirs and a blockbuster Scorsese movie, I spread an undiluted version across the entire world, to virtually every business and industry. From banking to brokerage to telco to the auto industry to real estate to insurance to financial planning, to plumbers to doctors to lawyers to dentists to online marketers to offline marketers—and basically everyone in between. As amazing as the results had been the last time around, this time they were even better.




  You see, before I began teaching the system again, I spent two full years going line by line through its code—taking every last nuance and pushing it to an even higher level of operational proficiency, while ensuring that every last bit was grounded at the highest level of ethics and integrity.




  Gone were any high-pressure sales tactics, questionable language patterns, or even the slightest reference to closing a sale at all costs to simply earn a commission; all of these were purged from the system in favor of more elegant strategies. It was a painstaking process, where no expense was spared and no stone left unturned.




  World-class experts were brought in to review every aspect of the system—from occupational psychologists to experts in content creation, best adult-learning practices, and neuro-linguistic programming. And what emerged in its place was something truly incredible: a system that was so powerful and effective, and that maintained such a high level of ethics and integrity, that I knew in my heart that the Straight Line System had finally evolved into what I always knew it could be:




  A money-making force for good.




  What I offer you on the following pages is a turnkey solution for applying the Straight Line System to any business or industry.




  For those of you in sales, or if you own your own business, this book will be a total game-changer for you. It will show you how to shorten your sales cycle, increase your closing rate, develop a steady stream of customer referrals, and create customers for life. In addition, it will also offer you a paint-by-number formula for building and maintaining a world-class sales force.




  And, for those of you who are not in sales, this book will be equally as valuable to you. You see, one of the costliest mistakes that “civilians” make is that they tend to think of sales and persuasion in traditional terms only, where there’s a salesperson closing a deal. So, they ask themselves, “Since I’m not in sales, what’s the point of learning how to sell?”




  Meanwhile, nothing could be further from the truth.




  Even if you’re not in “sales,” you still need to become at least reasonably proficient at sales and persuasion. Otherwise, you’re going to find yourself living a severely disempowered life.




  Selling is everything in life.




  In fact, either you’re selling or you’re failing.




  You’re selling people that your ideas make sense, your concepts make sense, your products make sense: you could be a parent selling your kids on the importance of taking a bath or doing their homework; you could be a teacher selling your students on the value of education; a lawyer selling a jury on the innocence of your client; a pastor selling your congregation on the existence of God or Jesus of Mohammad or Buddha; a politician selling your constituency on the benefits of voting for a certain referendum—in short, selling applies to all people, and all aspects of life, both business and personal. After all, at some point in our lives, we’ll all have to sell ourselves to someone: a prospective partner, a future employer, a future employee, a future first date, and on and on.




  Then you have all the day-to-day business scenarios that fall outside of what we normally consider sales—an entrepreneur trying to raise venture capital or secure a line of credit at a bank; selling your employees, or someone you’re courting to become an employee, on the power and righteousness of your vision for the future; negotiating a new lease for office space; securing a better interest rate on your merchant account or negotiating better payment terms with a vendor.




  Again, it doesn’t matter what line of work you’re in or if it’s business or personal. We’re always trying to convey our thoughts and ideas and hopes and dreams in a way that not only moves people to take action but that also gets us what we want in life too.




  That’s what ethical persuasion is all about; and without that one, linchpin skill, it is very difficult to achieve success, at any reasonable level, or live an empowered life.




  In fact, at the end of the day, that’s what this book is really all about. By providing you with a simple, proven way to master the art of communication, you’ll be able to move through life with far greater personal power and live a far more empowered life.




  Just always remember the words of Spider-Man’s uncle, from the first Spider-Man movie. “With great power,” he warned, “comes great responsibility.”




  This book will grant you that power.




  I urge you to please use it responsibly.




  1
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  CRACKING THE CODE FOR SALES AND INFLUENCE




  “DON’T YOU GUYS GET IT? EVERY SALE IS THE SAME!”




  The first time I uttered those words to a roomful of salesmen was on a Tuesday evening, in 1988, and what I got in return were some very confused looks. They were looks that so much as said, “What the hell are you talking about, Jordan? Every sale is not the same! Every sale is different. Our prospects all have different needs, different beliefs, different values, different objections, and different pain points. So how could every sale possibly be the same?”




  In retrospect, I can see their point.




  In fact, I can see all their points—the points of the millions upon millions of people who have attended my Straight Line seminars all over the world, and who have cocked their heads to the side and narrowed their eyes skeptically when I got up onstage and said, with absolute certainty, that every sale is the same.




  After all, it seems like a rather far-fetched notion, doesn’t it?




  I mean, even if you put aside the obvious points that I listed above, how could every sale possibly be the same? Take the countless number of goods and services for sale in the global marketplace: they too are all different. Take the personal financial situations of your prospects: they’re all different too. And take the unique sets of preconceived notions that each prospect brings with them into the sale—not just about your product but also about you, about trusting salespeople in general, and about the decision-making process itself as it relates to buying. Again, they’re all different.




  Indeed, when you take all the apparent differences that can pop up in a sale at any time, it comes as no surprise that only a tiny percentage of the population feels comfortable at the thought of entering a situation that requires sales and influence. The rest of the world actively shies away from it—despite knowing how absolutely crucial it is to the achievement of wealth and success.




  Even worse, among those very select few who do feel comfortable, only a tiny percentage of them will ever attain the status of being a top producer. The rest will plod along somewhere in the middle, stuck in the muck and mire of mediocrity and averagism. They’ll earn just enough to keep “selling” worthwhile (after all, even a decent salesperson will make more money closing sales than in a non–sales related job), but they’ll never experience the financial freedom of being a top producer. It will always remain just out of reach.




  It’s a sad reality, for sure, but such is the plight of any salesperson who believes that every sale is different—a discovery that hit me like an atomic bomb and led directly to the creation of the Straight Line System.




  My discovery didn’t come about slowly. It came all at once, during an emergency sales training session I held in Stratton’s original boardroom. At the time, I had only twelve brokers working for me, and, at this particular moment—precisely 7:15 p.m. on that very Tuesday evening—they were sitting directly across from me and wearing those confused, skeptical expressions that I would come to know so well.




  As the story goes, exactly four weeks prior to that, I had stumbled upon an untapped niche in the retail stock market, which was selling five-dollar stocks to the richest 1 percent of Americans. For whatever reason, no one on Wall Street had ever tried it before; and when I tested the idea myself, the results were so incredible that I decided to completely reinvent the firm.




  At the time, Stratton was selling penny stocks to average moms-and-pops, and we were having massive success since the day the firm opened. In fact, by the end of our third month, the average broker—or Strattonite, as they liked to call themselves—was already earning more than $12,000 in monthly commission, and one of them was earning more than triple that.




  That broker was none other than Danny Porush, my future junior partner, who would end up being immortalized on the silver screen by a slimmed down, buck-toothed version of Jonah Hill, who loosely portrayed him in the movie The Wolf of Wall Street.




  Whatever the case, Danny was the first person I’d ever taught how to sell penny stocks, and as luck would have it, he turned out to be a born salesperson, like me. At the time, we both worked at a small penny stock firm called the Investor Center, and Danny was my assistant. When I left to open Stratton, I brought Danny with me and he’d been my right-hand man ever since.




  In fact, it was Danny who wrote that first massive buy ticket with a wealthy investor, on the fifth day of the test. His commission on this one single trade was $72,000, an amount so incomprehensibly large that if I hadn’t seen it for myself, I wouldn’t have believed it. To give you some perspective, it was over a hundred times greater than the average commission on a penny stock trade. It was nothing short of a total game-changer.




  To this very day, I’ll never forget the look on Danny’s face when he walked into my office holding that golden buy ticket; and I’ll also never forget looking out into the boardroom myself, a few moments later, after I’d regained my composure, and seeing my entire future unfold right before my eyes. In that very instant, I knew that this would be the last day that Stratton ever sold penny stocks to anyone. What with the massive financial firepower that a wealthy investor could bring to bear, it simply didn’t make sense to cold-call average moms-and-pops ever again. It was as simple as that.




  All that was left to do was to teach the Strattonites how to close rich people, and the rest, as they say, would be history.
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  Unfortunately, as they also say, “Easier said than done!”




  As it turned out, training a bunch of barely post-adolescent nincompoops to go toe-to-toe with America’s wealthiest investors was far more challenging than I could have ever possibly anticipated. In fact, it turned out to be totally fucking impossible.




  After four weeks of cold-calling, the Strattonites hadn’t closed a single new account. Not even one! Even worse, because it was my idea to make the switch, the brokers were holding me personally responsible for their current state of misery.




  In essence, they had gone from earning $12,000 a month to making zero dollars a month, and I had run out of ideas on how to train them. And make no mistake: I had tried everything.




  After failing miserably with my own system, I read through countless books on sales, listened to tapes, attended local seminars; I even flew clear across the country to Los Angeles, California, to attend a three-day sales seminar that was purported to have the world’s greatest sales trainers all under one roof.




  But, again, I came up empty-handed.




  Disturbing as it was, after one full month of intelligence gathering, the most valuable piece of intelligence that I’d been able to gather was that my own system of training was far more advanced than anything else out there; and if that wasn’t cutting it, where was I to go from there? I was starting to think that maybe it was just impossible.




  Perhaps the Strattonites were simply constitutionally incapable of closing rich people. They were too young and too uneducated to be taken seriously by them. Yet how would that explain the massive success that Danny and I were still having as we continued to dial through our leads? My personal closing rate had climbed to over 50 percent by now, and Danny’s was in the low thirties.




  How could we all be dialing through the same leads, using the same script, pitching the same stock, and yet getting such dramatically different results? It was enough to make a person insane; or, even worse, to make them jump ship.




  By the end of week four, the Strattonites had basically given up. They were desperate to go back to the world of penny stocks and were teetering on the edge of mutiny.




  So there I was, at the front of the boardroom, desperate for a breakthrough. What I was about to realize, however, was that I’d actually just made one.




  Looking back at that moment now, standing before the brokers and trying to explain how every sale is the same, I would have never guessed how close I was to inventing the world’s most powerful sales training system.




  You see, when I said that every sale is the same, what I meant that night, and what turned out to be one of the most profound ideas I’ve ever had, is that despite all those aforementioned differences—individual needs, objections, values, pain points—despite all that stuff, the same three key elements must still line up in any prospect’s mind before you have a shot at closing them.




  Let me repeat that: the reason every sale is the same is because, despite all that individual stuff, the same three key elements still have to line up in any prospect’s mind before you have a shot at closing them.




  And it doesn’t matter what you’re selling or how you’re selling it; how much it costs or how much money the prospect has; and whether it’s tangible or intangible, over the phone or in person. If in a single moment in time, you can create these three crucial elements in a prospect’s mind, then you’ve got an excellent shot of closing. Conversely, if even one of them is missing, you have basically no shot at all.




  The Three Tens
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  We call these three core elements the Three Tens—with the context being a prospect’s current state of certainty on a scale from one to ten.




  For example, if a prospect is currently at a “ten” on the certainty scale, then it means he or she is in a state of absolute certainty at that moment. Conversely, if the prospect’s currently at a “one,” then they are in a state of absolute uncertainty at that moment.




  Now, in sales, when we talk about certainty, the first thing that pops into people’s minds is certainty about the actual product being sold. In other words, before there’s any chance of a prospect buying a product, they first have to be absolutely certain that the product makes sense to them, insofar as it filling their needs, eliminating any pain they might have, being a good value for the money … and so forth.




  So—the first of the Three Tens is your product.




  THE THREE TENS




  

    	The product, idea, or concept


  




  In essence, your prospect must be absolutely certain that they love your product, or as we like to say with the Straight Line System, your prospect must think it’s the best thing since sliced bread!




  This includes both tangible products like cars, boats, houses, food, clothing, consumer products, and all the various services people perform; and also intangible products, like ideas and concepts and values and beliefs, or any vision you might have for the future.




  Over the years, I’ve found that the simplest and most effective way to explain the Three Tens is to imagine a “continuum of certainty,” like the one below.
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  Now, notice how on the very right end of the continuum, you have the number 10. This represents your prospect being in a state of absolute certainty about the value and efficacy of your product, or put more simply, your prospect absolutely loves it!




  For example, if you were to ask this prospect what they thought about your product, a dead-honest answer would sound something like: “Oh my god, it’s literally the best thing since sliced bread! Not only does it fill all my needs but it’s also a great value for the money! I can only imagine how great I’m going to feel when I get to use it in the future. It’ll be like having a huge weight lifted off my shoulders!”




  That’s a 10 on the certainty scale: your prospect absolutely loves your product, and they’re damn sure of it.




  Then, over on the very left end of the continuum, you have the number 1. This represents your prospect being in a state of absolute uncertainty about the value and efficacy of your product, or put more simply, they think it’s a total piece of shit.




  In this case, if you were to ask your prospect the same question as above, they would say something along the lines of: “That product of yours is the biggest piece of shit I’ve seen in my life! In fact, not only is it completely overpriced, but it also looks like shit, works like shit, feels like shit, and it’s actually built like shit. So the sooner you get that piece of shit out of my sight, the happier I’ll be.”




  That’s a 1 on the certainty scale: your prospect absolutely despises your product, and it’s going to be difficult to change their mind.




  Then, along the continuum’s middle, you have the varying degrees of certainty between a 1 and a 10, with the number 5 representing a state of pure ambivalence. That’s where your prospect isn’t leaning one way or the other. In normal sales parlance, this is referred to as your prospect “sitting on the fence,” an expression specifically meant to highlight the delicate nature of this state. However, with the Straight Line System, we view a 5 in a far more positive light. In fact, to a seasoned Straight Liner, a prospect who is at a 5 has a big sign on their chest, saying:




  

    PLEASE INFLUENCE ME NOW!




    I CAN’T MAKE UP MY MIND,




    SO PLEASE HELP ME!


  




  The important thing to remember here is that, while being at a 5 does, indeed, mean that your prospect is fifty-fifty on your product, it does not mean that you only have a fifty-fifty chance of closing them.




  The same thing goes for levels 3 and 7 on the certainty scale, which are basically mirror images of each other. In the case of a 3, your prospect thinks that your product is basically crap, although not nearly as crappy as if they were at a 1. And at a 7, your prospect thinks your product is great, although not nearly as great as if they were at a 10.




  In both of these cases, however, whether your prospect is at a 7 or a 3, there are two important things to remember. First, your prospect’s feelings of certainty or uncertainty are less set in stone than if they were at the level to the right or the left of them. Secondly, their presence at either level does not directly translate into a better or worse chance of ultimately closing them. In other words, their current state of certainty is just that—current. It is not permanent, and they are eagerly waiting to be influenced by you.




  Now, when it comes time to ask for the order, it doesn’t take a rocket scientist to figure out that the closer you’ve gotten your prospect to a 10, the better chance you have of closing them. On the other hand, the farther away your prospect is from a 10, the worse chance you have of closing them. From a practical standpoint, if your prospect is anywhere below a 5, you have basically no chance of closing them. The reason for this has to do with something called positive intent, which serves as the very foundation from which all human beings make their decisions.




  In other words, human beings don’t buy things that they think will make their lives worse; they buy things that they think will make their lives better. However, the operative word here is think. You see, just because someone has positive intent doesn’t necessarily mean that the resulting decisions will end up having a positive impact on them. In fact, with many people, it often doesn’t. Their lives are punctuated by a series of self-defeating decisions. However, even these “serial bad decision-makers” believe their decisions were good when they made them. That’s the definition of positive intent.




  In consequence, when you ask for the order, if your prospect thinks that your product is shit then you have absolutely no chance of closing them. Conversely, if they think the opposite is true—that your product is the best thing since sliced bread—then you have an excellent chance of closing them.




  It’s basic logic, right?




  So, let me ask you this:




  Let’s say you’ve just made an absolutely kick-ass sales presentation to a financially qualified prospect who needs your product, wants your product, and who’s also been feeling a bit of pain as a result of an unfulfilled need that your product perfectly meets. In addition, let’s also say that your sales presentation was so “on target” that when you asked your prospect for the order, they were at a 10 on the certainty scale, and damn sure of it. My question is, will the prospect buy from you, yes or no?




  The obvious answer is yes, isn’t it?




  Before you answer the question, I want you to know that I’ve laid out this same scenario to audiences all over the world and posed that very same question. When I ask the people in the audience to raise their hands if they think a prospect will buy from them under those circumstances, every hand in the room goes flying up.




  It doesn’t matter where I am in the world, how large the audience is, or how much sales experience they have. Unless they’ve been taught the Straight Line System, their hands always go up.




  And that’s when I deliver the punch line.




  I say, “Really? Well, guess what? You’re all wrong. The correct answer is maybe. Maybe they will, and maybe they won’t.” You see, I was purposely being a bit coy with you before, and I left out one crucial point from that scenario I laid out.




  What if the prospect doesn’t trust you?




  For instance, let’s say that, during your sales presentation, you accidentally said something or did something that rubbed the prospect the wrong way, to the point where they no longer trusted you. What are the chances of them buying from you then?




  I’ll tell you what they are: Zero! Nothing! Zilch!




  Plain and simple, if your prospect doesn’t trust you, then there’s absolutely no way they are going to buy from you. And, again, I don’t care how certain they are about your product; they still won’t buy from you. In fact, if they’re that intent on purchasing your product, then they simply find someone else who sells the same thing—a salesperson they trust—and they will buy it from that salesperson instead. It’s as simple as that.




  So, that’s what makes up the second of the Three Tens:




  You!




  THE THREE TENS




  

    	The product, idea, or concept




    	You, trust and connect with you


  




  For example, do they think you’re a likable, trustworthy person, who is not only an expert in your field but also prides yourself on putting your customer’s needs first and making sure that if any problems arise you’ll be right there on the spot to resolve them?




  That would be a 10 on the certainty scale.




  Or do they think you’re an unlikable “snake in the grass,” a stone-cold novice who’ll stick the knife in their back the moment they turn it from you, because all you care about is extracting the maximum amount of commission out of the deal and then moving on to the next target as quickly as possible?




  That would be a 1 on the certainty scale.




  And in between those two extremes you have all the varying degrees of certainty as you move up and down the scale.




  For example, maybe the prospect thinks you’re reasonably trustworthy, but they just don’t like you very much. Maybe you broke rapport with them as a result of something you said during your sales presentation—or perhaps it happened even earlier than that, at the moment the prospect first laid eyes on you. Maybe there was something about the way you looked, or the way you shook their hand, or how much eye contact you made, that turned the prospect off and, hence, stopped you from falling into a deep state of rapport with them.




  Or maybe it was the way you asked questions when you were trying to gather intelligence, to identify their needs and values and to see if they were financially qualified. Perhaps you came off as the “Grand Inquisitor” type—asking questions with the sort of laser-guided focus that makes people feel like you care more about maximizing your commission than resolving their pain.




  Whatever the case, my point is that, in the same way that you have varying degrees of certainty for how the prospect feels about your product, there are also varying degrees of certainty for how the prospect feels about you.




  In consequence, if you want your prospect to say yes when you ask for the order, then you’re going to need to have them as close to a 10 as possible for both of those things: you and your product.




  Now let me ask you this:




  Let’s say that you’re able to get your prospect to a level very close to a 10 for both things. Will they buy from you then, yes or no?




  Hopefully, you’ve caught on by now, and you’ve figured out that the answer will be the same as last time, which was maybe—as in: maybe they will, and maybe they won’t.




  You see, like last time, I left out one very crucial point from the scenario—namely: What if your prospect doesn’t trust the company you work for?




  For example, let’s say your prospect read something very negative about your company, something that led them to believe that the company might not stand behind the product you’re offering or that they would get poor customer service if any problems arose. What are the chances of them buying from you under that circumstance?




  They’re slim and nil; and slim, as they say, left town.




  It’s really quite simple: if your prospect doesn’t trust the company you work for, then there’s absolutely no way they are going to buy from you—so long as you continue to work there, or until you can convince them otherwise.




  And, again, I don’t care how certain they are about the first two Tens. They will simply not buy from you if they think the company you work for will ultimately try to screw them.




  So that’s what makes up the third of the Three Tens.




  THE THREE TENS




  

    	The product, idea, or concept




    	You, trust and connect with you




    	The prospect must trust and connect with the company


  




  In fact, this is why it’s so much easier to sell to existing customers than to new ones, even if you don’t have a personal relationship with them. The fact that they have an existing relationship with your company means that the third Ten has already been established, leaving you with only the first and the second Tens to address.




  Now, if you work for a Fortune 500 company with an impeccable reputation, then the chances are extremely high that your prospect will walk into the sale already at a very high level of certainty for the third Ten. That’s plainly obvious, right?




  However, what’s not quite as obvious is that in addition to having the third Ten established, there’s also an extremely high likelihood that your prospect will walk into the sale feeling a very high level of certainty for the first and second Tens as well!




  In other words, before you even open your mouth, the prospect is also going to be inclined to trust you (because reputable companies choose their employees carefully and take the time to train them) and the product you’re offering (because reputable companies have too much to lose selling low-quality products).




  Conversely, if you’re working for a company that has a questionable reputation, then your prospects are going to enter the sales encounter at far lower levels of certainty; in fact, depending on how bad that reputation is, you can find yourself fighting a serious uphill battle with your prospects, as many of them will be entering the sales encounter with a certainty level below 3.




  Lastly, if you’re working for a small company whose reputation is neither good nor bad, but simply unknown, that will have little impact on where your prospect enters the encounter on the certainty scale, other than the usual skepticism that’s created by dealing with a company that you’ve never heard of before.




  Whichever the case, the most important thing to remember is that your prospect will always enter the sales encounter at some point on the certainty scale. Just where, who really knows? After all, we’re not mind readers. However, what we do know is that your prospect will definitely be somewhere on the scale, because they haven’t just arrived from outer space or crawled out from under a rock. Your prospect has been living right here, on planet Earth, which means that they will have had at least some type of experience with the type of product you’re selling and the industry you’re in.




  For example, let’s say you’re a car salesman, working in a Mercedes dealership. Even if your prospect has never driven or even sat in a Mercedes before, you wouldn’t expect them to react like one of those shrieking chimpanzees in 2001: A Space Odyssey and start jumping up and down on the hood, as if trying to make sense of some completely foreign object.




  Get the picture?




  My point here is that, no matter what product you’re selling, whether your prospect walks in your door or answers your cold call or clicks on your website, they will always enter the encounter with a preconceived notion about you, about your product, and about the company you work for.




  You see, we all arrive at any particular moment in time with a history of beliefs and values and opinions and experiences and victories and defeats and insecurities and decision-making strategies—and then based on all of that stuff, our brain, working at near light speed, will instantly relate it to whatever scenario lies before it. Then, based on the result, it will place us at whatever point on the certainty scale it deems appropriate for each of the Three Tens—and it’s from that starting point that we can then be influenced.




  Now, if you think that sounds a bit complicated, have no fear: I promise you that it’s not. In fact, once you become even reasonably proficient with the Straight Line System, you’ll be able to take any prospect, regardless of where they started off on the certainty scale, and move them to higher and higher levels of certainty with remarkable ease. It will simply be a matter of taking immediate control of the sale, and then moving your prospect, step by step, down the straight line, from the open to the close, and building massive certainty along the way.




  Two Types of Certainty




  [image: Image Missing]




  Before we move forward, there’s just one more thing about certainty that I need to fill you in on—namely, that there are actually two types of it: you have logical certainty, and you have emotional certainty, and they’re entirely different things.




  LOGICAL CERTAINTY




  Logical certainty is based primarily on the words you say. For instance, does the case you’ve made to the prospect add up on an intellectual level? I’m talking about the actual facts and figures, the features and benefits, and the long-term value proposition, as it relates specifically to that prospect.




  In other words, from a sober, emotionless perspective, does the idea or thesis that you’ve presented to them make sense? Does your product or service truly fill their needs? Is it priced fairly when compared to the competition? Does the cost-benefit ratio make it an unequivocally great deal?




  When a prospect is feeling logically certain about your product, they can go from start to finish and connect all the dots in the logical case you’ve made without finding any holes in your story. As a result, they feel confident in their ability to tell the story to someone else and, if necessary, convince that person that they are 100 percent justified to feel the way they do—that, from a purely empirical perspective, the truth is on the their side.




  That’s what logical certainty is all about.




  EMOTIONAL CERTAINTY




  On the flip side, emotional certainty is based on a gut feeling that something must be good. Once it hits us, we feel a craving inside that simply must be fulfilled, even if there’s a heavy price to pay for fulfilling it.




  Unlike logical certainty, emotional certainty has to do with painting your prospect a picture of the future where they’ve bought your product and can see themselves using the product and feeling good as a result of it.




  We call this technique future pacing, and it serves as the very backbone of how we move someone emotionally.




  When you future pace someone, you’re essentially playing out the post-buying movie in the best fashion possible—allowing that person to experience your product’s amazing benefits right now, along with the positive feelings they create. The prospect’s needs have been filled; their pain has been resolved; any itch the they had has been scratched, and they are feeling wonderful as a result of it.




  Now, if you’re wondering which of the two kinds of certainty is more important, the answer is they’re both important—and they’re both absolutely crucial if you want to close at the highest level.




  You see, people don’t buy on logic; they buy on emotion, and then justify their decision with logic. The logical mind is analytical by nature, so the more information you give it the more information it wants to know. In consequence, if you get your prospect to a high level of logical certainty, they’ll say, “It sounds great, let me think about it …” or “Let me do a bit more research and I’ll call you back.”




  However, if you skip making the logical case and focus strictly on creating emotional certainty, it won’t do the trick either, because the logical mind serves as a human bullshit detector. It stops us from being swept away by our emotions if things don’t add up logically. In consequence, if you want to close at the highest level, then you’re going to have to create both types of certainty—logical and emotional—which is precisely what you’ll be doing as you move your prospect down the straight line, from the open to the close. (More on this later—lots more!)
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