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Get Rid of Your Pest Problem
Prime Pest Control uses only the highest-quality liquid sprays, pastes, baits, traps 
and non-airborne granulized pest inhibitors. Our technicians are fully qualified and 

ready to take on your pest problems.
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1.1a

Managers: The 5-point lesson can be used for several reasons. The first is to give the salesmen more 
information on our services so they can use them to their advantage as they rebuttal on the door. Make 
sure they understand that they do not want to give all the information about the product on the doorstep 
or they will have nothing to use in their rebuttals after their pitches. The second reason we want our sales 
reps to understand our 5-point service is to build their confidence so that they will understand that we do 
offer the best service available in the industry. As you teach this lesson, go over what other companies 
might do that is the same or different so that our sales reps will know we really offer a true 5-point service 
that stands out from the rest.

The Right Way
There are a few ways to service a home, including a cheap way with cheap product that is with nothing more 
than a pump can, the most common way of using a little better product with a power sprayer and using 
scare tactics, and then there’s the right way. Prime Pest Control believes if you are going to do something, 
do it the right way. We believe in always searching for the best way to do something, including with our 
service. We commit to always having the best service in the industry even if that means we spend more 
money. This theory should extend to anything a person does in life; if there is a better way to get something 
done, then we should always be learning how to improve. This is the only way to grow as a person and as a 
company. We know that by spending a little extra money on product and spending a little extra time at each 
house, we are able to switch over many customers from other companies. This also helps keep them as 
customers and helps them feel good about the service they receive. They will be comfortable and confident 
enough to refer us to their family and friends. This is why we take our customers through a 5-point service 
to make sure they get the very best service every time.

1: Power Spray. There are two main types of companies. First are the “Ma and Pa shops,” which make up 
the majority of companies. “Ma and Pa shops” usually have the little pump cans and hit the corners around 
the outside of the home. Then there are the bigger companies, like Prime Pest Control, that replace the 
pump can with a power sprayer.

The power spray is a high pressure spray treatment which is performed on the exterior of the home’s 
foundation. Prime normally treats 2-3 feet up the side of the home and 2-3 feet out around the base of 
the home. This is also done along the fence lines. This Provides the customer with an excellent exterior 
barrier, preventing pests from entering into cracks along the foundation or through openings in the home 
such as windows and doors. The power spray has multiple advantages over the conventional hand-held 
sprayer treatments offered by competitors. A power spray provides greater coverage area (5-6 foot barrier) 
compared to the hand-held sprayer that covers only about a foot. Because of the high pressure, the power 
sprayer is able to penetrate up into cracks and crevices along the foundation of the home and fence line, 
making it difficult for pests to hide and nest.
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It is also able to penetrate into vegetation and ground cover, such as rocks, mulch, and pine straw. We apply 
upwards of 4-5 gallons of our liquid product every time we treat the home. Unlike a hand-held sprayer that 
only drops about 1 gallon of the competitor’s product. This also greatly reduces the ability for pests to nest 
near the home or on the property. The customer should be made aware of the advantages that the power 
spray treatment offers as opposed to conventional treatments. These advantages should be emphasized to 
customers who are using a company that treats with a hand-held sprayer or customers who are treating the 
home themselves.

There are other companies that use power sprayers but use different products in them so they can use a scare 
tactic. Most companies use great product that will kill the insect almost instantly. Each night as the insects 
come out of their nesting sites, they will hit the product and die almost immediately. The goal of this scare 
tactic is to show the customers that the company is killing the bugs and place the fear in their minds that if 
they ever cancel the service, the insects would be alive in their home.

Companies that use this scare tactic want their customers to stay loyal to them, so they put them in a situation 
where the customers cannot cancel without instantly having bug issues again. When we approach a door 
with dead insects, we immediately know that this homeowner is with a company or is spraying himself with a 
contact kill product. Our product is quite a bit different. It is not designed to instantly kill the insects, but instead 
sting and irritate them. The insects will then go back to their safe place (nesting site), wherever it may be—yard, 
walls, attic, neighbors; etc. Once there, the insects spread a disease to the entire nest that will eventually kill all 
of them. This allows us to wipe out the source of the problem, which is our number one focus.

2: Granulate
As we have mentioned, Armor’s main focus is the nesting sites so that we can truly attack the issue. The 
way we are able to do this is through granules. Granules are small, solid grains of active ingredient, which 
are applied in the same manner as a seed spreader when you plant grass. On each service, Prime will spread 
granules around the home in the front, side and back up to 20 ft. out from the home. Because granules are a 
solid material, they will protect the surface of the yard so as any insects (including scorpions) come from the 
street or the neighbors; the product is able to scratch into their exoskeleton on their bellies which will either 
dehydrate and kill them or irritate them and quickly send them away. Because they are solid, they also offer the 
advantage of a long residual, especially in vegetated areas where moisture is present. As the granular gets wet 
it slowly dissolves into the soil, penetrating deep into the pests’ harborage and nesting areas to flush them out.

1.1b

3: Eve Treatments
Prime will sweep all eaves within reach and any webbing within sight on the property. Prime removes spider 
webs, wasp nests, and other pest nesting materials with a webbing brush. Keeping the eaves swept obviously 
helps reduce the amount of pests that find their way into the home. In addition, this service offers a clean and
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kempt appearance. This is a chore that every homeowner dreads, and they love to hear that we include this 
in our service. Not only does eve sweeping make the house look nice, it also has an important function in 
our service. Each time as the technician sprays around the outside of the home, he inspects and sprays any 
webs he finds. After spraying the web, in hopes that the spider will come out, we knock it down and make 
note of it for the following service. For each treatment, the technician looks at the previous notes to see if 
there is any pattern of spider webs appearing in the same locations so we can determine where the nesting 
sites are and treat heavier to eliminate them. Without the tool of de-webbing, this can be very difficult to do.

4: Wall Injection
Once again, Prime does not play tricks and games with our customers. We will always attack the nesting 
sites. To do this, we offer a wall injection. This flushes away the nesting sites inside the walls and ultimately 
pushes insects away from the property altogether.

The main issue most homes will have is that the nesting sites are in the front, side and back yard, and a lot 
of companies will only spray the homes and not the yard. Sometimes these companies will spray the yard 
on the initial spray and then only upon request or if there is a major issue. The reason other companies do 
not spray the yard is because they want the insects to make it to the front porch and hit the product they 
have left there. The insects then die on the product and the customer continues to see dead insects on the 
porch. This is also part of the scare tactics use by other companies.

Most companies, including us, spray the garage and all the baseboards in the entire inside of the home. 
Some of the biggest problem areas for customers are their kitchens and bathrooms. This is because the 
pipes inside the walls in those two areas lead outside to the water box. Insects crawl inside the water box 
and make their way to the walls in the kitchens and bathrooms. They make nesting sites in those walls as 
well. This is why companies will always spray baseboards. When the insects come out, they hit the product 
and die. Customers see dead insects by the baseboards and are again sucked into the scare tactic. They 
begin to think that if they did not have the company then they would have many live bugs in their home, 
which is true. They are just unaware that they do still have many live bugs in their homes, just inside the 
walls. But with Prime Pest Control, we can eliminate the insect issue outside of and inside of the walls.

How do you think a Wall Injection works?
Some people are a little alarmed when we inform them that we will be performing a wall injection treatment to 
flush out the nesting sites. The reason this worries them is because they imagine that in order to perform this 
task, we will be drilling holes into their walls; but rest assured, that will not happen. The way it is performed is 
by accessing the wet walls of the home (kitchen, bathrooms, and laundry room). Under the sink there is a pipe 
that goes into the wall with a little gap around it, which is where we are able to insert our tool and puff powder 
inside. The wall injection is only needed where the wet wall pipes lead up. Other places in the home are empty 
and dry with no water, food or entry point for the insects to live. They are attracted to cold, Damp areas.
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5: Money Back Guarantee
A major advantage Prime gives you in sales is that we are the only company in our areas with a money back 
guarantee. We also have a superior service and can stand out from the rest. You will run into this situation 
a lot and it will only increase your sales! For example, you knock on a door and the customer answers and 
you give him the pitch. Afterward, he looks at you and says, “You know what, last year somebody else 
knocked on my door and they gave me the same pitch that I won’t have any more insects and they have 
the best, new product. The only thing that happened is I signed on with the company for a year and I’ve had 
insects for a year and still had to pay for the unproductive product. Get off my property; I won’t do it again.” 
With Armor, that is only a simple objection to overcome, thanks to our money back guarantee. You will look 
him in the eye and say, “I have no idea what happened last year. I don’t know if you got stuck with a cheap 
company or if you had a shady sales guy. What I do know is you had an issue last year and you still have the 
same issue now. We are the only company with a money back guarantee. I don’t just say that; we actually 
put it in writing and give you a copy. Worst case scenario: you get a couple free services and we refund your 
money, but let’s get this issue taken care of. “By treating potential customers right and showing confidence 
in our service and product, they will be more apt to try our service.

Be Confident
Because summer sales are a 100% commission paid job and are something new to most sales 
representatives, it can be a scary

Endeavor your first year. It is normal to be nervous and question, can I really do this? This is why it is good 
to know that in this competitive market, you are selling the very best product with very competitive prices. 
The 5-point service makes it easy and quick to replace fear with confidence as you study our competitor’s 
services and prices. Always remember that with Prime Pest Control, we’ve got this!
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Chapter 2: Appearance 

Your appearance on the doorstep is crucial. I hate to admit it, but some people will judge you on the door 
from the second they see you based on everything from your appearance to the first words that come out 
of your mouth.

It is important to make an instant good impression because that’s all you have at this point in the sale; 
otherwise, it or you won’t go anywhere. During the off-season, I always have a goatee, but I will shave it 
during the summer because studies show that individuals are more likely to not be trusted with facial hair, 
making it harder for me to get credit card numbers that are essential for closing the sale. The following can 
either distract or make the customer feel uneasy about you:

Long hair goatee beard dirty clothes wrinkled clothes smoke smell messy hair

Bad breath bad hygiene baggy pants un-tucked shirt plaited, flashy shorts or pants with big, bulky pockets 
i.e. cargo shorts skater shoes

Flip-flops dress

Features you want as you knock:

Good hygiene clean cut hair clean shaven face ironed clothes hair styled or with facing forward hat Simple 
pants or shorts that fit properly i.e. no cargo or plaid pants/shorts shirt tucked in

Belt on good, comfortable, clean tennis shoes (no specific brand, like Nike or Adidas, matters)
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1.3a

Manager notes: For some reason, the initial pitch seems to be the hardest one for sales reps to learn. 
Make sure you take as much time as needed to ensure that the sales reps can understand and give the 
pitch as smoothly and with as much confidence as possible. If not, there is no reason to go further in the 
training because he or she will never get further in the sale with a potential customer.

There are many pitches you can use when the customer opens the door. Some work better than others 
depending on the neighborhood, weather, insects, etc. Normally, we start out with teaching sales reps the 
Price Pitch because price is a very common concern that every neighborhood has. You are able to use it at 
any time in any neighborhood during the summer. At the beginning of the summer, it is typically the most 
popular pitch because the insect season hasn’t quite hit yet. Once we get in mid-May and the weather 
starts warming up, we begin using other pitches such as the Bug Pitch.

Manager notes: We will go over the Price Pitch and then pick it apart on the details: why we say what we do, 
how we say it, and how we move as it’s being said.

Price Pitch
Every thing real cheap.”

“I’m just letting everyone know we’re bringing our trucks through the neighborhood. We’ve been getting a 
lot of calls lately about the ants and spiders popping up around the outside of the homes. If we can get you 
on as we’re coming through, we’re doing

Manager notes: After reading the pitch, ask the team what stands out to them and why. Get them 
participating and engaged in the pitch.

Some companies train to first address the customer regarding how their day is and then state your name 
and the company you work for as you point to the company name and logo on your shirt.

Don’t Beat Around the Bush
As you get to your initial pitch, it is better to just get straight to it and let the customer know what you’re 
doing – “I’m just letting everyone know we’re sending our trucks through the neighborhood…”

Why might this not be the best way to address a customer?
If you are in Denver, North Carolina, Utah, or some parts of Oklahoma you can get away with this. If you were in 
a faster-paced city, starting your pitch like that would be extremely frustrating. In a bigger, faster city, especially
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ones that get more door knockers, the only thing that pitch does is make the customer instantly think, “He 
just introduced himself to me, so I don’t know

Him and don’t have time to listen to this sales pitch”. Then you present your company, which in our case 
would be Prime Pest Control. This will only make him think, “How do I get this pest guy off my door?” and he 
is already in control mode before you get to anything else. This is why most door knocking companies have 
taken “pest control” or “pest control” off of their hats and shirts: so the customer will not know why the rep 
is there. But, if the sales rep starts off by telling the customer, then it defeats the entire purpose.

Your potential customers didn’t invite you to their homes; they don’t know who you are and they really don’t 
care to learn. They figure they will most likely never see you again and they do know you are a salesperson.

The reason companies still teach this method is that they have not updated their sales manuals in way too 
long. The sales world is a lot different with a lot more competition than there was 10 years ago. This means 
most potential customers have already seen the super salesperson over and over at their doors. The other 
reason some companies will do this is to help new reps break eye contact as they point down to their shirts.

Get straight to the point and let them figure out why you are there after you catch their attention and before 
they can give excuses to get you off the porch. You will find yourself getting a lot further in the sale.

Why You Are Here?
Manager notes: Let the reps know that insects are interchangeable and should be changed depending on 
the specific area they are in. Once you have told the customer what you are doing, let them know why you 
are doing it – “We’ve been getting a lot of calls about ants and spiders popping up in the neighborhood.”

First, you should start with this to let the customer know that other people have been calling and that’s why 
you are there. This puts a little urgency on the sale and makes the customer feel as if he needs to get it 
done too because the neighbors are, and it’s obviously a problem if we were requested to that area. Second, 
name a few of the insects that are an issue in the neighborhood. You will find that specific insects don’t just 
infest one house, but the neighborhood. If one person has them, in most cases you will figure out that the 
entire neighborhood has the same issue. By pointing that out that you know what the neighborhood has, 
you are solidifying your statement.

Close
Explain, “If we can get you on as we’re treating some of the other neighbors we are doing everything real 
cheap or more than half off”.

We want the customer to know we are already signing up other neighbors, so they better jump on it with 
them because it is an issue.
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Then, end the pitch on “real cheap” or “more than half off” so that we can get the customer to react and ask, 
“Well, what is real cheap?” or “What is more than half off?” Whether the customer is interested or not, this 
statement will irritate his curiosity and will get the better of him. This allows you to get to the next point.

Manager notes: Have the team read and memorize for the next 5 minutes and then break up into groups 
of two to role play. Match up experienced sales reps with first year sales reps, if possible.

The best advice I could ever tell anyone is BE YOURSELF. The second you try to act or be like someone 
else is when the customer will see right through you as a salesperson. You do not want to be seen as a 
salesperson and you do not want to see the customer as a potential sale; you want to see the customer as 
a friend and the customer to see you as a person or a technician, not a salesperson. If you are talking and 
moving a lot differently than you normally would in your everyday life, then stop and be yourself.

1.3b

Body Language
First impressions go a long way, especially in pest control because you only have a few seconds to impress 
potential customers enough that they will focus their unplanned, undivided attention on you.

Ring vs. Knock
As you knock on the door, you want the customer to feel as much at ease as possible. I will first ring 
the doorbell because it is the tone the customer is use to when people come to the door. Sometimes by 
knocking right off the bat, the customer will feel an urgency and wonder why you would knock to begin with 
and not use the doorbell. Example: if you think of a horror movie and a victim is running to a door for safety, 
does she ring the doorbell and wait calmly for someone to answer or does she knock loudly? You may also 
knock too loudly for the customers liking or knock too softly for him to hear, but the doorbell is always the 
same and it’s what he is use to, so it’s not offensive. This doesn’t seem like a big deal, but you will deal with 
all kinds of people that react differently. If the customer does not answer within the first 10 seconds, I will 
then knock the door just in case the doorbell did not work, wait another 10-15 seconds, ring one more time, 
and then I’ll leave if there is still no answer.

Standing Position
Now that you have your stance right, make sure that you take a few steps back. If you’re right next to the door 
when the customer answers, you will be entering his bubble and he will have the door close to him and be 
ready to shut it at any time. What you want him to do is take a few steps out to get the door behind him so that 
he can be committed to listening to you and can get as close as he is comfortable. Some reps may just take a 
few steps back and other reps will walk 10 to 15 feet back to draw the customer out of the home and commit
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him even more to the sale. Either is fine and it’s fun to experiment to see what you like most, but if you 
are too close to the customer, it will show aggression and make the majority of potential customers feel 
uncomfortable.

Another thing you want to take into account, as you are standing sideways at the door, is that each door 
opens a different way and it is important that you stand on the correct side of the door so you can explain 
the service effectively. You want to stand sideways on the opposite side of the door handle. That way, as the 
customer opens the door you are in a good position for them to see you as you explain our service.

Smile
Once you have knocked on the door, your stance and position at the door is very important. First of all, you 
should stand sideways. This at first may feel really awkward, but it has so many benefits that you just need 
to get use to it. If you stand straight toward the door, especially if you’re a bigger guy, this can seem very 
threatening to the potential customer as you block the entire view of the door entry. By standing sideways, 
you allow him to see past you and you are considered non-threatening. You are standing as though you 
could be walking toward him or away from him. This will also greatly help you in your pitch as you explain 
the service. It allows you to point to the neighbors and yard, which would be pretty hard to do if you were 
standing forward and you had every thing else to your back.

Smiling goes a lot further in your success than you can imagine, and you will notice that top sales reps on 
your team are generally happier people, especially as they sell on the doors. You will not have enthusiastic 
potential customers, if they open the door and you don’t look happy; once again, they did not invite you to 
their homes and they’re not going to accept your negative energy. If you are not happy about the service 
and what you are doing, then how can you expect them to be? People can feel positive energy and want to 
be a part of something that makes other people feels good. If you are happy and smiling, they are a lot more 
willing to listen and open up to you as you build rapport with them.

As You Give You’re Pitch
People listen and learn in different ways. You can definitely just tell the customer what we are doing and 
how we do it, but most people need a little more to get them interested and involved. This is why you must 
use body language to paint a picture for them in their minds to help give them a visual of our superior 
service.

Trucks Coming Through
As you are letting customers know we are bringing our trucks through the neighborhood, break eye contact 
with them and show them with your hands as if the truck is driving through the neighborhood at that 
moment.
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Show Excitement as You Explain Insects
In your pitch, when you say, “We have been getting a lot of calls about ants and spiders, “move your hand 
back and forth to get their minds turning with you: Ants and spiders, ants and spiders. Then finish with, 
“popping up around the outside of the homes”. As you say the words “popping up”, do a popping hand 
motion like there’s popcorn popping on the apricot tree???? As you do

These things, especially around women, it can paint a scary picture in their minds and will give them the 
shivers. This gets them more involved and thinking that they do need a good pest control company.

Close
As you close the initial pitch or any other pitch, you always want to nod your head up and down. Also do 
this at any point during the pitch that seems comfortable and possible. We want to put the answer “yes” 
in the customers’ minds. After they see you saying yes so many times, they will start to want to agree with 
you and be on your side, without seeing the psychology behind it. As you say “If we can get you in as we’re 
coming through, we are doing everything real cheap”, start nodding your head when you get to “doing 
everything real cheap” and keep nodding until they speak. At first, you will feel like a bobble head, but this is 
extremely effective.

1.3c

Tone of Voice
Tone is a very important and valuable part of the sale. If your tone and voice fluctuation are done correctly, 
you can make people’s emotions turn and change.

As you make the statement, “We’ve been getting a lot of calls about ants and spiders”, make that statement 
as if you personally have been getting a lot of calls. Slow down your speech and exaggerate those words, 
“a ton of calls about the ants and Spiders popping up around the home”. Pretend as though you just took 
50 calls in the last hour and smile as you say it like it’s been ridiculous.

Another key place you want to have your tone correct in the pitch is as you give your closing statement. 
When you say, “If we can get you on as we are coming through we are doing everything real cheap,” end 
with your voice calm and a little lower. If you end with a higher pitch as you say real cheap, it will come 
across as a question. We do not want it to sound like a question because a customer will feel as if he can 
say yes or no, which we want to avoid at this point in the sale. Thus far, the customer knows nothing about 
our prices or service, so how could he possibly make a decision based off that? We want that close to 
appear not as a question, but as a statement to start a conversation.
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1.4a
Manager notes: Help the sales reps see that there are many pitches and why each one can benefit certain 
neighborhoods and customers. Use personal experiences, if possible, to help the sales reps see the true 
benefits. Selling pest control is not rocket science. Killing bugs is a simple process, as should be your 
initial pitch. The fact is the first impression is the most important and can lead you to successful selling. 
Customers must feel your confidence as soon as they open the door. The most successful sales reps are 
the most confident. Keep your initial pitch short and to the point. This will help the customers know that 
you are there for a reason and it will portray confidence. The following pitches is customizable to your 
needs.

The “Discount” Pitch:
This pitch is great for creating a sense of urgency for the customer. The customer must act quickly to 
secure a discount on the initial service. A great tool to use is the rate card.
PITCH- “I’m treating your neighbors here in your area. I can save you a lot of money on your initial service 
if I can get you in while the truck is here. You can see (looking at the rate card or a filled out contract) our 
price for a home this size is normally $209. If I can get you treated tomorrow, I can do the entire service for 
just $129…” (Remember to lower the tone of your voice as you lower the price).

The “Bandwagon” Pitch:
As soon as you make a sale in an area or on a street, you must use this to your full advantage! Not only are 
you on a “sales high” from making a sale, but also you also now have a name to use for the rest of your time 
in the area. You should advertise to the whole neighborhood that the Hiltons have signed up for the service. 
You must use their names and point to their house.

PITCH- “John, I’m going to be treating three houses on your street today. I am sure you know the Hiltons 
next door. I’m going to be taking care of the roaches they are seeing in their kitchen at 3:00 pm. I can get 
you in either the hour before or the hour after…”

The “Pest Activity” Pitch:
Often, you will knock into an area that is experiencing pest activity. In these situations, you should be 
aggressive and explain to the customers that nearly everyone is experiencing pest problems throughout 
the area. T his will increase your confidence and greatly increase your sales production.

PIT CH- “Hi, I’m just stopping by because all of your neighbors have been having a lot of pest problems. Are 
you seeing more of the roaches or more the crickets and spiders like all your neighbors?” (Tilt your hand 
back and forth as to tell the customer to choose one or the other).

1.4b

The “Route” or “Schedule Pitch”
This pitch is suggesting to the customer that you are just scheduling or setting up the route. If this is done 
correctly the customer will view you as something other than a salesperson.
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This can be effective if they have talked to a number of door-to-door salespeople. Using the route sheet can 
be help. You can show the customer the upcoming route and where the openings on the route are so that 
they may have the option of choosing one of the available time slots.

PITCH- “Hi, I’m just setting up my route here in your area for tomorrow. A lot of your neighbors have been 
seeing roach activity inside. (Point at the route sheet). As you can see, my route is nearly full, but it looks like 
I still have a spot in the morning and one in the afternoon. Which one would work best for you?”

The “New Home” Pitch:
The last thing anyone wants is a bug in his or her new home. An effective method of finding these new 
homebuyers is by asking the neighbors to point out who has just recently moved into the neighborhood.

PITCH- “Jerry, congratulations on your new home! I just wanted to welcome you to the neighborhood and 
let you know that I treat a lot of the homes in your area. I’m actually here treating a few of your neighbors. 
We know that during construction of new homes bugs can start to nest in your wall voids and cause a real 
problem later on. Our wall injection system is designed for this reason; we can flush these pests out for 
good. If I can get you in..”.

The “Landscape Pre-treat” Pitch:
This pitch is very effective because, at times, the customers will use the excuse that they are delaying 
getting treated due to the fact that they are in the process of getting new landscape or a pool. When ground 
on properties is disturbed, it can uproot many nests; therefore, it can actually cause more problems for the 
customer to wait for treatment.

PITCH- “John, I’m just passing by because I couldn’t help notice from Bob’s house across the street that 
you were putting in new landscape. Many people don’t realize it, but disturbing the ground can unearth 
many pest problems. I’ll be treating Bob here at 4 p.m. and I have a few spots open around that time. If I 
can get you…”.

The “Preventive Maintenance” Pitch:
This pitch should be used in areas that have not been experiencing a large amount of pest problems, but 
the customers are concerned about future pest activity.

PIT CH- “If you’re in the same situation as your neighbors, you are probably not seeing a real pest problem 
right now. T hat’s actually why I’m here today. We have had a couple of pest activity complaints and I am 
here to stop the problem before it starts. If you haven’t seen much pest activity, what I’ll do for you is create 
a barrier of protection around your home and yard to prevent any possible pest invasions that could occur 
later in the year. The benefit is that if I can get you done today, I can save you a lot of money on the service…”.
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1.5a

Manager notes: Through this lesson, focus on when reps will give the price pitch and always make sure 
they can see the importance of placement, wordage, action, and voice.

Control the Sale

Transition

Bump and Run

Giving the price is the start of the emotional rollercoaster that you want to take potential customers on. You 
want to put concerns in their minds and then calm them down by fixing the problems, which you initially 
put in their minds. Most people don’t want to be sold without a little fight. This is why you give them certain 
concerns and answers or solutions to those concerns. By the end of your pitch, they are so exhausted with 
concerns you have placed in their minds and then resolved that they are ready to sign. You always want to 
stay in control of the conversation.

You are able to get to the price by ending your initial pitch with the right transition, such as “If we can get 
you in the schedule as our trucks are coming through, we can do it REAL CHEAP or MORE THAN HALF OFF.” 
By ending the statement like that, the customer will be thinking, “Well, I’ve lived here a long time and know 
about pest control, but what is real cheap and what is more than half off?” you are striking his curiosity 
about the price and whether he would ever be interested. This leads to the potential customer asking, “How 
much is more than half off?” Now you have him right where you want him. You can now educate him on our 
product so you can close him.

This technique is a little different than in other sales. As you read different sales books and listen to sales 
CDs, most of the time they will advise you to put a value to the product before giving a price. In pest control, 
if done correctly, you can do things backward and bring a lot of value to our product. The reason you can do 
this is that our entire sales program is backward. You are going to the customer, while most salespeople, 
such as at a store or car lot, are having the customer coming to them. Potential customers for these 
sales are a little more patient with hearing about the product before getting to the price. They are already 
committing themselves to a sales pitch and a price and want to be sold on something they came to see. 
You are doing the exact opposite. You are approaching their doors and selling something they were not 
originally committing their money to. Most of the time, the price is the first thing they want to know before 
you waste much of their time, so bump on it to keep customers happy and interested and then run with 
what you want them to hear. Manager notes: Ask questions, such as: Why do you think it could be bad if you 
gave your initial pitch and customers asked for the price but you wouldn’t give it to them until they heard all 
about our product? What if the customers want to know about the service first? 
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1.5b

Giving the Service First
If you knock on a door and you can tell by the customer’s voice, action or words that he has a bug issue 
and is interested in getting our service, skip the price and go straight to explaining the service. Most of the 
time you will follow a pattern in the order you explain the service; however, you want to first address the 
customer’s main needs and concerns so you can have his full attention at all times. If, after giving your 
pitch, the customer says, “Well, what do you do?” let them know what we do first and then pitch the price. 
Sometimes you will knock the door and a customer will answer and instantly say he has scorpions. If this 
happens, you do not want to say, “Okay, this is what we do for our prices”, because that is not his concern. 
Listen to the customer and take the conversation where he wants or needs it to go. Example: “Scorpions! 
No one has been stung have they? Where are you normally seeing them?” The customer responds, “kitchen” 
and you say, “Okay let’s definitely get that taken care of. What we will do to get them out of the kitchen as 
soon as possible is… and then you will explain the baseboard spray, wall injection, outside power spray, and 
granules. Then, last of all, get to the price.

Giving the Price First
By addressing the price at the beginning, you can show the customer from the start that it is affordable and 
the price is not a big deal. Then you can get past that concern, throw it away, and the customer can focus 
all his attention on the product. After presenting the features of the product, you are able to close the sale. 
The potential customer is able to make a final decision on the last thing you talked about: THE PRODUCT! 
Not just the price. This is what you want. You are selling the product, not the price.

Price Pitch

Manager notes: We want to take the sales rep through the full price pitch. We will then break down the 
wordage and importance of the pitch. Show appropriate body language and tone of voice.

The Pitch:

“If we can get you on, we are doing everything real cheap. “How cheap is cheap?” “Yeah, let me show you 
what we’re doing.

Normally the first service is 179 dollars, but if we can get you in with the other neighbors, we’re doing 
it for 79 for the full inside- outside flush out! And then just 36 bucks after that. The reason why we’ve 
been switching over so many people though isn’t just because of our prices, but because our service is 
completely different.”

Manager notes: Stop and allow the sales reps to memorize the pitch; then, break up in groups of 2 
(experienced matched with first year reps, if possible) and role-play.



Chapter 5: Giving the Price 

Body Language
Now that you know the pitch; let’s break it up first with your body language. As soon as the customer asks 
what the price is, you say, “Yeah, let me show you what we’re doing,” and go straight to responding to his 
question to make him feel good that you would address the price first. Step to his side to show him your 
tablet with the prices. When you first knock the door you are against one another almost like a battle. Once 
you step to his side, this helps to build instant rapport like you and the customer are buddies.

Key Words

Take the Price from a BIG DEAL to Not a Big Deal
Giving the price can be a sensitive subject as you ask people to part with their money. You want to let 
them know that it is not such a big deal and that we have great affordable prices. The first way you will do 
this is with you wordage. As you talk about price, use “dollars” versus “bucks”. 179 dollars seems like a lot 
of money, especially with a strong word that sticks out such as dollars! As you go through the pitch, say 
“Normally it’s 179 dollars but if we can get you in as we are treating the other neighbors we’re knocking 
that down to 79 for the full inside-outside flush out! And then just 36 bucks after that.” Notice that you say 
dollars and then as you say 79 you don’t put any dollar phrase to it, but you build the value by saying that 
it is for the full inside outside flush out! Then you end it with, “And then it’s just 36 bucks after that,” like it’s 
no big deal. These words, especially said right, will make the customer’s emotions start high at 179 dollars 
to calm and get them thinking, “Wow, that is pretty cheap at just 36 bucks for the full inside-outside”. The 
price will then not be such a concern as you plant that emotion in him. 

Now that you know the right words to take the price from a big deal to a small deal, you must make 
customers visually see it in their minds. The way you accomplish this is when you say, “Normally it’s 179 
dollars,” and you raise your hand above your head in a platform with your palm pointing towards the ground 
to show that it is a high price. At the same time, you will also raise your eyebrows showing concern. You 
then say, ”But if we can get you in with the neighbors, we’re knocking it down to 79”. This time you put your 
hand in the same platform format in the middle of your body and lower your eyebrows to their normal state. 
As you say, “For the full inside-outside flush out and then just 36 bucks after that,” drop your hand platform 
down to your waist and relax your eyebrows and eyes as much as possible. This will attract their visual 
minds to see that 179 dollars is high as your hand is high. Their emotions are then tense and high, but then 
you calm them down and lower your hand as you’re saying, “Don’t worry, we’ll take care of you at a great 
price”.

Tone of Voice
The third way you are going to attack there emotion is through their hearing as you say the words and do 
the motions. As you say the initial price of 179 dollars, your voice is loud and firm like it’s a big deal. Then 
you lower your voice to normal as you say, “But if we can get you in as we’re coming through, we’re doing 
it for 79 for the full inside-outside flush out”. Exaggerate “inside-Outside flush out” so they know they are 
getting everything possible. This will also start to strike their attention and move it toward the question
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“What’s the full inside outside flush out?” This is where you want them to be. Then you finish with a soft, 
calming voice, saying, “And then it’s just 36 bucks after that,” like it’s no big deal. By doing this correctly, you 
will jolt into their minds through their hearing that this is worth a lot and is inexpensive too. The goal is for 
them to think, “I can definitely afford this.”

Manager notes: Stop and allow the sales reps to memorize the pitch; then break up in groups of 2 
(experienced matched with first year reps if possible) and role-play.

1.5c

Transition to Service
Manager notes: Make sure the sales reps realize the importance of proper transitions. If they cannot keep 
the customers’ attention and take their minds from one place to another, they will lose them.

As you are transitioning from price to service, you must do it the right way or you could lose the entire sale 
right there. At this point, customers already know the price and you cannot allow them to make decisions 
on our company solely on the price, so the transition must be as smooth as possible.

Your closing statement is, “The reason why we’ve been switching over so many people though isn’t just 
because of our prices, but because our service is completely different.” First of all, with the wordage you help 
them know that you do sign on people just because of our prices because they are great prices! However, 
our service is superior and different which also switches them. Make sure you use your voice correctly as 
you use any transition phrase by saying it slowly and with great emphasis. COMPLETELY DIFFERENT

Why do you want to end with a transition phrase such as “completely different”?

By ending with a transition phrase such as “completely different”, you catch the customer’s attention and 
this will force him to keep listening. He is thinking, “I’ve lived here my whole life; how can this be completely 
different?” Once again, his curiosity will get the better of him and he will keep listening. The most important 
thing to remember as you give your transition phrase is DO NOT PAUSE! If you pause, the customer will 
think he needs to talk and make a decision on if he wants it or not based on price. He may ask how our 
service is completely different, but you will not leave that up to chance. With the right words, actions, and 
tone, you have his permission and attention to keep going, so keep going! Example: “The reason why we’ve 
been switching over so many people though isn’t just because of our prices, but because our service is 
completely different. I’m sure you have seen some of the local guys coming around with their pump cans…” 
By doing this successfully, you can start to turn the customer’s mind from dollar signs to our value. This is 
where you want him to make a decision.
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1.6a

Manager notes: As you give this lesson, help the sales reps see the big advantage in power spray vs. 
pump can as well as how much we spray compared to other companies’ power sprays. Also focus 
heavily on how the power spray not only kills insects, but also wipes out the colonies, which is our 
number one focus.

Companies like Prime Pest Control that replace the pump can with a Power Sprayer.
The power spray is a high-pressure spray treatment that is performed on the exterior of the home’s 
foundation. Prime normally treats 3 feet up the side of the home and 3 feet out around the base of the 
home. This is also done along the fence lines. This provides the customer with an excellent exterior barrier, 
preventing pests from entering into cracks along the foundation or through openings in the home such as 
windows and doors. The power spray has multiple advantages over the conventional hand-held sprayer 
treatments offered by competitors. A power spray provides greater coverage area (6 foot barrier) compared 
to the hand-held sprayer that covers only about a foot. Because of the high pressure, the power sprayer 
is able to penetrate into cracks and crevices along the foundation of the home and fence line making it 
difficult for pests to hide and nest. It is also able to penetrate into vegetation and ground cover, such as 
rocks, mulch, and pine straw. We apply upwards of 4-5 gallons of our liquid product every time we treat 
the home, unlike a hand-held sprayer that only drops about 1 gallon of the competitor’s product. This also 
greatly reduces the ability for pests to nest near the home or on the property. The customer should be made 
aware of the advantages that the power spray treatment offers as opposed to conventional treatments. 
These advantages should be emphasized to customers who are using a company that treats with a hand-
held sprayer or customers who are treating the home themselves.

There are other companies that use power sprayers but use different products in order to influence customers 
using a scare tactic. Most companies use products that will kill the insect almost instantly. Each night as the 
insects come out of their nesting sites, they will hit the product and die almost immediately. The goal of this 
scare tactic is to show customers that the company is killing their bugs and place the fear in their minds that 
if they ever cancel the service, the insects would be alive in their homes. Companies that use this scare tactic 
want their customers to stay loyal to them, so they put them in a situation where the customer cannot cancel 
without instantly having a bug issues again. When you approach a door with dead insects, you immediately 
know that this homeowner is with a company or is spraying himself with a contact kill product. Our product 
is quite a bit different. It is not designed to instantly kill the insects, but instead sting and irritate them. The 
insects will then go back to their safe place (nesting site) wherever it may be: yard, walls, attic, neighbors, etc. 
Once there the insects spread a disease to the entire nest that will eventually kill all of them. This allows us 
to wipe out the source of the problem, which is our number one focus.

About Power Spray
There are two main types of companies. The first type is the “Ma and Pa shops”, which are the majority of 
companies. “Ma and Pa” shops usually have the little pump cans and hit the corners around the outside of 
the home. Then there are the bigger



Chapter 6: Power Spray 

Transition to Power Spray Key Words

To efficiently explain the service, we use our transition from the price to the power spray.

“The reason why we upgrade so many people isn’t just because of our pricing, but because our service is 
completely different.”

In the different areas we sell, pest control isn’t anything new. Chances are the customer has had multiple 
people knock on his door to inform him about pest control and has probably used a few different companies 
to service his home. He may have even experimented with a few products himself to try and get rid of his 
never-ending issue. The reason this transition captures his attention so much is because it is something 
different than most sales guys would say. ‘Completely different’ excites his curiosity, forcing him to listen 
as he thinks, “I’ve lived here my whole life and know pest control. How could yours be completely different?” 
This is exactly where you want him.

Transition Tone
As you use this transitional phrase, it is important that you emphasize certain words to grab the customer’s 
attention in order to shift his mind from one subject to the next. By doing this, you are able to have his full 
attention forced on what you are saying at that moment.

As you say the transitional phrase, “COMPLETELY DIFFERENT”, make sure you say it a little slower and 
louder to emphasize the importance of it.

As you say, “COMPLETELY DIFFERENT”, hold your hands out and apart about shoulder length as if you are 
showing how long something is and shake them up and down. By doing this correctly, accompanied with 
the right tone, the customer will visually see how much different our service is.

1.6b

Pitch

“I’m sure you’ve seen a few of the companies come around with that little pump can to hit the very corner 
of the wall. Don’t worry; we’re not going to do that to you. What we’re going to do is bring in our truck, which 
has a big power hose connected to it like if you were to wash your car. We will spray 3 ft. up and 3 ft. out, 
4-5 gallons of product all around the home.”

Key Phrase

“I’m sure you’ve seen a few of the companies come around with that little pump can to hit the very corner 
of the wall. Don’t worry, we’re not going to do that to you.” 
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The customer is now either thinking, “Good because I’ve tried that and it does nothing,” or he is thinking, 
“Well, that’s what I do now.” Then you say, “What we’re going to do is bring in our truck, which has a big 
power sprayer connected to it like if you were to wash your car. We will spray 3 ft. up and 3 ft. out, 4-5 
gallons all around the home”.

Now that you have shown him what he is most likely currently receiving compared to what he could be, he 
is thinking, “That’s a lot of product”.

This emotional rollercoaster first showed the customer how the majority of people, including him, get their 
homes serviced. As you go into explaining our power spray, the customer will start to realize that there are 
better ways to service a home. This could possibly get him a little worked up as he thinks he may be getting 
ripped off or wasting money.

Transition Body Language
As you say, “the reason why,” hold out your hand toward the customer as if you are giving him something. 
This will show him that you are giving him valuable information.

“What we’re going to do is bring in our truck, which has a big power hose connected to it like if you were to 
wash your car.”

Here you are informing the customer that we use high quality, powered service. As you inform him of this, 
you paint a picture in his mind as you say, “like if you were to wash your car”.

Now that the customer knows how we are different and what we use, you show him how we use it and how 
much, saying,

“We will spray 3 ft. up and 3 ft. out, 4-5 gallons of product all around the home”.

1.6c

Body Language
The purpose of body language is to paint a picture for customers in order to help them see the service being 
done on their homes at that precise moment. This will make some customers feel as if they have our service 
and just need to sign for us to come do it again.

“I’m sure you’ve seen a few of the companies come around ” point your finger out to the street as if you are 
pointing to someone as they’re walking by “With that little pump can to hit the very corner of the wall”

Act as if you are pumping a pump can and then point to the very corner of the exterior wall next to you.
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“We’re not going to do that to you”

Put your hand up and move it up and down as if you’re saying, “Wow, calm down”

“What we’re going to do is bring in our truck”

Point towards the street where our truck will be

“We will spray 3 ft. up and 3 ft. out”

Mark your hand 3 feet up on their wall and then mark your hand 3 feet out from their house so that they can 
have a visual on how much that really is compared to just the very corner

“4-5 gallons of product all around the home”

Do a big circle with your hand as you say, “all around the home,” as if you are circling the home

Manager notes: Give the sales reps a few minutes to study and memorize this pitch. Then, break off in 
groups of two (experienced rep with new sales rep, if possible) and role-play back and forth using the 
correct body language and tone.
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1.7a

Manager notes: Make sure as you’re giving this lesson you help sales reps see how our service really is 
different than our competitors’. Through our superior service, we are able to sell more accounts. If another 
sales person is in their area, there is no need to worry. They do not offer this service. All they do is warm up 
the area for us.

About Granules
Armor’s main focus is and always will be the nesting sites so that we can truly attack the issue. The way we 
are able to do this is through the use of granules. Granules are small, solid grains of active ingredient, which 
are applied with a tool similar to a seed spreader when you plant grass. On each service, Prime will spread 
granules around the home in the front, side and back up to 20 feet out from the home. Because granules 
are a solid material, they will protect the surface of the yard. When any insects, including scorpions, come 
from the street or the neighbors, the product is able to scratch into their exoskeleton on their bellies. This 
will either dehydrate and kill them or irritate them and quickly send them back to where they came from. 
Because they are solid, they also offer the advantage of a long residual, especially in vegetated areas where 
moisture is present. As the granule gets wet, it slowly dissolves into the soil, penetrating deep into the 
pests’ harborage and nesting areas to flush them out.

Why do you think this transitional phrase will help?

Stop and Discuss
Key Words: The reason we would use this phrase, “the biggest issue everyone is having,” is to catch the 
customer’s interest. He will want to know the biggest issue the neighbors have to figure out a way to fix it, 
whether that involves our service or not. This also helps your credibility by demonstrating that you really know 
what is going on in that specific neighborhood. The customer will begin to trust what you are talking about and 
that you do know how to fix it. Tone of Voice: Make sure as you use the phrase, “the biggest issue,” you say it a 
little slower and emphasize the words as you say it. Make those words stand out from the rest of the sentence.

1.7b

Granule Pitch
“The biggest issue everyone is having is the insects lay their eggs inside the yard all around the home. 
This is where the main issue lies. You can have another company come out and spray or you can even do 
it yourself and kill anything that touches the porch. That’s not a big deal. But what happens is the insect’s 
hatch from the yard, the porch will get sprayed, the insects hatch and come up again. You will consistently 
find dead insects on your porch. This is a constant cycle that will seem impossible to stop. Our main focus 
is to stop that cycle and eliminate the nesting sites. The way we do this is by laying down a granule on the 
entire yard: front, side and back. One part of the granule will sink deep inside the soil to flush out the nest 
and another part will stay on the surface. This way if anything comes from the neighbors or street, we are 
able to stop it as soon as it hits the yard, not just your front porch.”
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Create the Concern
The main issue most homes will have is that the nesting sites are in the front, side and back yard of the 
home. A lot of companies will only spray the homes and not the yard, leaving the nesting sites untouched. 
Sometimes of these companies will spray the yard on the initial spray and then only upon request or if there 
is a major issue. The reason other companies do not spray the yard is because they want the insects to 
make it to the front porch and hit the product they have left there. The insects then die on the product and 
the customer continues to see dead insects on the porch. This is also part of their scare tactics.

Transition from Power Spray to Granules
The transitional phrase we use to get from power spray to granules is, “The biggest issue everyone is 
having is…” and then you proceed with the granules.

This transitional phrase, as well all transitional phrases, are designed to catch the customer’s attention and 
move his mind from one subject to the next. It is very important you have his full attention during everything 
you say in order for him to make an educated decision on whether he wants our service or not.

What you want to do is create a problem for the customer so that you can resolve it. By doing this, you will 
have full control of the sale.

You do need to be careful as you make concerns for the customer that you only give them true concerns 
and issues. Some salespeople can take creating concerns and scare tactics to a whole new level that 
eventually turns into nothing more than lies. Prime Pest Control has zero tolerance for such actions and 
these actions are not needed to make sales. When you talk about creating concerns to resolve, what you 
are doing is pointing out true problems they really do have. They may not have known before or taken much 
thought on the issues they really have with keeping pests out of their homes.

Prime is one of the only companies that actually use granules and use them every time we go to a home. 
The reason most companies will not use them is because they feel that by using scare tactics they can 
not only save money, but also keep the customer long term. Once again, Prime sees past these tricks 
and knows that by spending a little extra money and doing it the right way, not only will we sign on more 
customers but they will also stay with us for life. We know our customers will feel comfortable enough to 
refer us to their neighbors, family and friends.

“Our main focus is to stop that cycle and eliminate the nesting sites. The way we do this is by laying down a 
granule on the entire yard: front, side and back. One part of the granule will sink deep inside the soil to flush 
out the nests and another part will stay on the surface. This way if anything comes from the neighbors or 
street, we are able to stop it as soon as it hits the yard, not just your front porch”

Take time to memorize the pitch; then break up in groups of 2 to role-play (experienced rep with first-year 
rep, if possible).
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Paint the Problem
Now to show that this is a very frustrating process, you explain “they hatch, they come in, you spray, they 
hatch, they come in, you spray,” and point to the yard as you say “they hatch,” then point toward your 
feet when you say, “they come in,” then point to their doorstep as you say, “you spray,” and then repeat 
this again. Combined with the right tone, your hands going back and forth and back and forth in almost a 
circular motion will make the customer start to feel that this really is a never-ending cycle and needs to 
somehow be addressed.

Next, as you inform the customer that all the insects are laying their eggs inside the yard around the home, 
you want to pretend you are holding something like a handful of seeds and with your palm down, pretend 
you are dropping them all over the yard.

You way, “we lay down a granule on the entire yard: front, side and back,” the body language you use is 
taking one hand and acting as though you are smoothing out the granules like you would a bed sheet. Then 
point to the front, side and back yard so he can visually see that will be happening in his entire yard.

Next, explain, “One part of the granule will sink deep inside the soil to flush out the nests”. To show this, start 
with your hand softly closed and raised up to about your chin and then as you say, “sink deep down,” start 
to open your hand and slowly lower it to

Scare Tactic
The concern you are pointing out to customers is that they are currently only spraying the house when the 
issue is in the yard. If this cycle keeps up, the real issue will never get taken care of.

Solve the Concern
Now that the customer is educated on where the insects nest and why they are so hard to get rid of, you are 
able to give him a solution to the concern and stand out from our competitors. The next part of the pitch is:

1.7c

Body Language
The goal with your body language while explaining granules is to build frustration. Help the customer see 
how this really is an issue and how it does need professional attention to resolve. The way you will begin to 
have this effect is with the transition we previously mentioned: slow down and emphasize “THE BIGGEST 
ISSUE”. You also want to make it a big deal with your hands. The way you do this is holding both your 
hands out in front of you, fingers together and hands parallel so your pinky is on bottom and thumb on top 
as if you were showing someone how long something is. Gently shake them up and down while saying, 
“THE BIGGEST ISSUE”, as if you were showing someone how big the fish you caught was. You want to 
emphasize that this is big as well.
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Paint the Solution

Now that the customer sees the BIG ISSUE, put him at ease by showing him how you will resolve this issue. 
In your pitch show when the granule dissolving and spreading.

Follow that with, “Another part will stay on the surface”. Smooth your hand back and forth one time as you 
would on a flat surface,

And then continue with, “That way, if anything comes from the neighbors or street…” while pointing to the 
neighbors and street.

Then say, “We are able to stop it as soon as it hits the yard”. At this point, you will point to the beginning of 
the yard with one hand

And then when you say, “instead of just the front porch…” point to the corner of the doorstep and leave your 
hands there for just a second so he can visualize the difference and realize how much more coverage that 
actually is.

Tone of Voice

What you want to accomplish with your voice is to display frustration and confusion as you explain how 
“they hatch, they come in, you spray, they hatch, they come in, you spray”. The way you do this is by 
speaking a little quicker. As you say this, the

Customers mind has to start working a little faster to keep up. Finish with, “This is just a constant cycle 
everyone has”. Make

Sure as you say those words, you speak a little slower and emphasize “CONSTANT” so that it will stand 
out. The customer will start to realize that this is a constant, never ending issue that somehow needs to be 
addressed.

Whenever you’re pitching a concern to the customer use a slightly higher voice to help him feel the urgency 
of upgrading his service. Then as you explain our solutions, use a softer tone, slower speed so he can feel 
comfortable and at ease.
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1.8a

Pitch
“The biggest issue everyone has is when the insects get in the water box outside of the home and follow 
the pipes inside the home. This is why everyone normally sees them in the kitchen and bathroom areas 
where the pipes lead. Almost every company will spray the baseboards and sometimes put a scent on them 
to keep the insects inside of the walls. If anything ever does come out, it will hit the product and you will 
find it dead by the baseboard. This is supposed to make you super happy and believe in the product. But if 
you ever cancel their service, the insects will flee out. Then you have to call them right back and apologize 
for canceling to get them back out as soon as possible. We’re not trying to trick you. So instead of putting 
a Band-Aid over the issue, we’re going to cure it by going under all the bathroom and kitchen sinks and 
shooting a powder throughout the inside of the walls. This is how we can get absolutely everything flushed 
out. This is why we are the only company out here with a money back guarantee: because we thoroughly 
drench everything around the home while also flushing out the nesting sites from the entire yard and walls 
in order to eliminate absolutely everything.”

Are you normally here in the morning or afternoons, though?

Manager notes: Discuss why this would be a good transition to catch the customers’ attention and re-
involve them in what we are saying at that moment.

Transition
Is.”. ”This phrase accompanied with the right tone and body language, will definitely attract the customer’s 
curiosity and attention and will drive him crazy if he doesn’t find out. Then you will have his full attention. 
Even though people usually do not like to admit it, they like to know gossip and to know what’s going on in the 
neighborhood. If you were to say, “did you hear what happened to the Johnsons’ last night?” are they just going 
to let you leave? NO, because they want to know! The same effect happens when you say, “BIGGEST ISSUE.”

1.8b

Key Words

Create a Problem
“The biggest issue everyone has is when the insects get in the water box outside of the home and follow the 
pipes inside the home. This is why everyone normally sees them in the kitchen and bathroom areas, where 
the pipes lead. This is why pretty much every company will spray the baseboards and sometimes put a 
scent on them to keep the insects inside of the walls. If anything ever does come out, it will hit the product 
and you will find it dead by the baseboard. This is supposed to make you super happy and believe in the 
product. But if you ever cancel their service, the insects will flee out. Then you have to call them right back 
and apologize for canceling to get them back out as soon as possible.” 
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Key words:
“…The insects get in the water box outside of the home and follow the pipes inside the home. This is why 
everyone normally sees them in

This section will begin with the pitch for the wall injection. It will then break down the reasons you should 
use specific words, as well as the correct tone of voice and body language when saying those words. You 
always need to make sure as you change subjects, the customer move with you and don’t get left behind. 
The way you do this as you move from granules to wall injection is with the proper transitional phrase: “

As you explain the wall injection, it is important that you use the right words to get the customers’ attention 
and get them emotionally involved. The easiest way to do this is by informing them of an extreme issue 
they have that they may not have previously known, and then resolving that issue for them so that they can 
truly see the value in our service.

“The biggest issue everyone has…”

This way they know this is an issue with the entire neighborhood, not just one or two houses. They will 
believe the entire neighborhood has the infestation.

"The kitchen and bathroom areas where the pipes lead to”

This phrase will educate customers on how bugs come in. It will also show that our service makes sense 
and shows you know what you are talking about compared to the other sales guy that just says, “Oh yeah, 
you have a problem like everyone else so we will spray the baseboards”. If you can’t explain why the insects 
are in those locations, why they need a specific treatment, or why our service is better, then why should the 
customers sign with you?

This is why pretty much every company will spray the baseboards and sometimes put a scent on them to 
keep the insects inside of the walls. If anything ever does come out, it will hit the product and you will find 
it dead by the baseboard. This is supposed to make you super happy and believe in the product. But if you 
ever cancel their service, the insects will flee out. Then you have to call them right back and apologize for 
canceling to get them back out as soon as possible. This information lets the customers know what our 
competitors do and why, which is to save money through scare tactics.

Key Words:

Solve the Problem
Once customers understand what other companies or they themselves do and why there needs to be a 
better option, you can inform them of our way of doing it and why. If you compare apples to apples, the 
customer will then be able to make educated decisions.
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“We’re not trying to trick you. So instead of putting a Band-Aid over the issue, we’re going to cure it”.

This phrase will let the customer know we have identified the issue and are not looking to cut any corners, 
for any reason.

“…By going under all the bathroom and kitchen sinks and shooting a powder throughout the inside of the 
walls so that we can get absolutely everything flushed out”

Here you get to give them our solution for eliminating the nesting sites inside the home so that we can get 
everything flushed out.

Closing Key Words
This is why we are the only company out here with a money-back guarantee: because we thoroughly drench 
everything around the home while also flushing out the nesting sites from the entire yard and walls in order 
to eliminate absolutely everything. This closing statement informs customers that we have a money-back 
guarantee and are the only company that does because we do so much more. Take them through a quick 
recap of what we do compared to our competitors so that right before they make their decisions or ask 
questions about our service, they are reminded of how great the service really is!

“Are you normally here in the morning or afternoons though?”

As you close customers, you never want to give them a yes or no question about whether they want the 
service. That would force them to make a decision when they just might not be ready. By using an either/
or question they can say “mornings” or “afternoons”. Then, you pull out your schedule, choose a time, and 
start filling out the contract. They may also ask questions’ or give concerns that you can rebuttal and have 
a chance to close them again.

Key Voice Changes

“The BIGGEST ISSUE everyone has”

It is very important when you say, “BIGGEST ISSUE,” to emphasize it by saying it a little slower and a 
little louder. This way, it stands out to customers and we can redirect their attention from granules to the 
wall injection. Saying it louder will also let them know this is VERY IMPORTANT! "Which is why everyone 
NORMALLY sees them in the kitchen and bathroom areas” Pronounce “normally” a little slower and 
louder to let customers know that having them there is normal for everyone. Some people are too shy 
and embarrassed to let you know they are having ants, roaches or some other insect in their kitchen or 
bathroom areas. This is why you say “NORMALLY” a little louder. That way, it stands out and sticks out in 
their minds, so they will be a little more open and honest with you about what they really have and where.
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1.8c

Tone of Voice
Your voice is very important to help customers know the importance of the service and to help strike their 
attention so that you don’t lose them in the sale.

“…So that we can get ABSOLUTELY EVERYTHING flushed out” As you say, “absolutely everything,” you will 
want to say it slower and softer, instead of louder. You want to say things louder

When you bring up concerns to make their emotions go up with your voice and softer as you give solutions 
to calm them down so they feel good and relaxed. Using these words will also inform them that we are 
focusing on all of the nesting sites, not just some.

“This is why we are the only company out here with a money-back guarantee” Say the bolded section a little 
slower and softer so that it will pop out and they can truly grasp how great our service must Really be for us 
to even offer a money back guarantee. This also shows your confidence in the service and your guarantee 
that it is the best they will ever find.

Voice Close
Manager notes: After everyone understands the importance of tone and how to change their pitch, stop 
and practice the pitch with the correct tone.

This sections will go through a series of words you should use in the pitch and describe how to use your hands. You 
also may and are suggested to watch the video clip so you may visually see exactly how to use these hand motions.

“Are you normally here in the morning or afternoon, though?”

As you say this line, you want to be as calm as you can. If you get too anxious or excited, customers will see 
your nervousness and may back out. Closing should look as if everyone gives you one answer or the other 
and you’re asking like it’s no big deal. The tone, as you end, is very important. You don’t want customers 
to feel pressured, knowing they are being closed. This is why you use the word “though” at the end. If you 
ended it as, “morning or afternoon,” with a high pitch on afternoon, it would come across as a question and 
some people could take that as an alert. By adding the word “though”, with your voice lower, it suggests, 
“I’m not sure if I can squeeze you in because there are not many open spots left on my route, so let’s check 
to see if it’s even possible.”

1.8d

Body Language
Your goal with body language is to capture the customer’s attention. By making certain sounds and painting 
a picture for them to visualize, you are able to help them better understand our service and the value it holds.
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“…The insects get in the water box outside of the home and follow the pipes inside the home”

The easiest and most fun way to paint this picture is to point out to where the water box would be and then place 
your hand on the wall, next to you and run your fingers as fast and hard as you can against and alongside the 
wall; as if a spider with all its legs are thumping through. The reason this motion is so fun is that as you do this 
to ladies and some men or children (as they are around and listening), they will freak out and get shivers as they 
say, “aahhhh stop!” as they imagine the insect crawling in. This will get them very involved as you capture that 
emotion and will also help them make their decisions on our product as you’re coming to the end of your pitch.

“…everyone normally sees them in the kitchen and bathroom area” Point from one side to the other as if the 
kitchen and bathrooms are there.

“…everyone normally sprays the baseboards”

Point to the side of the home as if it is the baseboards.

“…that way if they come out”

Make a gesture as if you are waiving them toward you to come out.

“We’re not going to play games with you”

Put your hands in front of you with your fingers together and palms down and go up and down as if saying, 
“calm down”.

“What we are going to do is go under all the kitchen sinks, bathroom sinks”

Take your hand and do a little swoop below as you say kitchen sinks and then again as you say bathroom sinks.

“…and we’re going to shoot a powder inside the walls”

Spread your index finger and thumb an inch apart to show the space inside the walls.

“…to get absolutely everything flushed out”

Act as if you are scooping the bugs out.

“This is why we are the only company with a money back guarantee”

Hold your hands out, fingers separated to show sincerity and that you gave them all the info.



Chapter 8: Wall Injection 

Body Language Close

“Are you normally here in the morning or afternoon, though?”

As you say this close, make sure you nod your head up and down, putting a visual “yes” in their minds. Then, 
rotate your hand back and forth to indicate they should give one or the other as an answer, saying “morning or 
afternoons?” as your hand rotates.
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1.9a

Manager notes: make sure the sales reps understand that they should keep closing until they close the 
customer or get a serious, hard “NO”. Some sales reps are scared of closing. Make sure they understand 
if they are too scared to close, they shouldn’t waste their time knocking doors to give out free advertising 
information for Armor.

In order for you to become an effective sales representative, you must master the technique of constantly 
closing your customer. Closing is arguably the single most important part of any sales pitch. Closing will 
require the customer to either tell you, “yes”, or tell you, “no”. It is easy for a potential customer to say, “no” 
once or twice, but nobody wants to say, “no” over and over again. Successful sales reps learn to develop 
“thick skin” and are able to take as many no’s as needed to get the one “yes”! In order for you to become 
successful in any type of sales, you must master The Sales Cycle. This cycle consists of the pitch followed 
by the close, followed by more pitch followed by another close, followed by even more pitch followed by 
another close. This cycle, if not learned, could mean the difference between a successful summer and 
regrets. Some customers may only need to be closed once or twice, but effective salespeople will learn to 
pitch and close repeatedly during the same presentation, thus greatly increasing the potential for a sale.

True Story
Everyone is different and will take to certain closes more than others. In this story, I tried to rebuttal and 
close a couple of times in a nicer, smoother way, when what he really needed was to be told what to do. If 
one rebuttal or close does not work, don’t give up. Keep going until the customer really tells you to leave or 
you find the right close for them to get the sale. Study and know as many closes as you can so you will be 
able to have the right close for each customer.

The Immediate Close:
“Hello, I’m going to be treating the Hills and some of your other neighbors tomorrow morning for the roaches 
that they have been seeing. I wanted to know if I could get you guys done around 3:00 pm, right after I get 
done with the Hills?”

In my first year selling pest control, I was knocking a neighborhood and had pitched a guy who listened 
and then turned me down. I did a few rebuttals and tried to close him a couple times. When I decided to 
leave, my phone started to vibrate. I took the phone call, which lasted about 10 minutes and went back to 
the doors. On the next door I knocked, I started giving my pitch when I realized it was the same guy from 
10 minutes ago who had given me a couple of firm “no’s”. I didn’t really know what to do and as I finished 
my pitch, I just said, “Here, start filling this out and I’ll get you a time with my office”. I handed the binder 
to him with my pen and grabbed my phone and started to call. I looked away as I was calling, wondering 
what the customer was going to do. To my surprise, he sat their for about 5 seconds and then started filling 
everything out, got on the route, gave me payment, and got serviced.
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Although this is the easiest of all closes, few reps use this close effectively probably due to their lack of 
confidence. This close should be given immediately during your initial pitch. Many times the immediate 
close will work and wrap up the sale from the beginning, which is not necessarily the purpose of the close. 
The purpose of the close is to alert the customer to the reason that you are there, spark some interest in our 
product, and to waste a cheap and easy close. Remember that in order to become an effective salesperson, 
you must become a constant-closer. The immediate close will establish a pattern from the very beginning 
that the customer is going to be given repeated closes before the presentation is complete.

The Discount Close:
“Because I am treating many of your neighbors tomorrow for the cricket problem, I can drop the initial price 
of our service from $209 down to just the regular service price of $129 if I can get you treated while I’m here 
in your neighborhood.”

This close is an effective second close. After the initial immediate close prompts questions and conversations 
from the customer, it is effective to use the discount close as another quick attempt at closing the sale. 
Although the discount close will actually close the sale for many customers, its purpose is similar to the 
immediate close. You simply want to get the customer interested in our service and reestablish the fact that 
you are going to be constantly closing the customer throughout the presentation. Remember, nobody likes 
to say, “no,” over and over again.

1.9b

The Schedule Close:
“What does your schedule look like tomorrow? Are you usually home in the morning or the afternoons? “I’m 
usually home in the afternoon around 4:00 p.m.” “Ok, I’m going to be treating your neighbor just a couple of 
doors down at 4:00 p.m. I could probably get my truck over here before 5:00 p.m., just after you get home. 
That way, you don’t have to worry about

This close should be used further into the sales cycle than the closes we have outlined above. This close can 
be used after you have explained the service, excited the customer, yet failed to obtain an actual commitment. 
When a customer has shown interest by asking questions or simply listening to the presentation, this close 
should be used in unison with explanations of the benefits of our service. This close is effective when you 
perceive that the customer wants the service without actually saying, “yes”. This is a strange occurrence, 
but it does happen often. You will have to close in a manner that does not require the customer to actually 
say, “yes”. The schedule close is most effective when the customer tells you when he will be home and you 
customize your technician’s schedule to accommodate his needs. You simply suggest that the service can 
be completed at a time when you know that the customer will be home without rearranging his schedule. 
rearranging your schedule. I will get you treated just after you get home and I can be out of your way by 
5:45 p.m.”
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The “Would That Work For You” Close:

“I know you are concerned about the unpacked boxes preventing a complete treatment in the garage. I have 
run into this same concern in the past with other new homes in this neighborhood. Would it work for you if 
we do the service tomorrow while we are in the area? This way I can complete the entire service except the 
garage and secure your discount. Then, as soon as you are unpacked and completely moved in, just call the 
office and I will get a tech out here immediately to service the garage for free.”

This close is very similar to the Schedule Close. In most instances, you should use either the Schedule Close 
or the “Would That Work For You” Close. Rarely would you ever use both closes on the same customer. This 
close is a soft and subtle close; it is only used when the customer has shown interest in our service. This 
close should be used in the same instance as the Schedule Close, which is when the customer seems to 
want the service without actually saying, “yes”. In order to effectively use this close, the salesperson must 
identify the needs or concerns of the customer. If properly executed, the customer should feel as though 
the sales rep is making specific accommodations for his needs. The strategy for this close is to customize 
the service in order to accommodate the special needs of the customer.

The Takeaway Close
“Everyone in the neighborhood is having problems with the carpenter ants. The problem is only going to 
get worse if you don’t make a move to stop the colony. I know you’re not excited about paying to get rid of 
these ants, but if you want to save some money on the cleanout service, I need to get you done tomorrow; 
otherwise, you’re going to be stuck paying.

The Takeaway Close is an extremely common close used in any type of sales. The Takeaway Close can be 
used in various instances, ranging from those when a customer is interested in the product but unwilling 
to commit to instances when the customer seems to be uninterested and indifferent to the product. The 
Takeaway Close is most effectively used on customers that are extremely interested but not willing to 
commit. This close is a strong and straightforward close. This is an all or nothing close; you will either close 
the deal or lose the sale entirely. This close is used only as a last ditch effort at closing the sale. On the other 
hand, the close can be used right from the beginning as a hapless attempt to close what seems to be an 
unsalvageable sale. Much more when we have to come out and eliminate an established colony.”

The Urgency Close:
“You mentioned that you have been seeing the roaches and crickets in your garage like most of your 
neighbors. In fact, your neighbor, Sue, that I treated yesterday on your street started to see them inside 
her home before we came and sprayed. The problem is that these bugs most likely will be migrating inside 
your kitchen and bathrooms looking for a water source. No one gets excited to spend some money on pest 
control, but we need to get treated in order to prevent infestation inside your home.”
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This close is similar to the Takeaway Close, but with less risk of losing the sale. Because the takeaway 
close, is often an all or nothing close many reps will prefer to use the Urgency Close. The Urgency Close is 
an aggressive and straightforward close that requires the customer to make a move. The strategy behind 
the Urgency Close is to incite action on the part of the customer. This close, if used effectively, should create 
a feeling of urgency in the customer in order to solve or prevent a pest problem.

The Trade-off Close:
This is the “let’s make a deal” close. Many times the customer wants to feel as though he is getting a 
special deal or something extra for no charge. This close is a way of getting the customer to commit to 
a service at your price and/or when you want, but in exchange for special perks or incentives that are 
offered exclusively to the customer. Sales reps should keep in mind a couple of perks that they can offer 
to customers as a trade-off in order to close the deal. These perks can be favors, extra service items, or 
special accommodations. Sales reps should be creative in this area, but make sure that all trade-offs are 
approved by your manager. Remember, do not overuse this close. Customers will perceive that you are 
bending the rules for them if you really are. However, if you overuse this close, your special perks will not be 
so special after all and the customer will sense that. The idea here is that you yourself must believe that you 
are making a huge exception for the customer; if you believe this, so will the customer.

“I know that you want to wait until your landscaping is put in before we treat your house for the roaches. 
However, we actually have a service called the Landscape Pre-treat that we perform on new homes before 
the yard is actually put in. The benefit to this service is that we can treat the yard and essentially seal it off 
against future pests before your landscaping is actually done. If you’ll let me get the service done tomorrow 
at 3:00 p.m. while I’m here with the truck, I’ll go ahead and include the Landscape Pre-treat in the cost of 
the initial service.”

1.9c 

The Asking Close:
“Tom, these ants aren’t just going to go away; why don’t you let me come out here tomorrow and take care 
of them? I promise I will do a great job; you’ll be more than impressed with my service. What time can I 
come out here tomorrow afternoon and get rid of your bugs?”

The Begging Close:
This close is effective in instances where you have established trust with the customer. In order to use this 
close, the customer must be interested in the product and friendly with you. Both you and the customer 
should be engaged in casual conversation not only about the service, but other side interests. In order 
for you to use this close effectively, there should be a degree of friendship and trust between you and the 
customer. This becomes a helpful way of closing the sale because the salesman vs. customer relationship 
is no longer present; rather, the situation is that of friend asking friend to purchase the product. Once more, 
nobody likes to say, “no,” over and over again, especially when they are being asked by a friend.
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This is a very polarizing close for most salespeople. Reps both love it and use it often, or they dislike the 
idea of begging and use it seldom, if ever. This close is extremely effective; rarely does a sales rep use this 
close without selling the customer. Although this close is extremely effective, many sales reps rarely use it 
as they may view it as unprofessional or simply silly. If you learn to use this skill, you will close many sales 
that other reps simply could not. Besides the fact that this close is extremely effective, it is definitely the 
most fun to use. In order to use this close, you must create a friendship between the customer and yourself. 
During the sales presentation, you should have abandoned all traits of a professional salesperson. Rather, 
you must let down your guard and become vulnerable to the customer. The customer must like you and 
even feel the difficulty of your task and almost feel your pain. When you have completely let down your 
guard, you begin to beg for the sale. This may sound absurd, but it works and it is very fun for both you and 
the customer. Learn this skill and incorporate it into your presentation. In so doing, you will increase your 
sales, enjoy your job, and make many friends.

“Maria, you can’t do this to me; you’re making me work far too hard! I don’t get paid enough to suffer this! 
My boss is going to fire me if you don’t sign up! He sent me out here just to fill these few open spots on 
my route. I’m probably going to have to drop out of school and be an exterminator for the rest of my life 
because I can’t afford tuition. Maria, I’m begging you… please let me sign you up.”

“Steve, This is my third time out here waiting for you to finally sign up. I’m on 100% commission and can’t 
afford to keep coming out here without your business. Will you please finally just go get your credit card so 
we can get you serviced and finally get past this?”

Quick Close

“Will the technician have access to the garage?”

“Do you have any dogs my technician has to worry about as he goes around the home?”

“Will someone at least 18 years old be here tomorrow as we’re servicing the home?”

“Are you normally here in the mornings or afternoons?” “Will you be here at this time tomorrow?”

Sometimes customers will throw out many false concerns before they give you the real concerns about 
why they do not want the service. Many sales reps want to push customers into the sale after the close, 
which can be very effective in signing on a lot of customers. Unfortunately, by pushing them into the sale 
without finding their real concerns, a sales rep may have a very high pre-service cancellation rate. Yes, you 
can sign on the customer and they may seem okay with it at the time, but often times the customer will 
then think more about their real concern, call, and cancel. These concerns are sometimes very easy, such 
as, product safety, seasonal service options, etc. Some sales reps push customers into sales as fast as 
they can before the customer can say, “no”. But you will find that by doing this, many times they will cancel.
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You then spend the next day upset that customers canceled because you waste your time going back and 
forth from their homes trying to find them, figure out their real concerns, and resign them. When I knock, I 
close. I do not go straight to the contract; I give the customer a chance to give me a concern. I may spend 
an extra 5-10 minutes on the sale by answering all of the concerns, but by taking this small amount of time 
and without pushing the customer, he will feel good about his decision. The sale then has a good chance of 
being serviced and I won’t have to spend anymore time on that particular door.

In order to become a success, you must learn and master the techniques of constant-closing. Study and 
practice these closes every day. Specifically in selling pest control, the constant-close is a must. In order 
to constantly close in an effective manner, you should be using four, five, and even six different closes 
during the presentation. Once you become an effective and constant closer, you will begin to sell people as 
opposed to just signing people up. Although there are a limited amount of people that can be signed up, 
almost everybody can be closed if they are facing a well-trained and efficient salesperson.
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1.10a

Manager notes: Many sales reps are scared to pull out the contract in fear that they will be rejected. Let 
them know that it really isn’t a scary thing for them or the customers. Be calm and go through it like it’s 
no big deal, because it’s not. Also, make sure they know to go over everything in detail. Skipping parts, 
such as the cancellation fee or that it is a contract, will only make the customers mad and they cancel. 
Just go to the next door if you don’t want to explain everything because you are not getting paid on it 
anyway.

The most common transition you will use is a schedule close:

“Are you normally here in the mornings or afternoons?” “We’ll be treating the neighbors tomorrow at four; I can 
get you in right before or after.”

Whatever line you like to close with, pull up the contract, click on the schedule appointment and choose 
a time that works for the customer before you do anything else. By setting a time first, the customer will 
feel committed, which makes getting the rest of the information easy. If you were to try and get his name, 
address, payment or any other part of the service first, he might freeze and think, “Am I really ready to give 
you this information?”

Once you have a time set up, start at the top and work your way down.

Customer Information
In the “Customer Information” section, ask and type in the customers first and last name. Then type in 
his email address (if he doesn’t have an email address, There is a (+) sign on the top, black “Customer 
Information” bar. By clicking this, a box will appear underneath “Email” where you can mark that he does not 
have an email address). Proceed with the phone number and address (make sure you get the full address 
including St., Ave., Dr., Blvd., Cir., Pkwy., etc. or the technician could be sent to a different location.

Unlimited Protection
The next part will cover the “Unlimited Protection Plan” section.

Let the customer know these are all the insects we guarantee, and because you are getting him on the route 
with the neighbors you are going to throw in the Mice, Roaches, and Scorpion Treatment Plan for free. The 
way you will add them in for free is by Selecting each addition and then clicking the “0” in the grey box to the 
right to change the price to zero.

Next is the box explaining our service, which customers love to hear so go ahead and read it to them.

After reading the box explaining the service, there will be a box on the right saying “Tap”. Tap on it and say, 
“I just need your initial here explaining that you understand how our service works.”
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Right above the box there is a “Special Instruction,” section. This is used to write permanent info that the 
office and technicians will see every time they service that home. Examples of these notes would be: dogs 
in back yard; knock on door first so owner will put them away has turtles in the backyard gate code is 1234

1.10b

Payment Method Line
Don’t be afraid at this point; you and the customer already agreed on a price, you have an initial scheduled, 
and a time is set so he already feels committed.

“Like I said, I’m taking that 149 dollars and dropping it to just 79 because we are getting you in with your 
neighbors (To do this just click on 149.0 and change the price to the initial price you agreed on) and then 
your monthly at 36 (change that price the same way if you need too). Now, let me set up your billing date, 
which I actually let you tell me when is best for you. When do you normally get paid?”… “Great; If you will just 
grab me a card real quick I’ll set that up for you.” When you ask for the card, look down the tablet as if you 
are ready to start typing. If you look at the customers, he can take it as if you are asking his permission for 
a card. NO! You already have his permission with a time, initial, name, number, address and price already 
set up. As you can see, there’s another box on the right below the appointment scheduler that says “Notes 
for service Technician”. Only write notes in there for the technician to see on that first spray. Examples: ants 
in kitchen mice in master bedroom black widows in garage. The reason the tech only needs to see these 
notes once is because he will eliminate it on the first treatment and it should not be an issue in the future. 
Explains our money-back guarantee that if we need to spray more than twice in a month, we just refund your 
money back to you. I just need your initials right here, showing you understand that.” Tap in the box that says 
“(Tap..)” and have them initial.

“Great, and just one last signature here on bottom and we’ll have you all set up.” Click on the box that says “I 
have read and accept the terms and services” and this will allow you to sign.

Once you both have signed, click “create customer” and it will take you to your accounts screen in your 
Service Tracker, showing they are all set up with everyone else you have ever sold.

Solidify the Sale
“I just want to let you know that after the first time we spray it is not uncommon to see an increase of insects. 
As I said, we will be flushing out the nesting sites, so you have the process of the eggs hatching, insects 
coming out, then hitting the product, and repeated possibly a few times. This process will continue for a little 
over a month until the last egg hatches. If you have an issue after that, please give us a call.”

“Great, it looks like we have you all set up. What time are we coming by tomorrow?”… “That’s right; 3-5. We’ll 
see you then!”



Chapter 10: Filling out the Contract 

Terms of Service

As you go through this last section, it is important that you go explain everything and then get the initials. “This 
just says that it’s a 12 month service we set you up on. If you need to cancel for some reason, it’s just 75 
bucks. This last part

One other thing that is very important for the customer to understand before you leave is that he will still 
be seeing insects for the next 60-90 days as we flush out the nesting sites. If you do not inform him of this, 
he will be seeing an influx of insects as we flush out the nesting sites and will call the office very upset and 
wanting to cancel. If you let the customer know we are flushing out the nesting sites so that we can take 
care of the main source of the issue, it will make sense and he will be happy.



Chapter 11: Create Transition Concerns

1.11a

Manager notes: Make sure as you teach this lesson, the reps memorize the pattern of the transitions and 
that they see the importance of each transition and why it works the way it does. Take time to role-play 
just transitional phrases and have each person write them out in their correct order so they can see and 
use the pattern as they sell.

Price, power spray, granules, and wall injection are key points of the service that you want customers to 
understand so that they can make an EDUCATED decision about our service.

How do you explain those things and keep customers’ attention to make sure they get all the info, but not 
get bored and lost in the sale? With the proper transitions!

The purpose of the transition is to move their minds and attention from one point to another. This way, they 
can be fully involved and better equipped to make educated decisions about our service. The reason I say 
educated decisions is because our service and prices, especially for the value, are the best in our market. 
The only reason customers should not choose to buy is because they cannot afford any type of pest control 
services or because they do not understand what you are offering. These transitions will help you inform 
customers of our service and allow you to add a few concerns. These concerns can help them see what you 
are truly offering as you compare apples to apples with other companies’ services. If done correctly, many 
customers will feel as if they are emotionally drained and had all their questions answered, even though 
they didn’t say anything. Then they will sign for the service before giving you any concerns of their own.

Tone
By exaggerating these words in bold with a slightly louder tone, customers will remember these phrases 
and this will get them committed and interested in what you’re saying.

Create a Concern

1.11b

Initial Pitch

Price Pitch: You start off with the initial pitch, which cleverly ends with either “real cheap” or “more than 
half off”. Why? Because whether they are interested or not in our service, ending with the statements will 
irritate customers to want to know the answer. Your tone should be a little louder and add great emphasis 
as you say the words and phrases: MORE than half off

The reason why we are the only company with a money-back guarantee is because we are COMPLETELY 
DIFFERENT THE BIGGEST problem the neighborhood is having THE BIGGEST thing that SEPARATES US .
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In the training diagram you will notice a line between the thing you want to talk about and the transitional 
phrase. This line is the “Create the Concern” stage. Most of the time, customers will have many concerns 
they don’t realize. What you do to keep them entertained and paying attention is take them through an 
emotional rollercoaster.

You have the option on several different effective pitches. At times, it is best, in certain neighborhoods to 
ask customers questions about what they do or what their current company does, also what they like and 
don’t like, where they see bugs, etc. However, sometimes it is easier for first year reps to get a pattern on 
how to explain our service. It will make the sale smoother if you take customers through a step by step 
process on each of their concerns. After all, you are the professional and already know why they are having 
the issues they are.

will ask cleverly back, “Well, what’s more than half off?” or “what is really cheap?” Then, you have their 
attention for the rest of the pitch, which is enough to get them to listen to the rest of our service and close 
them.

I personally like the Price Pitch when using this technique and others because what I am doing is getting 
their minds to move from one place to another. This means they must leave all other thoughts so that they 
can be fully involved in what I am saying at that specific moment. This needs to happen so that they can 
understand the full value of our service.

Price is often a concern for many people and they want to know it right away. Many times, especially as you 
are explaining the service, the customer will be thinking, “Wow, Armor’s service is intense; this is probably 
expensive. This isn’t a bad thing for customers to think because then when you give the price, they realize 
that it’s a great deal. However, on the flip side of things, if they are too worried about the price during our 
pitch, they may not understand and hear everything you have to say.

Another advantage of giving the price first is when it comes to the close, you have the price completely out 
of the way and the last thing you talked about was the service. They are most likely to make decisions on 
the service, not just the price.

However, if the customer says, “Well, what is your service?” before asking the price, go through the service 
pitch starting with power spray and give price last. Give customers what they want to hear first so they will 
give their full attention. You are still able to control the sale by giving them the concerns starting with the 
right transition.

Note: To make this pitch possible, you must go straight to the pitch after saying the price without giving 
them a chance to talk or ask questions. You do not want customers to make decisions on our service solely 
based on price.
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“I’m just letting everyone know we’re bringing our trucks through the neighborhood. We’ve just been get 
a lot of calls about the insects popping up around the home. Have you been seeing more of the ants and 
spiders or just the crickets like everyone else?”

This pitch is very effective. Instead of focusing on the price first, it focuses on the service first. This pitch 
has a lot of advantages on getting customers involved and admitting they have a certain bug issue. As 
soon as they tell you what insects they are seeing, ask where and if they have mainly been seeing them 
inside or outside, and then where specifically. After asking a few questions, you will be able to find out what 
insects they have and where. It is important that you show immediate concern. If it is a concern to them, it 
is a concern to you, and every concern they have is a big concern. You want to tackle that issue first: where 
their concern is. That is where their mind already is, so keep it there, fix it and then you can start to move it 
and take control.

If they say ants or roaches are in the kitchen, explain the baseboards and wall injection first; then start from 
the beginning with the outside power spray and granules and close last.

If they say black widows are on the front porch or garage, explain our power spray, granules, wall injection, 
then close.

If they say ants in are the back yard, explain granules first then go to the start with power spray, wall 
injection and then close.

This pitch works best when you get in a neighborhood with tons of bugs or when you walk up to the front 
porch and can see a lot of alive or dead insects and/or spider webs around the doorway. Getting customers 
to confess they have an insect issue will help immensely throughout the sale because they have instantly 
put their guard down and are involved in their issue. That specific issue is what matters to them at that 
moment and helps to get them moving from one point to the next.

1.11c

Transitions

Power Spray Transition

Bug Pitch
Another initial pitch that works great once the insects have come out is the Bug Pitch. As you explain the 
service, you use your transition from the price to the power spray.

“The reason why we upgrade so many people isn’t just because of our pricing, but because our service is 
Completely Different.“ In the different states we sell, pest control isn’t anything new. Chances are they have 
had multiple people knock on their doors
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to inform them about pest control and they have probably used a few different companies’ services on their 
homes and/or experimented with a few products themselves to try and get rid of the never-ending issue. 
The reason this transition captures their attention so much is because it is something different than most 
sales guys would say. ‘Completely Different’ catches their curiosity, which will often get the best of them, 
forcing them to listen as they think, “I’ve lived here my whole life and know pest control. How could you be 
completely different?” This is exactly where you want them.

Create the Concern
Now with the help of the proper transition, you take them through the emotional rollercoaster.

“Most companies come around with that little pump can to hit the very corner of the wall (SMILE), don’t 
worry, we’re not going to do that to you.”

The customer is either thinking, “Good because I’ve tried that and it does nothing,” or they are thinking, “well 
that’s what I do now.”

“What we’re going to do is bring in our truck which has a big power sprayer connected to it like if you were 
to wash your car. We will spray 3 feet up and 3 feet out, 4-5 gallons all around the home.”

Now that we have shown them what they are most likely currently getting compared to what they could be, 
they are thinking, “That’s a lot of product.”

This emotional rollercoaster first showed the customer how the majority of people, including him, get their 
home serviced. As you go into explaining our power spray, the customer will start to realize that there are 
better ways to service a home. This could possibly get him a little worked up as he thinks he may be getting 
ripped off or wasting his money.

“The BIGGEST ISSUE everyone has is…” Of course this will catch the customers interest. If someone knocked 
on your door and said, “Sorry to bother you, but I need to let you know about a big issue everyone in the 
neighborhood has.” Would you not listen? You might kick him off pretty quick if it isn’t a big issue, but the 
majority of people will drop whatever they are doing and listen.

Create the Concern

Granule Transition
Now that you explained our power spray service, you need to get in his mind and move its focus and 
direction from power spray to granules.

“The biggest issue everyone is having is that all the insects are laying their eggs in your yard, and they just 
keep coming and coming and coming no matter how much you spray.”
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Whether the customer knew this before or not, he is now thinking, “Dang! That’s a big issue. How in the 
world can I stop that?” But once again, you save the day as you treat their emotion almost as if you are 
saying, “Don’t worry. Calm down. I will help you get through this issue. What we do to stop that is lay down 
granules…” and explain the service.

Wall Injection Transition
“The BIGGEST THING that SEPARATES US from our competitors is…” This is a great transition phrase to get 
from granules to wall Injection. So far, you talked about how we spray more and attack

the nesting sites in the yard. It looks as if we do everything other than the garage and baseboards so far, so 
what could possibly separate us from our competitors?

Create the Concern
Every company does the garage and inside, as do we, because it needs to be done. Now, give them a 
problem for you to solve. The problem is when the insects get inside the water box and end up where the 
pipes lead (normally in the kitchen/bathroom area). Every company will spray there so if bugs come out of 
the walls it will stop them, but this really just traps the bugs in.

Now you have the customer thinking, “Great, I’m stuck with them no matter what.” Well, don’t worry. We 
have a solution for all pest needs. What we will do is a wall injection.



Chapter 12: Solidifying the Sale 

Manager notes: It is easy for sales reps to get excited they have a sale and forget to solidify it or are so 
excited that they are too scared to solidify it, thinking that it may lead to a cancellation. Make sure they 
realize by not solidifying the sale, they can count on half of their sales canceling. It is that important and it 
would be horrible to put that much effort into the sale to lose it by forgetting a few lines at the end.

Even if you close the sale, if the house doesn’t get serviced, nobody makes any money. Before you leave 
every house, make sure you review with the customers everything that they have agreed to. You should 
make certain that they realize you are counting on them to honor their commitments. Whenever you ask 
customers to do anything and they agree to do it, you must follow up that request with an explanation as 
to why it’s important. For example: “Make sure you’re here between 1 p.m.-3 p.m. tomorrow, otherwise I 
can’t qualify you for the discount.” Use phrases like: “Can I ask you to do something for me?” or “I need you 
to do something for me.” T he’ll realize they’ve been trusted to do something and have made a personal 
agreement with you. If you make a sale and set up an appointment, follow the entire agreement with, “Will 
someone be able to be here for sure?” T his way they know how important it is to be there as they have 
committed. Let customers know you are also making commitments to them.

One other thing that is very important for customers to understand before you leave is that they will still be 
seeing insects for the next 60-90 days as we flush out the nesting sites. If you do not inform them of this, 
they will be seeing an influx of insects as we flush out the nesting sites and they will call the office very 
upset and wanting to cancel. If you let customers know we are flushing out the nesting sites so that we can 
take care of the main source of the issue, it will make sense and they will be happy.

“I just want to let you know that after the first time we spray, it is not uncommon to see an increase of 
insects. As I said, we will be flushing out the nesting sites, so you have the process of the eggs hatching, 
insects coming out, then hitting the product, and repeated possibly a few times. T his process will continue 
for a little over a month until the last egg hatches. If you have an issue after that, please give us a call. “Do 
you have any questions about anything? Here’s my number. Let me know if I can do anything for you. And 
if you have an insect issue in between our visits, let us know and we’ll take care of them for you.”

Write the time slot on the back of your flyer and tell customers to put it on the refrigerator. A great way to 
solidify sales is to give the customers a few flyers with your name on them and tell them about the referral 
kick-back that you can offer. Explain that if they help you find a few more people to sign up, then you will 
give them a referral bonus. Be sure to review the 12-month agreement. These items are all important in 
avoiding future cancellations. Some sales guys get really nervous about losing the sale once they leave and 
spend an extra 15-40 minutes after the sale building rapport. Shooting the breeze is not necessary and is a 
waste of time. You will see that sales reps that simply explain the contract right, remind customers of their 
time, and build a little rapport during the sale will have the same pre- service cancellation rate if not better 
than the sales reps that spend a lot of time to solidify the sale. What you will see, however, is that the sales 
reps that spend a lot of time with customers afterward do not sell as many accounts during the summer 
because of all the time wasted after the sales.
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Manager notes: Talk about each concern and role-play until reps have it down with every way to rebuttal 
it. Many sales reps want to choose just one way, but having a larger library full of information for resolving 
the concerns will get them more sales. They should be studying these and critiquing themselves on the 
doors after receiving these concerns on a daily bases.

As you sell and explain the service to customers, in more cases than not, they will come up with a few 
concerns. Some of these concerns will be real concerns which we can resolve. Other concerns they have 
are fake concerns to get us off the doorstep. Your goal is to resolve their concerns or uncover their true 
concerns or doubts. Sometimes you can figure it out quickly and other times it may take a while, so be 
persistent and keep rebutting and closing until you finally get their real concerns or they give you a true, 
hard no. It is extremely important that you know each concern customers can and will have so that you can 
answer and resolve them without hesitation. By hesitating, customers could think you are unsure about 
your product and they may not believe what you tell them after that. Others who don’t want to give you their 
real concern will feel as though they have stumped you and can then take over the conversation and get you 
off their doors. T his will result with no sales. What you should do is go over each concern you will eventually 
encounter while out on the doors and learn how to rebuttal or respond to it.

I Only Do Cash
If someone says he only pays with cash and does not own any credit cards, this is a huge red flag. In these 
days, almost everyone has a credit and/or debit card which they usually need for certain things. It would 
be pretty difficult for a homeowner or renter to get by without a credit or debit card. If someone truly does 
not have a debit or credit card then he might have declared bankruptcy and is still unable to get one for that 
reason. People that use this excuse use it in the same way: “I have had fraud in the past so I do not give 
out my credit card info”. Two types of people use this excuse. The first is a person that does not want to 
give us a card because he knows it will be automatically charged each month when he has no intention of 
ever paying us again. He could easily do this if we set him up as a cash customer. His idea is to get a $179 
service for dirt cheap and then never pay for the recurring services. If you find yourself running into a lot of 
people with this excuse and they fit this category, you need to talk to your manager and get a new area. Even 
if we did accept these customers, you would be putting on false numbers for yourself and would be very 
disappointed and surprised to see that pretty much every one of them canceled by the end of the summer.

The second type that do this are those who truly are afraid of fraud. Whether it has happened to them or 
not, they are weary about some random person showing up to their doorsteps asking for a card before 
spraying their homes. Some good lines to use to get past this objection would be (at times you may have 
to use several of them):

“We actually don’t take cash, so if you just want to grab me a card really quick, I’ll just set this up for you.”

Look down and get ready to type in numbers. If you look at the customer, he will see it as a question and 
will often rebuttal. “Yeah, we actually don’t do cash. Do you only have a debit card instead? Great, we’ll just 
use that then.”
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Once you use that close, look down and get ready to type in numbers.

“The best thing about doing a credit card is that you get to choose the date you want it to be charged each 
month. That way, you’re not just randomly charged in the middle of your payment cycle which could cause 
issues. If you ever see that day coming up and you know you are a little short on funds, don’t worry. Just call 
into our office and make arrangements with them. We give you full control on your billing date. When do you 
normally get paid and we’ll just set it up for then?” Pull up the calendar by the credit card info on the contract 
and let them look at the dates. You should use a quick close to get the card (“When do you normally get paid 
and we’ll just set it up for then”). By doing this, customers will tell you a day that they get paid; then, click on 
that day and say, “Perfect, and if you just grab that for me really quick we’ll be set.” Make sure as you ask 
for the card, you say it with a calm voice as if they already agreed to give it to you. You also want to look at 
your tablet as if you are about to start typing the numbers in. If you look the customer in the eye as you ask 
for the card, they often see it as a question of whether you can have it or not. More often than not, they will 
say no again. By looking down, they will just pull out their wallets and give it to you.

“Credit cards are actually the safest way to go. Your credit card company is always there to protect you. If 
a charge is ever made that isn’t suppose to be or is on a date that we did not agree upon, you can call your 
card company and let them know that was a fraud charge and they will credit you back. But don’t worry, all 
charges show up as Prime Pest Control, not Ben Cockrell or something weird like that.” (smile)

The close on this includes making a joke and chuckling with the customer a little to build rapport and trust 
with the customer. He will feel a little more comfortable about giving you the card.

“We used to do cash, but so many things go wrong with it.” ”The technician has lots of paperwork and 
product and he is in and out of the truck so much it could easily get lost.” ”The technician, carrying so much 
cash from every customer, would be a target for thieves.” ”Then it would go to the office and could be sorted 
wrong or put in the wrong place. The best thing with cards is that the bank keeps records for everyone on 
both sides. If there’s ever a mistake, it’s easy to fix and nothing ever gets lost.”

“We used to do cash but we got ripped off by so many people looking to get a one time, cheap service that 
throughout the first year we lost hundreds of thousands of dollars. Those customers would say they mailed 
the payment in but it would never show up

at our office or they would tell us that they would pay the technician. The technician would get there and 
spray and then the customer would not answer the door. We would try calling and mailing bills but those 
customers would never answer calls or send in their payments. We do not accept cash anymore because 
of the dishonest people out there. I am not saying that you are one of them, but it happened enough that 
we cannot accept it anymore. We only accept debit or credit cards so that records of everything are kept 
for both parties and no one gets cheated. We have a great relationship where we just destroy your bugs.”
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1.13b

Is This a Contract?
Something to remember is that in today’s world we sign contracts for nearly every service we get: cell 
phones, cable TV, etc. Help customers feel that it is actually to their advantage that it is a contract, because it 
is! Their rates won’t go up and it is a two way agreement that if they agree to stay with us for just 12 months, 
we give a money back guarantee. Without that contract, they would be stuck with a cheap company that 
uses cheap product. Other companies do this so the customers always have to call them back, which is 
how they secure their clients and their business.

As you rebuttal this concern, it is important that you stay calm. It is easy for sales reps to freak out here 
when they are so close. However, with confidence this will become an easy objection to get over. Always 
make sure as you answer this question you look customers in the eye or they will think you are trying to be 
shady. Ways to answer this concern would be:

You first look surprised that they didn’t already know it was a contract. You can just blow it off and say, 
“Yeah, it’s just 12 months,” and then go back to what you were doing or explaining before they asked.

“Yeah, we’re just setting you up for the one year contract so that we can have the opportunity to prove to 
you that we can and will take care of each season of insects as the year goes on. After the year, we expect 
you to fall in love with us and keep us for life. It is just a month to month service after that first year.”

“Yeah, we just ask you to date us before you marry us so we’re setting you up for the one year service.”

If customers are still on edge about signing a contract, help them understand that it’s only a one year contract.

“Yeah, we’re just setting you up with a one year contract instead of a two or three year contract like some 
other companies do.”

I Do It Myself
When customers say they do it themselves, it is almost always right off the bat after you give your initial 
pitch. What they are trying to accomplish is to get you off their doors because they think they are already 
taken care of. This is, however, not always the case. Most of the time, this means they picked up a product 
from Home Depot or Lowe’s and it is sitting in the garage. They usually only spray when the wife starts to 
get upset about all the bugs in the home. A lot of sales guys are intimidated by this response and leave. 
Leaving makes you no money! They know nothing about our service and are not educated on what a good 
service is and why they need it. Some people will try and get you off the door with this excuse because they 
don’t know there are other ways or better ways to control the insects. All they are thinking when you stand 
there is, “I don’t want to spend money on what I can do myself.” Instead of walking away, get them involved 
and educate them on issues they have, why they have them, and how we fix those issues.
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1.13c

Rebuttals
When customers give you the concern that they do it themselves, what they have really done is immediately 
gone in control mode from being sold and put up a wall. What you need to do is break down those walls 
and approach them in a non-threatening way. As soon as they inform you of doing it themselves, drop your 
hands and shoulders to show that you’re out of sales mode and say, “Good. Everyone needs something 
around here or else they would just go crazy.” Smile and chuckle as you say this to show yourself as a 
person, not just a sales guy. Doing this will build rapport and customers will let down their guard and say, 
“Yeah, you definitely do.” This is exactly where you want them. Customers like to feel like they are doing a 
good job. If you were teaching a child to do something, would you tell him he did everything horribly wrong? 
No, you would say, “That was great! I especially liked this part. This time try and do this a little different 
though.” The same thing applies to do-it-yourselfers. You do want to praise them because they at least see 
the value in pest control so you are one step closer to the sale. You then want to find out what they are doing 
and say, “That’s great, but a few of the neighbors have been having this issue which is why we are doing this 
service.” Now you are able to go through the service with the proper transitional phrases to catch and keep 
their attention. At this time, you can use several different lines to get into the conversation and then a few to 
close if they had the excuses at the end of the sale instead of the beginning, where most would.

“Great. Everyone has to be doing something. Have you ever used a professional company before? Why did 
you stop using them?” Most of the time, customers who have used a company before and stopped, did so 
because they were dissatisfied with it. This is why they put up walls from the start. By getting this concern 
out of the way, you can get onto the service and how we are different.

“Have you ever had a company before? How often do you spray? What products do you normally use? After 
asking a few probing questions, you may find out that the customer is a true do-it-yourselfer.

“That’s great you are doing so well and are motivated to spray. The reason why we have been signing on so 
many do-it-yourselfers is because what I can do is set you up with the SUCCESS PLAN. Many people try to 
do it themselves but the biggest issue is that all the insects lay their eggs in the yard (give granule pitch). 
What we will do throughout the year is pack the granules thicker and thicker and they will sink deeper and 
deeper inside the soil. After the year, you have a great protection barrier underneath the soil and it will be a 
little while before they can build their nests up again. Yes, you will then have to do your part like you do now 
because they can still come from the neighbors and street, but you don’t have the big nesting site on your 
property which is the battle right now. The success plan is also possible for the inside of the home. (Explain 
what happens when the insects get into the water box). By only spraying the baseboards, the insects are 
able to stay alive inside the walls and nest and build colonies in there. Then, when the product wears off, 
you have a much bigger issue inside the walls than before. What we are going to do to fix this issue is go 
under all the kitchen and bathroom sinks and shoot a powder throughout the inside of the walls. This will 
get the nesting sites flushed out. The powder we use is not a chemical so it lasts for years. Have you ever
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heard of diatomaceous earth? Well, it’s similar to that. Diatomaceous earth is a really thin fiberglass that 
people will actually mix with water and drink a couple of times each year to flush out their bodies for health 
reasons. The way it works in pest control is by scraping the insect’s exoskeleton, on its belly, dehydrating 
it and pushing it either back outside or killing it. I believe the success plan would be the best option for you 
because you like spraying and can do great at it. It’s not fun paying a service year after year, but the nesting 
sites make it so you almost have to. What we will do is service the home for one year, get rid of all the 
nesting sites and you can pick it up SUCCESSFULLY for the next year or two after that. We do have quite a 
few customers that go one year on, then one or two years off to spray themselves, then one year on again, 
and so on. You may, however, see how great and easy it is with us doing the work for you and find that it is 
really about what you pay anyway for your own product and just decide to keep us for life. But let’s set you 
up this way for now.” 

“Are you using the Home Control from Wal-Mart?”

Using this line will take the conversation one of two ways. They can say, “yes,” and then you can go into the 
power spray, granules, and wall injection. If they use something other than Home Control they will be proud 
of it and say, “no I use…” Now you have information on what they use and can go forward with your pitch 
with the transitions and end with price.

Find out exactly everything they do.

Once you have let your sales guard down, ask if they are currently using the Home Control to spray. Once 
they give an answer, ask what else they do.

The reason this is good to do is that as you are explaining our services, customers could say, “Oh yeah, I do 
that too.” But if they have already admitted to everything they do, they can’t use that against you

Great, we actually just signed up the Johnsons down the street, who normally spray themselves. They are 
having an issue in their back yard with the ants. Is that the main thing you guys see before you spray or is 
it mainly just the spiders and crickets?

This lets the customer know we are signing on other neighbors who also spray themselves. T his insures 
their pride will not be broken. This also states what other people have issues with to see if the customer 
has addressed that issue or not and how. That way we can compare apples to apples on services. We can 
explain how our granule system or something else can really benefit them. By giving them insects at the 
end of the sentence, the customer is more likely to admit they do have an issue with those insects. Once 
they admit this to us it goes from just crickets and spiders to CRICKETS and SPIDERS! Those crickets are 
so annoying at night, do you already have them in the walls of your home? Let’s make sure they don’t get 
into the walls because we don’t want them to keep you up all night. What we do is a wall injection…(go into 
the service). Spiders! What kind? No one has been bit have they? What we do to finally stop them is…
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Talk about their product and what is good and then the disadvantages of it. Oh great you’re using the home 
control, that is a great product and definitely kills about anything that touches it. The only problem with it 
is that if you look on the label it is 99.93% water and only.07% product. It’s really just meant to kill an insect 
when you see a live one and spray directly on it. Otherwise it evaporates in the heat pretty quickly. What we 
lay down is micro-encapsulated, which means it doesn’t evaporate in the heat or rain and lasts 60-90 days 
instead of 2 or 3. The way we spray it on the home, is with our truck that has a big power spray connected…
(granules, wall injection, close). Oh great you’re using home control, that is a great product and definitely 
kills about anything that touches it. The only problem with that though is that it does nothing for the nesting 
sites so they just keep coming and coming and coming with no end. The spray we use is very unique. 
Instead of killing it on the spot, the product will sting and irritate the insect, making it go back to its safety 
place which is its colony. Once it reaches the colony, it spreads a disease throughout the nesting site that 
kills all of the insects. By using this product, we can get them completely flushed out. Whether it is in the 
yard, neighbors, attic or wherever. This is our main goal. The biggest issues everyone has are the nesting 
sites in the yard, so we focus huge on it…(explain granules, wall injection, and close). Note that there is a 
pattern to explain the service with the transitions so you don’t get lost and you can confidently take control 
of the sale.

1.13d

How to Close with This Concern
Sometimes you will get through the pitch and customers then give the concern of spraying themselves, or 
they will give you the concern at the beginning and then still have the excuse. There are a couple of lines I 
to use that are very effective when this happens.

“Well, right now you are buying the Home Control somewhere between 15-20 dollars for one gallon, 
depending on the grade you get at Wal-Mart or Home Depot. You’re probably spraying and need to spray 
at least a couple of times per month, which comes out to at least $30+ dollars for just one gallon from the 
pump can. Plus, you would add extra if you decide to buy trade or granules or anything else on top of that, 
which I won’t include into the price because you’re currently not using that. Your expense right now is 30-40 
dollars/month. I just want to make sure what I’m offering you makes sense. What I’m offering you is a full 
service done by a trained technician each month for the same price. We will upgrade the amount of product 
used on your home from 1 gallon around the home to 4-8 gallons of product sprayed with a power sprayer. 
We lay down granules around the entire home. These sink inside the soil to flush everything out and stay 
on the surface to stop bugs from coming from the neighbors or street. We will have someone come around 
and sweep away all your webs and give a professional inspection. We will go in your garage to soak the 
nesting sites. We spray all of the baseboards in the entire home and then go under all the kitchen and 
bathroom sinks to flush all nesting sites out of the walls. We top that all off with a money back guarantee. 
I’m pretty sure Home Depot doesn’t have that promotion going on right now. (smile/chuckle) I promise this 
is something you won’t regret or we do refund you, so lets just get it taken care of. Would the morning or 
afternoon work better for you?” or “Will the technician have access to the garage tomorrow?” 
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The purpose of this pitch is to overwhelm them so that they can see everything really quickly and all at 
once. To do this effectively, as you’re going through the service, say it fast and then close calmly as you say, 
“All for the same price as your little pump can.”

Common Rebuttal Mistakes

Are you Seeing Any Bugs?
I do it myself, is a way to get you off the door. If you give them a yes or no question when that is their state 
of mind, you can count on the answer being no. Then where do you go from there? To the next door? Stay 
away from yes or no questions.

If they are real do-it-yourself guys they are proud of what they do. Even if they have insects. If you ask them 
if they have insects you could offend them. T heir pride will get to them because they can’t just say, “Oh 
yeah, I do it myself but I’m horrible because they are everywhere”. If this was the case and they would be so 
open with us, they would have informed us of that from the beginning instead of putting up a wall by saying 
they spray themselves. We do need that info but we have to get it in the right way.

Do you like spraying yourself?
If you have spent a lot of time on that specific door and built rapport, you can use this line at the end to close 
them but only use this line if you have truly built a small friendship with them: “Come on, you need to give 
me a chance. I mean, do you even like spraying yourself? Probably not, right?”

1.13e

I Have a Company
This is a very common concern sales reps will run into. This concern is also the most frustrating and 
difficult for most sales reps to learn. Mastering this concern separates the 150 and under sales reps from 
the 250+ sales reps.

When customers say they have a company it is almost always right off the bat after you give your initial pitch, 
sometimes even sooner. What customers are trying to accomplish is to get you off their doors because 
they already have someone and pest control is pest control. It is important that you keep calm and don’t 
get nervous during this pitch because you can switch them over. Customers having a company is a good 
thing because they see the value in pest control, need it, and want it. The service we provide is better than 
anyone else in the industry and we can match and beat prices of other companies, so why should they not 
switch? The only reason they shouldn’t is because we did not get a chance to truly show them the benefits 
of our service over their current ones. Customers will feel reluctant to listen at first because they already 
have a service, but this is the exact reason they should listen. Why should they switch to us before they 
know what we have to offer? What we have to offer is a fairly new and rare service that most customers do 
not even know exists. If someone came up to you and said, “I like your car. I’m here to switch out your car
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for another one, free of charge”. You’d probably think, “No I like my car. See you later.” Well what you don’t 
know is the vehicle they want to switch with your current car to is a Ford Raptor worth about 10 times the 
amount of your car. Yes, gas mileage isn’t as good, but guess what? We are going to pay all your gas for 
life. Do you think you could sell a product with an upgrade like that? Why shouldn’t everyone switch? Maybe 
because they’re wondering where the catch is. This would be the only reason. Yes, this example is an 
extreme situation, but pest control doesn’t cost as much as a car either. If customers are using a “ma and 
pa shop,” they are most likely receiving less than a gallon of watered down, cheap product you can buy in 
the store. In many situations, we are taking that one gallon and upgrading it to 4-8 gallons. Even if they are 
currently receiving a power spray with cheap product, they will receive maybe a week of protection for the 
1-3 months. Our service will guarantee 100% everyday protection with our advanced microencapsulated 
spray. Instead of only having a barrier for the corner of the exterior of their homes, we extend it to the 
entire yard, not only on the surface but also deep down in the soil. Not only do they get their garages and 
baseboards treated like they do by the other companies, but also the nesting sites in the walls. Just as an 
added bonus, we will sweep away the eves and webs to make the homes look nice and pretty. On top of all, 
that we have a money back guarantee so customers will always feel protected and never lose their money 
on a product that doesn’t work.

As we add all that up, the value comes out to way over 10 times the amount of service and value, all for the 
same price or cheaper than their service. Once again, after we get them to see this, the only reason they 
shouldn’t switch is because it seems too good to be true. In reality, we are the best and other companies 
do think we are crazy for giving a service like this. We do because we know we will grow to the most used 
company in each of our cities. Do whatever is possible to get them to listen and be properly educated and 
informed. Do not be afraid. You are offering a huge value that they cannot receive anywhere else!

When customers give you the concern that they have a company, what they have really done is immediately 
gone in control mode from being sold and put up walls. What you need to do is break down those walls and 
approach them in a non-threatening way. As soon as they inform you that they already have a company, 
instantly drop your hands and shoulders and take a step or two back to show you’re possibly leaving and 
out of sales mode. Then say, “Good, everyone needs something around here or else the bugs would go 
crazy.” Smile and chuckle as you say this to show yourself as a person, not just a sales guy. Everyone likes 
to feel like they are doing a good job. In reality, the fact that they have a pest control company is a great 
thing because they at least see the value in pest control. You are one step closer to the sale. Doing this 
will build rapport and customers will let down their guard and say “Yeah, you definitely do.” This is exactly 
where you want them.

This is another yes or no question. Some people actually do enjoy spraying and if you ask them that question 
and they say yes, you’re stumped. What you want to do is show them the value in our service. Even if they 
do enjoy spraying, they will soon realize that they just can’t do what we can. What you want to focus on is 
comparing apples to apples with customers so that they can fully understand the differences. As you sell 
our service, explain their service first and why it’s good or bad and then our service. This way, they see them
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side-by-side, making the decision on which service is better, easier. The number one thing you need to 
know about being able to switch people over is our competitors. If you don’t know about a certain company 
in the area, city or state that you are knocking in, LEARN ABOUT THEM. When you run into a new company 
you haven’t heard of, ask customers if they have an invoice showing what the technician did. Then compare 
apples to apples with our service. If customers do not have an invoice from their company, ask about what 
they do. That night and/or the next morning during training, ask your manager and the rest of the team 
if they have heard of that company, what they do, and what they charge. The more information you have 
about our competitors, the more confidence you will have during your sale. Ask to keep those invoices and 
carry one of each company with you at all times to use as a sales tactic. When customers say they use 
a certain company, pull out that company’s invoice. A lot of times as you are switching over a customer, 
you will be explaining the service and the customer will say, “Oh yeah, my company does that same thing,” 
after you explain each special service we do. This can and will be very frustrating because you know his 
company doesn’t do that, but you can’t prove it. You don’t want to call the customer a liar to his face 
because he will be offended and you will not get the sale. If you have kept an invoice from each company 
with you, you can then pull out the invoice from his specific company and show him what his technicians 
do and compare the service to our service. The customer will not be able to tell you otherwise because he 
can see that you have an actual invoice from his company. This is a great way to compare apples to apples 
with our services and our competitors. Now you can use several different lines to get into the conversation 
and then a few to close.

“That’s great. Everyone needs a company or things go absolutely crazy. Who are you currently using?” If you 
haven’t heard of the company, ask the customer if he has an invoice showing what the technician did. Once 
he gets it, you can show him the differences. Keep this invoice with you to help you on other doors. As soon 
as customers say they have a certain company, pull out the invoice and say, “(Terminix, Orkin, etc…). They 
are a great company. The reason why I have been switching so many people over from them is because we 
do things a little different. Yes, they do the power spray as well as we do but we focus more on the nesting 
sites. The product they spray down is called ______, which is a great contact kill product, meaning as soon 
as the insect touches it, it flops over dead. Instead of instantly killing the insect, our product stings and 
irritates it, sending it back to its safe place which is the colony. It will then spread a disease to the entire 
nest to wipe it out.” Now you go through the transitions as usual with the power spray and wall injections.

“That’s great. Everyone needs a company or things go absolutely crazy. What was the initial reason you 
started with a professional company?” Once you have found that out, pull out the invoice of that company 
and say, “We’ve actually been switching over a lot of people from that company, not just because of the 
price, but because our service is completely different.” If they inform you they had ants in the backyard, 
show them that what they really need is a granular system or else they will just nest again. If they had 
insects inside the home, say, “That’s great. They’re doing the baseboards to kill them but the real issue is 
in the wall.” Explain the wall injection. Inform the customers we are the only company with a money back 
guarantee because we take care of the nesting sites. Always remember to pull out their company’s invoice 
so that they know we are switching people over and it must be for a reason.
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“Yeah, of course. Everyone has to do something or the bugs go crazy! Who are you using? Oh great. I actually 
know a little bit about their service (grab their invoice from your binder) When was the last time they came out?”

If they haven’t been out for a month or longer say, “Great, then it sounds like you’re definitely due for another 
treatment. Our service is a little different though. I know they come out and do the power spray around the 
outside of the home, as do we, but our product is a little different.” Show them the product on their company 
invoice. What they use is bifenthrin which is a great contact kill product.” And go on with the service as 
before. 

If they have been out recently:

“That’s great they just came out. The reason I’ve been upgrading so many people though is because our 
service is a little different. They’re using a power spray which is good, but it’s a contact kill spray.” Finish 
explaining the power spray, granule, and wall injection. “Seeing how you just got serviced, I’ll drop our big 
initial fee of 179 to just the regular price of 36 and get you in while my trucks are here so that you’re not 
double charged. I know they did the power spray, but that bifenthrin is not microencapsulated so it is most 
likely already evaporated. We’re just going to pick up the pieces they left behind by treating the nesting sites 
in the yard and walls inside the home.” 
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1.14f

I Just Got Serviced
The customer may say, “Yes, I want this service but can you come back in a month when I need it again 
because I don’t want it done again after I just paid for it and the product is still there.”

“I won’t be here in a month because I’ll be doing promotions in a different city. We try and hit every neighborhood 
once. You are always invited to call into the office and get the service at anytime. The initial price is $179 and 
then $36 per month after that. The reason it’s so much cheaper right now is because we are already on the 
street treating your neighbors for their initial service. In a month, our initial trucks will be somewhere else and 
then have to drive 30 minutes to an hour to drive here and then another 30 minutes to an hour back. It costs 
a lot more in gas and it means 1-2 less customers we’re able to sign up in our promotional area.”

“Yes, you can definitely call back in a month. The price is $179 for that first service. I have these coupons for 
$50 off at a time. You can definitely use it making the price $129. The reason it’s so much cheaper right now 
is because the insects are not in full force yet. We just started receiving complaints in the neighborhood 
about the insects popping up. In a month from now, the insects will be in full force and the initial service is 
a lot bigger process than it is now. Plus, your company left without giving you everything we give you, such 
as the granules and wall injection, which we need to attack now before the nesting sites grow.”

“Yes, you can definitely call back, but the price will be $179. I know you just got it done but they did leave 
without giving you everything we give you, such as the granules and wall injection. I know you don’t want to 
be double charged, so let’s just do this one for $5 so we have something on paper and then we will pick up 
those pieces they left behind and get your home fully protected with a 5-star service.”

“Do you know when the last time was that they did the inside for you?”

If it’s been a while, mention that they will need a wall injection.

I just want to make sure what I’m offering you makes complete sense. Right now you are getting the power 
spray around the home. We’re going to upgrade you to a power spray that attacks the nesting sites. We 
will also lay down granules around the entire home-front, side, and back-one that sinks inside the soil to 
flush everything out and one to stay on the surface to stop the insects from coming from the neighbors’ or 
street. We are having someone come around and sweep away all your webs around the entire home. We’re 
soaking the garage and doing all the baseboards in the entire home and then going under all the kitchen 
and bathroom sinks to flush all nesting sites out of the walls. We will top everything off with a money back 
guarantee which you’re currently not receiving, all for the same price (or you might be beating their price). I 
promise this is something you won’t regret or we do refund you, so let’s just get it taken care of. “Would the 
morning or afternoon work better for you?” or “Will the technician have access to the garage tomorrow?” 
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If you’re saving them money: “I just want you to understand what I’m offering you today. If you would allow 
me to save you $5 a month, $60 a year, we will upgrade your normal power spray to…” And give the pitch.

“I just want to make sure this makes sense. If your company came by today and said, ‘We have a deal for 
you. We decided we’re going to upgrade our spray to one that will attack the nesting sites. We have never 
done anything for the yard, but decided we better start, so we are going to lay down a granule that will act in 
two ways. One will sink inside the soil to flush out the nesting sites and another will stay on the surface so 
we can start attacking the insects at the beginning of the yard, instead of as they’re coming into the home. 
We also want to do a wall injection because we found out without one, you will always have insects in the 
home. We also really want to just go the extra mile and sweep all the webs away to make the house look 
cleaner. If you will allow us to do this, we will drop your bill $5 a month, saving you $60 each year.’ If your 
company gave you that offer today, would you take it? Of course you would; it would be crazy not to and 
that’s exactly what I’m offering you right now.”

A good line to use: “We’re not just changing the name you write the check out too. We are changing your 
service.”

I Use a Family Friend
Sometimes they really do have a family friend, treating the home. Ask what the friend is charging. If it’s free, 
ask if he does a good job or if they still have insects. If they are happy, ask for a referral on the street and 
go to the next door.

1.14g

I Rent
“Oh, we actually just did a study on renters and found out through our research that not even renters like 
bugs. So don’t worry, we decided to still treat you.” (SMILE) Go into the service.

First of all, if they say they use a family friend, DON’T BELIEVE THEM. This is an old trick customers use to 
get you to leave. Sometimes it’s legitimate, but most of the time it’s not. Start with the same pitch of, “Oh 
yeah, you have to use someone or it goes crazy. What’s the name of their company?” If they don’t know, 
then it’s not a very good friend or family member and just go straight into the pitch as normal on what we 
do compared to most companies. If they say, “Oh, he doesn’t have a company; he just does it on the side,” 
Just go into the pitch with the transitions because the service is something they buy at Wal-Mart. By the 
end of these questions, they will start admitting they have tons of insects or they really don’t have anyone. 
Another trick to find out that they don’t really have a relationship with the person is to ask what his or her 
last name is.

You will often run into customers that rent and do not want the service because they do not want to invest in 
the home. They don’t think the landlord will want them to get it or they don’t know how long they will live there. 
Good lines to use for renters to get past this concern are:
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“Oh great. We actually work with a lot of renters. How long have you lived here? Do you plan on moving any 
time soon? If you end up moving, we just move with you and the price doesn’t go up even if it’s into a bigger 
home.”

I Might Be Moving Soon
“If you happen to move, don’t worry. We will just move with you. Wherever you go you still need a service. 
The great thing about moving is we give you the new move in special at no extra charge. The problem 
with moving into a new home is that the house was either vacant before you moved in, giving the insects 
a free home, or whoever lived their was getting out and most likely didn’t have a service for a while, giving 
the home an insect issue. What we do is go inside the home and do a wall injection a few days before you 
move in, giving you a bug free house as you settle in. Getting a new home is exciting, but not when there 
are insects everywhere. If you end up moving into a city where we don’t service or out of state, just give us 
proof of move and we void your contract.”

Do I Have to Get Serviced in the Winter?

Do not beat around the bush on this concern. Answer the customer quickly and confidently. Pests do not 
disappear during the winter months. In fact, during their hibernation period in the winter they are actually 
doing the most damage. During the winter, they are laying eggs, building their nests up and waiting to hatch 
in the spring. If we do not spray through the winter, it is much easier for the insects to return and infest 
the property. Explain to the customer the importance of maintaining complete control through continual 
services.

“Of course, winter treatment is essential in maintaining a pest free home. Pests do not simply disappear 
during the winter months. In fact, many pests are actually in their reproductive season in late winter just 
before spring. It is critical to continue services year- round in order to ensure complete control, thus 
preventing possible re-infestations year after year.”

Do You Treat Termites, Pigeons, Flies, Bed Bugs?

Prime Pest Control does not treat termites, pigeons, flies, or bed bugs. Some sales reps will say whatever 
they need to in order to get the sale, including lying and saying we will take care of these pests. This is false 
and Prime does not tolerate lying to customers. By not being fully honest with customers, the only thing 
that will happen is customers will be mad when they find out we don’t treat for them. This will result in a 
cancelation, making it so the sales representative thinks he made money, but

didn’t. If you are always honest with customers, you can resolve their concerns, they will be happy, and you 
will make money.
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Termites
A termite treatment is a completely different service with a different license. A termite treatment consists 
of digging a trench around the entire home and filling it with 500 gallons of extremely harsh chemicals. You 
have to drill into the foundation as well as, at times, interior walls, then patch things up. A normal termite 
treatment starts at $1,200 to $3,000. This is not a quick sale a door to door salesmen can get. Money has 
to be put together, spouses need to discuss it, and they almost always should look around for the best price 
because it is expensive.

If a customer has termites, tell them that is a different service and we are licensed to spray for general 
pests. Refer them to a company that only does termites because they can normally get a better deal that 
way, or refer them to Terminix because their prices for general pests are very high for a very basic service 
and charges are extra for everything else. You won’t be threatened by losing your sale.

Pig eons
Pigeons are about impossible to get rid of. They are illegal to kill, so there isn’t a lot you can do. You will 
often see spikes around the edges of the roof so that the pigeons can’t stand there. On most of those 
houses, you will also notice pigeons standing just behind the spikes or in the middle of the roof. There are 
two lines to use when the customer has a pigeon concern:

“Yeah, we actually don’t treat for pigeons. I could probably sell you a cheap BB gun, but that’s about it.” 
SMILE because you just made a joke.

Most pigeons sit on houses with insects in the yard, so they can watch for their meals. With our granule 
system, we will be flushing out the nesting sites, making the pigeons focus more on the neighbors’ yards 
for their meals.

Flies
“Our products 100% do kill flies, however, we cannot guarantee them because they fly and there’s no way 
to make them hit our products. This is why we do spray higher up on the walls and around the lights where 
they are attracted, in hopes they will land on the product.” 

1.14h

Bedbugs
Bed bugs are very contagious and hard to get rid of, making the technician spend extra time in the home 
and exposing them to the bed bugs. We do not want our technicians getting bed bugs on their clothing as 
they go through drawers, couch cushions, mattresses, etc. He could spread the infestation of the bed bugs 
to the other homes he treats. The technician will do a regular treatment with a bed bug home. Almost every 
house you will ever see with bed bugs will be a lower class and, often times, dirty home. These customers 
will most likely not be able to afford a bed bug service which is why they have had them for a long time. A
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normal bed bug service will cost $200 and up per room in the house. Along with having bed bugs, these 
customers will most likely have about every other insect which needs to be taken care of. At this time, you 
are able to make a deal with them to get a sale. Explain how expensive it is for a bed bug treatment, but then 
inform them that they also need to take care of the other insects and get a regular service because if they 
don’t, even after getting rid of the bed bugs they will eventually just come back. The deal you will make is 
that if they sign up with the year service, you will inform them and tell them the product to buy and how to 
use it so they can treat the home for bed bugs by themselves and save tons of money. Let them know the 
product will cost about $15 dollars, but do not tell them what the product is or how to use it until they have 
signed up with our service and we have an approved credit card.

Once you have the sale, inform the customers that the product they will buy is called diatomaceous earth. 
Diatomaceous earth is thin fiber glass in a powder form that some people will mix in water and drink 
every 6 months to cleanse the inside of their bodies. The way it works is that it will scratch up the insect’s 
exoskeleton on its belly, dehydrate it and kill it. What they will do is spread it everywhere they have the bed 
bugs: all over the carpet, floor, couches and they should not be shy about laying down a lot and leaving it 
there for about a week. They should reapply, if necessary. This sounds kind of simple, but believe it or not, 
this is the product most companies use for bed bugs. They will also need to wash all clothing and sheets in 
extremely hot water. They can buy this product online, at Home Depot, or at most animal food stores. This 
is not guaranteed to work, but it’s worth a try before paying $600-$1,000. They still need a professional pest 
control company for at least a year to make sure they get rid of other nesting sites and help prevent them 
from coming back.

1.14i

Need to Talk to My Spouse
This is a concern that creates major headaches for many sales reps. You can effectively resolve this 
concern through a variety of strategies. Many times, this concern is given in an effort for customers to buy 
themselves more time to make a decision. They will deflect your closes with this concern as many times 
as they possibly can. An effective method is to just stay persistent and not give up. If you can see that they 
need the service, don’t leave until they have purchased the best service money can buy. However, when all 
is said and done, if a customer really does need to talk to the spouse then there is not much you can do. 
It is beneficial to find out who makes the decisions about the home, the yard, or even the bugs. Find out if 
customers have been talking about getting pest control service with their spouses. Ask them if they like 
pests or if their spouses like pests. This is a corny question, but it can be very effective in breaking the ice 
that is created by the awkward situation of trying to sell one spouse without the other present. The best 
strategy in this situation is to ask plenty of questions and try to find out just how much decision making 
power the customer that you are speaking with actually has. If the spouse really cannot make the decision 
without the other spouse, find out when he or she will be home and if it’s within your knocking hours 
later that day. Set an appointment to go back and speak to the spouse. When you do this, always get the 
spouse’s name. It is frustrating to sign up a customer and then have and then have the spouse cancel after 
when he or she knows nothing about the service.
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Yes, you did explain the service to the spouse, however, he or she is not a salesman that knows and remembers 
all the info to give to the other spouse. Most likely, the other spouse got home and the customer you sold 
says the bug guy is coming tomorrow and this is the price. If the other spouse is not happy with the price 
and thinks he or she can get it cheaper somewhere else, they will cancel. Why shouldn’t they if they can get 
it cheaper? For all he or she knows, we do a pump can and nothing else. That is why, when possible, it is best 
to talk to the spouse if it is a REAL concern.

Finally, if the spouse works crazy hours and you cannot be there at the same time, or the spouse is out of town, 
you may want to suggest that you call the other spouse on the phone. Make sure that, whenever possible, 
you pitch the spouse on the phone rather than letting the customer simply ask the spouse if he or she wants 
pest control. You are the professional and you need to explain the service. By you explaining the service, the 
spouse on the other end of the line will think that the spouse in front of you already gave permission and 
wants the service, or why else would he or she call for you to convince them? This will give you a lot of power 
and pressure you’re able to put on the spouse to close the sale. When you do pitch him or her on the phone, 
act as if the spouse already gave you permission and go straight to the close regarding when you can spray.

“Is she the one that normally makes the financial decision around here?”

By using this line on men, it will often get the best of them as they think, “No, I wear the pants around here and 
make the decisions.” Once you have them there, you are able to close them.

If they say, “Yes, she is,” then he is probably telling the truth and you should ask when she will be back home 
and for her name. Then inform the customer that you will return later after she arrives to explain to her what 
you are doing.

“I don’t know about your wife, but my wife hates insects. I mean really hates them! If she finds something in 
the house, she will trap it, then call me right away to demand that I get home to kill it and will not go into that 
room again until it’s gone. I bet your wife hates insects too, huh? Don’t you think when she gets home and you 
tell her that a bug guy is going to come tomorrow to spray, she will be happy, or do you think she will seriously 
be mad that you’re getting rid of the insects for her?”

“Well, let’s set you up tomorrow afternoon; that way you don’t lose the spot and you can still get the discount. 
When your spouse gets home, you can let her know what she’s doing and I’ll leave my card here. That way if 
she has any questions she can give me a call.”

“Have you guys ever had a company before?”

If they say, “yes,” ask why they canceled. If it was because of price, help them save some money from last 
time to keep the spouses happy so they will sign. If it was because of the service, remind them of our money 
back guarantee, so their spouses shouldn’t worry. Worst case scenario: they just get a few free services and 
their money back.
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“Have you guys ever talked about getting pest control service before?”

If they say, “yes,” then they already had the conversation and agreed to get it. Be persistent and push them 
into the sale.

1.14j

I’m Not Interested
This is the most common line you will hear from customers right after you give your initial pitch. Some sales 
guys just say, “okay,” and go to the next door. “I’m not interested” doesn’t always mean they’re not interested, 
so DON’T WALK AWAY! Of course they are not interested; they don’t even know what you’re doing! For all they 
know, you are selling magazines or doing the national census. All they really know is that they don’t know you 
and they didn’t invite you to their homes. Even if they do know you are selling pest control, it’s just a pump can 
service for all they know. It’s important that you are ready for this response so you can respond back quickly, 
before they shut the door on you.

Sometimes they will not answer the door and just wave you off, or say, “not interested,” through the window. If 
this happens to you, don’t accept it. Say, “What? I can’t hear you,” to make them answer the door. You can also 
pretend you can’t hear them and start giving your pitch really quietly so they can’t hear you either. Eventually 
they will answer the door and you can have a real attempt.

If they say, “not interested,” right when they open the door:

“Oh yeah, we’re just going to spray the neighbors for bugs because they are have a big issue with ants and 
spiders. If we can get you on while we are treating them, we are doing it more than half off.”

“I’m just letting you know out of courtesy that we are spraying a few of the neighbors for insects, so you may 
see an influx of bugs on your property. If you want your home done as well, we’re doing it really cheap.”

They then may rebuttal and say, “I have a guy,” or “I spray myself,” giving you an in and a sense of direction 
on where to take the sale.

If they say, “not interested,” after your pitch, here are some ways to respond:

“Do you currently have a company or are you spraying yourself?”

“What do you normally do to keep the insects away from your home?”

“That’s fine. I was just letting you know that I’ll be treating the Johnson’s next door and that you may see an 
influx of bugs.” 
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There are two types of “I’m not interested” that you will find in the field. This one deals with the customers 
who have heard your pitch and been through multiple closes, but insist that they are still not interested. When 
faced with this annoying scenario, keep calm and keep persistent. Don’t leave with this being the last concern. 
When customers present this concern, it usually stems from their lack of desire to share their real concerns 
with you. Many times, you will need to dig deep and be very persuasive to get customers to open up and share 
their “true” concerns.

“Chris, we both know that this roach problem isn’t just going to go away. You’re going to have to call someone 
out here to get these bugs treated. I can get you done while I’m here with my truck. I’ll get rid of those pesky 
roaches and save you a lot of money. Is it the price that you are concerned with or maybe is it that you just 
don’t think we can get rid of the problem for you?”

1.14k

Can I Have a Flier?
After giving your initial pitch or at the end of your full pitch, the customer may say, “No thanks, but can I have 
a flier? If I start having an insect issue I’ll call you.” This is a nice way for customers to say no. This will sound 
so sincere on promising to call you the next day or that night after they talk to the spouse to see what time 
they can get sprayed. If you believe them, please do not be surprised when you get your hopes let down over 
and over as they do not call. It is not fun.

“No, I don’t have a flier. I’m really just here filling up my last spots of this route. You can definitely look us up 
in the phone book or online at armorpestcontrol.com and make an appointment at anytime though. The price 
will be a lot different at $179 for that initial, unless I can just get you on this route while we are already here. 
The reason why it is so much more like any other company is because when you call us out, it’s because you 
have a bigger issue that takes a lot more time and product. We also have to make a trip out for just you each 
time instead of having you on the same service schedule as the rest of the neighborhood.”

“I don’t have a flier, but if you don’t know what time works best, I’ll set you up for the last time of the day just 
to insure you are home in time. If you decide you want an earlier time, just give me a call.”

“Yeah, I do have a flier I can give you. It even has a $50 off coupon you can use in the future, taking it from 
$179 to $129. If we can get you on with the neighbors, we’ll just do it for $30 bucks though, saving you 
another $100. You will need to get it done soon, especially after we spray the neighbor’s. You might as well do 
yourself a favor and take the bigger discount now.”

“Steve, we both know that this roach problem isn’t just going to go away. You’re going to have to call someone 
out here to get these bugs treated. I can get you done while I’m here with my truck. I’ll get rid of those pesky 
roaches and save you a lot of money. Is it the price that you are concerned with or maybe is it that you just 
don’t think we can get rid of the problem for you?” 
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Is This Product Safe?

This concern comes up quite often which is great because our products are safe for children and most pets. 
You do have to be careful because some customers have different pets that the product can harm. Birds, fish 
and tortoises are pets that the product could harm. Don’t voluntarily tell the customer it isn’t safe for these 
pets if they do not have them or you will give them a concern that will never affect them. If they do have any 
of these pets, inform the customer that we will probably spray away from them, just in case. Write the notes 
to the technician and he will spray accordingly.

“Of course it’s safe… well, as long as no one drinks or touches it… just kidding! All of our products are completely 
safe for children and pets. It’s the same products they use in hospitals, nursing homes, and dog kennels.”

“Yes, it’s completely safe. We actually treat a couple daycares and preschools in the area. Whenever we set 
one of those up, we have to give them a list of the products for them to send into the state so that we can get 
approved before we start spraying. We get approved every time because our products are the best— a little 
more pricey for us, but the safety is worth it.”

“As long as your dog doesn’t drink half of his body weight in it, he’s fine; however, drinking that much water 
would be pretty damaging as well.”

Does This Kill Mice?

“Our normal product will do nothing for mice. If it were to kill a mouse, it could probably kill a small dog and 
we will never use harsh products like that. We do however, take care of mice. The way we do that is with 
mice baits and/or traps which the technician will inspect and apply according to what he finds out in his 
investigation.” 
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Manager notes: Make sure the reps see that they have ways to rebuttal 10+ times while still giving slightly 
new information. After going through these rebuttals, ask the sales reps what they like to do on the doors. 
Do a training to see who can smoothly rebuttal the most times.

I have ants: “That’s why I’m here. The Johnsons are also starting to see ants and we need to fight back ASAP.” 
.
I have a company:

“That’s why I’m here. The Johnsons also had a company but they were still having an issue with the ants in 
back. Who are you currently using?”

I don’t have any bugs:

“Great! That’s actually why I’m here. We have just been getting a few complaints about the insects starting, 
which is why we are taking care of them and putting a protective barrier around the home right before they hit 
full force. That is why I can do it so cheap.”

I do it myself:

“Great! Bob down the street was also doing it himself but was having a couple issues in the backyard. Are you 
using the Home Control from Home Depot?”

That’s Why I’m Here
When a customer gives you an objection, it is important to rebuttal as soon as possible. This will show you are 
knowledgeable and confident in our service and your job. Sometimes you might be stumped. If this happens, 
a good quick rebuttal to many objections is, “That’s why I’m here.” This buys you a little time to get your 
thoughts together.

Know Your Competitors
The objection of, “I have a company,” will be common and it is important that you can rebuttal quickly with 
good information. It is important that you know and study your competition, what products they use, how 
often they spray, how much they charge, etc. If you don’t know about a certain company, ask the customer 
for this information and/or ask your manager and co-reps that night or the next morning. Prime spends a lot 
of money to insure that we have the very best service with the best products. Use this to your advantage. If
you don’t know exactly what another company does, you can run into a frustrating headache as you explain 
the service and customer say, “Oh yeah, my company does that too,” after everything you say. If you know 
what they really do, especially if you have an invoice left from the technician of that company, customers 
cannot lie. Reality will hit them on which service is better as you compare apples to apples.

“That’s a great company (pull out the contract or service invoice from that company). The main reason I’ve 
been switching people over though is because this is what they are offering and this is how we are different.”
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Price Products Amount laid down Money back guarantee Inside (wall Injection) Yard (granules) Point out that 
some companies use harsh products

Don’t Shoot All Your Arrows
There is a lot of information you can give to customers. It is important to remember not to give them too 
much to begin with. First of all, there is no way they can intake and remember all the information at once. They 
will get bored and not listen to your full pitch. If they say, “no,” after getting all the information, where do you 
go after that? Repeat what they said, “no,” to or go to the next door. As you explain the service, mention we do:

Power Spray
Your pitch is, “We spray 3 feet up and 3 feet out all around the home.” Then you explain the next service: 
granules. If customers turn you down because they think they can do it or have another company, you are 
able to go back to the power spray in more detail.

Talk about how store bought products are contact kill products. Ours send the insect back to the colony to 
pass around the disease.

You can also go into why they need a power spray, its ability to go deep inside the cracks and crevices, and 
how a pump can does not have the power to do that.

Our spray is microencapsulated, which means it is waterproof and does not evaporate in the heat for 60-90 
days, giving them 100% everyday protection.

1.15b

Granules

If they still have concerns:
“Another great aspect of our granule system is that it will stop and kill scorpions. I know the big rumor around 
here is that it is impossible to kill scorpions. This is 100% false. The way the granules attack scorpions is 
through scratching up their exoskeletons, on the belly, injecting them with product. This will irritate them and 
send them off your property really quickly and back to where they came from or dehydrate and kill them as 
they proceed through the yard.”

Pitch: “Granules act in two ways: one sinks inside the soil and flushes out the nests and the other stays on the 
surface and attacks insects as soon as they hit the yard.”

“The great thing about the granules is that one part sinks inside the soil to flush out the nests. What most people 
don’t know is that they come to your home from underneath the soil. Termites, ants and roaches are famous 
for this. Seeing how our product is already there, it will prevent them from coming from underneath at all times 
You really need that granule system or they can still make it to the home no matter how much you spray.” 
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Eve Sweep Add the eve sweep into the sale at the end as an added bonus, or use it as a rebuttal.

“One extra thing we will do for you tomorrow and add in every time at no extra charge is an eve sweep. Our 
technician will pull out his big broom and sweep away all of the spider webs around the home to make it look 
nice and neat.”

Wall Injection
In your pitch you told customers how bugs get in and why they need a wall injection so we can flush the 
insects out instead of just trapping them, then you close them. If they still have concerns:

“A great thing about the wall injection is that it is a powder, not a chemical, so it stays there until so many 
insects come in and

take it away. We treat the outside so well though that that product could last for years, so you don’t always 
have to have our technician marching through your home to lay down new product.”

As you can see, there are many ways you can rebuttal and bring focus back to the product to help customers 
see and realize how great it really is.

Be Persistent
All too often sales reps walk away from doors knowing they could have gotten further with customers and 
possibly closed them. Perhaps customers controlled the conversations or the reps simply gave up too early. 
It is imperative that you maximize each door approach. One of the most important things to remember on the 
doors is that you must not take “NO” for an answer. If you want to be successful this summer, you need to 
be as persistent as possible. No one gets paid from hearing and accepting the word “no” on the doors. Many 
reps talk about “pushing” the customer or being “pushy,” in reality, when they use this phrase they are simply 
talking about how persistent they needed to be to finally get customers to commit. You should try to get some 
kind of commitment from everyone you meet. If they are not interested in pest control, make sure they know 
who to call and who to ask for when the bugs do come. Never walk away until you have the best commitment 
they will give you. Everyone you talk to will be at a different level, so it takes a step by step progression to see 
how far they’ll let you go. We usually start off with a strong, urgent approach to see if someone will accept the 
service. A small percentage of the people you talk to will sign up in the beginning of the sales cycle. The others 
will have concerns that prevent them from making an immediate decision. Ask questions to understand what 
the possible concerns might be. It may be that the individual wants to talk to his spouse, they is going out 
of town, has another company or any number of other reasons. Once you know the concern, you can begin 
to resolve it. In certain instances, you might attempt to get a tentative appointment with the customer you 
may say something like, “I’ll tell you what, I’ve only got a couple of spots left for tomorrow so what I’ll do is 
pencil you in here and then I’ll give you a call tonight to make sure we’re okay.” In any case, if someone is 
even slightly interested, get a phone number. If that is too much for someone, you’ve been shot down quickly, 
or you aren’t able to get a phone number, still go for the next best commitment. Tell the customer that you’ll 
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leave your number and that you’ll offer the discounted price if he or she calls before ______ (give them about 
1-2 days). When getting a phone number, pull out your pen and say, “What’s your phone number?” or “I’ll hang 
on to that spot and call you later. What’s your name? What’s your phone number?” Never ask if you can have 
the name or number or it will sound like there is an option. Assume the customer has already agreed to give 
it to you. Never look at a person when asking for the phone number. Always look at your phone sheet, holding 
it so the person can see that you already have many of the neighbors’ names and numbers. 

1.15c

Hot Button
Any time customers mention a specific problem or concern, they usually have a pest problem and this is now 
their Hot Button. People will mention quickly the things that concern them about bugs. Listen carefully to 
the things they say. They always mention the thing they are the most interested in and curious about. Make 
their concerns the focus of your approach. As soon as you hear something specific, use that opportunity to 
emphasize a solution. Use the customers’ bug problems to give value to the service. If customers tell you they 
have been seeing black widows, don’t talk about the diseases roaches can cause. Get to the point, keep their 
interest and don’t bore them with facts that have nothing to do with the problem at hand. Take advantage 
of anything specific and personalize everything you say to fit each customer’s situation and solve his or her 
problem. You can never hit a customer’s Hot Button too much. I have sold many people— men and women— 
that freak out at the words “roaches,” “scorpions,” “spiders,” etc. I will just talk about that over and over and 
they will sign up and buy even though they had never even seen one in their homes or on their property.

Silent Rebuttal
The first time I use The Secret is before my knocking day begins. I will set my sales goal and then I will close 
my eyes and imagine myself knocking a door, a customer answers and I give my pitch, he says he wants it, 
I go through and watch him sign each place and I personally sign. I will then get his credit card, put it in and 
watch it approve. I then click the “Create Customer” button and I see I have 1 sale on the day. I will repeat 
this process until I have completed my sales goals. I have now closed each customer in my mind. The only 
thing to do now is go on the doors and close them again but the power of the universe has already put it 
into play so it will happen.

The second time I use this close is at the door. The customer will either go inside to get his credit card or go 
inside to talk to his spouse to discuss if they will be signing with our service or not. When he goes inside, I 
go through this thought process: I will take a deep breath in and suck out all the black, negative energy in the 
home and then I will blow out, replacing the black energy with a brilliant blue going through the home. I will 
repeat this process several times until the entire house is full of Prime greens and I’ve taken all the negative 
energy and concerns from the house. I will then imagine the customer opening the door and giving me his 
credit card which approves and I get his initials and signature. Afterward I click the “Create Customer” button. 
I’m looking at my list of accounts with a smile because I have another sale on the day.
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Once I’ve gone through this thought process, I just sit back and relax because I know the outcome will turn 
out just like that. I know this sounds crazy and weird and it does not work every time, I do promise at least 
for me I close A LOT higher percentage using this technique.

Experiment with The Secret. It WILL apply in so many ways in your life if you truly believe.

This rebuttal comes from The Secret or The Power of the Universe. Some sales reps believe in it, some don’t. 
Through much experience and experimenting, I 100% know it helps me close more sales. The Secret can be 
used in several ways.
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Manager Notes: Share personal experiences about how you closed a sale because you built rapport. Let 
the sales reps know that building rapport will not only help with the sale but also with future sales. Sales 
reps need to name drop and have information about the potential customer, as a friend would have (softball 
team, where they work, hobbies, etc.).

Building rapport and using effective body language go hand in hand. The purpose of great body language is to 
communicate with customers in a way that will help them understand our service and feel comfortable with 
you. This is building rapport and extremely important in the sales process.

Two studies done have suggested that 93% of our communication is nonverbal! A sale is not all about what you 
say, but how you say it. T he actual words you speak in conversation account for only a portion of the message 
you convey to the listener. T he majority of the message is conveyed through nonverbal communication. The 
success of every other skill in this manual is built upon the foundation of nonverbal communication.

Nonverbal communication is simply communication transmitted through body language. It is often the 
message conveyed beyond words. You send nonverbal messages by the way you stand, the way you use 
your eyes, the way you shuffle your feet and even the gestures you make with your mouth. The way you dress 
is also another way you communicate to customers. During a sales presentation your words may say one 
thing while your nonverbal communication says something completely different . For example, you might say, 
“This is the best service you will find and with the discount I’m offering it is well worth it,” while you’re nervous 
body movements, shuffling feet, shifty eyes and timid facial expression often send a more powerful overriding 
message. Nonverbal messages will often make or break the sale. Remember, it may not matter what you 
say but how you say it. You should communicate maturity, confidence and professionalism with your body 
language. Good uses of body language combined with the words spoken in your pitch will strengthen one 
another. True confidence is conveyed to the listener not only through your words, but also through your body 
language.

It is extremely important to BE YOURSELF; you must be comfortable on the doors. If you are awkward, the 
customer will sense your nervousness. Be charming during your door approach, use mild hand gestures, use 
visual aids and get the customer to focus on you and your product. Get the customer to laugh! Make a joke 
or two; it will help to break the ice and get both you and the customer comfortable. Having a look of disgust 
as you talk about bugs is an effective strategy. Avoid slouching, shuffling your feet, or any other behavior that 
conveys boredom or uncertainty. Most importantly, SMILE. This is the most important and effective of all 
non-verbal communication. Make a smile part of every door approach.

Mirror
Not only do you have to be aware of your own body language, but throughout the sale you should be paying 
close attention to the customers’ body language. Customers will be sending you messages with their body 
language throughout the entire sale. Pay attention to how they are standing, sitting, their facial expressions, 
their body movements, etc. The customers will often tell you that they are not interested in the service, yet 
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they are still standing there in front of you ready to listen to more of your pitch. Signs that they could be 
feeling this way are shifty feet or eyes rolling back as if saying, “get on with it so I can get you off the porch.” 
It’s true that most people don’t want to be sold, but they do want to buy! Throughout life we learn quickly how 
nonverbal communication affects our lives. For the most part, we know when people are angry or sad. We 
also know when someone is interested in a particular item or conversation, and when they are not.

By paying attention to these signs, we can use them to our advantage and turn conversations to where we 
want by mirroring. It is important that customers feel comfortable around us. Most people feel comfortable 
around people like them (same hobbies, thoughts, interests). Once you have noticed how customers are 
standing, stand exactly like them. If they are sitting, sit next to them. If they are folding their arms, fold your 
arms. T his will send a message that you have something in common. T his will also tell them that you are in 
a comfortable stance, helping them feel a little more at ease. You do need to make sure as you mirror them 
you do it smoothly. If they move, don’t instantly move with them; wait a few seconds and then move to their 
new position. If you feel like customers know what you are doing and are weirded out by it, stop doing it. T he 
more you practice this, the easier and more natural your body will automatically do it.

Throughout your summer, you will see firsthand how body language affects every sale. It is important to 
master this art if you strive to become a great salesperson.

1.16b

Poor Body Language
Shifty eyes
Fidgety hands
Shuffling feet
Any quick or jerky movements
Timid facial expressions
Looking down
Slouching
Squaring shoulders to the customer

Positive Body Language
Standing sideways while talking to the customer
Using mild hand gestures
Using continuous eye contact, breaking only to point to something.
Nodding your head up and down as you speak
Straight posture
Mirroring the customer
Standing 3-6 feet away from the door after ringing the doorbell.
Smiling

It is very important to control the tone and pitch of your voice during a sales presentation. This will help 
you maintain the customers’ attention and the longer they listen the more likely they are to buy. Just like 
with body language, you should communicate maturity, confidence and professionalism with the tone of 
your voice. It is critical to use confidence in your communication. Meta-verbal means “about verbal”. Meta-
verbal communication includes tone, pitch and voice fluctuations. You need to communicate confidence. 
The customers will respect what you have to say if you are calm and speak confidently. Speaking with 
mature confidence will gain customers’ trust and they will see you as a professional worthy of their attention. 
Remember, being confident and communicating confidence are two important aspects of selling.  Confidence 
does not come from the words you use but from the meta-verbal messages you do or do not send. These 
messages are sent through your tone, pitch, and voice fluctuation.
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Read the Customer
If you are talking to an elderly person, obviously, you will be more effective using a different tone than if you 
would use with a young businessman. As you get tired, it gets harder and harder to control your tone. Always 
be conscious of your tone. You can use tone and pitch to express genuine appreciation for the customers’ 
concerns.

Stutter, Repeat Words
As you watch the different sales videos in this pitch, you will notice a few things. One is that there is no perfect 
pitch. Each time I say my pitches, they will be almost identical but slightly different. What I do is know the 
pitch, not memorize it. If you memorize the pitches and rebuttals, you will sound fake and the customer will 
know it. Once again, be yourself. If we wanted a robot to sell the customer, we would have one call them on the 
phone to get all the sales we could handle for the summer which would save us a lot of money. Fortunately, 
that would not be effective. Unless you are talking to someone that is a scientist or similar to, don’t use big 
words. Remember, you are the bug guy so relax. Talk like you would any of your friends. Don’t get too detailed 
in the sale unless you need to as you rebuttal. Explain the service so that an 8 year old would understand it; 
then simplify it more and talk like a real person.

Agree with the Customer
When you first approach customers, they will often have a guard up and are planning to disagree on whatever 
you say. If you start agreeing with what customers say, this will confuse them and they will start to see you as 
something different than just a salesperson because you just jumped to their side. If a customer says, “I don’t 
think I need a pest company; I can just do it myself”, you can respond, “Yes you’re 100% right; you can spray 
yourself and actually be very successful on killing them around the front porch. The main problem everyone 
has been having is with the nesting sites in the yard though. Right now you have the cycle where the insects 
hatch, they come in, you spray, they hatch, they come in, you spray. What we do to stop that…”.

Agree with the customer to get on his side, make him happy and get him to listen. Then let him know of an 
issue around the home so that he can return the favor and start to move toward your side. This technique 
will give you the opportunity to get their trust and attention in order to help them see the value in the service.

If a customer says, “Isn’t it impossible to kill scorpions?” , you can respond, “That’s a great question which 
most people have. It’s a horrible rumor that it is impossible to kill scorpions. You do have to use special product 
for them because they are built to last with their hard shell, but we 100% can kill them. The way the granules 
take care of them is by scratching up their exoskeleton and injecting the product which will dehydrate and kill 
the scorpion if it stays on your property. Most of the time it will just run back to where it came from quick. The 
reason that rumor is around is because a full granule system is not very common and is a unique service we 
offer every time we come out.”

As you can see in the videos the customer gave me a concern and I complimented and agreed with him on 
how good of a concern that is. I then showed him what we do and why he needs our service.
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1.16c

Personalize the Sale
As you’re explaining the service, explain it in a way that makes customers feel as if they already gave you 
permission to spray the house and you’re just going through it, painting the picture for them. This will make 
them feel like you are protecting them and they will feel at ease as they visualize what you are doing for 
them. This will make it a lot easier for them to say yes as you close. We’re going to sweep away all the spider 
webs around the corner HERE (point to a specific spot) as well as around the entire house and garage.

We’re going to spray 3 feet up and 3 feet out all around YOUR home. We’re going to lay down granules in YOUR 
yard: front, side and back. We’re going to go under all YOUR bathroom and kitchen sinks.

“That’s a sweet car. Did you restore it yourself?” “I know this is off subject, but your landscaping in your yard is 
amazing! Did you do it yourself?” “That’s a big garden, What do you grow?” “Your kids are super cute. I have a 
couple about that age. Is he or she talking, crawling, walking?”

(If I see a bunch of words on the wall from a Circuit machine, I start looking for signs that they might be LDS 
such as pictures, certain sayings, modest clothing.) “I love this home. It really reminds me of my mom’s with 
all the sayings on the wall. Sorry, I know this is a weird question but are you LDS?”

“That is the cutest dog! How old is it? Is it full grown?”

Find Something in Common
Whenever possible, it is a good idea to find something in common or strike up a side conversation about 
something you can tell the customer is passionate about. Another great time to use questions like these is if 
the sale is going south. You will want to redirect the sale by changing the subject and by building rapport. Help 
them see you as a person instead of a salesperson. Now that you’re friends, get back to the sale and close.

Post Sale
After the sale is made there are some things you can do to guarantee the service will take place and also 
sell many more. Take a few minutes to really become friends with the customers and talk to them like 
you already are established friends. By doing this, you will help them feel like they’ve just made the right 
decision. It will also give you a chance to help them understand everything that will happen and explain in 
a more casual way the things they were first worried about. Try to get referrals from your sales. You can 
offer discounts to customers when they give referrals. If a customer knows a neighbor who has expressed 
interest in pest control, it will only maximize your time. If he does have referrals, ask, “Could you call them 
right now while I still have time slots?” If the customer cannot get ahold of the referral, get the name and 
number and call the referral yourself that evening. Be sure to tell the referral you’re calling for the person 
you sold. As soon as you remember to do this and do it well, you’ll have single sales turning into three, four 
or five. A good friend will always take the advice of another.
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Manager Notes: Ask the sales reps if they want to be exhausted at the end of the day or if they want to make 
money. If they want to make money, they better pay attention to this lesson and apply each point to their daily 
work day. Share personal experiences on how these methods have helped you get to where you are today.

Many sales guys work hard with little results. It is important to not only work hard but also knock SMART. A 
normal sales rep will not sell a lot of accounts. A hard working sales rep will knock hard to double his failure 
and in return, double his success. A sales rep that works hard and smart will then double his sales again, 
quadrupling his success compared to a normal sales rep. During the summer you will see two types of hard 
working sales reps: One from other companies that are exhausted from running around so much, and the 
other exhausted from signing on so many people. If you’re going to be exhausted, knock smart and make more 
money while you’re at it.

Farming
How well you “farm” your sales area will determine how successful you are this summer. Poor farming 
technique not only affects you, but it can also affect others in your office. It is crucial to everyone’s success 
that everyone farms their area wisely.

People are coming and going all hours of the day. It is impossible to catch everyone home at the same time. This 
means that many of the doors you knock will not be answered because no one is home. Here is an example: Phil 
works the night shift so he is home from 5 a.m. to 8 p.m. but only answers his door between the hours of 5 p.m. 
and 7 p.m. because he is sleeping. Sally is a stay at home mom. She works out in the morning from 10 a.m. to 
12 p.m. She’s home until 3 p.m. when she leaves to pick up the kids from school. Phil and Sally both have ants 
and would be interested in the service. If you knocked on their door at 4 p.m., they would not answer and even 
though they want the service, they will never be sold unless you return to knock their door later that evening. 
Every house is a potential sale, so every time you miss a house you might possibly be missing a sale. The best 
reps make contact with every homeowner on the street.

Every week I have multiple sales where the customer answers the door and says, “I’m so glad you are here. 
I’ve been needing pest control but haven’t found the time to call someone. It’s so lucky you found me because 
I’m almost never home.” Is this lucky? NO! I’ve been to their home 3 or 4 times until I finally found them. T he 
customers that are most likely to buy are the ones that have jobs, which means they are probably a little harder 
to catch. BIG HITTING reps understand that selling is a numbers and a law of averages game. T his is something 
reps that do not sell as many accounts think they understand and can cheat the system but really have no clue. 
T hey say, “Well it’s a numbers game so if I keep knocking I’ll get more sales.” FALSE! Knocking hard does not 
make BIG HITTERS. Farming correctly creates BIG HITTERS who create their own success. The law of averages 
means on a particular street, if farmed correctly, there are so many that will buy. If you just blow through the 
neighborhoods, you will only talk to the same people that are always home and get the same pitch from every 
company and are more likely not to buy. This is what you want to do in the morning. Get your fliers out and weed 
out the prospects that are not as good so that you are not wasting your time during prime time. Many sales reps 
understand that people with money are home in prime time, so why not just knock in those hours?
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That is a horrible thought. If you only knock in prime time you will not be able to weed out the people not 
interested and without jobs, which will shrink your prime time for the right customers in half, giving you half as 
many sales that day.

In order to talk to every house, you need to keep track of the people you have and haven’t talked to. T his way 
you will know where to go back. This can be done on a knock sheet. Write down the address and then mark off 
the ones you talk to as you go through the area for the first time. Keep accurate records so that you won’t be 
worried if you’ve already talked to someone or not when you go back through the neighborhood. You should 
knock doors for about 2-3 hours then return to where you started and knock on the doors you missed. I will 
usually pick two normal sized streets per day. I will first knock them in the morning before lunch, then again 
after lunch, and if I’m lucky, I’ll get through them a third time in the evening. By the end of the day I’ve normally 
talked to about 90%+ of customers on the street and then I will go back through my streets again on Saturday 
to find the last 5-10%.

Instead of just writing if the customer said “yes” or “no”, you will want to make detailed notes on the people 
you sell and don’t sell: Name

What kinds of pest activity they have been seeing? Where was the pest activity and how long has the problem 
been occurring? What time did you knock on their door? How long they have lived there?

Even if you did not get the sale, use this information in future sales to show what the neighbors are seeing. 
Example: you pitched the Jacksons, they did not buy our service but they gave you their names right before you 
left. For the next few doors on the street:

“The Jacksons are already seeing roaches in the kitchen area so we definitely need to get this set up and going.

Would morning or afternoon be better for you?”

Some sales reps like to knock their entire neighborhood and then go back through again two or three times 
using their knock sheet. This is a big mistake. By going through all of it and then going through again, you’re 
just walking and wasting a lot of time because you will most likely be knocking the same houses again at 
the same time. Seeing how most people have the same work schedule each day, you will find more success 
if you knock each house at a different time. This will better the chances of prospects being home. Another 
disadvantage of waiting a week or two to re-knock their door is that it will lessen your chance of switching 
someone over from their current company. In many cases, they will receive your flier and think, “yes, I do have 
more insects than normal. I better call my bug guy,” giving them the sale instead of you. Why shouldn’t they 
call their normal guy? They don’t know you or what you offer.
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1.17b

Burning Area
If you do not farm it is called Burning Area. You will not have as much success if you practice this awful 
technique. Many times, sales reps will look at the most successful salesmen in the office and say, “Why do they 
always get the best areas?” and they think those reps are being favored. The BIG HITTER sales rep doesn’t care 
where they knock as long as they have money because they create their own success. There is no luck in it.

Starting a new area takes time away from the doors as you try and find a new one. Once you have found 
the new area, you have to get to know the neighborhood. Each neighborhood is a little different: different 
atmosphere, type of people, and insects. When you first start, you don’t have any sales or know anyone’s name 
to reference as also having issues. The more time you spend in your neighborhood, the more people you’ll get 
to know and be able to refer to as also having a problem. The more sales you get, the more potential customers 
get to see our trucks servicing their neighbors. With these great tools, you will sell more and more accounts. 
Once you finish your neighborhood, you have to start the process all over again, which isn’t always fun. This 
is why we prohibit anyone from knocking someone else’s area, you will be stealing their success which they 
have created.

Burning through area will also upset the other members of the team. While they spend their time carefully 
working their areas, you are burning through the rest of the city, wasting valuable area. This, in return, makes 
everyone move long distances because you wasted all the closer areas. You will not be successful if you do this.

Callbacks
Many of your sales come from call backs on the doors. You will have to return at a later time that day or 
sometimes several days after to be able to talk to the decision maker.

It is very important that you find out: What insects they have or had last summer The decision maker’s 
name What they do for pest control What time they will be back home. You can get this information from a 
spouse, babysitters, maids, neighbors, and kids are also a great one because they will tell you every insect they 
have ever had.

As you return during the scheduled time, it is crucial that your pitch is right. As they answer the door, if it is 
the person that you believe is the decision maker, call them by name: “Are you Daniel? Great! Did your spouse, 
babysitter, kids etc. tell you I was coming by?”

If they say “no”, say, “Oh sorry; I hate it when I surprise people. We were treating the Johnsons down the street 
earlier for the ants and your wife told me you guys were having similar issues and for me to come by after you 
got off work to set up a time to get rid of it. Let me show you what we’re doing though because it’s completely 
different than most companies. I’m sure you’ve seen the local guys coming around with the pump cans; we’re 
not going to do that…”.
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If the customer says, “yes, she did let me know,” respond, “Great; I hate it when I surprise people. I was just in 
the neighborhood treating the Johnsons down the street and your wife told me that you, like the Johnsons, are 
having some issues with the ants. Did she already explain to you what we will be doing to the house to take 
care of that issue? If the customer says, “yes,” then, “Great; let’s just get you all set up for tomorrow then. Did 
we want to shoot for around this time so that you can be home or does it really matter? If the customer says, 
“no”, then go through the service and then use a close as if you already have permission. We will be treating the 
neighbors tomorrow, is this about what time you will be getting home tomorrow as well? Awesome, because I 
have a time slot open from 5-7 so lets get this set up. What was your last name?”

It is very important you call customers by name. Many times, especially after customers get off work, they do 
not want to talk, especially to a door-to-door salesmen. By calling them by name and saying who invited you, 
you won’t appear as a salesman. You are there for a reason and it must be important if his or her spouse told 
you to come back. If the prospect refuses to listen to you, say, “Look, I’m not trying to bother you. The only 
reason I’m here is because your spouse asked if I would take the time out of my day to come talk to you.” This 
will put pressure on the prospect to listen to buy. This shows the prospect how much his or her spouse must 
want the service. If the spouse did not, he or she wouldn’t have told you to return. The time to do your call 
backs are very important so that you can make the most of your day. If a customer in one part of your area 
says his spouse will be home at 4:00 and then another at 6:00 and another at 8:00, you could spend your entire 
prime time walking back and forth to different parts of your neighborhood. When you set up call backs, be 
smart about it. If a customer says his or her spouse is home in the morning, do all of your call backs first thing 
in the morning before knocking any fresh doors and before you get into prime time. If you are waiting for the 
spouse to get off work, ask if it’s okay if you stop by on your way home just after dark. The customer almost 
always thinks this is a great idea. By doing this you are able to knock until dark, taking full advantage of prime 
time and then start on your call backs. Some people hate it if you knock in the dark; however, if they invited 
you it’s perfectly okay. They are more likely to invite you inside to sit and discuss the service, which quadruples 
your chances of closing the sale.

With the customer knowing you are on your way home, you can use some different closes such as:

“Joe, absolutely I’m on my way home because it is dark outside but there is a spot I still need to fill at 12:00 
tomorrow. I have to wake up early to come all the way back out here just to fill one spot. If you will take it, I’ll 
wipe out our entire initial and do that first service at the regular treatment price of 36 bucks.”

1.17c

Phone Call Back
Anywhere from 10-30% of your sales will come from people you close on the phone. If you want to make 
serious money, spend time on the phone. The phone calls will allow you to sell to many of the people you were 
unable to close on the doors. You should create a sense of urgency. The reason you called them back was only 
because they weren’t able to sign up earlier and you’re doing them a favor.
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The best way to talk to people on the phone is to assume that they want the service and have already decided 
to take it. Make it seem like all you need to do is set up the appointment. “I’m calling to see when the best time 
to service your home will be,” or “I’ve got a couple of openings there tomorrow. Are the mornings or afternoons 
better for you?” or “I’m calling to make sure you can still do it tomorrow…”. If you are speaking with someone 
you didn’t talk to at the door, make sure you let him or her know you spoke with his or her spouse earlier that 
day (“Did your wife tell you I stopped by and spoke with her this afternoon?”). Let the prospect know you were 
in the area anyway and did them a favor by stopping by. Because you do not sell the customer face-to-face 
when working on the phone, be sure to carefully review the terms of the agreement. It is easier for the customer 
to misunderstand the service when you are selling them over the phone. Get as many phone numbers as 
possible. It will surprise you how many people you will close on the phone that did not seem interested at the 
door. Spouses, kids, and even babysitters are a great source for phone numbers. Get the name of the person 
you spoke with, make notes in regards to pest activity that they have seen, and use this information when you 
make your call backs.

Keeping track of small details will help you close more sales. What kinds of pest activity have they been 
seeing? Where was the pest activity and how long has the problem been occurring? How serious were they 
about buying? When is the best time to contact the decision maker?

Who did you speak with?

Get every phone number possible; you will close sales you did not even consider good leads.

1.17d

Knock Harder
The sales reps that sell the most accounts all have one big secret that the rest cannot comprehend. T he secret 
is to get to your area first, knock all day, take short breaks, get off the doors last. I know this is a crazy theory 
that most sales guys do not want to believe and would rather find some magic Dumbo feather, but the truth 
is that one does not exist. There are many ways to help you get sales but to be the top sales rep, you have to 
knock harder than the rest.

In my first year with Armor, I was the top sales rep. We had many, extremely good sales reps come with us from 
other companies and sales jobs that were promised to outsell me. One by one they fell short. At the end of the 
month, the sales serviced numbers were placed on the board to see who completed their goals for the month. 
I was in the lead that month with 113 serviced sales. One of the experienced sales reps who had been knocking 
alarms for the past four years was really disturbed by this as he looked at me and said, “How is it possible for 
you to always beat me?” He was very educated on how to knock and the science behind the sale as he studied 
many authors. My good looks weren’t a good enough answer for him, so he decided to go on the doors to 
shadow me. We knocked one street together. While walking that street, we kept talking and I kept walking as 
we went door to door. I would knock a door, wait for a little bit, and then leave to the next door. He kept asking
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“Wait, are you not going to sit here a little longer?” I told him there was no time to wait. and I would cut through 
all the yards instead of using the sidewalk. When someone answered the door, I got straight to the point, not 
wasting any time. I talked about my day, how I knock two streets per day and go up and down them as much 
as possible. My breaks were short. At the time, my car did not have AC; it was 115 degrees outside and 135+ 
degrees in my car. I packed my own lunch and water in my car so the only time I would break to eat was in 
my extremely hot car. You can imagine my breaks were short so that I could get out of my car to feel the 
natural AC. Although it was a 115 degree breeze, it felt better than my hot and humid car. During that one 
street we knocked, he saw me talk to two people briefly and close zero sales. At the end of the street he said 
he understood why I sold so many more accounts and he was ready to leave. He then picked up a similar 
work day and I had some true competition to give me a run for my money. As I mentioned, that rep had sold 
four years in alarms and was one of the top sales reps each year. At the end of the sales season, he said that 
summer was his most successful summer and he had made more money than any previous summer.

Average sales reps, will get on the doors around 12:00 and take a two hour break at 2:00. T hey will knock for a 
few hours then take a break, knock a few hours and take a break, many times taking people with them. These 
sales reps get about 5 hours of actual knocking in their sales day and they will sell under 150 accounts. Top 
sales reps get on the doors from 11:00-3:00, take a 30 min lunch break and get back on the doors for the rest 
of the night. They usually have drinks in their cars or stash them in some bushes on their streets in case they 
need a drink. This schedule gives them 8-9 hours and no wasted time in prime time. This allows sales reps 
to sell twice as much because they work almost twice as many hours and get twice as much experience as 
average sales reps.

As you walk door to door, walk like you have a reason. You should walk fast as if you have somewhere to be. 
You are a sales rep who is portraying yourself as the bug guy. Bug guys walk in yards, sales reps walk on 
sidewalks with a suit and tie. Some sales reps zigzag in the street back and forth, crossing the street to knock 
a door directly across from the last each time. This not only sounds and looks ridiculous, but is extremely tiring. 
Remember, you are paid on 100% commission, so if you spend your entire day walking, you will not make

very much money. I don’t even know how many times I have been walking fast, up and down the street and 
someone in their yard that had told me “no” earlier that day stopped me and said, “I want your service. I can 
definitely see you are a hard worker as you work in the heat all day. I believe you will treat my home correctly.”

As I’ve mentioned, you want as much time as possible to spend on the doors, which means you need to get 
to the next door as fast as possible. The fastest and shortest distance to the next house is straight through 
the yard to the next home. If you use the sidewalk, it is 3 times more walking than is necessary. In my years 
of selling, I have never had anyone get mad at me for doing this and I do it every day I sell. Even if you have a 
couple of people get mad over the summer, this technique will increase the average sales rep’s numbers by 
20%. At $150 to $300/sale, is it worth it by the end of the summer? YES! 20% on 150 sales is an extra 30 sales. 
30 sales multiplied by $150/sale, adds $4,500 to your bank account! Another common mistake sales reps will 
make is spending an extra 10-60 minutes after the sale shooting the breeze with the customer, to build rapport.
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This is a waste of your valuable time. Yes, building rapport to solidify the sale is important, but can be done 
a lot quicker and as you are getting the sale. You will see that sales reps that do this have just as many 
pre-cancellations as the top sales reps but do not knock as many doors which gives them less sales. Some 
sales reps also believe they need to be at every appointment that they have getting serviced. This means a 
lot of walking back and forth with the technician, losing another 30 minutes to an hour. Prime technicians 
are great, friendly and full of information. Don’t stress out about being at the service when the technician 
is there because they are professional and very good at what they do. You just need to worry about filling 
the route.

During my first year with Armor, we would do competitions and some reps thought I was somehow cheating 
to get all my sales. T he truth is, in a way, I was. I would use a specific schedule to ensure I would win. Do 
you want to know the schedule? I would put in a 54 hour knock week. The other sales reps would put in a 
30 hour knock week. 54-30= a 24 hour difference. If they were knocking 5 hours a day it would take them 5 
more days to make it completely fair, almost another full week! Plus, I had way more experience when I took 
their one summer and turned it into two by the amount of hours I worked.

If you want to be a great salesperson work harder than the rest. It is only 3-4 months and you have the rest 
of the year to look at your money in the bank and not stress about trying to find a job immediately. If you 
stay home instead of selling, guess what? You will have nothing to show at the end other than the receipts 
for rent and food you paid for.

Door-to-door sales is an extremely hard job for this one fact alone: no one goes door to door with you to 
make you knock all the hours. For this reason, I have been extremely thankful because it forces companies 
to pay young adults without fancy degrees A LOT OF MONEY which they could not get anywhere else, 
especially in only 3-4 months.

You, however, are meant for this job and can push through the objections and heat because you understand 
it is only 3-4 months and it is worth it. By following the schedule of working as hard as possible, you will 
have a lot more energy. I promise you this. You will get back to the apartments almost every day with more 
sales than the other reps, especially the ones who only worked half of the hours. You will go home with no 
regrets and will know that you can and will accomplish anything in your life with the skills you have learned 
during the summer.
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Manager Notes: Make sure your sales reps know the manual and are studying during the entire summer. 
They can study the manual and also many different sales books. Consistently remind them, check up 
and quiz them; encourage them to be team players. This hard work is where you will find your success 
as a manager.

It is very important that you study daily through the entire summer. The majority of sales reps have their 
best months in May and June. This is weird because this includes first year reps. When they first start 
selling, they usually have no idea what they are doing and their product knowledge and rebuttal vocabulary 
is not as large.

The reason they have the same or more success at the beginning with knowing so much less is because 
they are constantly studying. They read the sales manual over and over again until they get so many sales 
under their belt and feel confident; then they stop studying. This is a huge mistake. Even as you gain more 
knowledge and experience, the moment you stop studying is the moment you stop progressing and slowly 
start to move backward. Reading Armor’s sales manual once will not cut it. There is no way anyone can 
comprehend and obtain the full information without constantly going through it. You will notice the top 
sales reps in each office are those who are constantly studying to better themselves. It is also good to read 
and study other sales books, do hypnosis on how to sell and be confident, utilize motivational books and 
CDs , watch YouTube videos on how to approach customers, sell, and build rapport, record your pitch so 
you can listen to it and critique and change things you may have not known you were doing, consistently 
ask questions to your manager, sales reps and customers to learn as much as you possibly can

You will find out that there is no perfect pitch. There will be a day where a first year rep says something 
in their pitch that you love and will adopt in your daily selling. One thing I’ve always tried to apply in my 
personal life is to surround myself with the people that are best at what I want to accomplish. I started out 
in high school at a telemarketing job. I picked up on it very quickly and was always one of the top guys out of 
80+ on the sales floor. One day a new hire came onto the floor that doubled and tripled everyone’s numbers 
from his first week. I was astonished by how that was possible and requested to be switched to that team. 
He didn’t know this, but I made a point to get to work early every day to make sure we sat by each other 
so I could listen to him sell and casually ask questions now and then like it was no big deal. After a couple 
weeks, I learned his wordage, tone, persistence and pattern. My numbers jumped as high as his and we 
both were promoted to management in different locations to sit with, grade, critique and teach others to sell 
as well. Yes, this was a telemarketing job that no one really wants but that is beside the point. The point is 
whatever you do, surround yourself with the best and then you can learn to truly be the best. Once you are 
there, the only way to keep progressing is to keep studying in your personal time and then teach others how 
to accomplish what you have. This will lift others to compete with you and will drive you further than you 
ever thought possible. This principle applies in most things in life. If you wrestle, snowboard, wakeboard or 
play chess, if you keep your secrets to yourself you will never be challenged to find better ways and work 
harder. You raise and you raise others, and Prime 100% believes and promotes that motto.
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Manager Notes: As you teach this lesson, share what you personally do to keep your head on straight 
and to stay motivated when you feel down. Have others on the team share their ideas and techniques. T 
his will be a fun lesson and get guys excited to try new things and work hard.

Success in anything you do in life depends deeply on your dedication to hard work and committing yourself 
to being the best you can be. These two principles will help you become the salesperson you wish to be and 
bring to you the success you seek. All great leaders and successful people throughout history were brought 
success through the belief that their thoughts and actions influenced the outcome of everything they did. 
These figures learned early on that if they were to reach their goals, which many thought impossible, they 
would have to learn to control every thought and action. T hey only allowed the best and most positive 
thoughts to enter their powerful minds and were constantly DOING all they could to help bring the success 
they seek. In sales, these principles mean more than you know.

Goal Setting
Goal setting is arguably the most important thing you will do all summer. Someone great once said, “If one 
does not master the art of goal setting, he will get to the end of his life, look back and realize that he had only 
accomplished a small portion of what he was capable”. If you wish to achieve great success this summer then 
you will need to apply correct goal setting techniques. A true goal is one that requires commitment, hard work 
and sacrifice. If you wish to obtain the success that the top reps in the industry do, then you must set goals and 
work toward them as they do. It is imperative that you set goals every day, week and month that you are selling. 
Be sure to set goals that are realistic. However, do not use ‘realistic’ goal setting as an excuse to set the bar too 
low. Goals should always be just beyond your reach. You will always do better if you are being pushed. Make 
sure to not set yourself up for failure, this can create discouragement. Be willing to push through the negative 
emotions that come when one chooses to do something extraordinary. There will always be opposition when 
one puts all his heart and mind toward a righteous and outstanding goal.

Visualization is the key to any and all correct goal setting. If you cannot see yourself achieving your goal, 
then you won’t achieve it. Many professional sports players use this technique before every match or game. 
T hey close their eyes to visualize themselves beating their opponent and winning the match. T hey see and 
feel the win. Visualization is nothing if you can’t imagine what it will feel like to achieve your goal. This is a 
technique that I have personally used on my biggest weeks, months and summers. Every morning I would 
wake up and do what is called the “Hour of Power”, invented by Anthony Robbins. Each day brings new 
people and new situations to the table. You should always have the faith that if you set your sales goal as 
3 today, that as soon as you step out of your vehicle there are 3 people waiting and ready to buy from you. 
This belief enables you to push through every “no” and await the “yes”.

Throughoutthesummer,itwillbetemptingtoslackawayfromyourgoalsDON’T DO THIS! STAY FOCUSED! Keep a 
reminder of what you will do with your earnings. T ape a picture to the inside of your binder of that new truck 
you want or that beach you will be sitting on after you receive that first lump sum of money that you earned 
from selling for Prime Pest Control. Above all else, great goal setting will require you to always stay positive.
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1.19a

This is another key to correct goal setting. It is human nature to get negative when the going gets tough. Keep 
your head up and ward off any negative thoughts or feelings that may come to you throughout the summer. 
Top sales reps ensure success by always looking ahead and retaining good, positive thoughts at all times. The 
best way to visualize a goal and solidify it is to write it down. Below is a sales calendar for you to calculate your 
daily, weekly, and monthly goals. Make a summer goal and calculate how many 12 month contracts you will 
need to sell every day to reach that goal. Write each daily goal next to each date.

Help Each Other Stay Motivated!!
If you can create a situation where you are not only excited to sell but everyone in the office is also excited, 
you will all sell more than you ever could alone. In the office, you can create excitement by congratulating 
those who are successful and being genuinely happy for those who are doing well. Be glad to see success and 
praise it whenever possible. A little in-house competition becomes a very challenging and healthy sport. On 
the doors, pump each other up, and convince each other that you will reach your goals. If you can do this well, 
your numbers will improve. This success will build on itself, raising the sights of everyone because everyone 
will believe it is possible. No one in particular will be constantly in the lead, but all will be challenged for that 
position. Even more so, you will never sell as many as you will when everyone is selling well. With everyone 
giving, everyone will be receiving. That means that you will be receiving of the excitement and energy to keep 
going. The people you talk to on the doors are always able to tell when you’re just giving the same old line and 
they will always see when you are happy to be there to talk to them. They will feel like you must have something 
great for them and they will enjoy hearing you tell them about it. There are more sales made when you are 
happy and excited than any other time.

1.19b

Keep a Level Head
It is far too easy for us as human beings to allow our thoughts and emotions to control us. T here are outside 
forces trying to control us on a daily basis. You will learn quickly that selling is very mental and emotional. If 
you do not control these aspects of you, it becomes very difficult to stay motivated. We come across people 
who are very rude and unkind, we lose sales, we make sales, we have family issues, and we may have personal 
issues. Our lives are emotional roller coasters and if we let it take us for a ride we will never be able to reach 
our full potential. A great opportunity we have as salespeople is that we have a day-to-day opportunity to learn 
how to develop greater self-control, ultimately raising our self-esteem and self-worth. Selling is not easy. If 
it were, everyone would do it. If you wish to become a great sales rep, you must learn to keep a level head 
throughout the day. When we make a sale we become very excited and when we lose a sale we can become 
very depressed or angry. There are also days where it’s at the end of the day and you may want to give up 
because it seems useless or you didn’t get a sale the day or two before and have lost your confidence. Many 
sells guys, especially experienced and bigger hitters, can fall into a fear of not succeeding when so many 
people expect them to kill it like crazy. They fold under pressure if they can’t keep it up and they start to look



Chapter 19: Stay Motivated 
for excuses on why they didn’t sell and start to do other things that really are not important instead of getting 
out of the car. If they still had a good day they let everyone know how many they had and only worked part and 
if it was an off day they had a great excuse. Getting out of the car to knock that first door can be the hardest 
thing to do in your entire sales day. Everyone has this issue at one point or another. There can be many ’peaks 
and valleys’ during a day of sales; your ability to keep these peaks and valleys from getting too low or too high 
will help you do great things not only in sales, but in life. Everyone is different and we all may have different 
methods of keeping ourselves in a good mood. I do 3 on a daily basis. First, I wake up, put on my shoes and do 
the hour of power before I do or think of anything else so that I can start my day in sales mode. Second, I read 
the same two chapters from the book The Greatest Salesman in the World, which are “The Scroll Marked 3: I 
will persist until I succeed “and “The Scroll Marked 4: I am nature’s greatest miracle”. Third, right before I get 
out of my car, on my way out to my area, or if I hit a few bad doors and am frustrated, I will sit in my car for 5 to 
10 minutes as I get my drink and look at myself in the visor mirror as I repeat, “You are the greatest salesmen. 
Everyone wants to buy from you. You are good looking; Why wouldn’t they?” I will talk myself up over and over 
until I’m convinced and bolt out of my car to go get the sales waiting for me. This makes me sound conceited 
and I normally wouldn’t tell anyone I do this but it does work great for me and maybe will for you. Experiment 
with different methods and ask other sales reps about their methods.

Accentuate the Positive!
People often respond to us in ways they think will outsmart or get rid of us. They will try every kind of negative 
response, thinking that by saying something challenging, you will give up and walk away. They will get rid of 
us only if they can keep the conversation on a negative level. T o avoid this situation, we must listen carefully 
customers. Pay special attention to the tone of their voices and the words they are using. If you hear the 
tone becoming negative, you must immediately swing the conversation upward into a positive exchange or 
you’ll lose them. Anything to the effect of, “You know, you’re right…”, “Actually, that’s why we now do things 
differently…”, “That’s an excellent question; we found the same…”, “Most people I talk to ask the same thing; 
we don’t do that anymore…”, “A lot of your neighbors have had trouble with the same…”, “That’s a great 
idea…”. Any time you can change the mood to one that is supporting of their objections, they will begin to 
support you in the things you say. You will actually create a situation where they know you understand them 
and are on their side. When it’s time for them to agree with you (like when you need them to want to have 
the service) they will more easily be able to because you are both on the same side and see things the same 
way. Finally, never use negative words or phrases that contradict the opinions of the people you talk to until 
you have supported them in the things they say and are worried about. Then you will be able to get them to 
agree with you when you need them to understand what you are saying and why you’re there. 

Important Things to Remember
Always remember that it is only 4 months. Yes, it’s hot. Yes, other sales guys might not be knocking like 
they should, but not you! YOU are better than that! The more summers a sales rep has done, the easier it is 
to work all the hours and hit the big numbers because they know this is only 3-4 months and it ends. After 
it ends, that’s your paycheck for the entire year. For others who decided to play, they have to go home and 
get jobs and/or student loans because they thought the summer would never end and gave up. It is ONLY 4 
months. You can do anything for 4 months, especially when the reward at the end is 100% worth it.
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