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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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Chapter 5

Giving the Price



Chapter 5: Giving the Price 

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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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.
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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.


